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r small business

- Every vehicle in the Ram Commercial lineup was built to do serious business for your business 24/7/365. -
The proof is in Ram’s full Commercial lineup: the Ram 3500 Heavy Duty with 30,000 Ib towing®, Ram 1500
Tradesman with best-in-class 25 MPG highway fuel economy?, and the new 2014 Ram ProMaster with

“best-in-class payload’, all under a 5-year/100,000-mile powertrain warranty' Ram's Commercial dealer
network, Business£ink® has your business’ back too, by providing the specmhzed service to keep you on -
the road to profitability.

The BusinessLink® dealer network especially knows that for business owners, there's no clocking out. :

They've matched your nonstop schedule with extended service and repair hours. For bumps along theway, -

24/7 towing is there — and in most cases, no-charge loaner vehicles. And behind these and our hefty
roster of other benefits stands a team trained expressly to serve small business.

~ The On the Job program provides business consumers like yourself with upfit and equipment allowances,
_No-charge service and maintenance, and the right tools to keep you and your business heading in the -
»nght dlrectlon for whatever lies ahead. For more information, wsut www.ramtrucks. com/commemal
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d OUR MISSION: Landscape Management shares new ideas to inspire and empower readers to run more efficient, profitable
I-an scape businesses. We're the leading information resource for lawn care, landscape maintenance, design/build and irrigation professionals.
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\OLu Turf. Our Lawn.

NATIONAL STRENGTH LOCAL COMMITMENT
AND THE POWER OF THE NETWORK

Join our franchise network of more than 260 locations
nationwide and experience the pride and loyalty

that comes from being part of something bigger Y . i
than yourself. We'll be there to help you Fee i~ AW ) 114
achieve your goals. A A MWL "

We improve our communities in ways everyone can see.

SPECIAL OFFER FOR EXISTING BUSINESS OWNERS:
* 90% financing available ¢ $5,000-%10,000 discount off franchise fee

* A franchise opportunity that provides grounds maintenance services to local business
« Equipment discounts « Sales & marketing program « Ongoing support

See us at the

Call us today at 1-866-781-4875 GIE+EXPO

Franchiss@USLawns.net * www.USLawnsFranchise.com Booth #2005




ONLINENOW

» LANDSCAPEMANAGEMENT.NET SEEN ON TWITTER

Follow us > @landscapemgmt
@FMCturf: How to get the best from your managers:
TU N E I N FO R ow.ly/ptEzz Via @LandscapeMgmt
LIV E E D U CATI O N @LandscapeMgmt: Update: Mid-Atlantic will be

next target for Winfield ow.ly/p7L3L

@BriggsStratton: So shiny! ;) RT @LandscapeMgmt:
Taking part in an engine-building demo for
@BriggsStratton’s new 810 Optimum engine.

Check out some of the live educational opportunities
LM s taking partin:

» Landscape Live! Talk Radio, formerly FD2B Talk Radio, takes place
every Wednesday night at 7 p.m. Eastern. Tune in live or listen to the ar- Manual assembly of a Briggs &
chived version later to hear LM columnist Jody Shilan chat with experts S Vi d 810cc Engil
and industry leaders about the hottest topics affecting landscape and

lawn care pros.

» We're partnering with LM WEB EXTRAS

blogger and industry consultant
Jeffrey Scott on a three-part
Financial Forum webinar series
about managing by the num-

bers. Read Scott's article on key
performance indicators (page 34)
for a taste of what will be covered.
Visit LandscapeManagement.net/
financialforum to register.

Visit LandscapeManagement.net » Click on Web Extras

Get more tools for next year's planning in the Web Extras section
of LandscapeManagement.net.

» Download sample employee advancement opportunity criteria and other
materials from TBG Landscape (from page 30).

» Access an efficiency assessment spreadsheet to help you determine
how much you'll save by eliminating waste (from page 50).

PHOTO: MARISA PALMIERI; ILLUSTRATION: ISTOCK INTERNATIONAL INC.
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Dutdoor Insect Control

Lookingjfor

agqreat
sourcexsof
recu"inq We are actively seeking

Landscaping Professionals
l@\'enuez to sell, install and
service our innovative
outdoor misting systems
that effectively control
mosquitoes and other
annoying insects.

Great margins and recurring re!

1-866-485-7255
WWW.MISTAWAY.COM

A BECOME R MISTAWRY DERLER TODAY!
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EDITOR'SNOTE

MARISA PALMIERI EDITOR I

Contact Marisa at 216/706-3764 or via email at mpalmieri@northcoastmedia.net.

Help vs. hype

elcome to the Busi-
ness Planner 2014
edition of Landscape
Management. I sat
down to write an
editor’ note about the importance of
the three areas we focus on in this issue:
leading, running and growing your
business. But I can’t get the last one,
grow—which focuses on sales and mar-
keting—off my mind because I'm fresh
out of attending the Content Marketing
World conference in Cleveland.

Content marketing: What does it
mean, precisely? For marketing expert
Jay Baer, who keynoted the event, it’ as
simple as helping people. As he says, “If
you sell something, you make a customer
for today. If you help someone, you can
create a customer for life.”

