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Outdoor Expressions PA was once a multimillion-dollar 
company in Pennsylvania, and the new owners want 

to head in that direction once again.
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 Brand Among 
Landscape 
Professionals

in America
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Your Business is Our Business.
Our quality manufacturing and superior service do more than help us sell equipment. Both have 
helped us earn the trust and loyalty of America's hardest workers. People like the landscapers 
at Bud Jones and Sons, Inc., who for years, have chosen powerful, reliable STIHL products to 
maintain their customers' beautiful landscapes and grow their business. Landscapers like them 
are why STIHL has been the number one selling brand of gasoline-powered handheld outdoor 
power equipment among U.S. professional landscapers since 2007.*

Visit your local STIHL dealer today and start powering up your business.

To find a STIHL dealer: STIHLdealers.com 

For product information: STIHLusa.com

‘"Number one selling brand" claim based on 2007-2017 syndicated Irwin Broh 
research of the U.S. professional landscaper market. ©2018 STIHL

STIHL

STIHLdealers.com
STIHLusa.com
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Top social media platforms

FOR THE GREEN INDUSTRY
With many social media platforms to choose from, 
contractors should focus on the top three. By Lauren Rathmell

T
ODAY'S WORLD OFFERS MANY SOCIAL MEDIA PLATFORMS TO CHOOSE FROM:
Facebook, Twitter, Instagram, Pinterest and more. During the Real Green Solutions 2018 

conference in St. Petersburg, Florida, Jennifer Peitz and Tim Romisch of Real Green shared 

what they thought serve as the best social media platforms for green industry professionals.

"Social media takes time and energy," Peitz said, who serves as the digital marketing 

manager at Real Green. "And you have to put it in to make it effective."

Here are their top social media platform picks for the green industry:

1. FACEBOOK. With more than 2 billion social media users, your 
business has a great chance to thrive on Facebook. Peitz said creating 

a business page on Facebook comes with features like an option to get 

reviews from customers.

"Don't be afraid of bad reviews," she said. "Turn (the review function) on." 

Peitz said Facebook is also being used as a search 

function for users to find more information on companies 

and businesses.

"Using Facebook allows you to have a dialogue with your 

customers," she said. She also recommends companies 

post to Facebook two or three times a day on average.

Popular and engaging posts

TELL US ABOUT 
YOUR OPERATION!

You
include community involvement, 

employee bios and welcomes. Visit 

bit.ly/GreenlndustrySocial to read 
about how you can use YouTube 

and Instagram.

NOMINATE
YOUR

EMPLOYEE 
OF THE YEAR

LAWN & LANDSCAPE MAGAZINE is once again 
looking for the best employees in the industry and 
we need your help. If you have an employee who 
has gone above and beyond in their position and 
should be acknowledged, now is your chance to 
have them publicly recognized in our publication.

Send us two to three paragraphs explaining 
why your employee should be chosen. Your 
entry should include concrete examples/stories

I
f you're interested in being profiled 
by Lawn & Landscape, writing a 
story for the magazine or just have 
a good story idea for us to look into, 

visit bit.ly/companysubmission.
Our editorial team will review it and 
see where you might fit into our 
upcoming coverage.

REMEMBER WHEN?

V
isit our archives to dive into some 
vintage issues of Lawn & Landscape. 
Find out what industry technology 
looked like a decade ago, or read about 

some tried and true business tips: 
bit.ly/badrissuesll

LISTEN UP!

C
heck out our podcast with Bob Mann, 
director of government relations for 
the National Association of Landscape 
Professionals. Mann shares his thoughts 

on recent pesticide and leaf blower bans 
here: bit.ly/PestiddePodcast

of how this person has improved your company 
either culturally or financially, and how they have 
set a good example for other employees. Please 
include the employee's title and number of years 
at the company.

Email submissions to Editor Brian Horn at 
bhorn@gie.net. Please use Employee of the Year 
as the subject of the email.

DEADLINE: Monday, March 12

I

1
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RISE TO THE 
OCCASION

FERRIS

Innovative
Productivity"

SUS
Ride SRS™ Series mowers for more speed, comfort and agility than ever.
Stand-on mowers give your commercial cutting crew a significant advantage, with increased 

maneuverability and step-on, step-off versatility.

Soft Ride Stand-On mowers from Ferris®, featuring the newZ3X, take stand-ons to the next level. S0FT RI0E stand-on 

Each model features an adjustable suspension operator platform for a smoother ride, a center-mounted fuel tank that provides 

more balance and stability, and advanced speed controls for more confidence on any terrain. Choose from a variety of 

powerful engine options and deck sizes to take on any challenge.

It’s time for your operation to step up. Reach a new level of productivity with Soft Ride Stand-On mowers, only from Ferris.

SRS Z3X
Vanguard" BIG BLOCK" EFI with Oil Guard 

Kawasaki® FX850V EFI 

Cutting Width Options: 61" or 72"

t FERRIS

SRS Z2
Vanguard" 810 EFI with Oil Guard 
Kawasaki® FX730V EFI or FX801V 

Cutting Width Options: 52" or 61"

FERRIS

SRS Z1
Vanguard" 627cc 

Kawasaki® FX691Vor FX600V 

Cutting Width Options: 36" or 48'

Visit: Ferrismowers.com to locate a dealer near you

Ferrismowers.com
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Brian Horn

Editor ( Lawn & Landscape

It’s hard to 

swallow, but the 

sooner you close 

the book on that 

C+ project, the 

sooner you get 
to start fresh on 

the next job.

Perfectly imperfect

O
ne of the most exciting projects we’ve 

done in the past few years at Lawn & 

Landscape is our Turnaround Tour.

This is the second year we’ve done it with

Bill Arman and Ed Laflamme from the Harvest 

Group and you can learn more about it on page 

45. While it’s a fantastic project, it’s also one 

of our most time-consuming. I traveled to visit 

each company with Bill and Ed, and I follow 

up with the companies throughout the year, so 

it’s high on my priority list.

