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Indoor holiday decor

McHale Landscape Design’s move toward interior
holiday work has strengthened client relations.

CHALE LANDSCAPE DESIGN, based in Upper Marl-
boro, Md., promotes itself as a “property
management” company. As such, its crews
handle a slew of services for clients in a
“one-stop shop” effort—everything from gutter cleaning
to fall annual installations and exterior holiday lights for
clients throughout Maryland, Virginia and Washington D.C.
A few years ago, one of McHale's exterior holiday displays
led to an interior job for a residential client’s second home
in St. Michael, Md. That job has became an ongoing ac-
count and a service the business plans to grow.
"(They) asked if we could take over their interior
holiday decor since they liked what we were doing on the
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McHale begins
planning its interior
holiday decorating
jobs in spring.

Fischer says.
“Working inside
requires just a
little more care.”
Fischer says any
company could add
a service like this, but
it does require having
at least one staffer with
an “eye for design” to oversee
the work. "It's not just sticking a
Christmas tree in the corner; we do every single room,”’
Fischer says. “Last year, the (St. Michael’s) client wanted a

outside and trusted our crews,” says
Samantha Fischer, Maryland Eastern
Shore maintenance regional manager for
the $21 million company. “We're not as
busy in the winter with landscape mainte-
nance, so we have the extra time to focus
on interior decorating.”

While McHale's Virginia division has com-
pleted three indoor projects, this was the
first for its Maryland Eastern Shore division.

The company, Fischer says, is content
with the service's slow growth, though.

“There's a fine line of getting too many
clients for a service like this,” she says.
“Three or four clients could make it a nice,
profitable service, but too many more would
mean we couldn't devote the time needed
to do the job right. The client and | start
throwing around holiday ideas in the spring.”

The service is more of a customer
service builder than a major moneymaker,
Fischer says. The client sets the budget,
from which Fischer buys decorations and
factors in labor.

In terms of adding interior holiday work
to the company'’s service lineup, there
weren't any additional costs or equipment
needed—the service only required lad-
ders, which the company already had for
hanging exterior lights.

“We just needed to train staff to be extra
cautious while working on the interior,"

COMPANY: McHale
Landscape Design

HEADQUARTERS: Upper
Marlboro, Md.

ADD-ON SERVICE: Interior
holiday decor

WHY INTERIOR HOLIDAY DECOR?
Doing interior holiday decorat-
ing was a natural extension
from doing exterior holiday
lighting—particularly for
clients with vacation homes
who aren't regularly on the
property to do it themselves.
This service is more of a
customer service builder than
a huge revenue driver.

BIGGEST CHALLENGE? The
timeline—there are typically
only three full weeks to have
the decorating complete.

BEST TIP? Have your theme
decided before Thanksgiving,
giving yourself plenty of time
to prepare.

wonderland theme and we incorporated
the entire house.”

That effort even included importing
fake snow and putting it in the children’s
rooms. Poinsettias also were brought in,
wreaths and garland were hung and two
decorated Christmas trees were installed.

Between Thanksgiving and Christ-
mas, Fischer devotes a lot of her time
to the project, utilizing extra staff as
needed to hang items and follow her
plans. “It takes a crew of about five
people, though they're not at the prop-
erty every day,” she says.

Once the holidays pass and the clients
return to their full-time home, the crew
comes back in for clean-up. “We wrap
up the decorations and store everything
in tubs in the client’s attic so it's ready for
future use,” Fischer says. “VWe have the
client's cleaning service lined up to come
in right after us and do a good cleaning.”

From an internal standpoint, Fischer
says the interior holiday decor service
has been really enjoyable for her, as well.
“Throughout the year, I'll get ideas from
landscaping shows and magazines,”
she says. “l really enjoy seeing it all
come together.”

Payton is a freelance writer with eight years of
experience writing about the landscape industry.
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Visit weedalert.com on
your mobile device
to download

Recurring Revenues « Superior Support = Proven Systems

Find out why our franchisees are
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A fleet manager PURCHASES all vehicles, trucks, and equipment,
SCHEDULES maintenance, FOLLOWS the latest technology trends and
software, MAINTAINS the fleet budget, IMPLEMENTS safety
standards, and PROVIDES technical support for your operation.

