W You don’t need superpowers to get back to business after a disaster —
h O rt I C a we help you get there. Our claims adjusters have the strength to support

your unique horticultural insurance needs. Call Hortica Insurance
at 800.851.7740 or visit us at hortica.com.
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In the past, advertising to consumers in the Green Industry was
difficult. Limited budgets and a limited potential customer base

often caused traditional advertising campaigns, such as televi-

sion, magazine, billboard and direct mail, to fail. Through these
traditional advertising channels, your message gets broadcast
to many consumers who may not want, need or even qualify to
purchase your services.

Wouldn't it be nice if we could advertise our Green Industry
services to only those consumers who have indicated an interest?
Better yet, pay a reasonable rate for those who not only have an
interest in our advertisement, but who actually want to learn more
about our companies? Wait no longer, because this form of adver-

tising does exist. It’s called pay-per-click (PPC) advertising. 9

Even hard case weeds like crabgrass can’t get away from Quincept® herbicide. With
three active ingredients in rates that optimize performance, Quincept nails more than
200 broadleaf and grassy weeds. And since it’s ideal for broadcast or spot application,

Quincept delivers the versatility you need to address many weed problems.

Es@ape-proof.

More where it matters most.

Uince p‘l‘® www.nufarm.com/usto




PPC advantages
"The concept of PPC advertising is simple. Search
engines such as Google allow users to search for
various products and services by matching the
user’s question or query to a page of results. On the
results page are advertisements tied to the search
queries by keywords on which advertisers bid.
Which ads appear and in what order are
closely tied to the keyword the advertiser used,
how relevant it is to the user’s search query
(referred to as quality score), and how much
you as the advertiser are willing to spend for
someone to click on it (referred to as maximum
cost per click). These two factors multiplied by
each other gives Google your Ad Rank Score.
The highest “ad rank” has its ad in the first spot,
followed by the next highest in order.

You as an advertiser are not charged until a
user clicks on one of your ads. At that time, you
are charged a specific amount of money for that
click. However, you control the amount you
are willing to spend on each click, as well as the
amount you spend on your campaigns daily,
weekly or even monthly.

PHOTO: ISTOCK INTERNATIONAL INC

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
more. And the long-lasting control of Safari
will result in satisfied customers and reduced
callbacks. With Safari, you'll outpace the bugs

and leave your competition in the dust. To

BRDAD SPEBTRUM learn more, visit valentpro.com/safari.

INSECTICIDE o ™ e

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

Safari

INSECTICIDE

'," Always read and follow label instructions.
e

Safari and Products That Work, From People Who Care are registered trademarks of Valent U.S.A. Corporation.
©2013 Valent U.S.A. Corporation. All rights reserved. AM35573
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In addition to controlling how much you pay
for advertising and who sees your message, PPC
advertising allows you to change your messaging
at any time, testing different offers and ads based
on successes and failures. Furthermore, you
can target your audience by time, location and
specific demographics, which is impossible with
traditional marketing methods.

"The days of advertising your snowplowing
services when it’s not snowing are over. With
PPC advertising, you're in control of when your
ads show, and more importantly, when they don't.

Each major search engine has its own version
of pay-per-click marketing and, subsequently,
its own separate platform. However, Google’s
AdWords platform represents 70 percent of the
market share, with Bing/Yahoo! (a very similar
platform) making up roughly 20 percent of the
market share. So for the sake of this article, we’ll
discuss Google AdWord’s platform in depth.

Campaigns
Campaigns are the main groups of keywords
that share similar main settings, such as the

location where your ads appear, times when your
ads show, which types of devices your ads display
on (tablets, phones, PCs, etc.) and daily budgets.
These settings are unique and shared by each
keyword in your campaign. Let’s examine some
important settings you should be aware of when
setting up your campaigns:

Location. When setting the location of where
your campaign’s ads will appear, it’s most effec-
tive to target a metro area, a service radius in
miles from your location, and a custom shape
on a map. Warning: A person’s location is not
determined by geography, but rather by where
the Internet Service Provider (ISP) is located.
For example, in rural areas, a consumer’s ISP
may be located in a major city many miles away,
causing problems with your ad showing in areas
you do not serve. Additionally, people often live
in the suburbs but work in cities up to 30 miles
away. So don’t be too limited in your geographic
settings; it could backfire.

