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Training and Webcasts for our Network

The following schedules are for the best in class LandOpt training for upcoming times in 2010.

Training: Webcasts{Subject to change)
9 July 26 through July 291 Transformation Training 91 August 5t CRM Training, Back to Basics
9 Aug. 16 through Aug. 18t Sales Rep. Boot Camp 9 August 191 The Perfect Proposal

9 Sept. 13 through Sept. 151 Con Ed, Snow & Ice Services | Sept. 21 Preparing for Winter 2010/2011
91 Oct. 18 through Oct. 21t Transformation Training I Sept. 161 Exploratory Questioning


http://www.1000ventures.com
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TProScape Lawn & Landscape
Services and Trace Lawn and
Landscaping have each
completed their first
Financial Plans.

TCongratulations to Kyle
Bakhuyzen of PROCARE, who
graduated from Dale
Carnegie Training on 6/29.
Kyle will be implementing his
education into his Account
Manager role and
responsibilities.

TSpecial thanks to the

following for their
participation in the LandOpt
booth at the SIMA
Symposium in Providence, RI:

fBrian Trace and Darrold
English of Trace Lawn and
Landscaping.

fJake Silvis and Dave
Thomas Of Silvis Group.

{Stephen Corrigan and
Jason Hollway of Mountain
View Landscapes &
Lawncare.

Reminders

The following reminders are
for the LandOpt network:

JFinancial Peace Universityt
fall semester registration
coming soon. Contact

with interest.

Be sure to send your Success
Coach Production Rate data
OAT &2dz KI @Sy

TIMonthly reporting should
include ops hours and sales
bookings in your progressed
financial plan.

TSales Professionals are to
conduct five Intro Meetings
per-week.

TCARE Calls are to be made on
a regular basis for recurring
and project work.

TIMonthly Reporting is due on
the 20th of each month.

fLandOpt encourages the
network to communicate
with one another, building
business relationships.

ECC and What it Should Mean
A Message from Tim Smith, President/CEO

In this issue of the newsletter, which contends with customer relations, | want to
remind everyone in the network to practice Extreme Customer Courtesy (ECC). You
may ask, what do we mean by that exactly, or what is the benefit of providing such a
high level of service?

The principle of ECC is to go the extra mile for your customers in understanding
their needs and providing comprehensive solutions, but also building long-lasting,
trusting relationships. Make the effort to learn what kind of reasonable treat or
NEglNR (GKS& ¢g2dAZ R FAYR LI SIFaAay3da (GKS
will in turn become invested in you. The benefit to this kind of service comes when
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value and they may feel compelled to reward your organization with the security of ongoing agreements.

Practicing ECC is in many ways like trading favors. Awarding agreements can be a valuable and personal
venture for a customer. Often times the relationship developed is just as important as the service
performed or product that is purchased. If there is any disagreement just reflect on the MasterCard
commercials of the past 10-years. Those campaigns exhibited warmth, value and a deep identification with
the average customer. What we do is similar, but on a regional level. So, while you proceed with your
summer, keep this in mind:
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10-Steps to Excellent Customer Service m

Professional Sales Leadership
By Steven Bach

The following are 10-customer relationship tips
to always keep in mind while out there selling the
services of your organization:

1. Get inside your customers headalk in their
shoes, listen with their ears, see through their eyes.
Interact with your company from the customers
perspective. All of this will help you understand
their needs.

2. Create Memorable experienceblake
EVERYONE focus on the customer or prospect;
even the team members who feel client interaction
is not important. Stress to your team how their
treatment of customers influence sales. Keep in to ask questions while interacting with potential
YAYRZI AlGQa G(KS fFaid VY2 \iBntsiPdlitelpatk open ediadyq@Siondito ldark 2 y G K
is remembered. Make them want to continue the valuable information from your custom-
relationship. ers. Remember to document that information so it

3. Embrace Complaint€£omplaints are truthful, can be used at a later date.
valuable feedback and should be promptly 9. Research your clients and competitiodave
addressed. A positive resolution to a complaint will  an idea of what your customers expects and what
build trust and solidify the relationship. Turn kind of service your competition may be providing.
lemons into lemonade! 10. Have funWhen interacting with customers a

4. Empower your peopleEnable and your team  pleasant personality goes a long way and can

personal issues in reasonable time frames.

6. Have your resources at the ready.2 y Q i
AT Al QaMake3uie yoN e Raeab
understanding of the time frame (project board)
when the service will be performed. This allows
you to proactively manage your customers
expectations. Do not over promise.