Do these responsibilities fall onto you or one of your employees?

NAFA Fleet Management Association offers fleet solutions for
landscaping and lawn care companies, no matter what size trucks
or vehicles you have!

Gain access to a community of more than 3,000 fleet professionals
that can share their expertise and best practices. Advance your
company and become an NAFA Member!

To more effectively manage your fleet
operations, connect with NAFA!

NAFA

Fleet Management Association
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FOR INFORMATION ON ADVERTISING IN THE NEW
LMISHOWCASE SECTION, PLEASE CONTACT:

Craig MacGregor
cmacgregor@northcoastmedia.net
216-706-3787
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‘Move more.
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= . N Let the Ecolawn team help you. We
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\ Tools, FAQ, Tips, & Contacts.

ExpanghYour Business with
Sustainable Lawn Care / Call now: 802-673-9077
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Business owners can get so consumed by'the
day-to-day, it's easy to lose sight of your goals:™
Join the U.S. Lawns network, and we'll help'y
landscaping business into the Success
dreamed about. ' \

www.uslawnsfranchise.com - 866.78148
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Specticle

Bayer received an Agrow award in

the best new crop protection prod-

uct category for indaziflam, the active
ingredient in Specticle preemergent
herbicide. Specticle controls more than
90 grasses, broadleaf weeds and an-
nual sedges with residual at low-use
rates—up to 40 times less than current
standards, the company says.

Bayer Environmental Science //

e BackedByBayer.com

qerenen Teanvane TEARMERE «20uve »

PULL APART TO OPEN + PRESS ZIPPER TO RESEAL

Barricade

Barricade is a long-lasting preemergent
herbicide for crabgrass control, Syn-
genta says, noting even fall applications &
can withstand snow and heavy rains to
remain effective throughout the sea-

son. Low water solubility and high affinity
for soil particles means Barricade stays
where most weeds germinate—in the top
half-inch of the soil. The product is backed
by a performance guarantee.

Syngenta // GreenCastOnline.com

Barricade’
65WG

Herbicide
20 pounds / /s,..;m,
———

Prodiamine 4L

Prodiamine 4L, a liquid formulation, pro-
vides preemergent control of crabgrass,
goosegrass, Poa annua and other small-
seeded broadleaf weeds. It may be applied
for season-long control, Quali-Pro says,
and has low solubility and volatility. It's also
available in as a water dispersible granule.
Quali-Pro // Quali-Pro.com

(QUALI-PRO

Prgdiamhe

Pre-Emergent Herbicide
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Echelon

Echelon, which delivers preemergent
sedge control, is the first herbicide in
its class with a dual mode of action. It
controls weeds from the foliage down
and from the root up with residual

for preemergent crabgrass. It also
controls pre- and early postemergent
goosegrass. Echelon is available as a
sprayable application or as a dry appli-
cation on fertilizer for most cool- and
warm-season grasses.

FMC Professional Solutions //
FMCProSolutions.com

Dimension

SPECIALTY HERBICIDE

Dimension

Dimension specialty herbicide pro-
vides preemergent control of more
than 45 annual grassy and broadleaf
weeds, including crabgrass, goose-
grass, bittercress and Poa annua, as
well as early postemergent control
of crabgrass. Dimension can be
used over the top of more than

440 landscape ornamentals and in
noncrop areas, including roadsides.
It also can be used on established
cool- and warm-season seeded,
sodded or sprigged turf without
staining surroundings.

Dow AgroSciences // PowerOfMORE.com
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RS7200E

The new unit boasts an electric start, adjustable electric spray
pump and a hand-held spray wand. It's driven by a 7-hp Subaru
EX210 engine with electric start and a 0.95-gal. fuel tank. A 17-gal.
tank system has a single port for easy filling and a balanced design
for enhanced stability. The RS7200E is backed by a two-year limited
warranty; the engine features a five-year warranty.

