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Educate and influence your lawmakers by
highlighting and discussing vital industry issues.
Take a stand for your industry!
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July 22, 2013 | Arlington,Va.

Show your pride by joining hundreds of
landscape professionals from across the
country in this annual beautification project

of the sacred grounds of Arlington National
Cemetery.

@ PLANET

Professional Landeare Natwork

Registration Deadline: July 5, 2013
Register for both events at LandcareNetwork.org/renewal or call 800-395-2522. u #rrlegday
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continued from page 60

It’s important that your ads reflect the user’s search query.
"This cardinal rule is often broken, with advertisers using
generic ad text about their company instead of copy regarding
the keyword that’s associated with the ad. If your ad is con-
nected to an ad group containing keywords about a certain
product or service, make sure the ad text has a variation of
those keywords in the ad text. This will allow your ad to be
noticed by more consumers and improve your quality score,
making your ads more relevant and reducing your costs.

Let’s take a look at two ads written for the same group of
keywords:

AdGroup Example

Keywords: belgard, belgard patio, belgard
pavers, belgard landscapers

Ad No. 1:
Jim's Landscaping

From Trees and Shrubs to
Lawns, Check Out Jim's!

www.Jimslandscaping.com

K

“Are you having a difficult time finding
minimum or low wage legal workers?

Let us help you get the low wage labor force
that you need just as we have for hundreds
of other companies. g

Aftorney at Law

Robert Kersha
The Kershaw Law Firm PC

Legal and low wage I:‘:relgn workers

with H2B visas e the b
answer to jrour labor needs!
EARLY SI -

. 1-99 H
Wﬂﬁmﬂh

Doﬂnumdudehusfm
fees, ot foreign recruiting fees. Give

Nunber of potential cients s ited! Gl to Rl‘m information

1-855-321 0077
Robert Kershaw, Attorney

The Kershaw Law Firm PC, 3355 Bee Cave Rd Sulte # 715, Austin Texas 78746
Difice (512) 347-0007,1-855-321-0077, Fax (512} 347-0009, www.workyisasusa,tom

S el S

=

Licensed by the Texas Supreme Court

Mot certified by the Texas Board Of Legal Specialization
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Ad No. 2:
Belgard Paver Installer
Certified Belgard Contractor.

Save 20% Off a Belgard Patio!
www.Jimsl andscaping.com/Belgard

Ad No. 1 is a poorly written, generic ad that has nothing
to do with the keywords for this AdGroup. With all the key-
words centered around Belgard pavers, it’s hard to imagine
consumers feeling confident that this ad will lead them to find
the answer to their search query. Ad No. 2, however, is well
written, using keywords from the AdGroup in the ad copy
itself. A consumer will no doubt realize this ad will lead him
to an answer regarding his search query about Belgard pavers.

Finally, where your ad takes consumers on your website
is just as important as the ad itself. Similar to the rules when
creating an effective ad, you’ll want this page on your website
to talk about the keywords contained in that AdGroup and ad.
Using the example ad above that talks about Belgard pavers,
you should lead visitors to a page on your website that dis-
cusses that product and service. Taking visitors to your main
page will irritate them and increase the chances they leave
without converting into prospective customers.

Expanding your knowledge
Asyou can see, pay-per-click marketing is a powerful tool
that can help even the smallest companies advertise effec-
tively on the Internet. The ability to alter your advertising
strategy in real time allows you to test
different things, increase or decrease

your investment and accurately track
the overall success of your advertising
immediately.

Additionally, your success with

» WEB EXTRA

For more from
Kanary, including
5 killer PPC ad tips
and an ad copy-

pay-per-click marketing depends on witing worksheet,

. . visit the Web
how much time you put into expand- Extras section of
ing your knowledge on the subject. Landscape

Management.net.

Many resources on it are available, and
most of the good ones are free through
Google’s AdWords Knowledge Center. The website features
tutorials, videos and online seminars that you can use to
increase your skill set.

Finally, Google’s AdWords team is available during
business hours and will perform an audit on your AdWords
account at no charge. Google feels that helping you become
more successful with AdWords will only encourage you to
spend more with them.

Kanary, a Certified Google Adwords Individual, is director of
marketing for Weed Pro, based in Sheffield Village, Obio.
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hey say “If you can’t beat ‘em
join ‘em.” Or, if you're Laura
McMurray and Michael Ack-
erman, join in matrimony.

When the competing landscaping
business owners decided to share space
to save money, they ended up sharing so
much more.

“Ultimately, the two of us fell madly
in love,” says McMurray. “You are now
speaking to two fierce competitors who
are (almost) married. We still compete
and run separate businesses side by side.”

As of press time the pair had yet to
make their personal commitment official,
but they considered themselves married.
As far as the businesses are concerned,
though they share the same grounds, they
remain two separate entities.

