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A monthly newsletter informing  

and educating the LandOpt Network  

When an organization owns a word in their 

ǇǊƻǎǇŜŎǘΩǎ ƳƛƴŘ ƛǘΩǎ ŀ ŦǳǘƛƭŜ ŀǘǘŜƳǇǘ ŦƻǊ ŀƴƻǘƘŜǊ 

organization to take ownership of the same word. 

LǘΩǎ ǾƛǊǘǳŀƭƭȅ ƛƳǇƻǎǎƛōƭŜΣ ōŜŎŀǳǎŜ ǘƘŜ ǇǊƻǎǇŜŎǘ 

exclusively identifies the first organization as the 

embodiment of that word. They are in affect, 

branded.  According to successful marketing 

ǎǘǊŀǘŜƎƛǎǘǎΣ WŀŎƪ ¢Ǌƻǳǘ ŀƴŘ !ƭ wƛŜǎΣ ά¸ƻǳ ŎŀƴΩǘ 

ŎƘŀƴƎŜ ŀ ƳƛƴŘ ƻƴŎŜ ƛǘΩǎ ƳŀŘŜ ǳǇΦέ 

One example of that truism that almost 

anyone can recognize is Duracell. That company 

Ƴŀƴȅ ȅŜŀǊǎ ŀƎƻ ǘƻƻƪ ƻǿƴŜǊǎƘƛǇ ƻŦ ǘƘŜ ǘŜǊƳ άƭƻƴƎ-

ƭŀǎǘƛƴƎέ ŦƻǊ ǘƘŜƛǊ ŎƻƴǎǳƳŜǊ ōŀǘǘŜǊȅ ƳŀǊƪŜǘΦ  

Energizer has spent millions upon millions of 

dollars in pink bunny advertisements to take 

ƻǿƴŜǊǎƘƛǇ ƻŦ άƭƻƴƎ-ƭŀǎǘƛƴƎΣέ ŀƴŘ ǘƘŜȅΩǾŜ ŦŀƛƭŜŘΦ  

With little-to-no effort Duracell has retained the 

reputation for creating longer lasting batteries. 

LandOpt licensees are each in a unique 

position to regionally own the word 

άtǊƻŦŜǎǎƛƻƴŀƭƛǎƳέ ƛƴ ǘƘŜ DǊŜŜƴ LƴŘǳǎǘǊȅΦ ¢Ƙŀǘ ǿƻǊŘ 

has many positive meanings to customers and 

prospects. It means honesty, accountability, and 

expertise. It means an organization can be trusted 

with precious property. That word is yours for 

ownership. 

In the 1970s and 1980s McDonalds owned the 

ǿƻǊŘ άŦŀǎǘέ ƛƴ ǘƘŜ Ŧŀǎǘ-food industry. They were the 

first in the market and they ensured their first spot 

status in the minds of consumers through heavy 

marketing/advertising campaigns. However, Burger 

YƛƴƎ ǿŀƴǘŜŘ ǘƻ ǘŀƪŜ ƻǿƴŜǊǎƘƛǇ ƻŦ άŦŀǎǘΣέ ŀƴŘ 

launched an unprecedented campaign to compete 

for the word. They failed miserably. According to 

the book, The 22-Immutable Laws of Marketing, 

ά¢ƘŜ ŀŘǾŜǊǘƛǎƛƴƎ ŎƻƳǇŀƴȅ ǿŀǎ ŦƛǊŜŘΣ ƳŀƴŀƎŜƳŜƴǘ 

was fired, the company 

was sold, and down-

ward momentum was 

ƳŀƛƴǘŀƛƴŜŘΦέ 

These days Burger 

YƛƴƎ ǇǊƻƳƻǘŜǎ άŦƭŀƳŜ-

ƎǊƛƭƭŜŘέ ōǳǊƎŜǊǎΣ ǿƘƛŎƘ 

Ƙŀǎ ŜǎǘŀōƭƛǎƘŜŘ ǘƘŜƳ ƛƴǘƻ ǘƘŜ ŎƻƴǎǳƳŜǊΩǎ ƳƛƴŘ 

under a new category. McDonalds may still own 

άŦŀǎǘέΣ ōǳǘ ƛŦ ŀ ŎƻƴǎǳƳŜǊ ǿŀƴǘǎ άŦƭŀƳŜ-ƎǊƛƭƭŜŘέ ƻǊ 

quality burgers they think of Burger King. 

By implementing the systems and processes 

directed by your Success Coach you are transform-

ing your organization into a successful and profes-

sional operation. Ensure your local audience 

understands that in your advertising, sales calls, 

CARE calls and all contact with the public. Profes-

sionalism will be your brand and success will be 

your reward. 