TurfEx // TurfExProducts.com

T3000i

Turfco's T3000i spreader/
sprayer features hands-free
speed control and trim-lock
speed for consistency and
an intuitive experience. The
spreader/sprayer features 12-
to 18-ft. spreading widths, 6-
and 9-ft. spraying widths and
a 4-ft. trim spray, as well as a
wand for spot treating. It has
the ability to cover 124,000
sq. ft. per fill and fits through
a 36-in. gate.

Turfco // TurfcoDirect.com

Triumph

The 2014 PermaGreen Triumph
Spreader Sprayer has improved
power steering technology,
which offers control on difficult
properties. A drop-down handle-
bar system and articulating
joints help operators ride

or walk through difficult
terrain. The machine treats
up to 1 acre per fill, result-
ing in fewer trips to the truck.
Two set-ground speeds and fixed
spray widths offer instant recali-
bration and greater precision when
broadcasting or trimming.
PermaGreen // PermaGreen.com

Z-Spray

LT Rich's Z-Spray machines have liquid capacities from 18
gal. to 89 gal. and granular capacities from 100 Ibs. to 300
Ibs. They are powered by a 16 hp twin cylinder electric-start
engine and feature a 4 gmp pump, hydrostatic drive system,
locking caster system and hydraulic hopper motor.

LT Rich Products // Z-Spray.com

~—————) SALT SPREADERS

VBX spreader

This V-box spreader features an 8-ft. poly hopper with 2 cu. yds. of
capacity. Choose from pintle chain or auger feed options. Powered
by a completely sealed, 0.5-hp motor, the stainless-steel drivetrain
components are corrosion-resistant for reduced maintenance and
longer life. A rearmounted dump switch allows operators to quickly
dump remaining material to cut down on waste. The spinner assem-
bly is removable.

THE BOSS Snowplow // BossPlow.com
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Economizer line
Performance improvements to ACE Tor-

wel's Economizer gas-over-hydraulic pickup

truck spreaders target more efficient, reli-

able snow and ice control in its 1.3-, 1.7, 2.5-

and 3.0-cu. yd. models. Made in the U.S.,
these V-box spreaders are lightweight and

feature stainless steel or painted 14-gauge
steel construction. They feature a quiet 5.5-

hp Honda gas engine with electric start.
ACETorwel // ACETorwel.com
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Drop Pro line

These two new tractor
mounted spreaders offer con-
trolled application of bagged
ice melters and bulk rock salt.
Model SD-600 has a 6-cu.-ft.
capacity with a 36-in. spread
width; model SD-1400 has a
14-cu.-ft. capacity with a 48-
in. spread width. Both units
include a polyethylene hopper
and variable-speed auger feed
system, which is run by a self-
diagnosing digital controller.
SnowEx // SnowExProducts.com

DROP PRO 1400

Comparison charts
SaltDogg's CompareSaltSpread-
ers.com offers comparisons on
same-level salt spreaders from 10
brands. Users can find side-by-side
product specifications and features for SUV; tailgate gravity-fed; vertical-auger; two-stage;
2-yd. polymer; 3-, 4- and 6-yd. polymer auger; electric stainless steel chain-drive; and under
tailgate electric salt spreaders.

Buyers Products // CompareSaltSpreaders.com

RESOURCES

[ Coming in February ]

‘The book that changed my business’

Be sure to check out next month's issue of Landscape Management,
where we highlight the books that have had the greatest impact on land-
scape professionals’ companies.

What are your must-read business books? Tell us by March 1 at
LandscapeManagement.net/ BusinessBooks, by tweeting us @LandscapeMgmt
with the hashtag #LMBusinessBooks or by sharing your response on our
Facebook page (Facebook.com/LandscapeManagement). Participants
will be entered into a drawing for a $50 Amazon gift card to add to their
professional libraries.