“We have legally binding agree-
ments, both personally and profession-
ally,” McMurray says. “We have pro-

Two landscape
industry competitors
decide to share space

and find a whole
lot more than they
bargained for.

BY DAN JACOBS

tected ourselves as much as any business
owner would. We have worked too hard
for our respective successes or failures,
and neither one of us would ever be
willing to jeopardize one another’ secu-
rity or our employees’ livelihoods.”

It all started with a plan to save a little
money. Ackerman, who runs Michael’s
Complete Lawn Care and focuses on

the Wichita, Kan., area, had a facility
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Competitors Laura McMurray
and Michael Ackerman share
office space at work and a

life together.

that included too much office and not
enough yard for his dirt and mulch.

McMurray, whose Complete Land-
scaping Systems is more nationally
focused, had the opposite problem. She
wasn’t using her yard.

That’s when she decided to give
Ackerman a call.

They planned to meet in early 2013
for an hour to discuss some options.
The pair now considers that meeting to
be their first date.

In fact, Ackerman used an old-fash-
ioned first date ploy justin case things
weren’t working out; he had one of his
trusted employees call him after an hour,
which gave him an outif he needed one.

“I guess I was OK for that first hour,”
McMurray says. “Six hours later we were
still brainstorming. From that first face-
to-face meeting, we’ve never really left
each other’s side.”

PHOTO: LAURA MCMURRAY




McMurray and Ackerman estimate they’ll each save about
$65,000 a year by sharing the facility and related costs, such as
trash and utilities. And that does not include the bulk buying
power they have or the increased revenue from subcontracting
work to the other.

Factoring all the elements, Ackerman thinks they might

each be able to have a $100,000 impact from the arrangement.
The pair admits their employees had some initial concerns.

And even though they have different management styles, the
staffs have since bought into the new approach.

“I’'m probably a bit more firm,” McMurray says.

“And a bit more hands on,” Ackerman adds.

“I’'m a bit of a control freak,” McMurray admits.

On the other hand, Ackerman says, “I'm of the belief you
provide them with the tools; you provide them with the sys-
tems and then you back off.”

But at the end of the day, one of the nicest things about
having a spouse in the business, Ackerman and McMurray say,
is having someone who truly understands your problems.

“For us to be able to simply vent to one another, it’s almost
as if we absorb about 50 percent of each other’s stress,” Acker-
man says. L

Facobs is a freelance writer based in Cleveland.

AT A GLANCE

Complete Landscaping Systems
Revenue: $13 million

Employees: 115 in 38 states
Laura McMurray purchased
Complete Landscaping Sys-
tems four years ago and has
grown the company from $1.2
million to $13 million. The com-
pany has been on the /nc. 5000
list of fastest-growing companies for

the past four years and is No. 97 on the LM150.

Michael's Complete Lawn Care
Revenue: $3.5 million
Employees: 60
Michael Ackerman started his
company as a way to make
some extra money during high
school. By the time he was
16 years old, he had revenue of
$1 million. He made a deal with
a private school he was attending to
trade out grounds maintenance services for his
tuition. “At the time it made sense to me,”
he says. “They probably got the better deal.”

CHECK OUT THE NEW PRODUCTS.
THEN HEAD OUTSIDE FOR THE DEMOS.
GIE+EXPO’s 19-acre Outdoor Demo Area
is a grownup’s ultimate playground and a
businessperson’s serious research center.
Conduct your own research. 750 exhibits
indoors and out.

Thinking about expanding your services?

Browse the newest hardscape products in Hardscape
North America - collocated with GIE+EXPO,

indoors and out. Upgrade your registration to learn
installation techniques in HNA’s Outdoor Arena.

You’ll Never Look at Networking the Same Way Again
Scheduled meetings, booth visits, roundtable
discussions - GIE+EXPO provides the perfect setting
for powering up your opportunities.

The networking continues with free evening concerts!
Wednesday, Oct. 23 e Craig Morgan

Thursday, Oct. 24 e Three Dog Night
Friday, Oct. 25 e Holly Williams

REGISTER EARLY FOR $2,000 TRAVEL PRIZE! n ﬁ

GIE+EXPO

THE GREEN INDUSTRY & EQUIPMENT EXPO

Kentucky Exposition Center o Louisville, KY

Toll Free: (800) 558-8767 « Phone: (812) 949-9200
WWW.GIE-EXPO.COM e« info@gie-expo.com
Oct. 23, 2013 - Dealers, distributors, retailers & media only
Oct. 24-25, 2013 - GIE+EXPO open to all in the industry
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Penn Atlantic Nursery Trade Show

IDEAS
L so l"Tl o Ns
STRATEGIES BRAD GROFF
TREN Ds Landscape Technology
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JULY 31 Pennsylvania VN

Convention Center ", 2.

