Mole Guard

Mole Guard introduces an affordable and
convenient solution to dirt, debris and
pest-filled valve boxes. Mole Guard is a
patented polypropylene bottom for un-
derground valve boxes with side guards,
where pipe enters and exits. Together,
these provide a barrier preventing dirt and
unwanted pests from entering the en-
closure through the bottom or along the
piping. Mole Guard is easy to install and
is available in four sizes that are designed
to fit the most popular-sized enclosures.
Mole Guard was designed with service
personnel in mind, making the mainte-
nance and repairs of equipment in valve
boxes as fast, safe and easy as possible.
MoleGuard.net

The Toro Co.

The new Toro Precision Soil Sensor con-
tinuously measures moisture levels in the
soil and determines when to allow the
irrigation controller to water, maximizing
the efficiency of your irrigation system.
There are two wireless components: a
receiver that hooks up to the irrigation
controller, and a sensor that installs in

the ground. Once installed, the sensor
calibrates itself automatically to deter
mine the soil type. When the moisture
level exceeds the userdefined optimum
level for the plant material, the controller
is prevented from running any irrigation
programs. This prevents unnecessary wa-
tering and provides the possibility for sig-
nificant water savings. The unit also is the
first soil sensor to offer freeze detection,
which prevents irrigation when tempera-
tures approach freezing. Toro.com

WaterOptimizer Inc.
The WaterOptimizer, a smart irrigation system, was named Innovation of the Year
at the recent BizTech Innovation Summit Awards & Expo. Sensor nodes designed
to measure the amount of water in the soil are placed in the ground. Sprinklers
only turn on when the ground is dry, and then only long enough to reach the de-
sired moisture level. The system is controlled remotely through an Internet con-
nection. The wireless mesh network relays information back to the user, giving
instant data and immediate control. WaterOptimizer.com

continued on page 33

Need more

GREEN?

Keeping in touch with your clients can help boost
profits! Communicate your services to them via
phone, email and text using a PhoneTree®
automated messaging solution and make
them aware of how valuable they are to you.

Our Landscape Management
customers use their VoiceWave for:
* Payment reminder notifications
e Seasonal promotions
e Scheduling inspections and estimates

888.816.8742 | , o

p hOn etree . comILS M1 2 Proven. Professional. Trusted:

JULY 2012 | LANDSCAPEMANAGEMENT.NET 31




.m-h'..":&w

-

Reputations are built from
the manicured ground up.

Control major sedges along with 40 other
weeds, including the top five® lawn weeds with
Monument®.75WG herbicide: Its convenient,
single-dose package was specially designed
for your operation. Two application options,
broadcast or spot treatment, one attractive
price. /All of which' makes the battle/against

weeds, a lopsided contest; Fight for every yard.

i‘#u A{{‘Q ﬁs"'t * * ek \:» “/~ \V_.. |
k/’/ ok, ST = s

I"'~

wMonument B

Herbicide

— y ! 5 =
&% 4 i H’ Visit TryMonument.com or scan this with
3 L3 \ ¢ your QR reader for more information.
# *2011, Specialty Products Consultants, LLC. (Primary weed controlledwith selective post-emergent
herbicide, top five mentions: dandelion, crabgrass (suppression), nutsedge, clover and spurge)
- Yoy
4] ©2012 Syngentz{'lmportam Always read and follow label instructions before buying or using Syngenta products. The label contains important
RN 2 condltlons of sale, |ncludmg limitations of remedy and warranty. All products may not be registered for sale or use in all states. Please check
- with your state or Iocal éxtension service before buying or using Syngenta products. Monument? the Alliance Frame, the Purpose | con and the
,Syngema logo are Lrademarks of a Syngenta Group Company. Syngenta Customer Center: 1:866-SYNGENT(A) (796-4368). | MW1LGT2022-R1-LM 5/12
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continued from page 31