LANDSCAPE MANAGEMENT (ISSN 0894-1254) is published monthly by North Coast Media LLC, IMG Center, 1360 East 9th Street, Suite 1070, Cleveland, OH 44114.
Subscription rates: One year $55, two years $76 (U.S. and possessions), one year $87, two years $127 (Canada and Mexico) and one year $165, two years $246 (all other coun-
tries). Air expedited service is available in countries outside the U.S. and Canada for an additional $75 per year. Current issue single copies (prepaid only) $8 (U.S. and posses-
sions) $10 (Canada and Mexico) and $15 (all other countries). Back issues (if available, prepaid only) $16 (U.S. and possessions), $20 (Canada and Mexico) and $30 (all other
countries) add $6.50 per order shipping and handling for both current and back issue purchases. Periodicals postage paid at Cleveland OH 44101-9603 and additional mailing
offices. POSTMASTER: Please send address change to Landscape Management, PO Box 2090, Skokie, IL 60076. Printed in the U.S.A.

Copyright 2014 North Coast Media, LLC. Al rights reserved. No part of this publication may be reproduced or transmitted in any form by any means, electronic or
mechanical including by photocopy, recording, or information storage and retrieval without permission in writing from the publisher. Authorization to photocopy
items for internal or personal use, or the internal or personal use of specific clients is granted by North Coast Media, LLC for libraries and other users registered
with the Copyright Clearance Center, 222 Rosewood Dr, Danvers, MA 01923, phone 978-750-8400, fax 978-750-4470. Call for copying beyond that permitted by

Sections 107 or 108 of the U.S. Copyright Law.

Landscape Management does not verify any claims or other information appearing in any of the advertisements contained in the publication,
and cannot take any responsibility for any losses or other damages incurred by readers in reliance on such content. Landscape Management
welcomes icited articles, i i { and other materials but cannot be held responsible for their safekeeping
or return. North Coast Media LLC provides certain customer contact data (such as customers’ names, addresses, phone numbers and e-mail
addresses) to third parties who wish to promote relevant products, services and other opportunities which may be of interest to you. If you donot RN ITRUTONNNY
want North Coast Media LLC to make your contact information available to third parties for marketing purposes, simply call 847-763-4942 between SINE! EDIA
the hours of 8:30 am and 5:00 pm CT and a customer service representative will assist you in removing your name from North Coast Media LLC's lists. he s wes
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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!

Landscape

Management

Content Lice

LMCLASSIFIED

ADVERTISING "9 Payment must be received by the classified
INFORMATION closing date. We accept Visa, MasterCard, and
Call Kelli Velasquez at AUIETEED (B35S

216-706-3767, Mail LM Box # replies to:

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

Landscape Management Classifieds, LM Box #____
1360 E. 9th St., Ste. 1070
~ Cleveland, OH 44114
d (please include LM Box # in address)

BUSINESS FOR SALE

Western PA
545 p——— Landscape & Supply Business
FOR SALE

nS'lng' fOT 35 years of serving urban college communities

landscaping & retail supply business.

EVe r y M a- rk e t 1 n g S t Ta- t e gy Business ig(ﬁv:l;;svr::(tiisri]t)?nzﬁrﬁ;intenance,

Logo Licensing | Reprints | Eprints | Plaques
Leverage branded content from Landscape Management to create a VISIt Www.lncorporatE.CDm
more powerful and sophisticated statement about your product, service, or call 800-616-0216

or company in your next marketing c

to find out more about how we can customize your acknowledgements

and recognitions to enhance your ma

For more information, call Wright

our website at www.wrightsmedia.com

snow removal, and retail supply.
Sale includes all equipment, trucks,
Marketing solutions fit for: and buildings.
* Outdoor 724-840-5705

* Direct Mail

* Print Advertising BUSINESS OPPORTUNITIES

* Tradeshow/POP Displays

* Social Media

« Radio & Television Inco rpo rate
for as little as $99

ampaign. Contact Wright's Media

THE _E rE
rketing strategies. COMPANY 3 3
CORPﬁORi\TiION [OF-%
's Media at 877.652.5295 or visit mcoxroraTING waaTs misxr son Tou  SAVE $25 by

scanning this code

Upcoming Ad Closing Dates:

March............... 2/6/2014
April ... 3/12/2014
May................ 4/10/2014
dune................ 5/8/2014
duly. ... 5/30/2014
August ............. 6/24/2014
September.......... 7/23/2014
October. . ........... 8/26/2014
November........... 10/3/2014
December........... 11/3/2014

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

When responding to an ad,
say you you saw it in

Landscape

Management
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INSIGHTS FROM GREEN INDUSTRY LEADERS > INTERVIEW BY SARAH PFLEDDERER

Pam Berrios

secretary of the National Hispanic Landscape Association board of directors,
owner of Alexandria Lawn Service, Alexandria, Va.