But with that comes the added pressure to 

make it perfect - or at least that’s what I tell my­

self. As I kept going back to each Turnaround 

Tour story to make them all home runs, I was 

reminded of one of my favorite sayings: “Don’t 

let perfect be the enemy of good.”

I don’t know who said it; I don’t know where 

I heard it first and I don’t know if it means 

what I think it means. But as someone who 

has been driven by deadlines my whole profes­

sional career, it’s something I can always tuck 

away when the fruits of my labor fall short of 

sometimes too lofty expectations.

Because, like many of you have to do on a 

jobsite, no matter how hard you try, you won’t 

be able to make it perfect. Plus, your idea of

perfect might be subpar to someone else and 

vice versa. In my newspaper days, sometimes 

the perfect story was a finished story. And 

sometimes an A+ effort churns out a C+ result.

It’s hard to swallow, but the sooner you close 

the book on that C+ project, the sooner you 

get to start fresh on the next job.

I find that the stories I spend too much time 

on usually have one glaring item missing when 

I go back to review them. Maybe if I wasn’t 

so focused on every minor detail, that glaring 

omission would have been avoided.

As I turned in the three profiles, which 

I’m happy with overall, there is some relief in 

knowing that I’ll be writing more about these 

companies throughout the year. So what I 

didn’t accomplish this time, I can take a crack 

at again soon. Though, I have to remember 

that would have been the case even if this was 

a one-time deal because there are other stories 

to write.
As we get closer to the busy season, remem­

ber that perfect can be the enemy of good. You 

should always want the best for your company, 

your customers and yourself, but don’t let that 

ultimate goal of perfection ruin a very good 

result from a very good effort. — Brian Horn

Lawndandscape Leading business media for landscape contractors.
5811 Canal Rd., Valley View, OH, 44125
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Innovation, inspiration and the power to seal the deal. With Belgard Design Studio, it’s all 

in the palm of your hand. Become a Belgard Authorized Contractor to get exclusive access to 

leading technology like custom Virtual Reality designs at Belgard.com/L&L
i:
BELGARD
PAVES THE WAY

Belgard.com/L%26L
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FREE OF CHARGE
A landscaper in Estero, Florida, 
volunteered its services 
and equipment to clean up 
Everglades Wonder Gardens 
weeks after Hurricane Irma.

By Megan Smalley

W
hen Hurricane Irma hit Florida 

in September 2017, cleanup work 

added to many landscapers’ work­

loads. Companies like O’Donnell 

Landscape in Estero, Florida, transitioned 

from their usual landscape design work to 

tree care work to help perform cleanup jobs. 

For O’Donnell Landscape, cleanup work 

occupied most of their time for six to eight 

weeks after the storm.

“We went from a landscape company 

to tree care. Getting roads open for safety 

and medical professionals was job No. 1,” 

said A1 O’Donnell, president of O’Donnell 

Landscape.

While O’Donnell Landscape contracted 

most of the cleanup jobs it performed in the 

aftermath of Hurricane Irma, O’Donnell 

received a call from a past client and acquain­

tance who needed help restoring Everglades 

Wonder Gardens, a botanical garden and zoo 

in Bonita Springs, Florida.

“Thomas Hecker, (executive director of 

Everglades Wonder Gardens), called us and 

asked us to help him,” O’Donnell said.

Over half of the Everglades Wonder Gar­

dens’ trees were destroyed and almost all had 

broken limbs. So, O’Donnell Landscape do­

nated time and equipment to the park about 

five weeks after the storm, free of charge.

“It’s a local park, and they weren’t get­

ting anyone else to do the job and bring in

When O'Donnell Landscape volunteered to help Everglades Wonder Gardens clean up, free of charge, 
one challenge was determining which trees to save.

a crane to help move trees — that wasn’t in 

their budget,” O’Donnell said.

O’Donnell first came up with a game plan 

to salvage some of the trees that fell. He 

said he had to figure out how to maneuver 

equipment into the park and determine 

which trees would be able to stand up,

even though many trees 

were lying on top of each 

other. He also ran into 

the challenge of trees 

breaking after trying to 

stand them up. “It was 

like going to a pile of 

pickup sticks and figuring 

out what to save,” he said.

O’Donnell Land­

scape crews assisted with

GOOD WORKS
Have you completed a charity 

project you are proud of or 
helped out your community 

in another way? Email Associate 
Editor Megan Smalley at 
msmalley@gie.net to be 
considered for coverage 

in a future issue.

cleanup at the Everglades Wonder Gardens 

for about 10 days. Other volunteers also 

helped with efforts at the park, and nurseries 

donated plant materials, O’Donnell said. 

Although the park looks “stumped back” 

now, O’Donnell estimates it will look as good 

as normal in two to five years. In the end, 

O’Donnell’s crews provided 

about $31,000 of free ser­

vices to Everglades Wonder 

Gardens. Had his crew not 

helped, most of the trees that 

fell would likely have died.

“This was a situation 

where professionally it 

was something we could 

do to make a difference,” 

O’Donnell said. PH
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First of its kind 4x4 drive train incorporates a skid steer system 
that offers enhanced hillside stability without the risk of turf tear. 

All in a 35.5” wide chassis to allow gate access.

www.z-spray.com

(877)482-2040

http://www.z-spray.com


For more news, visit 
Lawnandlandscape.com

PESTICIDE PROFESSIONALISM
How LCOs can maintain professional personas to avoid scrutiny.

By Lauren Rathmell

W
ith growing scrutiny tar­

geted at lawn care compa­

nies, Bob Mann, director 

of government relations for the 

National Association of Land­

scape Professionals, said it’s im­

portant for companies to do their 

best to maintain a professional 

persona. ‘We need to be trying 

to advance the professionalism in 

this industry,” he says.