Firestone Specialty
Products

The new Water Man-
agement Solutions cus-
tomizable product line
includes the Firestone
EPIC Chamber, a drain-
age and irrigation sys-
tem that uses a natural
passive process to man-
age and direct water re-
sources; the Firestone
EPIC Pan Sheet, corru-
gated plastic flat sheets
that are assembled
on-site for ease of in-
stallation; the Firestone
EPIC Pan, an alternative
to the pan sheet; the
Firestone EPDM Geo-
membrane, a cured,
single-ply liner used to
capture water for reuse
in subsurface irrigation;
the Firestone Netlon
Advanced Turf System
(ATS), a polypropylene
mesh blended into the
soil profile to increase
bearing capacity and
root stability; the Fire-
stone NetPave 50, a
permeable, recycled
thermoplastic paver; the
Firestone NetPave 25, a
lightweight permeable
paving system installed
atop existing grass sur
faces to improve bear
ing capacity for light-
weight vehicular traffic;
the TurfGuard Paver, an
extruded polyethylene
mesh roll that is tough,
flexible, long lasting and
suitable for occasional
vehicular access on soft
subgrades; and more.
FirestoneSPcom

Hypro
Hypro Express wet boom fittings feature a connec-
tion that is quick and easy to assemble and provide
a quality leak-proof seal for stainless steel or polypro-
pylene pipes. They lock the alignment of pipe sections,
barbs, tees or nozzle bodies for always-right assembly.
Utilizing the proven O-ring sealed joints used for nozzle bod-
ies, Express wet boom fittings eliminate the need for leak-prone
threaded joints or expensive welded fittings. They efficiently install using the same hardware and
mounting methods as Hypro ProFlo wet boom nozzle bodies. They also leverage the same simple
drilling and cutting operations used to prepare pipes for final assembly. Express wet boom fittings
are currently available for 1-in. nominal pipe with universal flange, hose barb and cam lock connec-
tion options. HyproPumps.com

Visit TryMonument.com or scan this with your QR
reader for a free sample while supplies last*

Actual size.
Nowhere near actual strength.

Beat the top five* lawn weeds, all sedges,
and the competition. Fight for every yard.

o [ arour Bl HERBICIDE |
60"

W Monument 75WG

A herbicide for control of certain broadleaf, sedge, and grass weeds in turf

Net Contents (0:5'gram)
One single dose water-soluble packet

*2011, Specialty Products Consultants, LLC.
**You must live in a state where Monument is labeled for use. Only for use on label-approved warm-season turf. 1LGT2023-LM
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Ditch Witch

Fast, powerful, simple to operate and easy to steer, the Ditch
Witch RT24 compact trencher offers a choice of high-flotation tires
or heavy-duty tracks, plus an optional Roto Witch boring attach-
ment that helps you install utilities beneath driveways, sidewalks
and other surface improvements with minimal turf disturbance.
The fully hydrostatic, 22.3-hp unit was designed with more weight
on the digging chain, so it can put more product in the ground
faster. A special trail wheel sup-
ports the oscillating tracks to help
reduce breakover and increase
stability over uneven and rough
terrain; tracks “walk"” or oscillate
12° for extra stability. Its trenching
capacity is 48 in. deep and 8in.
wide, and easy hand controls are
grouped conveniently at the opera-
tor’s station. The optional backfill
blade, available only from the Ditch
Witch organization, eliminates the
need for shovels and manual labor.
DitchWitch.com

Land Pride

New for 2012, the Land Pride DT35 Ditcher features
an adjustable depth shoe, 1-in. ripper shank, #80
drive chain and 2-in. main shafts as standard fea-
tures. With an adjustable cutting diameter of 16 or
18 in., the cutting edges are reversible/replaceable
and manufactured from AR400 material. The impeller
leaves a clean and sculptured trough to keep water
flowing freely. Perfect for your 30-hp to 60-hp tractor,
the DT35 quickly creates channels up to 9-in. depth
for small irrigation ditches or for efficiently diverting
water from unwanted areas. LandPride.com

5 "3:_', 7 J L

Challenge...Solution : 3
 Presented with the challenge of pooled inixd when it rained
at Kenan Hall, Flagler College in St. Augustine, FL.

StormPave permeable pavers provide a beautifully creative and
sustainaple solution to the drainage problem. Storm water is
now handled on site and the new hardscape blends well with
the su,rrpuhding structures while adhering to the local historic
distr'q(_:t—‘ggﬁdelines.