Time settings. When setting times for your
ads to appear for each campaign, keep in mind
any times during the day that tend to produce

Formulated exclusively for nutsedge control, Nufarm Prosedge® herbicide wipes out
troublesome sedge patches without killing your bottom line. Plus, Prosedge makes it
easy to achieve complete weed control — use with your favorite broadleaf herbicide,
such as Quincepte, to develop an effective program for your turf and your profits.

Nufarm

Proscribe as needed.

More where it matters most.

www.nufarm.com/usto

©2013 Nufarm. Important: Always read and follow label instructions.
Prosedge® and Quincept® are trademarks of Nufarm..
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weak leads. Also, thanks to the time settings, you can have
campaigns that feature an “after hours” phone number and
information to supplement your campaigns during regular
business hours.

Daily budget. Controlling your campaigns by daily budget
is another great feature of AdWords. It allows you to set an
advertising budget for a specific campaign and turns off your
ads when it reaches that spend. This feature is great for smaller
businesses that may not have huge budgets for advertising.

Most Green Industry companies are at the mercy of the
seasons. In fact, a majority of our services revolves around
them. Separating your services into different campaigns allows
you, as an advertiser, to have precise control over each service’s
advertising reach, budget and timing. Landscape companies
often use different campaigns for their snowplowing keywords
(to only show during the winter), their individual locations (if
they’re located in multiple cities) or if they have an after-hours
call center (showing different phone numbers in ads).

Match type tips

When first developing keywords,
using broad match terms will help
you establish and learn which terms
are successful and can be broken
out even further. You may pay for
some irrelevant clicks, however,
you can collect some valuable data
on which keywords are effective.
As you develop your keywords,

you can start to build more groups

-

to eliminate unprofitable broad match keywords.

Not only will using broad match cost you clicks that
won't deliver bids, it also will cost you more for each of
those clicks. As we discussed earlier, your ad’s rank is
determined by multiplying the amount you're willing to

containing phrases and exact match keywords and begin

pay by the quality score for the keyword. If your keyword
is in broad match and gets a lot of impressions without
clicks, it'll drive your quality score down, making you bid

Keywords

Keywords are words or phrases you choose to bid on that could

be contained within or match a search query that a potential
consumer uses in the search engine’s search box. When a

continued on page 58

more to keep your ad ranking high.
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The P.V.B LOCK BOX will come in one size 24x24x12
this will fit all wall mounted Pressure Vacuum Break-
er units ranglng from 34" to 2 2" as you may have
seen at the 2012 irrigation
show this product is profes-
sionally builtin the US.A.The
product is powder coated
hunter green, it comes with
the four security bolts and
lead anchors it also comes
with one security key un-
locking bit. This unit whole-
sales for $319.99 and the
manufactures suggested re-
tail price is $499.00. Our con-
tractors are installing these
units at $600.00 each and
the unit installs in less than
20 minutes.

16003721428
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Call 800.372.1434 To Place Your Order Or Visit Us At Www.pvblockbox.com

The CLOCKBOX will come in one size 14x17x10 this will
fit most outdoor irrigation controllers, this unit will also
be powder coated hunter green and come with a remov-
able front cover for access to the unit the locking mech-
anism will be (2) security hex pin locking bolts and will

come with two unlocking bits
one for the owner and one for the
irrigation or maintenance tech.
This unit wholesales at $259.99
and the MSRP is $439.00. Our
contractors installed pricing is
$539.00 and this also installs in
less than 20 minutes. By installing
this product this assures that no un-
authorized person or persons are
tampering with the irrigation control-

ler and will also protect |%-. ]
B LNP
it from being stolen. \\s a




Helping you save
money, ho matter
what you drive.

A

No matter what business you're in, you could save with Progressive
Insurance. To learn more about Progressive, and see why we are the #1
Truck Insurer in America, please visit ProgressiveCommercial.com.