7. Be service mindedisk yourself if your
customer would have an impression of brilliant
service. If not, realign your services, so your
services are the best and only real option.

8. Be CuriousEncourage everyone on your team
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to give immediate and generous customer overcome many objections.{ YAt S 6KSy &2 dz
experiences. Empower them to solve issues the phone, and check your attitude at the door on
without escalation or unneeded delays. your way to work.
5. Provide prompt responses\o matter how Treat your customers the way you want to be
big or small an issue may be, address it resolve it treated. By following these simple steps you can
immediately. Keep in mind how frustratingitisto FSSf O2y TARSyYy G GKIF G &2 dzQNE

deal with companies that do not address our sustainable customer relationships.
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The Golden Rule of Customer Relations

Tips from the Success Coach
By David Gallagher

In working with your customers the old cliché of
the golden rule could never be more true. Treat
others as you would like to be treated. Listen to
your customers needs. Listen to what they
GSNOFEATS FyR LI @
mention. Read body language and listen for subtle
hints that things have changed. When you notice
items you would like addressed, use that as a
starting point of a substantive conversation.

Ask the customer their opinion of your service,
communication, ease of contact, etc. The feedback
you receive from your customers is an excellent
source for learning how you perform in your role
and how the company as a whole provides services.
¢ dzNJy/
would have in their position to promote a value-
based relationship. When they ask you general
questions or advice then provide timely,

Internal and External HR Customers

Best Human Resources Practices
By Mike Gaydos

Most companies believe
customers are what keep us
in business. They are the
ones that buy our products
and consume our Services.
We have learned to think
the customer
right,and A 4 Qa

customer but harder to gain 4 S Y X

them back if they leaveThese are common
thoughts for operations and sales that help drive
their success. But when you look at what the word
customer from an HR perspective the view is a bit
different to say the least. In HR there are two types
of customers. These types can be classified as
internaland external

The internal customers are our current team
members. These individuals have different roles,
but the common goal of company success. Without
it their personal success is not realized. We take
care of our customers, so we must take care of our
internal team members. Fair and equitable
compensation, company provided benefits, paid
vacations, and safe work environments give team
members needed security to conduct their roles
and work their way up. The key aspect though is
knowing what drives each individual team member
to want to succeed and be happy in their role. For
some it may be flex time to take care of the family.

I G G S the customer how much your

G§KS Odzaii2 YSNBEQ T S!concernsbutuse questionsand hints to get them

reasonable, and honest
answers. Resolutions should be
handled quickly to maintain
your professionalism and show

organization cares to maintain
a health relationship.

One of the worst things you
can do in these situations is to
overpromise and under deliver. Set yourself up to
do the opposite. Chances are, if you look at things
in a particular perspective and illustrate it well,
your customers will too. Just be careful not to open
I R22NJ §KSe@

to verbalize them.
In the end give people your honest and best
STF2NI® ¢KI GQa dzadz € €@
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For others, it may be the need to be challenged in
their role. Whatever the reason, it is vitally
important to know our internal HR customers
ySSRa 0S80l dzaS 4gAlKS2dzi
external HR customers.

The externals are in the recruiting process for

is always current or future openings within an organization.
K I NJ Just as we are looking at that individual to join our
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important to keep the external happy and engaged
with your offerings. Just as in the marketplace,
consumers have many choices for products and
services, candidates potentially may have many
opportunities they are looking at for themselves.

We keep them engaged from the very first
phone conversation, by selling our company and
the opportunity of an extended offer that should
be sold as something better than competitors. As
with the internals, knowing what drives our
externals must be determined early in the process.
LT S OryQixz
value can we bring to this person is the next
thought we need to keep in sight.

As with our outside customer base, keeping our
internals and externals satisfied will lead to overall
success. The next time you think of the term
Odzali2 YSNJ aSNBAOS R2yQi
world. Think about your inside customers as well.
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Did you know?

fThe possibility of
is being debated

by the city parks
commissioners and the city
council of Madison,
Wisconsin. If approved and
implemented it is likely to
become a cautious trend.

anew
line of what they refer to as
GAYLINEGSR dzii A
and new loaders. The
company is toting that the
new vehicles offer increased
speed, power and payload
capacity.

1 reports
that lumber rates are
continuing to decrease from
$367 per 1,000 board feet in
April to $291 in June.

