JUNE 2022

Lawnandlandscape.com

-.

L GI.AWN!AVERS PLANT HEALTH CARE TOOK CONTROL OF ITS CULTURE AND
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otten Tomatoes gives the 1989 horror-

comedy film Prom Night III: The Last

Kiss a paltry 16%, but at the time for

Kyle Tobin, it seemed like a significant
stepping-stone toward a dream come true.

Never mind the summer work he and his
friend did at their startup company Starving Stu-
dents; their dreams of six-pack abs and sold-out
musicvenues had notyetbeen dashed. The odd
jobs they picked up throughout the summer,
like digging holes or planting trees, were simply
means to an end for their rock band, Chaos. To-
bin worked out of the back of a 1983 hatchback
by day and played the drums by night. So many
rock-and-roll artists at the time made poolside
music videos, so Tobin envisioned himself in
those, too, while he cleaned neighbor’s pools.
In the end, Chaos’ biggest break was when

their music appeared in Prom Night III. Songs
like “Angels” and “Bump and Grind” will forever
be etched into the film'’s soundtrack. Tobin, who
eventually studied political science at King’s
University College, decided he nolonger wanted
to be a “Starving Student.” He wanted to go all
in on the green industry.

By Jimmy Miller
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LawnSavers Plant Health Care

has found its rhythm as one of the
industry’s most attractive companies
for potential employees.
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Kyle Tobin, seated in truck,
and his team at LawnSavers
had the highest score in Lawn

& Landscape’s
Best Places To Work.
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Lawn & Landscape partnered with the Best Companies Group to find out who are the Best Landscape and Lawn Care Companies To Work

For. Best Companies Group surveyed employees on the following areas: leadership; corporate culture and communications; role satisfaction;
work environment; relationship with supervisor; fraining, development and resource; pay and benefits and overall engagement. The companies
below met the score requirements to be on the list.

Company *Employees

LawnSavers Plant Health Care Inc. 17 Para Space Landscaping Inc. 148 The Arbor Group 36
New Castle Lawn & Landscape 34 Rainscapes Construction Inc. 45 Garden Design Inc. 86
Monarch Landscape Management | 133 Mullin 102 Encore Landscape Management 93
Ryan Lawn & Tree 409  Frederico Outdoor Living 16 GOLD Landscape 51
Metro Greenscape, Inc. 54 Lawn Butler of Knoxville 84 Weedex Lawn Care 30

*US/Canada



BEST PLAGES
TOWORK

“Very few people wake up and say, ‘Hey,
I want to be in the lawn care industry for
the rest of my life,”” Tobin admits, adding
that so many things kept drawing him back
into the green industry despite his rock-star
aspirations as a teenager. “I said, “You know
what? Stop actinglike you're getting out of the
business and start acting like you're staying
in it. If you're going to be in it, be all in it.”

For Tobin, going “all in” meant establish-
ing LawnSavers Plant Health Care, which is
now a 17-person team serving the Greater
Toronto area in Canada. It provides lawn
care, tree/shrub care, mosquito control and
holiday lighting, among other services.
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And, for reasons largely stemming
around company atmosphere, the com-
pany was selected for Lawn & Landscape’s
Best Places To Work.

“You feel good when you leave at the
end of the day just because of the environ-
ment you're in,” says Stacey Atkins, the
company’s operations team lead. “It’s an
environment where we really do encour-
age the best out of everyone and help them
achieve it.”

DEFINING COMPANY CULTURE. For years,
Tobin heard other intelligent leaders at
green industry companies tout ways to
improve company culture. But Tobin never
quite grasped the concept that same way - it

almostbothered him that some companies
were trying to manufacture it.

“Culture is what exists whether we do
something about it or not,” Tobin says.
“WhenIfinally got my head around it, Iwas
like, ‘T've got to start encouraging and pro-
viding the right environment for it to grow.””

Everyone has the same access to tools
like career ladders and generic onboard-
ing materials, Tobin says. He believes that
whathasreally separated LawnSavers from
competing companies is the way his team
listens to one another.

Giving everyone a platform to share
opinions proved difficult at first. For a
while, Tobin tried doing Tailgate Tuesdays,
where he couldn’t get employees there on

time or even attentive since they were trying
to meet at 6:30 in the morning. Then, CO-
VID-19 essentially killed those meetings, as
they pivoted to remote meetings.

Now, Tobin will meet with his produc-
tion team at 10:10in the morning every day.
His team will stop what they're doing out
in the field and log in using Google Meet,
sharing their wins for the day in the huddle
that can’t run longer than 10 minutes. To-
bin initially thought the daily interruption
mightirritate his technicians, but it proved
to be effective instead. With the customer
success team, he meets at 8:38 a.m., where
they also go over wins and goals for the day.

He started to notice team buy-in, lan-
guage and decisions that centered around



The company
does themed
bag giveaways,
where employees
can take bags
filled with
goodies that
centered around
that event’s
theme.
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Dogs are often
found at the office
to help ease stress.

the team’s future, not just getting the job
done for the day and heading home.