Call for a Free Quote Find an Agent Pﬁﬂ&'ﬂ[ﬂ'[l/[ N

1-888-375-7908 ProgressiveCommercial.com COMMERCIAL

Progressive Casualty Ins. Co. & affiliates. Available in most states. No. 1 truck from SNL Financial’s 2011 national written premium data. 09P00560.BA (05/13)



GROUP KEYWORDS
TOGETHER IN
SMALL, TIGHTLY
KNIT THEMES OR
GROUPS OF WORDS
THAT TRIGGER

THE SAME AD TO
SHOW.

continued from page 56

consumer searches using terms that match your
keywords, it triggers the appearance of the ad
associated with those keywords.

The most common types of keywords
explicitly describe what you do, the services
you offer (landscaping, lawn care), the product
lines you offer (Unilock, Belgard, Hunter), and
problems that could arise (weeds in lawn, broken
sprinkler). Or, they’re informational in nature,
seeking answers to things such as “how to trim
a tree.” When developing these keywords, keep
in mind terms that your customers would use to
search for your products or services.

"To help control when your keywords are trig-
gered by search queries, there are rules that you
as the advertiser can set up, based on how closely
the keyword matches the search query:

Broad match. This setting triggers your
keyword and its associated ad whenever the
consumer uses a search query that’s similar to
your keyword. For example, if you had the broad
match keyword “lawn service prices,” your ad
would be triggered by the search query “lawn

prices,” “lawn service costs” or “lawn costs.” The
only problem is that Google determines which
search queries are similar. This can lead to a lot
of search queries triggering your ad that are not
relevant to your business. For instance, using the
keyword “lawn service prices” in broad match
may lead to your ad being triggered for the search
query “house with a lawn,” “locksmith service” or
“prices for shoes online.” Therefore, broad match
should be used sparingly. (For more on broad
match, see “Match type tips” on page 56.)

Modified broad match. With modified broad
match, you can tell Google which words in your
keyword phrase are important and should be in the
search query that triggers your ad. To use modified
broad match, simply put the plus (+) sign in front
of the important words. So in the example above,
making the keyword a modified broad search,
“+lawn +service prices” will tell Google to only
show your ad to similar search queries that include
the words “lawn” and “service.”

Phrase match. This match type tells Google
that the search query must include your keyword

continued on page 60
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PROS DO IT FASTER
WITH RYAN

Aerate up to 45,000 sgq. ft. per hour! Each tine assembly
rotates independently and propels the unit at the same time.
Turns easily without removing the tines from the ground.
Follow landscape contours with higher productivity and less
operator stress. The NEW Lawnaire V with EST from RYAN

— arguably the most productive aerator on the market.

Because they're not just ready ... they're RYAN ready.
AERATORS | DETHATCHERS | OVERSEEDERS | SOD CUTTERS

Request free product information and locate a dealer to schedule
your free demo, today! Call us (toll-free) at (866) 469-1242 or visit
ryanturf.com/lawnest17 and enter department code RY1317 and
see RYAN turf care equipment perform for yourself.

©2013 Schiller Grounds Care, Inc
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NEW LAWNAIRE® Vi EASY STEER TECHNOLOGY ' =

ENTER TO WINI

Now through August 31, 2013
ryanturf.com/lawnest17

The First Name in Turf Renovation®



It’S L| @ (and free)

Every Wednesday, 7-8 pm EST!

FD2B Talk Radio is a weekly internet

, radio show for landscape design/build
\ - contractors who want to take their
companies to the next level.

Tune in @ FD2B.COM!

UPCOMING PROGRAMS

DATE | SPECIAL GUEST PROGRAMTOPIC | SPONSOR Jody Shilan is an award-

. . : : - winning landscape designer
6/5 Judith M. Guido, Consultant, Public Relations & Sponsorship

. . . . I 5
Guido & Associates Branding Available with more thal.w 35 years
of experience in the green

industry. In addition to

. : hosting FD2B Talk Radio and
6/19  Rich Goldstein, Contractor, Growing a Balanced Sponsorship J FromDesian2Build A
Green Meadows Landscape Landscaping Business  Available managing Frromuesignzbutid.
Contractors com, Shilan is a regular presenter at industry

events and writes the “Profiting from Design”

6/12  Adam Sokoloff, Vendor, Sunrise Visual Marketing for Sponsorship
Signs Landscape Contractors Available

6/26  Frank Ross, Consultant, Business Financial Sponsorship
Ross-Payne & Associates, Inc. Management Available column for Landscape Management magazine.