LA

mﬁ 2011 BIA Silver Award
({t&@/ ‘Paving and Landscape

3% Architecture

-l
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Little Beaver

Kwik-Trench mini-trencher is offered in
two models, the KT200B and KT24008,
both able to trench up to 30 ft. per
minute. The Kwik-Trench works quickly
and efficiently to create clean, narrow
trenches. Featuring a triple V-belt drive
system, it achieves rotation speed up

to 800 rpm. Precise cutting depth is
achieved with a manual crank, while each
trencher’s locking swivel wheel guides
the unit, ensuring straight trenches. In ad-
dition to producing clean, precise results,
the Kwik-Trench is designed to minimize
backfill and cleanup time by depositing
soil beside the trench. Powered by a 5.5-
hp Honda engine, the KT 200B is capable
of achieving depths up to 8 in., while the
KT 2400B unleashes 8 hp through its
Honda engine and achieves depths up

to 12 in. For added convenience, Little
Beaver offers an optional trailer to make
transporting the Kwik-Trench a snap.
LittleBeaver.com




This Show Means Business.

The 2012 Irrigation
Show & Education
Conference

Irrigation Show | Nov. 4-5 | Education Conference | Nov. 2-6
Orangg County Convention Center | Orlando, Fla.
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Change the Way You Water

* See innovative water technologies.

* Learn how to grow your business.

» Stay current on industry best practices.

* Conduct business and make new contacts.
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ADD-ONBIZ

EXTEND YOUR BUSINESS % BY CASEY PAYTON

A business
with bite

Jim Agabedis offers an organic
solution to tick and mosquito control.

HEN JIM AGABEDIS moved to a home in the
suburbs, he soon discovered he had a tick
and mosquito problem. An organic gar
dener and landscaper, Agabedis researched
his options and decided this sort of bug control would

be a useful add-on service for his Massachusetts-based
organic lawn care company. That was in 2005. Agabedis
says the service has grown since then.

“"When | moved to the suburbs, | realized what a prob-
lem this was for a lot of homeowners,” says Agabedis,
president and owner of Minuteman Landscaping Inc. in
Brighton, MA.

WHY TICK AND MOSQUITO CONTROL? Our initial interest in it was
for personal reasons. | had moved to the suburbs and had

a mosquito and tick problem. But when we found a product
that worked, it made sense to offer it as a service through my
business.

WHY ORGANIC? |'ve been an organic gardener since 1984.
Organic and all-natural lawn care is where we've always hung
our hat. So | was definitely looking for an organic product when
it came to tick and mosquito control. Customers do appreciate
that it's safe for their kids, pets and themselves, as well as for
the environment.

WHAT WAS YOUR INVESTMENT? We already had some of the
equipment we needed through our compost division, but there
would certainly be an investment for those that don't have
spray tanks or another way to distribute the product. The
product we use and have found works the best is cedar oil.
There's also a granular version that works as a repellent, so
once we eliminate the population by spraying we go in and do
the granular treatment to keep up.

HOW PROFITABLE IS THE SERVICE? It's definitely a profitable
service for us but not something that's bringing in a tremendous
amount of revenue. It's definitely a nice add-on service if you
have the equipment and the right people to do it, though. It
keeps customers happy and that's a good thing for the rest of
your business, too.
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Jim Agabedis first
considered his add-on
service after moving
to the suburbs.

“The first spring day that we went out to use the lawn
we found nine ticks between our three kids and dog,” he
continues. “And there were a lot of mosquitoes, too. |
wanted the kids to be able to play in the yard and as an
organic gardener, | wanted to find a product that would be
safe. So | started trying out various products and found
one that gave pretty immediate results.”

After seeing such success on his property, Agabedis
pitched the idea to his clients and the service took off
from there. In the first season of offering the service
Agabedis went from zero to 130 clients. He attributes that
growth to regional demand.

“The communities we work in tend to be a little more
suburban, with wetlands and some boggy areas that
require maintenance,” says Agabedis.

As time went on, Agabedis found that his organic
mosquito and tick control program not only was effective,
but also appealed to customers.