“It becomes more about ‘we’ and
‘us,”” Tobin says. “When people start
using those words, you know they’re
buying in.”

Marc Rochette can vouch for that
buy-in. He’s been with LawnSavers for
nearly two years, as he initially moved
from Ottawa to Toronto for a fresh start
in business. He planned on taking a job
at LawnSavers as a one-year stopgap
between his prior position and his next
one, which he envisioned as a corporate
position downtown.

But Tobin sat down with Rochette and
asked good questions — questions that
weren'tjustabout business. They seemed
pointed more so at getting to know Marc
asaperson. Now, he’s been promoted to
a sales manager role, and Rochette says
staying at LawnSavers was the best deci-
sion he could’ve made.

“(Kyle) really showed that he re-
ally cared about all of his employees.
He’s been the best boss that I've had,”
Rochette says. “For that reason there,
I wanted to be here longer. I just knew
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there was something special here. Kyle
took me under his wing.”

And all the employees care for one
another, too. Stacy Root, one of the com-
pany’s only full-time remote employees,
works as the team’s customer success
advisor. She says the company values per-
sonal development so much that employ-
ees constantly share books and podcasts.

“Our in-house training plan is compre-
hensive and never stops,” she says. “Ilearn
new things every day.”

That training benefitted Atkins greatly.
She hopped aboard LawnSavers in 2008
and knew nothing about the industry.

“When I started, I didn’t know any-
thing about grass other than it grew on
the ground and that once in a while, you
mowed over it,” she says.

But Atkins stayed because the team
felt like a family to her. Even now, during
the pandemic, the team shifted from its
standard Christmas parties and com-
pany barbecues to themed bag giveaways,
where employees could come in on their
own time and take bags filled with goodies
that centered around that event’s theme.
She remembers a fiesta bag, a pool party
bag and a barbecue bag.

“I would say we're very teamwork ori-
ented. If someone’s having a bad day, I
don’thave to ask anyone to help someone
else out,” Atkins says. “Ireally do appreci-
ate that amongst the technicians.”

THE CUSTOMER COMES FIRST. What also
kept Atkins invested in the company was
that she felt the company had genuine

connections with the clients. Tobin him-
selfbelieves the biggest thing he’s noticed
with clients is that the days are gone where
clients grew up with expansive lawns and
white-picket fences. Some clients have
grown up in condominiums, or maybe
they're originally from a dryer part of the
world where “rock lawns” are significant.

Atkins believes LawnSavers is working
in the customers’ favor by ensuring the
relationship isn’t just about a cash-and-
services exchange.

“Ireally do like the fact that everything
we do is with the customer in mind,” she
says. “We're not just providing a service for
cash. We want them to get a benefit out of
what we do.”

That benefit, according to Tobin, is in
sharing the knowledge. Even if there are
times when they have to manage a cli-
ent’s expectations of a perfect lawn, or if
it comes down to a client balking at price,
Tobin says they take the time to educate
consumers.

“Plants are biology. We just need to keep
communicating our participation message
and our knowledge that we have inside of
us,” he says. “Anybody can spread fertil-
izer, but there’s a reason people choose us.
They choose us for our knowledge.

“I think our industry goes wrong guar-
anteeing everything will always go per-
fectly,” Tobin adds, “and we pretend that
somehow we can wave a magic wand and
teach people it'll all be okay.”

Rochette says even when they have to
temper expectations, or if his team needs
to deal with a dissatisfied client, he tasks
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BUT WHEN YOU STOP TO LOOK AROUND,
| REALIZED MAYBE IT WAS TIMETO
SMELL THE ROSES A LITTLE BIT.”

— KYLE TOBIN

Tobin traded ih‘-:

rock star dreams
to stay in the green
industry

R

Below: Marc Rochette, standing, planned on LawnSavers being
a stopgap job, but now has no plans to leave.

the team with doing so with optimism.

“It starts with smiling on the phone. You always
want to be happy, because that smile echoes
through to the customer,” he says. “We want to
listen to the customer and make them feel heard.”

PLAYING ON BEAT. Tobin still has his drums set up
in his basement, but he doesn’t have a chance to
play it that often. All three of his kids all do music.
And though he’s not selling out arenas or filming
music videos at the pool, he can acknowledge now
thathis band had a good run. There’s even an ode to
the company’s Starving Students days, as a lifesaver
ring buoy is prominently featured in the company’s
current logo.

“I still dream of being a rock star,” Tobin jokes.

It’s this same nostalgia that drove Tobin to ap-
ply LawnSavers to appear in Lawn & Landscape’s
Best Places To Work list. Even with areas for im-
provement, he wanted to recognize their areas of
success, too.

“We’re never finished getting better, but when
you stop to look around, I realized maybe it was
time to smell the roses a little bit,” Tobin says. “We
don’thave millions of dollars in branding available
tous. We're a small company. This is something that
matters to the right people and the people we want
to work with.” 181

The author is associate editor at Lawn & Landscape.