At Real Green’s Solutions 

2018 conference in St. Peters­

burg, Florida, Mann offered a 

few tips for lawn care compa­

nies to keep their operations 

professional and productive.

KNOW YOUR EQUIPMENT. This 

might seem like a no-brainer, 

but understanding when to use 

what type of equipment will help

prevent an accident or damage.

“You need to make sure you 

keep your equipment properly 

maintained and calibrated for 

every application,” Mann said.

He said it’s important to keep 

up with small maintenance duties 

like scraping buildup off propel­

lers and cleaning nozzles before 

or after each use.

“If you need to, take your

equipment to some asphalt to see 

what the spray pattern will look 

like,” Mann said.

NOTIFY CUSTOMERS IN ADVANCE.
Mann recommends sending 

email blasts that include the date 

and time of the service, along 

with any important information 

related to the service.

KEEP PRODUCTIVITY IN MIND. Try

to keep operations consistent. 

Walking around the property to 

look for obstacles will enhance 

your productivity. Also, enforc­

ing uniform operations such as 

always knocking on the cus­

tomer’s door to let them know 

you’re there will build trust.

stomers
brds?

BECOME R
DEALER TODAY!
Sell and service our 
innovative misting systems 
that effectively control 
mosquitos and other 
annoying flying insects.

1-866-485-7255
HHW.MI5TAMAY.COM/GOODBIZ

-MistAway
k '—^systems___5_^

Outdoor Insect Control

F GREAT 
MARGINS $
akurrwg
MVEHUES!
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NEW COMMERCIAL MOWERS FOR 2018

Z500 SERIES 
ZERO-TURN MOWERS

V500 SERIES 
STAND-ON MOWERS

W500 SERIES 
HYDRO WALK MOWERS

21" COMMERCIAL 
WALK MOWER

WHY PUT THE POWER OF HUSQVARNA TO WORK FOR YOUR BUSINESS?

Simply put, we make it easy on you. We are the masters of cutting and pride ourselves in offering superior 
products, a wide variety of new professional mowing equipment, and one of the best fleet programs around. 
Our dealer support is extensive, providing all the necessary tools to position you for success. Our sales and 
servicing dealer base exceeds 5,000 locations nationally, and all certified service centers provide quick 
turn-around so your business does not have to stop. If you want easy ownership and easy operation, then 
Husqvarna is the answer for your business.

www.husqvarna.com Connect with HusqvarnaUSA #HusqvarnaPro SI You CEB |

©Husqvarna

I I
DISCOUNT

PROGRAM

SAVE
UP TO 20%
See Husqvarna dealer 

for details.

® Husqvarna
READY WHEN YOU ARE

http://www.husqvarna.com


Transplanting trees and shrubs can cause a shock 
that dramatically slows growth and weakens their 

natural defenses. But it doesn't have to be that way.

Roots® Tree Saver® contains mycorrhizal fungi, 
beneficial bacteria and biostimulants to reduce 

shock and foster new root development.

Scientifically proven to improve nutrient uptake, 
increase water absorption and mitigate the impacts of 

environmental stresses, Roots® Tree Saver® digs deep for
your success.

LebanoriTurf

Tree Saver

Best of all Worlds’ 
LebanonTurf.com 1-800-233-0628

ooo

BE PROFESSIONAL AND PRECISE.
“We always started our applica­

tions in the back and worked 

our way to the front,” Mann, 

formerly an agronomist at Lawn 

Dawg, said. He also said to work 

in straight lines only to get the 

best-looking results.

“Don’t get too close to the 

edge, either,” he said. “We would 

always go in with a sprayer to do 

the edges.”

Recording the work you per­

form will also come in handy in 

case any issues pop up with the 

property owner.

CLEAN UP YOUR MESS. Keeping 
those pesticides off areas like 

driveways and streets will portray 

a look of professionalism.

“If it’s not turf, it needs to be 

cleaned up immediately,” Mann 

said. “Spray it off and get it 

cleaned. When you don’t clean it 

up, it reflects on all of us.”

Using a deflector will control 

the flow and direction of the spray 

to make your cleanup easier.

BE AWARE OF 'DO NOT' ON LABELS.

“The two most important words 

on any label are ‘do not,”’ Mann 

said. Follow all label instructions 

word for word to avoid accidents 

and malpractice. The labels will 

have information regarding the 

amount of application, working

L&L INSIDER
For more news, visit 
Lawnandlandscape.com

WE'RE ROOTING FOR YOU

Real Green Solutions 2018 took place Jan. 7-10 in St. Petersburg, Florida. Sgt. 
Keni Thomas talked about leadership in a keynote speech at the event.

conditions and any safety infor­

mation related to the product.

TRANSPORTATION. “Other people 

need to know what you have in 

your containers,” Mann said.

“They need to be clearly labeled.”

If there is an accident on a job 

site, first responders may need 

to know what type of chemical 

was involved to respond to the 

situation appropriately.

Reusing containers can also 

cause confusion for newer em­

ployees trying to learn each type 

of pesticide. Once the containers 

are empty, be sure to read the 

label for proper disposal.

When transporting your 

chemicals, make sure to keep 

them securely tied down to 

prevent spillage.

DRESS FOR SUCCESS. Anyone 
handling any sort of chemical 

must have the proper attire.

Long sleeve shirts, long pants, 

long gloves and eye protection 

are necessities. Nitrile gloves are 

easy to find, but read the labels 

of the products to find out how 

thick the gloves should be.

For safe, chemical-resistant 

shoes, Mann recommends hik­

ing boots for comfort while |

walking as well as rubber im- | 

pervious boots to put over them S

during application. £
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Wouldn't you rather have and?

Why limit yourself to 
fertilizer or weed control? 
Why settle for killing weeds 
before or after they appear?

At LebanonTurf, we don't like 
or. We like and. As in fertilizer 
and pre- and post-emergent 
weed control-all in one.