Continuing Education 
Training and Webcasts for our Network 

 

Produced by: 

Training: 

¶ Jan. 18 through Jan. 21τTransformation Training Q1 

¶ Jan. 31 through Feb. 1τPrinciples Meeting 

¶ Feb 15 through Feb. 17τAcct. Managers Boot Camp 

Webcasts: (Subject to change) 

¶ Dec. 17τPresenting Your 2010 Plans to Your Team 

¶ Jan. 7τLeveraging the LandOpt Lead Program 

¶ January 21τSuccession Planning 



In Marketing Image is Everything 
A Message from Tim Smith, President/CEO 
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Network Success! 

¶Congratulations to the 
network for a productive and 
successful 2009! 
Transformation is 
progressive, trainings are 
successful and growth across 
the network reflects the hard 
work and determination of 
everyone involved. 

¶Congratulations to Art Miller 
from Carolina Creations for 
being interviewed by North 
Carolina Turfgrass, lending 
business expertise! 

¶Congratulations to Sally 
Stroker from Good Earth! 
They both booked their first 
sales. 

¶Congratulations to Mountain 
View and PROCARE on their 
financial planning efforts. 

Reminders 

Financial Plan Review dates 
are as follows: 

¶Dec. 18τCOB Returned 

¶Dec. 23τFinal due for sign-
off by your Success Coach. 

¶Sales Reps are to conduct 
five Intro Meetings per-
week. 

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

¶Monthly Reporting is due on 
the 20th of each month. 

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

¶Niki Ratcliff is reminding FPU 
participants to complete 
their monthly written 
budgets! 

¶LandOpt is reminding 
everyone in the network, 
their families and their 
friends to celebrate the 
holidays safely and with 
good cheer. 
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Consumers develop the expectations behind a 

brand experience, creating the impression that a 

brand associated with a product or service has 

certain qualities or characteristics that make it 

special or unique. 

A brand is therefore one of the most valuable 

elements in an advertising theme. It demonstrates 

what the brand owner is able to offer in the 

marketplace. The LandOpt Brand is what we 

άtǊƻŀŎǘƛǾŜƭȅ {Ŝƭƭέ ǘƻ ǘƘŜ aŀǊƪŜǘΦ {ŜǇŀǊŀǘƛƻƴ ŀƴŘ 

ƴŀƳŜ ǊŜŎƻƎƴƛǘƛƻƴ ŀƭƻƴƎ ǿƛǘƘ ȅƻǳǊ ŎƻƳǇŀƴȅΩǎ ƴŀƳŜ 

is a win-win in the Green Industry. 

Careful brand management, supported by a 

cleverly crafted advertising campaign, can be highly 

successful. This concept, known as creating value, 

essentially consists of manipulating the projected 

image of the service, so consumers see the product 

as being worth the amount that the advertiser 

wants him/her to see. For example, $50 for a T-

shirt that cost a mere $0.50 to make, or $5 for a 

box of breakfast cereal that contains a few cents' 

worth of wheat. 

Brands should be seen as more than the 

difference between the actual cost of a product 

and its selling priceτthey represent the sum of all 

valuable qualities of a 

product to the consumer.  

A brand which is 

widely known in the 

marketplace acquires 

brand recognition. When 

brand recognition builds 

up to a point where a 

brand enjoys a critical 

mass of positive 

sentiment in the marketplace, it is said to have 

achieved brand franchise. One goal in brand 

recognition is the identification of a brand without 

the name of the company present. For example, 

Disney has been successful at branding with their 

particular script font (originally created for Walt 

Disney's "signature" logo), which it used in the logo 

for go.com. 

Consumers may look on branding as an 

important value added aspect of services, as it 

often serves to denote a certain attractive quality. 

From the perspective of brand owners, branded 

services also command higher prices.  

As we look to 2010, please keep this information, 

as it pertains to being Powered by LandOpt. 

Consumer Branding Expectations 
Professional Sales Leadership 
By Roddy Delaney 

 

    ¢ƘŜ ǘƘŜƳŜ ƻŦ ǘƘƛǎ ƳƻƴǘƘΩǎ ƴŜǿǎƭŜǘǘŜǊ ƛǎ ǘƘŜ ƛƳǇƻǊǘŀƴŎŜ ƻŦ ǎƳŀǊǘ ƳŀǊƪŜǘƛƴƎ 

through branding efforts.  Every LandOpt licensee must educate their customers, 

prospects and vendors that they are professional leaders in their respective 

regions. The best branding initiatives portray a consistent reliable image. 