“We've found that this is a service that people really
do find value in because it's allowing them to enjoy their
property and the results are almost instantaneous,” says
Agabedis. “We haven't had any calls with customers
complaining it didn't work, but we get quite a lot of calls
from customers that are really happy because they were
able to have that outdoor party they wanted to have after
we sprayed. Giving people instant results makes them
satisfied customers, and the fact that it's organic and safe
is even better”

Agabedis says organic mosquito and tick control has
also been an excellent way to differentiate his business
from the competition. “It's like snow plowing in that some
landscapers do it and some don't,” he says. “But those that
don't are occasionally let go based on the fact that their
services aren't as complete as another company,” he says.
"“This service allows us to be more complete. Homeown-
ers see us as more of a one-stop solution, and that keeps
them happy.”

The author is a freelance writer with seven years of experience covering
landscaping.

PHOTO COURTESY: MINUTEMAN LANDSCAPING INC.



PHOTO COURTESY: STEVE RAK II

Want to know the focus of Southwest Landscape
Management, a 22-year-old firm based in Columbia
Station, OH? A line in President Steve Rak II’s email
signature sums it up: “We put maintenance first.”
"The company, which Rak runs with his father,
Steve Rak Sr., specializes in commercial maintenance
(and snow removal), although it has been increas-

ing its enhancements business over
the past few years, marketing mulch-
ing and cleanups to homeowners in
developments where it has the master
homeowners’ association contracts.

Rak recently shared his outlook on
the maintenance side of the landscape
industry with LM.

TOP TRENDS

» Expanding services. Everybody is ramping up
enhancements, trying to be the service provider
that can do everything. We consider extras like
this to be the gravy, so to speak. \We've also
been pushing snowplowing services and multi-
year contracts across all our services.

> Pricing stability. It finally seems like pricing is
starting to level out. It's still very competitive,
but at least people aren’t asking us to lower our
prices like the last few years. Customers had
been saying, “If you can't keep prices the same
or give us a 5% to 10% reduction, we're going
to put it out for bid." And if it's out for bid you
may be looking at a 20% reduction. We didn’t
lose any clients, but we had to do some nego-
tiating. We had to cut some services — maybe
we didn't mulch as much or fertilize everything.
This year | didn't see hardly any of that.

Company: Southwest
Landscape Management

Headquarters: Columbia
Station, OH

Employees: 20
2011 revenue: $1.1 million

Key to being a maintenance
leader: This might sound sim-
ple, but keeping up with the
industry trends and staying
on top of the education. Go
to PLANET's Green Industry
Conference, getinvolved with
local associations or attend
the SIMA symposium. That's
where you see the leaders.
When | got to these
meetings, | see Frank Mariani
[of Lake Bluff, lll.'s Mariani
Landscapes, a $35 million
firm] taking notes. If he's
taking notes, | should be
taking notes! Continuing your
education and being a part
of the industry is one of the
things that's going to help set
you apart and be a leader.

» Subcontracting for national companies. Right now we're work-

ACUTABOVE

Steve Rak Il

says pricing,

has become

" g more stable
as of Ifte.

N

economy and high unemployment the past few
years, we still have trouble hiring employees.
Our foremen work year round, but there are
still 10 to 15 people we need only April through
November.

» Increased competition. In Cleveland there are
SO many more companies out there than when
we started 22 years ago.

Design/build guys used to say, “| don't know
how you make any money cutting grass,” but
now they're getting into maintenance for cash
flow and stability. There are 90-some legitimate
landscape companies within a 20-mile radius
of us. And they're good companies, too, with
websites, logos on their trucks and uniforms. It's
an obstacle, but it's a good obstacle.

ing with the property management divisions of a few national
companies, Affiliated Grounds Maintenance Group and Brickman
Facility Solutions. They're bidding some national accounts and
subbing it out to us. The jury’s still out on how that's going to pan
out for the national companies, but it's keeping us busy.

TOP OBSTACLES

> Getting used to the new economy. Becoming lean is huge and
so is thinking about the way you do everything. For example, we
generally buy all Ford trucks. Before | didn't care if Ford cost a
little more, but we just bought our first Chevy because it was a
better price. You definitely have to change the way you do things.