AUGUST 1 PHILADELPHIA
Easily accessible from New England to the Mid Atlantic ,
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URSERY.

GARDEN CENTER
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CONCLAVE 2013 All Educaﬁon & Business Management

WHAT TO EXPECT FROM PANTS13 Access To The Trade Show For Both Days

New Ideas to Improve Your Business TANGIBLE TAKEAWAYS
Find New Products & Suppliers FOR THE GREEN INDUSTRY

to Drive Real Profits

High quality education for all segments of the
Uncover Green Business Solutions Green Industry focusing on business solutions to
to Increase the Bottom Line increase your profits & bottom line.

F[s[;:ovir the I-isorltest Trends For a full schedule, discounted hotel rates
9 LOOSEYOUI SIS and more information, visit www.PANTSHOW.com

Take Advantage of Show Specials & or call 732-449-4004.
Early Season Deals from Exhibitors
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Getting attached

By BETH GERACI

t’s no secret that finding innovative
ways to grow your business has
become increasingly important in
recent years. And some landscape
business owners, such as Carl Williams,
general manager at Lawn Sense in
Monroeville, Pa., are finding compact
equipment attachments to be a direct
and inexpensive path to diversifying.
“Using attachments has allowed me
to not give my competition the oppor-

tunity to service my accounts,” Williams
says. “It allows me to offer additional
services and retain customers. I don’t
want my competition to get their foot in
the door.”

Williams, whose business is 70
percent commercial and 30 percent
residential, has expanded his business
and saved money largely through two
attachments—Bobcat’s Brushcat mower
and Box Blade plow.

pesiGh/BUILD The value of
attachments

MAINTENANCE Minimizing
equipment loss

IRRIGATION Smart marketing for
Smart Irrigation Month

Bed weed
control an appealing option

Brushcat mowing jobs have gener-
ated for Williams $20,000 to $30,000 a
year, he estimates. The mower attaches
directly to a skid steer or track loader.
Williams’ team uses it to cut grass that
hasn’t been maintained for several
months, such as undeveloped parcels
that need to be maintained just annually
or semi-annually.

“It’s for builders that may want to
maintain their lots just to keep them
walkable, that’s been the niche for that
piece of equipment,” says Williams.

continued on page 68
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CarlWilliams
uses equipment
attachments
strategically.
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Cultivate Your

Success Through
THE GROUNDS GUYS®

FRANCHISE

Just two years after

being introduced to the
U.S., The Grounds Guys®
has blossomed over 100
franchise locations in 34
states and is a top franchise
opportunity for green
industry professionals.

Our franchise owners

are achieving their
dreams, beautifying their
communities, and building
a Culture of Care all across
the nation. No matter what
stage you're at in your
journey, The Grounds Guys
landscape management
franchise can help you take
your business to the next
level. Don’t miss out on the
opportunity of a lifetime.

Grounds|

LANDSCAPE MANAGEMENT

888.205.0661

GroundsGuysinfo.com

68

Want to

Learn more?
Check out
Joe’s story at

www.Joes-Story.com

© 2013 The Grounds Guys, LLC

LANDSCAPEMANAGEMENT.NET

®
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continued from page 67

By filling that niche, Lawn Sense
has been able to retain customers who
otherwise would have sought service
from its competitors. “It’s allowed me
to offer that same service to a few more
customers that I maybe would have
turned away in the past because I would
have had to rent that piece of equip-
ment,” Williams says. “It’s opened up a
new market for me.”

Williams also has turned to Bobcat’s
Box Blade plow, a snow pusher, to save
money—and a substantial amount of
it. “I can buy one of those for a few
thousand dollars and put it on my skid
loader,” Williams says, adding that snow
constitutes about 15 percent of his
business. “The snow pusher allows me
to not have to purchase an additional
pickup truck to service that account,”
he says. “If I wanted to put a plow
on a pickup truck, ’'m into $8,000 to

$10,0000 for that pickup truck, just so it
can plow snow.”

Williams’ decision to invest in
attachments was a strategic one he came
to early in the 12 years he’s owned his
business. “Ever since I started, I've been
benchmarking what we do, how long a
task takes, what the cost associated with
each task is,” he says. “That’s why those
pushers make sense on a skid-steer
instead of having a pickup truck that sits
there all winter. You have to keep your
costs as tight as you possibly can.”

Some winters, Mother Nature doesn’t
bring as much snow as others. With that
in mind, Williams reasons, a truck is a big
investment that doesn’t provide as strong
areturn as a $3,000 snow pusher.

All of Williams’ attachment pur-
chases “have been money well spent,”
he says. “To me, if I couldn’t work those
situations with my customers, I don’t
think I'd be in business today.”

WHENTO RENT, WHENTO BUY

While rental remains a strong alternative to ownership, an improving economy is con-
vincing contractors to buy compact equipment again. Rental and acquisition strategies
each offer unique benefits for different stages in an operation’s life cycle, and both are

demonstrating positive trends.