And with ProScape® 
fertilizer and weed-control 
solutions, you get to save 
time and money.

IPmScape
ProScape 19-0-6 MESA® AND Dimension® AND LockUp™ 

ProScape 19-0-6 MESA® AND Dimension® AND Confront® 3

Visit LebanonTurf.com/Proscape for information 
on how you can receive a $100.00 Rebate!

LebanonTurf

Best of All Worlds’ 
LebanonTurf.com 1 -800-233-0628

ooo

LebanonTurf.com/Proscape
LebanonTurf.com


For more news, visit 
Lawnandlandscape.com

SLIDELL, La. - Rotolo Con­

sultants Inc. (RCI) acquired 

Massengale Grounds Manage­

ment, a commercial landscape 

maintenance company with 

operations throughout south 

Louisiana. The acquisition helps 

RCI to expand its footprint in 

Louisiana. RCI has operations 

in Alabama, Louisiana, Missis­

sippi and Tennessee. It employs 

more than 600 people at its nine 

locations.

This marks RCI’s second 

acquisition in the past year. The

INTHENEWS

company also acquired Green- 

scape Grounds Management, 

based in Lafayette, Louisiana, 

in June 2017.
“We are excited to include 

Massengale as part of the RCI 

family,” said Keith Rotolo, 

president and CEO of RCI. 

“They have an exceptional 

management team that brings a 

tremendous amount of experi­

ence and knowledge to RCI.”

“(MASSENGALE HAS] 
AN EXCEPTIONAL

MANAGEMENT TEAM THAT 
BRINGS A TREMENDOUS 
AMOUNT OF EXPERIENCE AND 
KNOWLEDGE TO RCI.’’
-Keith Rotolo. president, RCI

Massengale has provided land­

scape maintenance services to 

customers near Baton Rouge, 
Louisiana, for decades and RCI 

will continue to provide those 

customers with services there.

“We are very excited about the 

possible opportunities when two 

great organizations join to lever­

age their strengths,” said Toby 

Massengale, Massengale owner.

Rotolo said RCI plans to make 

other acquisitions in 2018 in its 

core geographies as well as expan­

sion in adjacent markets.

Were You
Featured In 
This Issue?

Reprints enable you to reuse your 
article and simply place it into the 

hands of your target audience. 
Having been featured in a 

well-respected publication adds the 
credibility of a third-party 

endorsement to your message.

Give yourself a competitive 
advantage with reprints.

800-456-0707
reprints@gie.net

IDEAL FOR TREE AND LAWN DEBRIS
»Ob siaes 
► 30” 2-pc. endgates 
* Doghouse in front 

bulkhead for front 
mount hoist

» Standard long skills for 
scissors hoist installation

EQUIPMENT COMPANY

• (Optional) Aluminum top
• Available in 8-12’ 

lengths with wood or 
aluminum floors

• Knocked down for 
economical shipping

• Easy dealer set up

HWY. 16 WEST 
BLUE EARTH, MN 56013 
507.526.3247 
WWW.TAFCOEQUIP.COM
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MAINE CITY COUNCIL PASSES NALP DEFERS ONLINE BUSINESS
SYNTHETIC PESTICIDE BAN COURSES FOR 2018
PORTLAND, MAINE -The Portland City Council ap­

proved an ordinance on Jan. 3 that prohibits the use 

of synthetic pesticides for outdoor pest management 

on public and private properties, the Portland Press 

Herald reported.

Councilors voted 9-0 to approve the ordinance after 

a one-hour workshop that was followed by a debate on 

10 proposed amendments to the pesticide law. Two 

amendments passed, one of which set the ordinance’s 

start date for July 1, 2018.

According to the Portland Press Herald, the ordi­

nance was recommended in October by the council's 

Sustainability and Transportation Committee.

FAIRFAX, Va. - The National Association of Landscape Professionals part­

nered with Cengage Learning and ed2go to deliver online courses that can 

help develop staff skills. The online courses are each about 12 lessons and 

take six weeks to complete. There are more than 100 courses to choose from, 

including topics such as leadership, supervision, QuickBooks, accounting, 

Microsoft Office products and Speed Spanish.

“We know that the winter season is a key time for staff training and devel­

opment, and we hope this low-cost solution for self-directed education offers 

companies a good resource,” said Sabeena Hickman, CAE, NALP CEO.

The courses can be found at ed2g0.com/halp/. Most courses offered 
cost about $115.

All questions about the course options can be emailed to NALP Director 

of Technical Education Rex Bishop at rex@landscapeprofessionals.org.

Improving Water Quality from Above and Below

OFFERING BOTH FUNCTION AND BEAUTY these surface spray aerators are engineered 
to provide results, and are supported by a 5-year warranty and Pattern Guarantee. 
Widely used throughout the world, Otterbine’s Aerating Fountains improve and 
maintain water quality in ponds and lakes by controlling algae and eliminating 
odors while providing attractive fountain-like displays. LED light systems available!

C3 Q Ift SI

Aerating Fountains
by Otterbine®

To learn more call us at 1-800-237-8837 or visit us online at www.otterbine.com/aerating_fountains
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RUPPERT EXPANDS IN VIRGINIA, NAMES NEW BRANCH MANAGER

3 BIG REASONS
PERFECT TURF ADDED LAWN CARE 

TO THEIR BUSINESS

► BANG FOR THE BUCK. One spray rig & tech makes Perfect 
Turf as much money as a landscape maintenance truck & three techs.

► STEADY INCOME. Repeat visits round out one-and-done 

landscape jobs with steady work and income.

► RELIABLE ACCOUNTS. 95% of Perfect Turf’s lawn care 
customers return year after year.

When Perfect Turf wanted to start handling lawn care in-house, Chad, 

the owner, heard about Graham Spray Equipment from one of our 

competitors and chose to go with us.

Today, custom Graham spray rigs are helping 

Perfect Turf capture the revenue stream that 

once flowed to someone else.