Baer says marketing should be
about belp and not hype. It all boils
down to a concept he calls “youtility”
(he’s authored a book by the same
name). One of his favorite examples is
Taxi Mike’s Dining Guide, which started
out as a simple yellow printout distrib-
uted by a taxi driver in the ski town
of Banff, Alberta, and has grown into
a website. Taxi Mike distributes this
guide—*“like a one-man Trip Advisor”—
for free in bars and restaurants. He
makes genuine recommendations about
the best places in town and distributes
the content to a touristy, bar-going
contingent that may need his services
down the road.

"This is not a new concept. Have you
ever wondered why one of the most
prestigious rating scales in fine dining is
associated with a tire manufacturer? In
1900 in France, Michelin began publish-

ing a guide for drivers with restaurant
reviews to create demand for cars and
ultimately for car dres. The Michelin
Guide is published—and respected as an
authority—to this day in France, most
European countries and select cides
internationally.

Likewise, John Deere has published
The Furrow, a print magazine to help
farmers succeed, since 1895.

Although this approach isn’t novel, it
has a new life due to consumers’ access
to information via mobile and social
media tools. Consider that 64 percent
of U.S. mobile phone owners have a
smartphone, according to Nielsen.

That means any prospective customer
is just one swipe away from researching
any type of product or service he or she
wants to purchase or learn more about,
including lawn care or landscaping.

In 2010, the average consumer
needed 5.3 pieces of informatdon before
making a purchasing decision. By 2011,
that figure rose to 10.4, according to
Baer, and likely has skyrocketed since
then. Why? People know they have
nearly all the world’s information in
the palms of their hands, so they dig
around a bit before calling for a quote
or making a decision.

“If you make a bad decision now,
you’re just lazy,” Baer says. But if you
help customers and prospects make
good decisions—whether they choose
to work with your company today or
sometime down the road—you just
may be a hero to them.

Remember: The difference between
selling and helping is only two letters,
Baer says. But those two letters make all
the difference in the world.
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L THE NEW SPRINTER

The best way to succeed out here is to
maximize your efforts every day. To make
that happen, you need a commercial
vehicle that works as efficiently as you
do. With a 2-stage turbocharged diesel
engine and 7-speed transmission, the
New Sprinter has the power to get you
moving, with fewer stops at the gas
station. The 2014 Sprinter—anything

but ordinary.

www.freightlinersprinterusa.com

WFREIGHTLINER D
Options shown. Not all options are available in the U.S. 2 5 S AN - ] ; !
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BESTPRACTICES

BRUCE WILSON I The author, of the Wilson-Oyler Group, is a 30-year industry veteran. Reach him at bwilson@wilson-oyler.com.

Finish strong for a good year

hatever your economic out-
look, ending your business year
positively is important.

Avoid slipping from a good
year into a so-so year by never
letting your guard down. It’s imperative, when
things are looking up, not to ease up on the sales
efforts and watch your profits slip away.

"To that end, if your year has been disappointing,
don’t give up. You can certainly make it better with
a strong focus.

There are two sides to finishing strong: revenue

management and cost management. And focusing
on both sides at the same time will give you the
most leverage.

Improving revenue

One of the most immediate opportunities is in
upsells or enhancements. Make this is a focus. Some
companies run contests or give incentives to those
who sell the most or exceed their targets. Give
guidance to less experienced employees who might
start to nickel and dime your customers by trying
to oversell or sell things that clients don’t need.
Give them ideas or consider promotions that move
inventory—these can be especially effective.

Fall is a great time to sell renovation and
overseeding so lawns look great next season.
Some other proactive, customer-centric ideas
include: helping clients prepare for winter;
offering enhancements related to drainage as a

It's imperative, when things are looking
up, not to ease up on the sales effort and
watch your profits slip away.
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result of heavy rains, replacing wear spots in turf
and beds from wear and tear; removing plant
material nearing the end of its life cycle; fresh-
ening entry areas or vacant spaces to increase
property value; or reducing maintenance costs
through water savings, modified irrigation or
using drought tolerant plant material.

Another efficient technique is to offer discounts
to get pending proposals closed if done before
Dec. 31.

Managing costs

Your best opportunity to recover savings is to
productively manage your labor. For example, don’t
replace positions if someone leaves. You’ll most
likely be reducing labor as winter approaches, so it’s
more beneficial for crews to work some overtime
than to add an inexperienced replacement who has
to be laid off in a month or two. Also, a common
mistake is not reducing labor quickly enough.

Field managers always hang on to people too long
because they think they might need them and they
don’t like to lay people off.

Senior management has to drive this labor
reduction process or labor dollars will be wasted,
either ruining a good year or adding to a bad year.
You get only one chance to do it right.

Another savings area is a well-managed inven-
tory control system. Create a detailed database of
equipment assets and supplies to prevent adding
unnecessary purchases or spending money you
don’t have.

Hold off on requests for equipment or tools that
you probably can get by without. The workload
is declining and with a little effort, you likely can
move equipment around and postpone purchasing
until next season’s buildup.