The final decision boils down to being able to complete your work in the most
efficient and affordable manner possible. As you weigh your options, it's important to

evaluate the following considerations:

Job site conditions — Are your typical project tasks, terrain or space constraints
changing enough to require a different type or size of machine than you currently operate?
Project frequency — How often will a machine be used? Will the length of your

contracts and the volume of work generate revenue to sup-

port a short-term payment schedule or long-term investment?
Attachment versatility — Do your attachments provide

flexibility, compatibility and accessibility for multiple job

sites? Attachment utilization of 50 to 75 percent usually

justifies a permanent fleet addition.

Capital resources — Rental payments can be tax de-
ductible, but are there greater tax incentives for purchasing?
If you're repeatedly renting a machine, but cash is tight, does
a rent-to-purchase option agreement (RPO) pencil out?

The decision to buy or rent entirely depends on your com-
pany's situation, so take the time necessary to fully evaluate

what is best for your operation.

Source: Bobcat

ILLUSTRATION: ISTOCK INTERNATIONAL INC.
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Protecting equipment

Pro Care Horticultural Services minimizes
equipment loss with a financial incentive.

By CASEY PAYTON N

here’s no doubt that landscape
equipment experiences a lot
of wear and tear and many
pieces break down over time.
But improper maintenance and careless-
ness can lead to earlier breakdowns, loss
or even theft. Lowell Rolsky, president of
Pro Care Horticultural Services in Car-
mel, Ind., recently implemented a new
tactic that aims to minimize equipment
problems. By deducting from the bonuses
he offers employees at the end of the year,
he believes he may be able to reduce the
amount of lost, stolen or damaged equip-
ment the company deals with annually.
“We've been in business for 42 years
and trying to fight this problem for a long
time,” says Rolsky, who employs between
65 and 80 people during peak seasons and
retains 30 to 35 full-timers. “Over the
years we’ve tried a lot of approaches and
nothing really worked. The fact is money
is what motivates most people, and while
we can’t take wages away, we found that

deducting from the Lowell Rolsky
P . has a plan to
employee’s bonus is it eaui
K X imit equip-
quite effective.” ment mainte-
Atthe end of the year, nance costs.
supervisors and foremen

are eligible for a bonus of $50 for every year
they’ve been with the company. That’s in
addition to a $50 bonus that employees get
any time their name is mentioned by a cus-
tomer. But Rolsky has found that deducting
money from that “end-of-year” bonus is
most effective considering it’s a time when
the holidays are on employees’ minds and
they’re hoping to make some extra cash.

“We look at the equipment issues on a
case-by-case basis,” Rolsky says. “We cer-
tainly aren’t out to penalize our employ-
ees for equipment that breaks down for
normal wear and tear. But if it becomes
obvious that equipment was stolen because
a truck was left unlocked or that the equip-
ment was mistreated, that’s negligence, and
we hold the employee accountable for that
with a bonus deduction.”
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In determining how much to deduct,
Rolsky says he looks at the deductible for
that piece of equipment and determine
a value based on that. “For instance, if
it’s a $300 blower that gets lost, we will
ask for a third of that by taking it from
the bonus,” he says. “That can add up
if the employee is careless, but the fact
is, someone who is regularly careless
shouldn’t be with the company anyhow.
So the second benefit of this program is
that it focuses our attention on employ-
ees who are perhaps not suited to remain
with the company.”

While the deduction program has
only been in place about two years,

Rolsky believes it’s working. “We haven’t
quantified whether this is saving us a lot

of money yet, but what I do know is that
employees have become more aware that
we're serious about them taking good care
of the equipment,” Rolsky says. “For a long
time I think they thought it was just talk.
But now that they’re seeing consequences,
I believe we’ll start seeing change.”

Rolsky adds that he’s already observed
positive changes. Workers, for instance,
are remembering to lock their trucks, and
leaders are doing a better job of looking
at their trucks before they leave job sites.
“It’s helping our employees to pay atten-
tion to the bigger picture,” Rolsky says.

The end-of-year bonuses are easy
to budget for since they’re based on
how long employees have been with
the company, he says. As the end of the
year approaches, he knows what he
should set aside and says he’d be happy
to continue to pay out the full amount
and see a decrease in his equipment loss
percentage.

But Rolsky doesn’t want his employ-
ees to expect the bonus no matter what. “I
think another good thing this has done is
show our employees that a bonus is never
guaranteed and it’s not just a free hand-
out,” Rolsky says. “I feel our employees
are becoming more aware that a bonus is
not a guaranteed entity but is something
that is based on your actions.”

Payton is a freelance writer with eight years
of experience writing about the landscaping

industry.

PHOTO: PRO CARE HORTICULTURAL SERVICES