Call us for a quote.

Graham* Spray 
Equipment

YOUR IDEAS ARE WHERE WE START

^The service and craftsmanship are awesome, 
and you get more spray rig for the money. JJ
CHAD SMALLWOOD - OWNER, PERFECT TURF LANDSCAPING - GEORGIA

LAYTONSVILLE, Md. - Ruppert Landscape 

expanded its operations to include a new 

branch in southern Richmond, Virginia. This 

branch joins four existing landscape manage­

ment branch offices in Virginia located in 

northern Richmond, Gainesville, Alexandria 

and Fredericksburg. With the expansion, 

Dave Sharry has been promoted to serve as 

branch manager in southern Richmond.

“Dave’s work and performance was a major 

factor in Richmond’s growth and our ability 

to create the opportunity to split the existing 

Richmond branch into two,” said region vice 

president Fred Key.

Sharry has more than 26 years of green 

industry experience and is a Marine Reserve 

veteran. He joined the company in 2011 as 

an area manager at a time when Richmond 

operations were just getting off the ground, 

and he has since been instrumental in the 

growth of the Richmond branch.

As a branch manager, he will be responsible 

for the overall welfare of the branch, includ­

ing the safety and development of his team, 

strategic planning and budgeting, training 

and day-to-day operations.

In addition, the company promoted Rob 

Groves to serve as the new branch manager 

for its branch in northern Richmond, Vir­

ginia. Groves has more than 15 years of green 

industry experience and holds a degree in 

ornamental horticulture from Pennsylvania 

College of Technology. He has been with 

Ruppert for over 10 years, having started his 

career with Ruppert as an enhancement field 

manager in the company’s Gainesville, Vir­

ginia, landscape management branch. Within 

a year, he was promoted to enhancement 
manager and after serving in that role for six 

years, he took a position as area manager.

As a branch manager, he will be responsible 
for the welfare of the northern Richmond 

branch, including the safety and development 

of his team, strategic planning and budgeting, 

training and day-to-day operations.
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OPERATOR RULE #1:
NEVER LET THE REST OF THE CREW KNOW HOW COMFORTABLE IT IS.

While a wider 36" cab entrance, optimized AC and full-suspension seat 
are just a few of the comfort-driven features operators won’t talk about, 
the Kubota SSV75’s hinge pin height of 128.3 inches, the proven 74.3 HP 
Kubota engine, and 5,884 pounds of breakout force will have them bragging 
all day long. Locate your dealer at KubotaUSA.com.

YOU|229 © Kubota Tractor Corporation, 2017.

KubotaUSA.com
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ONE NATION, 
MADE GREENER

NUFARM IS PROUD TO SERVE AS THE LEADING 

SPONSOR OF GREENCARE FOR TROOPS 

TO SUPPORT MILITARY FAMILIES.

1 ' 111 ,lll,,:^ =.r=s=y

DELIVERING COMPLETE PLANT PROTECTION
- including —

ALOFT // ARENA // CELERO // ESCALADE 2

NUFARMINSIDER.COM
. ©2017 Nufarm. Escalade* is a trademark of Nufarm. Aloft® is a trademark of 

Valent USA LLC. Arena* and Celero® are trademarks of Sumitomo Chemical Company, Ltd.

Nufarm

For more news, visit 
Lawnandlandscape.com

NEW PRODUCTS

NEWTDMARKET
Here are some of the latest tools 
and products to help contractors.

The pitch: Oregon Outdoor Power Equipment’s 70-Series EXL 
saw chain features:
• A proprietary multi-axis grind technology and precision-ground 
cutters to help the saw power through timber.
• LubriTec technology that keeps saw chain and guide bar oiled 
for less friction and longer life.
• Improved grind shape profile to better match the shape of the 
file, making it easier to file a precise edge.
• The Gold Loop Start Indicator makes sharpening easier with 
start-stop identification.
• An overall design that reduces the force applied by the operator. 
For more information: Oregonproducts.com

Grow a better tomorrow.
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“TRULY AN 
OVERALL 

IMPRESSIVE 
DESIGN.''

"MAN, 
THIS THING 
IS A BEAST!"

I'M TYPICALLY ABLE 
TO DO AN EXTRA 
ACRE PER HOUR:'

TO PROVE OUT THE TOUGHEST DECK, 
WE HAD TO FIND THE TOUGHEST CRITICS.

You don't test the strength of a zero-turn on the factory floor — especially not one with the 

industry-leading triple-7-gauge steel cutting deck. So before launching the PRO Z Series, 

we gave one to 100 landscapers and asked them to put it through the wringer. After thousands of hours 
on the job, they proved the PRO Z could handle anything a day of landscaping might throw at it.

Visit your local dealer to demo a PRO Z today.

CubCadjst
jbCUBCADET.COM/PRO

CUBCADET.COM/PRO
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MOWER-MOUNTED RAMPS - CURB COMMANDER
The pitch: These mower-mounted curb ramps from Curb 
Commander help lawn care companies with their bottom line.
• They allow easy curb access, saving repair costs.
• Designed to fit commercial walk-behinds, stand-ons and 
riding mowers.
• The universal mounting brackets will fit most commercial 
mower brands.
For more information: Curbcommander.com

L-SERIES COMPACT WHEEL LOADERS - DEERE
The pitch: The L-series models are built for tasks that require peak 
productivity in small spaces and over rough terrain.
• The 62 horsepower (46 kW) 204L and 67 horsepower (50 kW) 
304L models are equipped with Tier 4 Final Yanmar engines and fuel- 
efficient hydrostatic transmissions to keep noise to a minimum.
• An optional ride control is now available to reduce material spillage.
• Automatically activated front- and rear-differential locks provide 
increased traction in harsh conditions.
• The machine height of the 204L is configurable to less than 8 feet.
• Compatible with about 100 John Deere Worksite Pro attachments.
• Optional enclosed cab or open station, providing 360-degree attach­
ment visitliy. An improved interior cooling system keeps the operator 
comfortable in warmer temperatures.