1O0n Monday, January 19,
PLANET members are invited
to participate in the Renewal
and Remembrance of
Arlington National
Cemetery . Niki Ratcliff will
represent LandOpt, as she

assists in various landscaping
practices for the continued
health and vitalization of this
honored space.
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Manager training to be
valuable, as a newer member
of the LandOpt network. The
CARE Calls are detailed and
well laid out for Account
Managers to learn and
implement. As the owner of
my company who has taken
on the responsibilities of
Account Management, the
training is successfully

defining the boundaries of the
NBtS Ay 2dzNJ 2

Dirk Bakhuyzent President,
PROCARE Landscape
Management, Inc.
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Pesticides: Study Before Use

LandOpt Environmental Leadership
By Ron Gavalik

Organic pesticides are not necessarily
synonymous with "green" pesticides, as one
scientific study suggests. Researchers from the
University of Guelph examined the environmental
impact of six pesticides on soy bean crops: two

conventional synthetics, two "risk-reduced"
synthetics, and two organic !
pesticides.

To quantify the consequences of |
each pesticide, according to an
article from ArsTechnica.com, the
researchers relied on a database|
environmental impact quotient
that rank the active ingredient
based on such factors as leach
rate into soil, runoff, toxicity frol
skin exposure, consumer ri
toxicity to birds and fish, a
duration of the chemical in the sq
and on plants.

The research team, after two years of field tests,
determined how each pesticide worked at killing
their intended targets (aphids), while leaving
natural predators, such as ladybugs, unharmed.

environmental impact factors, with the organics,

surprisingly, in the bottom half of the ranking.

The research team concluded, when organic
pesticides are compared to synthetics, the organic
variants were not as effective because they also
killed off a large number of the aphid's natural
predators.

The study cautions: the widely held

assumption that organic pesticides

are more environmentally benign
than synthetic ones. All pesticides
must be evaluated using an
empiricallybased risk assessment,
because generalizations based on

ij JEUR chemical origin do not hold true in

';’_f:”” all cases.

g In other words, to be kind to the
environment requires each
landscape professional to do their

homework and choose a pesticide that is friendliest

to the surrounding environment, while also

satisfying the needs of the project. Do not buy into

0 KS AAYLX AAGAO o0StAS

environmentally friendly. Review pesticides to

Environmental Tips
Towards Sustainability!
{Establish a system of
compositing.

YEnsure all mowing is
completed at the proper
height with sharp blades.

fRecycle!

fUse hand tools when
possible. Choose electric
over gas.

fMinimize soil compaction
with lighter equipment.

TIMinimize soil and plant
disturbance on construction
sites.

fDevelop long-term goals for
vegetation on each site.

fManage all equipment to
minimize pollution.

fCommit to reducing the
spread of invasive species
through plant selection and
site maintenance.

TReview site maintenance
plans yearly.

fUse high gas-mileage

All six of the pesticides had similar

Closing In On Twenty Licensees!

LandOpt is experiencing a continued growth rate in 2010. Our nationwide network has increased to 17-licenseesb
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determine which is truly best for a given use.

vehicles or hybrids.
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Powered by LandOpAs we approach our twentieth licensee, Tim and the team are excited to throw the red pen away, replacing it with the

black pen of success, along with a larger national presence.

Business Transformation
LandOpt helps to transform your business by focusing on our
four pillars of success:

& Human Resource Management -andOpt empowers a select group of
highly qualified, regionally-based
P

= landscape contractors with a powerful

Business Management

portfolio of business systems to
dramatically improve their growth,
profitability and productivity.
The LandOpt team facilitates the
transformation of landscape contractors by providing the best in
class technology, along with proven business processes and
systems.

LandOpt enables network licensees to efficiently utilize these
systems to increase growth, profitability, and productivity in their

Sales and Marketing

%

business.

Intensive coaching, followed with a continuing education
curriculum ensures the success of the licensees. Training sessions
pass along proven business practices in business management,
financial planning, marketing & sales, operations and more.
Coaching establishes a partnership between LandOpt and the
licensee, which builds a growing successful business relationship.

The LandOpt network of licensees is a powerful resource in
developing new relationships with peers in the Green Industry. The
expanding network cultivates a growth of business experience and
knowledge.

LandOpt continually measures and monitors the results
gathered from each licensee location to evaluate the effectiveness
of the LandOpt systems and ensure success.

Be proud to be a member of the Powered by LandOpt Network.

LeLANDOPT

650 Smithfield StreetE Sui
Phone: 412-567-4345E Fax; 866-508-2472E U

te 750 E Pittsburgh, PA 15222
RL: www.landopt.comE E-mail: info@landopt.com
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