    Make the effort to study the Identity Program and ensure that your logos and 

all communication devices are in line with the proven solutions LandOpt offers. 

Make sure trucks are properly lettered; your business cards and all publicly 

consumed materials carry the same consistent message. 

    LandOpt is success. The goal of the network is to place that simple and 

common theme into the minds of each region we serve. That brand speaks volumes about professionalism, 

trust, and above par performance. On an individual level each licensee should be taking steps everyday to 

brand their organization as a professional Green Industry regional leader. The transformation within the 

LandOpt network prepares each organization with the tools needed to lead. Strong branding efforts should 

simply make sure the public is aware of that truth. 

Be sure to follow the law of perspective, meaning branding efforts, just like all marketing initiatives take 

time.  Be consistent, stay on message, and reap the rewards of success in leadership. 

In closing, I wish you all the happiest of holidays with your families and friends. LandOpt is known for 

increasing the quality of life in terms of business stability and long-ǘŜǊƳ ƎǊƻǿǘƘΦ IƻǿŜǾŜǊΣ ƛǘΩǎ ŀƭǎƻ Ƴȅ 

belief the strong relationships we continue to build with one another 

adds to that quality, simply through the benefit of working together. 
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   Branding is an important 

support activity and having a 

strong positive brand is 

essential to your sales effort. 

Prospective customers who 

know your company exists 

are far more likely to 

welcome an intro meeting 

than someone who may 

not. Use your promotional mix in your marketing 

strategy to plan for brand building.  

Consistency in logos and messaging are 

important in all of your marketing pieces for the 

building of a strong and recognizable 

brand. Remember, people need to see your name 

and logo many times on a fairly regular basis before 

they will recognize it. 

Once you determine what you brand will look 

like be sure to put together promotional items that 

flood your market space with your name, logo and 

message. Print or radio ads, direct mail campaigns 

that hit the same prospects multiple times, or even 

handing out pens or calendars are all good brand 

building activities.  Branding your organization into 

the minds of your customers and prospective 

customers is as important as your sales activity. 

Plan for it. Strategize about it and be sure to act on 

that strategy throughout the year. 

It will make your sales effort more productive 

and provide a more than acceptable return on your 

investment. Whatever you decide, be sure to be 

repetitive and consistent.     

V o l u m e  2 ,  I s s u e  1  N e t w o r k  N e w s  

²Ƙŀǘ [ŀƴŘhǇǘ ƛǎ ǘƻ aŜΧ 

ά{ƛƴŎŜ ǿŜ ƘŀǾŜ ōŜŜƴ ŀ ǇŀǊǘ ƻŦ 
LandOpt I truly feel secure 
about our future. The team 
that you have now will lay the 
groundwork for the future of 
LandOpt. I am very excited 
about 2009. I feel good about 
my investment and look 
forward to tackling the 
challenging times that are 
ŀƘŜŀŘΦέ 
 

Chris SpeenτOwner, 

Twin Oaks Landscape, Inc.  

Did you know? 

¶Zeeland, MichiganτTwo 
online communities for 
professional landscape 
architects and landscape 
designers are partnering to 
host a series of live online 
demonstrations from Jan. 5-
7, 2010. CAD Showcase 2010 
will bring together three of 
the most popular CAD 
software solutions in a one-
of-a-kind event. To 
participate, please visit their 
website. Registration is open 
until January 4. 

¶Lawn and Landscape is 
reporting some plants have 
the ability to drastically 
reduce levels of indoor 
pollutants, according to new 
research at the University of 
Georgia. To read the full 
article, Click Here! 

¶PLANET announced the 
Annual Leadership Meeting 
is merging with the Executive 
Forum. As a result forward-
thinking owners and 
managers from diverse 
companies will have the 
opportunity to participate in 
five days of networking, 
facilitated learning, 
leadership meetings, and fun 
February 17ς21, 2010, at the 
brand new ARIA Resort & 
Casino in Las Vegas, Nevada.  

The social gathering is an excellent tool used to 

help set an organization apart from others seeking 

qualified talent. It is also a branding method for 

promoting the organization to 

local audiences and top talent.  

One of the reasons for the 

social meeting in the interview 

process is to show the 

candidate your organization 

truly stands apart from others 

courting them.  Most 

companies do not include this 

step. 