For more information: Deere.com

Hardscape Outfitters

AIRLIFT

THE NEW 
STANDARD IN 

VACUUM SETTING

Numerous Plate Sizes

Adjustable
Height

No Compressor Needed • Easy to Use • 110v 10amp • Adjustable

PAVETECH.COM
952-226-6400 sales@paveedge.com

Kuri Tec Nautilus
Weighted Aeration Tubing

• Delivers air to ponds, lagoons or lake beds from an 
aeration system

• Sinks to bottom without the use of additional weights.
• Made of flexible black polyvinyl chloride material
• Available in 3/8", 1/2", 5/8", 3/4", and 1" ID sizes to handle a 

variety of aeration systems
• Provides easy installation with no maintenance.

Kuriyama of America, Inc.

(847) 755-0360 • Fax (847) 885-0996 

www.kuriyama.com • sales@kuriyama.com
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THE POWER TO MAKE THINGS GROW H KOCH
TURF S. ORNAMENTAL

Sarah Mack of Central Services Co. Inc. in Waukesha, Wisconsin explains how 
applying UFLEXX stabilized nitrogen gives her company a competitive advantage.

"Before we brought it into our operation, I did 
some research and asked our suppliers what they 
would recommend. They told us about UFLEXX?1

I noticed an extreme difference when we 
first switched to UFLEXX? and now it helps 
us stand out.

Once our customers see how great the lawn looks, 
they are absolutely willing to spend the extra dollars.

IVe use it as a granular product for lawns that 
need a little extra help, or as a liquid product 
for lawns we fertilize routinely.

Because it's so compatible, we have an edge in 
being able to mix with insecticides, herbicides 
and pre-emergent products.”

You too can benefit from

A Better Way To Fertilize?
Visit KochTurf.com/UFLEXXAdvantages

ENHANCED EFFICIENCY FERTILIZERS FOR LAWN CARE
/

DURATION CR8
Controlled-Release Fertilizer 
Up to 45-180 days

XCU®
Slow-Release Fertilizer 
Up to 10 weeks

UFLEXX8
Stabilized Nitrogen 
Up to 8 weeks

DURATION CR* XCU* and UFLEXX* are registered trademarks of Koch Agronomic Services, LLC. in the United States and may be registered in other jurisdictions. 

A BETTER WAY TO FERTILIZE is a trademark of Koch Agronomic Services, LLC. Koch and the Koch logo are trademarks of Koch Industries, Inc, ©2018 Koch Agronomic Services, LLC.

KochTurf.com/UFLEXXAdvantages
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The pitch: The Ultimate Combo from BWise 
Manufacturing was designed with the serious landscaper, 
hardscaper and contractor in mind.
• An 8-foot enclosed v-nose box with 72-inch side ramp 
door and 30-inch man door provide storage and access 
for mowers, hand-held equipment and supplies.
• The 10-foot x 82-inch dump box with 47-degree dump 
angle can handle dirt, mulch, sand, stone and other 
landscape material.
• The Ultimate Combo is also equipped with a landscape 
ramp/gate, allowing for easy unloading and loading as 
well as transport of additional and larger equipment. The 
Ultimate Combo is manufactured with a BWise 4-inch 
power up / down cylinder and a Bucher pump.
• A 25-foot corded remote, wireless remote and
110V/5Amp charger are standard equipment, along 
with a BWise 10,000 pound Hyjacker hydraulic jack. 
Standard aluminum wheels complete the package.
For more information: Bwisetrailers.com

CONSISTENTLY SHARPENED

Inconsistent angles greatly 
reduces the life of the mower 
blade and provides a poor cut of 
the turf itself.

BLADE ANGLES
One major issue overlooked by 
lawn care professionals is the 
consistency of the cutting edge 
angle.

Lawn and Landscape 
Companies Have 
Generated Over

Save time, money, and blades by 
using Magna-Matic professional 
sharpeners.

MAG-9000 Sharpener shown
In Sales From 

CLC LABS SOIL 
TESTING!

• 60 second sharpening time
• Cool cutting, without burning
• Consistant 30 degree angle
• No limit to cutting edge length
• Right or left-handed blades
• No wheel dressing
• All safety gaurds included
• Vac hook-up ready
• Compact design

Let Us Show You How!
Call 614/888-1663 Today for your 

Soil Testing & Marketing Information

MADE! ICA" intheWOM: 

www.magna-matic.com

800-328-1110
Call for Free Catalog

Scan with your 
smart phone

CLC LABS®

Watch Videos

You J©'

325 Venture Drive 
Westerville, OH 43081 
614 888-1663 
FAX 614 888-1330

Exclusive laboratory services for the 
Turf & Ornamental Professional.
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Now you can put 
"cruising" and "aerating" 

in the same sentence.

It aerates up to 92,000 sq. ft. per hour. You can set the auto depth once and 
it holds all day. Plus, the chain comes protected so dirt can't clog up the drivetrain. 

Or your work day. The all-new Turfco XT8 aerator. Equipped for efficiency.
Call 800-679-8201 orvisitturfcodirect.com to learn more.

TURFCO

orvisitturfcodirect.com
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GUIDELINES FOR SAFETY AND FINANCE PLANNING
Professionals offer input on OSHA safety guidelines and becoming stronger financially.

Q: We are looking for informa­
tion for how to properly mark 
and secure our vehicles on 
the side of the road. Can you 
please advise where we can get 
specific Department of Trans­
portation (DOT) requirements 
for our state? We have looked 
at the DOT website and can't 
find anything.

NATIONAL 
ASSOCIATION OF

ZZW LANDSCAPE 
ZZW PROFESSIONALS

A: There are federal Occupa­
tional Safety and Health Admin­

istration (OSHA) guidelines on 

work zone safety that would be 

useful for landscape firms that 

may have vehicles operating near

Have a question for Ask the Experts? Send it to llexperts@gie.net

their work sites that could create 

potential work zone hazards to 

themselves or the general public.