For a successful yearend, you must drive the last
quarter strategically. Delegating could work, but if
you delegate to an employee who loses focus or gets
busy, even the best intentions slip. If you own the
focus, you own the results.



If all of our custom!ers were
the same, we'd maLe the same,
mowerfor all ¢ of-thém L= .

'.\ 4

Introducing the ZTrak 900 Series Mowers @ JOHN DEERE

Meet the mowers designed with you in mind. Our new Z900 B, M, and

R Series mowers are three distinctly different mowers, with features

aimed at every type of commercial customer. The B Series has essential

features at a reasonable price. The M Series appeals to those with fleets m 0%

who demand efficiency. And the R Series was created for those who APR

want the ultimate in features. INTERESTOR FOR 36
PAYMENTS MONTHS

Call your John Deere dealer today and discover which one is right
for your business.

On Commercial Mowing Products*
PRO Series 900 Mowers, QuikTraks, and
Commercial Walk Behind Mowers

*Offers available from August 01, 2013 through October 25, 2013. Subject to approved installment credit with John Deere

Financial, for commercial use only. Up to a 10% down payment may be required. Taxes, freight, setup and delivery charges

could increase monthly payment. Some restrictions apply, so see your dealer for complete details and other financing

options, including financing for Consumer use. Available at participating dealers in the US only. JohnDeere.com/MowPro




THEBENCHNMARK

FRANK ROSS I The author is owner-manager of 3PG Consulting. Reach him at frank@3PGConsulting.com.

Confessions of a budget freak

10

am all about eliminating the guesswork we
face in our businesses. Yes, I am a budget freak.
Some of this stems from what my mentor,

Emol Fails, Ph.D., instilled in me a long time

ago. One such morsel was the construction
industry is the second most risky business behind res-
taurants in the U.S. That doesn’t say much for us on
that side of the landscape business—but think about it:
We're in the business of selling labor, the greatest vari-
able of all. We perform our work outdoors, so we have
weather to deal with every day. Most times we’re at
the mercy of others for payment for our services, and,
to make matters worse, we're uneducated in the art of
financial management. Only one of every 10 contrac-
tors who opens his doors will see his 10th anniversary.
Now, that’s a horrible statistic.

I'm also all about maximizing profits. Its what my
partners and I do everyday, and we do it by eliminating
bad decisions. Fails taught me to make a plan to reduce
bad decisions. That’s what a budget is—a plan. Think
about this: Would you ever commit to doing a job
without an estimate of costs, overhead and profit? Of
course not. So why, I ask, would you ever start a whole
year of jobs without a budget? You wouldn’t.

Fails also told me without a well-conceived plan, we
have the chance of making the right decision about 55
to 60 percent of the time. With a well conceived plan,
Fails follows up, the odds of making the right decision
increase to 65 to 70 percent. Now; some of you might
think increasing your chances of making the “right”
decision by 10 to 15 percentisn’t worth the effort, but
believe me it is. A well-defined business plan will more
than double the profits generated without a plan.

Say when
So, when do you prepare a budget? Budgeting is a
perpetual process. If you’re a calendar-year operator,
you’'ll begin the process for the coming year around
August and it’s a monthly scrub for the next 16 months
(August of this year through December of next year).
In the fall, we’ll initiate the plan for the coming year
with a “pricing budget.” Every fall we'll set our pricing
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strategies for the coming year. If we’re in maintenance,
our commercial customers are setting their budgets for
nextyear in the fall; if we’re in installation, many of the
projects we’re proposing in the fall will not be installed
until the spring. The point is to make sure we can
effectively estimate and price the work.

To that end, we’ll want to know how we’ll be
spending money in our company next year. That
requires a preliminary budget to set what growth
we anticipate, what capital expenditures for vehicles
and equipment we’ll need, what are the labor wages
and benefits we anticipate, will there be changes
in material unit costs, what changes in overhead
spending might we experience, etc. This prelimi-
nary forecast will tell us if and how much of a price
adjustment we’ll require for the coming year to
achieve our net profit goals.

Preparing the “detailed budget” for next year will
likely span a time frame of mid-October to mid-
January. Count on it being a fairly involved process.

I encourage involving our key people in this project.
The more they know of our plans, the more owner-
ship and accountability we will create among them.
"This tactic creates buy-in and does nothing but
heighten our chances of surpassing our goals. An
effective budget is a team effort.

Once the budget for the year is set, spread the
results by month to create a “rolling budget.” With
each month that passes, replace the budgeted figures
for the month with the actuals for that month and re-
total the year—actuals plus the remaining budgeted
months. Do we like what we see?

Now comes the real strength of the process:

Every month, we'll look forward 90 days at all of the
budgeted assumptions and challenge our abilities to
achieve them—sales, labor control, overhead spend-
ing—the entire gamut. If there’s an area where we feel
we'll either exceed or fall short of goal, change the bud-
get! Yep, change it. Then repeat this process monthly.

Sure, I'm a budget freak and proud of it. Bug,
more importantly, I am a profit freak—budgeting is
just one way I do it.