> Finding the right people is always a challenge. Even with the bad

TOP OPPORTUNITIES

> Acquiring smaller companies. For longerterm growth, an oppor-
tunity for my company would be to pick up a small company with
a nice book of work that may need some support. We did an
acquisition a long time ago and I've talked to three other compa-
nies over the years, but none of them had their books in order.

> Partnering with the national companies. Subcontracting has
been good for us so far, but | wouldn't go too heavy with one
company. Our rule of thumb is not to go more than 10% or 15%
with any one customer, and that would be the same for subcon-
tracting. Even though the property maintenance divisions are
separate from their own companies’ maintenance branches,
what if, God forbid, one day they decided to take all the work
in-house?
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Call Kelli Velasquez at
216-706-3767,

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

EARN BIG

With Landscape Lighting

: unwu fllin- i

E Y ol
-Great Add—On Sale

-Enhance Your Projects
-Penetrate Affluent Households

WE CAN TEACH YOU TO DO
LANDSCAPE LIGHTING THE
RIGHT WAY!

Training ~ Support ~ Products

Call For Information
1.800.687.9551

www.nitetimedecor.com

Incorporate
for as little as $99

Visit www.incorporate.com
or call 800-616-0216

THE .E .E
COMPANY s 3
CORPORATION maSH?

icorronaTinG waars niont ron vov  Save $25 by

scanning this cude

nusiness WANT TO BUY OR
e° '@ SELL A BUSINESS?
g B Professional Business

Consultants can obtain purchase
offers from numerous qualified
potential buyers without disclosing your identity. There
is no cost for this as Consultant’s fee is paid by the
buyer. This is a FREE APPRAISAL of your business.
If you are looking to grow or diversify through
acquisition, I have companies available in Lawn Care,
Grounds Maintenance, Pest Control and Landscape
Installation all over the US. and Canada.

Merger & Acquisition Specialists

708-744-6715 o Fax 508-252-4447
E-mail pbcmellol@aol.com

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 #____
306 W. Michigan St., Suite 200

Duluth, MN 55802

(please include LM Box # in address)

FOR SALE

Rain Master Promax
TRC Irrigation Remotes
www.RemotePigtails.com
Don’t overpay for connectors
Our 12 Station 21.00

Buy 20 get them for 17.00/ea
Their 12 Station 48.00
Volume Discounts? NONE
12-24-32-Station, MC Cables,
Eicon Cables, Special Orders
www.RemotePigtails.com

Or Google Remote Pigtails

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

Looking to Wil Ul il

Reach
thousands
of
professionals
in your
industry
by placing
a classified ad!

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!

SOFTWARE

FREE DEMO

MANAGE your BUSINESS
the SMART WAY ...

- S— St
1
e 00 -

www.clip.com * 800-635-8485 771/ "

Why do 10,000+ companies run

Landscape

Management

The Benefits Of
GLASSIFIED ADVERTISING...

IMPACT - Command immediate
attention and get fast action with the
dynamics of classified advertising!

EXPOSURE - Reach highly-targeted,
market-specific business professionals,
industry experts and prospects.

VALUE - Select from a variety of classified
display options to meet specific needs on a
timely basis cost-effectively.

RESULTS - Generate sales leads,

maintain market presence, conduct market
testing, promote existing lines, introduce
new products and services, or recruit the
best — bottom-line, classifieds offer you
an excellent return on investment!

For Rates and Schedules, Contact:
Kelli Velasquez

216.706.3767
kvelasquez@northcoastmedia.net

DID YOU KNOW?? ail Landscape Management classified ads are also posted online.
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Landscape and lawn care busi-
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names that reflect their humble
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Hortica Insurance.

i Do N roots. As companies grow,
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WALKERTENOWERS

out front mowing
I Thereisa
Diiierence=

Never plant your trees or shrubs without adding
The Landscaper’s BioNutrition!

.+ Original
* Agile

YOUR PEACGE
OF MIND

Avoid plant loss and replacement which is time consuming and costly. Land-
scaper’'s BioNutritlon gives you peace of mind and an insurance policy by of-
fering a one-step method to reduce stress and transplant (ose on trees and
ornamentale.Easy to use granular product, combines B straing of beneficial
soll bacteria, 11 strains of sndo- and esto-mycorrhizas, and key organic soil
conditioners for the ultimate in tree and landscape preaervatiom.