The best reference on the 

proper worker and site safety 

recommendations can be found 

online at bit.ly/OSHAworkzone 

- this is a helpful document that 

should provide the information 

needed to reduce a firm’s liability 

in the event of a personal injury 

incident. I also would recom­

mend that if your firm regularly

ASK THE EXPERTS

works on or near public right- 

of-way, and that you prepare 

and enforce a "written" Work 

Zone Safety Plan to be shared 

with employees at new em­

ployee orientation and during 

periodic safety training sessions. 

There are also guidelines and 

resources provided in an article 

written for National Associa-I

plow down CHEVROLET

!

ARE YOU READY FOR THIS WINTER?
VISIT YOUR LOCAL QUIRK CHEVY DEALER

BRAINTREE
444 QUINCY AVE. 
BRAINTREE, MA 02184 
(781) 348-9660

MANCHESTER
1250 S. WILLOW ST. 
MANCHESTER, NH 03103 
(603)263-4530
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1,900 dealer locations at your service.

SUPPORT. So you can RUN [YOUR] WORLD

Backed by our well-equipped dealer network, our equipment is not just inventory - it's profits 

Find out more at Booth #3721 and take advantage of our show-only special discounts.

johndeere.com/rentalsales

johndeere.com/rentalsales
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tion of Landscape Professionals (NALP) 

- bit.ly/NALPsafetytrucks - on how to
safely park trucks and trailers at jobsites that 

would address your concerns. This article

GREGSON-CLARK Spraying Equipment
A Division of Rhett M. Clark, Inc.

HEALTHY GROWTH
(For lawns, trees... and your business)

• Balanced space-saving 
designs

• Expandable with modular 
add-on tanks

• Many options and 
accessories available

800-706-9530
sales@gregsonclark.com | gregsonclark.com

___________________________________________________________________________________

has a checklist for employers and supervi­

sors on how to prevent any incidents from 

occurring and includes links to resources 

such as “flagger training and certification

requirements by state” which can be found 

here: bit.ly/WorkzoneFlaggerTraining.
By meeting OSHA standards despite a 

possible lack of DOT standards your com­

pany will be proactively protecting the wel­

fare and safety of not only your employees 

but general publics as well.

Sam Steel, Ph.D., NALP Safety Advisor

Q: We have been struggling financially this 
year. I need some help with financial projec- 
tions/cash flow predictions. Do you have 
any advice?
A: I am sorry to hear about your financial 
struggles and please know that everyone has 

experienced the ups and downs of running a 

business. There are a few immediate things that 

come to mind that may help your situation.

First, if you aren’t using one already, I would 

encourage you to look for a good landscape 

industry software that would provide you with 

tools for budgeting, estimating, scheduling and 

time sheets to name a few. You should look 

for software that will help you understand your 

numbers and what you should be charging or 

if you are charging enough.

I would also recommend that you price shop 

your commercial insurance package to possibly 

save some money for your landscape firm. 

Prices do vary, and shopping around can help.

Lastly, I would encourage you to offer cus­

tomers a prepay discount at the beginning 

of the year with the discount coming back 

in the form of a gift certificate for the client. 

This will help you with cash flow up front.

These are just a few ideas to get you 

started. Reaching out to others to network 

and get guidance on solutions for your busi­

ness problems is always a good start.

Adam N. Linnemann, NALP Trailblazer, 
Linnemann Lawn Care & Landscaping

©
“PRICE SHOP YOUR COMMERCIAL 
INSURANCE PACKAGE TO SAVE SOME 
MONEY FOR YOUR LANDSCAPE FIRM.”

-Adam Linnemann, NALP Trailblazer
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TORO PRECISION™ 
SERIES SPRAY NOZZLES

WATER SAVINGS MADE SIMPLE!

2008

New Product 
Contest Winner

Patented H20 Chip Technology 
Delivers Improved Uniformity

later Savin

■■■HrF

11I

' I

Precision™ Spray 
, Series Nozzles

Standard Spray Nozzles

Water enters a specially designed 
chamber within the H20 Chip where the 

water expands and collapses, creating an 
oscillating effect. Consistent-sized water 

droplets exit the Chip in the designed 
arc pattern and radius with clean edge 
definition, class-leading distribution 
uniformity, and reduced water usage.

As simple as changing a light bulb, high-efficiency Toro’ Precision™ 

Series Spray Nozzles use up to 35 percent less water* than standard 

spray nozzles and irrigate at an unrivaled matched precipitation rate of 

1” per hour. Capable of meeting the needs of any install or retrofit, all 

models are available with integrated Pressure Compensation, and Toro 

(Male) or Female threads. Previously named New Product of the Year by 

the Irrigation Association, Toro Precision™ Series Spray Nozzles are the 

advance in spray nozzle technology you've been searching for.

Learn more at: www.toro.com/PSN

r i

TORO.
WaterSense
2016 EXCELLENCE AWARD

© 2017 The Toro Company. All rights reserved.

http://www.toro.com/PSN


© SALES CALL SALES CALL offers landscapers Marty Grunder's 
practical and tactical advice on how to improve their sales 
and marketing, and grow their company's bottom line.

RECENTLY, ONE OF OUR MOST SUCCESSFUL Marty Grunder!

Inc. clients asked me what actions the CEO of a landscaping company should 

take on a daily, weekly, monthly and annual basis. The head of a $5-million 

operation, this client is always looking for ways to improve and grow, as this 

question shows. And it’s a great question. So I put it to three of the smartest 

green-industry CEOs I know. Here’s what they had to say:

STRATEGIC PLANNING. It all starts 
with strategic planning, accord­
ing to Frank Mariani, CEO of the 
largest privately owned landscape 
company in the country. "We look 
at strengths, weaknesses, opportu­
nities and threats, and then it's off 
to the races," he says. "This drives 
our budgeting process, identifies 
our people's needs and addresses 
our capital expenditures. Most im­
portant, we utilize (the International 
Organization for Standardization) so 
that all of this preseason planning is 
used daily, weekly and monthly as 
a living tool rather than as a report 
card where you just check your 
results at the end of the year."