713 Stephanie Cohen, Garden Tried and True . Shilan earned his Bachelor of Science in
Expert, The Perennial Diva Perennials Landscape Architecture (BSLA) from Rutgers
7/10  Jerry Gaeta, Consultant, $0 to 1 Million in 60 ' Cook College and his Master’s Degree in

J. Gaeta Business Planning, LLC Minutes Landscape Architecture (MLA) from the

Remember: all shows are archived for later listening at FD2B.COM! University of Massachusetts.

LISTENERS LOVE IT!

“I love listening to FD2B Talk Radio. | appreciate the candid yet light-hearted conversations he has with his guests. And the topics
are relevant and on-point.” —Chris Heiler, president & founder, Landscape Leadership

“Jody has brought a great variety of industry resources to a single media channel. | feel that the topics are relevant and the
concise manner in which they are delivered saves me time. The format allows for feedback and questions, which I find helpful.”
—Miichael McShane, president, Plantique

“FD2B Talk Radio is not only informative and insightful, but it's also entertaining. Each week | look forward to learning the
next guest speaker and topic of discussion.” —Amanda Bell, landscape designer, Landscape Design by Amanda

“] listen to FD2B Talk Radio to educate myself on the landscape design/build topics to better my business. Jody responds
to all my questions promptly and with helpful hints you can’t get anywhere else.” —Kim Stratton, landscape designer, Stratton
Landscape Design

Interested in FD2B Talk Radio sponsorships? Contact Craig MacGregor 216-706-3787.
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in the same order that you have it in your group. For example,
the keyword “patio install” in phrase match would trigger your
ad to appear for search queries such as “patio install companies,”
“quick patio install,” or “patio install tips.” Your ads would not
appear for the search queries, “install pato,” “installing patios”
or “how to install a patio,” because it does not match the order of
your keyword phrase.

Exact match. When using this match type, the search
query must match your keyword phrase exactly. Using the
above example again, your ads would only appear when con-
sumers use the search query “patio install.”

AdGroups
When developing your keywords, you’ll want to group your
keywords together in small, tightly knitted themes or groups of
words that trigger the same ad to show. This group is known as
your AdGroup. Some common AdGroup themes include product
names (Belgard, Unilock, Rainbird), services (lawn care, mowing,
patio installation), geography-driven keywords (lawn care Cleve-
land, Columbus landscaper) or even names of your competitors.
For example, let’s say you have a campaign featuring your
paver installation services. If your company handles multple
lines of pavers, you'll feature different product names in your

campaigns, such as Belgard, Unilock and Pavestone, just to
name a few. To make your campaign more powerful, you’ll
want to group those keywords into similar groups so you can
create very specific ads that mention the product’s name. This
way, when someone is searching for Belgard pavers, not only
will your ad appear, but by grouping your Belgard keywords
together you can create an ad that has the word “Belgard” in it.

Ads

As we learned above, when a searcher poses a question or
enters specific words in the search engine box, a series of ads
are shown on a search results page. These ads are tied to the
searcher’s query through the keyword associated with the ad.

"Text ads are the most common AdWords advertisement,
consisting of a subject line of 25 characters or less, two body lines
each 35 characters or less and a display URL (website address)
line of 35 characters or less. The typical ad looks like this:

Stop Crabgrass Early
Keep Your Lawn Crabgrass Free!
Free Lawn Analysis & 25% Off

Weed-Pro.com/Crabgrass
continued on page 62

E-750
Electric Wheelbarrow
By PowerPusher

‘Move more.
Move it faster!

www.electric-dumper.com

60 LANDSCAPEMANAGEMENT.NET | JUNE 2013

LED lighting to
fit every need...
including profit

Professional series with solid cast brass
housing, heavy weight construction and
IP68 rated.

L1ALLE AR AL RERREY

compare at

$39.95

Direct LED replacements for common § =
Incandescent and Halogen bulbs. e
LA R AR

—

Light fixtures for landscape applications
such as garden, path, fountain, and pond
lighting.

LLIALLRALAALARY

Order by 1:00 p.m. CST
for same day shipping.

Fast Delivery « Always In-Stock = 866-590-3533