Follow: + Now Contains Endo & Ectomycorrhizal

J Polymer Gel |
I m :‘gn;llllo:':uullu! Subfilis Spores b,
+ L-Amino Acid Based

. get out front atthe NEW
walkerrnmowers.com

(800) 648-7626 ° www.GrowthProducts.com
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MYBIGGESTMISTAKE

LESSONS LEARNED THE HARD WAY » BY CASEY PAYTON

Franz Witte (third from left)
with his family.

COMPANY: Franz Witte
Landscape Contracting Inc.

HEADQUARTERS: Boise, ID

EMPLOYEES: 25 year-round,
85-100 in peak season

SERVICE BREAKDOWN:

34% commercial; 27%
residential design/build; 14%
maintenance; 25% nursery
CLIENT BREAKDOWN: 75%
residential; 25% commercial

2011 REVENUE: $6.5 million

PROJECTED 2012 REVENUE:
$7.5 million

ISK TAKING OFTEN

is a necessity
when business
owners want to
get ahead. But for Franz
Witte, owner of Franz
Witte Landscape Contract-
ing Inc., a rocky market in
1980 and 1981 paralyzed
his business. He was
afraid to take a risk, and
that cost him.

"l was struggling to get
over the mental experience
of some difficult times, and
| let my fear stagnate the
business,” Witte recalls. |
kept things small and did
a lot of the work myself.
Ultimately, that held the
company back from grow-
ing. | lost about five years
of growth and possible ex-
pansion into other markets
or segments of business
because | was scared.”

In his 40 years of busi-
ness, Witte considers his
fear of risk his biggest and
most costly mistake. While
it's hard to put a number
on the loss, Witte says he
could have lost as much
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A landscape business owner says he should
have embraced taking risks.

as a few million dollars in
profits from it. He missed
out on promising opportu-
nities, all because he held
back. By the time the 2008
recesion hit, Witte had
learned from his mistake.
He knew to do three impor
tant things.

Hire the best — even in
the worst of times
A rocky market typically
inspires business owners
to consider firing more
than hiring. But, Witte says,
it should be the other way
around. “In a tough econo-
my there ends up being a
lot of good quality employ-
ees on unemployment.
That's the time to snatch
them up,” he advises.
Witte's daughter, com-
pany president Seneca Hull,
says that's exactly what
the company did in 2009.
"It was an awful time for
business and a scary time
to be hiring a new manager
for the commerecial division
of our company. But we
knew if we waited until the
economy turned around
that he wouldn't be avail-
able anymore,” she says.
“We stuck our neck out and
knew the risk involved, but
it advanced our business
and helped us become one
of the last men standing in
the market.”

Let go of the fear

Even when times are
tough, Witte says he's
focused on keeping the
fear behind him. “Fear can
be controlling and it makes
it hard to see opportunities

that are out there,” he says.
“You have to maintain a
positive attitude, keep your
head up and keep looking
around for the next job.”
Hull adds that it’s critical
not to get overwhelmed
by bad news. “It's easy to
get caught up in the doom
and gloom when it's all bad
news on TV, but if you're
able to cut through that,
you realize there are still
opportunities out there,”
she says.

Always concentrate on
moving forward

Similar to cutting through
the bad news, Witte says
it's always important to
look ahead and keep the
business moving forward.
It's also the reason he
doesn’t harp on his mis-
take. “There's no point in
looking back on it now,” he
says. “That's just another
way to get caught up in
failure instead of looking to
the future.”

Witte says the most
important lesson he's
learned is to keep moving
forward. “In 2009 when the
recession was at its worst,
everyone hunkered down,”
says Witte. “They pulled
back and didn’t do anything.
But that's what | did back in
the early '80s, and | wasn't
about to do it again.

"I worked through it
this time and produced
good sales,” he continues.
"Another thing I've learned
is that employees want
to keep moving forward,
too. As scary as it may be
in tough times, my best
advice is to forge ahead.”

Payton is a freelance writer with
seven years of experience cover-
ing landscaping.
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