Who is your mentor? It's been a lot of people.

My total years in business have been 17

years. Six years ago, | bought my partner

out. | knew everything on the back end OFF THE

as far as the billing and customer service, CLOCK

but | didn't know anything about the field,

(so) my mentors became the crew mem- LIS UALI 2L
bers | have. | went outdoors to see what ILy? 'm a single mom of three

they do on a day-to-day basis. R S MO T
time is spent with them. They're

wonderful kids.

What led to your involvement with .
Yaliong|

the National Hispanic Landscape Asso- == /,

15 i

_ ciation (NHLA)? My brother Raul Berrios, Eﬂfjﬁf gfmc ‘é\;ZTTLSS:OUR
who is the current president, is a founding member. He's - INDULGENCE?
been extremely involved in the NHLA and he got me involved as well. Volleyball. | love

to play. | even

As a woman in the Green Industry, how do you get a leg up on your male competitors? coach kids. | steal
(Being a woman) has its advantages and disadvantages. A lot of times, time from work to
because of personality and being a woman, it will open doors for me and sometimes get lost there.
I'll be able to quell difficult clients. On the other hand, when you're deal-
ing with suppliers and vendors and people who are used to dealing with DO YOU HAVE A DREAM VACATION
a hundred males a day, when you walk in it's like “OK, what is she doing SPOT? | would like to go to Paris.

here?"” | just take it as a challenge. It's been really rewarding to set foot in
the industry as a female business owner.

You're also a real estate agent. Does that profession cross paths
with the Green Industry? | started being a real estate agent
10 years ago, looking for my own home to buy and then
people started looking for me. It was right at the boom
of the real estate industry. My clients knew | had my
real estate license and they started saying, “You service
our lawn and, at the same time, you can list our home
for sale.” Throughout the years, it's something I've been able to
keep side by side. It's worked out perfect.

WHAT TV SHOW DO YOU HAVE
What do you expect to be the main initiatives and topics of discussion in 2014 TO TUNE INTO EVERY WEEK? The
for the NHLA? We're dealing a lot with immigration reform. There are only thing I watch is the serial
a lot of questions about that in the industry. (But) our biggest cam- killer show “Dexter.”

paign is getting people to the GIE+EXPO. When | went three years
ago, for the first time, most of the people | saw were American
b{u’siness owners. We know for a fact there are thousands of His-
panic business owners and they're not aware yet of the GIE,
|/ that there’s training courses, resources for us to use. We're
tying to build awareness to those types of events. We want
people to go there.

WHAT WOULD YOU BE DOING IF
YOU WEREN'T IN YOUR CURRENT
CAREER? Between the Green
Industry and real estate, |
wouldn't have it any other way.

PHOTOS: ISTOCK INTERNATIONAL INC.
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Quali-Pro® Delivers Innovative Formulations

Our products are University tested with proven results. Designed to help you prevent and eliminate diseases,
weeds and pests. We’re making “Basic” even “Better” by creating new and unique products to help keep Lawns,
Landscapes, Golf Courses, Nurseries, Greenhouses and other general maintenance areas looking and playing their
best. Just what you’d expect from Quali-Pro®, and you Know The Sign®.

Experience more of Quali-Pro® — Visit www.quali-pro.com or call 800-242-5562. n l ’ P
|

Quiality Turf & Ornamental Products

> Basically Better
© 2013 Quali-Pro. Know The Sign, and Quali-Pro are registered trademarks of MANA. Always read and follow label directions.