Social gatherings serve as 

another chance to evaluate the 

candidate, especially their social 

skills (for sales or management 

roles).  The social means to 

have a dinner meeting with the candidate, the 

ŎŀƴŘƛŘŀǘŜΩǎ ǇŀǊǘƴŜǊΣ ŀƴŘ ǘƘŜ ƘƛǊƛƴƎ ǘŜŀƳ ƳŜƳōŜǊǎ 

and spouses. The candidate is also given the 

opportunity to ask any final questions about the 

role, the organization or any topic not covered 

throughout the process. Even though it is meant to 

be light in nature, it provides 

the perfect vehicle to sell the 

company and opportunity, and 

allows the team to interact and 

gauge the working relationship. 

The candidate may think the 

offer is certain, but the event is 

still part of the hiring process 

and should be handled as such 

during the team debriefing. 

The social gathering helps with 

handling objection to the role 

by allowing open dialogue of 

those concerns that could derail 

the offer. Since fitting into the 

culture is just as important as the skill set, the 

gathering gives the chance for the chemistry to 

evolve, depending on the interactions. 

The Social GatheringτStep Seven 
A Series of 12-Articles on Best HR Practices 
By Mike Gaydos 

Branding...Plan On It! 
Tips from the Success Coach 
By David Gallagher 

 

 

 

The LandOpt Recruiting Process 

1. Recruiting Plan Guidelines 

2. Roles & Responsibilities Development 

3. Sourcing for Superstars 

4. Conducting the Phone Screen 

5. In Person Evaluation Process 

6. Check Business References 

7. Social Gathering 

8. Pre-Close Candidate 

9. Extending the Offer 

10. On Boarding of Employee 

11. Establish Goals/Develop Game Plan 

for Success  

 

 

http://www.land8lounge.com/events/cad-showcase-2010
http://www.lawnandlandscape.com/ResearchShowsPlantsRemoveIndoorPollutants_120909.aspx


Business Transformation 

LandOpt helps to transform your business by focusing on our 

four pillars of success: 

LandOpt empowers a select group of 

highly qualified, regionally-based 

landscape contractors with a powerful 

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 

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. 

650 Smithfield StreetÉSuite 750 ÉPittsburgh, PA  15222 

Phone: 412-567-4345ÉFax: 866-508-2472ÉURL: www.landopt.comÉE-mail: info@landopt.com 

Practicing Sustainability 
LandOpt Environmental Leadership 
By Ron Gavalik 

Sustainability in landscaping is the maintenance 

of a local environment, by preserving the natural 

physical components of a space, rather than 

replacing them with artificial and sometimes 

pollutant alternatives. 

According to the 

University of Delaware 

Botanic Garden Advisory 

.ƻŀǊŘΩǎ DǊŜŜƴ LƴƛǘƛŀǘƛǾŜǎ 

s u b c o m m i t t e e ,  a 

sustainable landscape is a 

stable and productive 

ecosystem that conserves 

the physical and biological 

processes occurring in that 

space. Designed and 

managed sustainable 

landscapes  mainta in 

hydrological function, plant 

and animal diversity and 

biomass, soil integrity, and contribute to human 

wellness. 

Landscape service providers who are conscience 

of an environmental impact should ideally minimize 

site disturbances and work with existing elements 

to the fullest extent possible. 

Some of the strategies that may be implemented 

include: SoilsτCreating and/or maintaining a 

functioning soil ecosystem. HydrologyτUsing 

strategies to promote infiltration and maintaining 

integrity of the watershed. Vegetationτ

D e v e l o p i n g  p l a n t 

communities that serve as a 

foundation for a healthy 

ecosystem. Materialsτ 

Managing resources and 

materials efficiently by 

reducing material needs, 

reusing materials generated 

onsite, and recycling 

materials as much as 

possible. And Human 

Wel lnessτUsing the 

landscape to reconnect 

people to nature.  For more 

information on Sustainable 

Landscape Practices, refer 

to the University of Delaware Botanic Garden 

Advisory Board paper. 

As leaders of the Green Industry the LandOpt 

network is taking the lead on sustainable 

landscaping practices and increasing the quality of 

life of our customers.   

 

Environmental Tips 
Towards Sustainability! 

¶Establish a system of 
compositing. 

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

¶Recycle! 

¶Use hand tools when 
possible. Choose electric 
over gas. 

¶Minimize soil compaction 
with lighter equipment. 

¶Minimize soil and plant 
disturbance on construction 
sites. 

¶Develop long-term goals for 
vegetation on each site. 

¶Manage all equipment to 
minimize pollution. 

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

¶Review site maintenance 
plans yearly. 

¶Use high gas-mileage 
vehicles or hybrids when 
possible. 

http://ag.udel.edu/udbg/sl/main/sustain.landscape.01-27-09.pdf
http://ag.udel.edu/udbg/sl/main/sustain.landscape.01-27-09.pdf