On a monthly basis, Frank's 
management team gathers for 
a chart meeting, with everyone 
coming prepared to explain in detail

MARTY GRUNDER
is a speaker, 
consultant and author. 
He owns Grunder 
Landscaping Co.

any item that may be 5 percent less 
or 5 percent more than what their 
budget had in place.

Frank also cites the importance 
of networking for new opportuni­
ties by taking part in civic, chari­
table, and industry events, and of 
taking the time to connect internally 
with team members.

"Lastly, very few days pass that 
I don't check out the competition," 
Frank says, whether it's local or it's 
national, to see who is a trendset­
ter and who is doing work of the 
highest quality. "Great competition

drives us all to higher levels."

GROWTH. On a daily basis, as 
CEO your primary focus is always 
growth, says Mike Rorie, who started 
GroundMasters in Cincinnati in 1979 
with a pick-up truck and a lawn 
mower and parlayed that into a 
$3o-million operation that he sold to 
Brickman in 2006. Never one to sit 
idle, he now heads up GroundSys- 
tems in Cincinnati.

"Growth is the vehicle to provide 
opportunity to the entire organiza­
tion," he explains. "There's a lot 
of areas that require attention, but 
strategic growth is paramount to the 
overall success and sustainability of 
the business."

But, Mike reminds us, with 
growth comes new challenges, 
which requires being staffed at key

levels of the business. You need a 
strong sales team, field leadership 
that can deliver to the customer, 
and well-planned account manage­
ment and operations management. 
"Growth brings prosperity, but the 
demands it brings to manage and 
deliver are very real. If I'm doing my 
job well as CEO, I'm ensuring we've 
got the right people in place to do 
what we need to do."

VISION. Think about scalability in 
every aspect, including yourself and 
your team, advises Jim McCutcheon, 
CEO of HighGrove Partners, Atlanta's 
market leader in commercial mainte­
nance. "If most decisions have to run 
through the CEO, you will limit the 
growth of the company to just what 
you can handle. I have four senior 
leaders and, as I always say, I have 
done all of their jobs but I can't do 
them as well as they can do them 
individually. The team is stronger 
than any one person."

Jim says he spends most of his 
time as CEO focused on the vision 
and on motivating his team to build 
the mission and reach success. They 
have strategic planning meetings 
twice a year, which he leads, and they 
meet at least once a month to ensure 
they are on track with their plans.
He's always got his eye on the future, 
too: What are the opportunities and 
risks? When do they need to make 
investments for the future that might 
have a short-term negative impact?

His last bit of advice on the role of 
the CEO is crucial. "I often call myself 
the 'Protector of the Culture,"' he 
says. "I want to make sure the ac­
tions, tone, words, look and feel are 
all commensurate with the type of 
culture we want at HighGrove."

And my advice? Wise CEOs do 
what I did here. They go and seek 
out guidance from other CEOs who 
are running larger and more success­
ful companies than their own. They 
strive to learn from and emulate the 
best, because that's how you get 
better, l&l ©
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Rain Bird * has introduced more new controllers over the last 

two years than anyone else in the industry. And we aren't done!

• More connected controllers than any manufacturer in the industry

TAKING
AMES

• The most complete line of controllers, from battery-operated to 
central control

• Now supports Amazon Alexa*

• Amazon, Alexa and all related logos are trademarks ofAmazon.com, Inc. or its affiliates.

Visit wifi-pro.rainbird.com for more information.

ESP-TM2

ESP-Me ESP-LXME

Rain&Bird

ofAmazon.com
pro.rainbird.com


TRAVELS Uffff Jllf
TRAVELS WITH JIM follows Jim Huston around 
the country as he visits with landscapers and helps them 
understand their numbers to make smarter decisions.

A

ONE Y DETECTOR
• THEY’RE CALLED HOAGIES IN PENNSYLVANIA and are usually filled 

with sliced country-cured ham, cheese, fresh shredded lettuce, tomatoes, onions 

and mayo. In Massachusetts, they’re called grinders. The meatball with marinara 

sauce is perhaps the most popular. My favorite, however, is the Italian sandwich 

from Maine. It’s loaded with ham, provolone cheese, onions, black olives, dill 

pickles and tomatoes, smothered in olive oil and sprinkled with salt and pepper - 

all on a delicious freshly baked foot-long roll.

Whenever I drive across the Pisca- 
taqua River Bridge from Portsmouth, 
New Hampshire, into Kittery, Maine, 
the only items on my menu are Italian 
sandwiches (and Maine lobster).
While the name and inside ingredi­
ents might vary around the country, 
the sub sandwich is an enduring 
American tradition. The fresher the 
contents the better - no stale bologna 
in these delicatessen delights.

Like the sub sandwich, the name 
of your subs and their contents may 
vary (plumbing, irrigation, electrical, 
fencing, pools, etc.). However, by 
any other name, a sub is a sub.

HOW IT WORKS IN THE FIELD. Mike 
called from Pennsylvania, asking 
how much he should mark up the 
subcontractor costs on one of his 
projects. The sub was going to clear 
and grub a property, then soil prep 
and seed it. Finally, he was going to 
cover it with jute netting. The cost for

JIM HUSTON
runs J.R. Huston 
Consulting, a 
green industry 
consulting firm.

the sub to do this was $100,000.
I asked Mike how much he

was thinking of marking up the 
cost of the subcontractor. He had 
been taught the multiple overhead 
recovery estimating system (MORS) 
and to mark up subcontractor costs 
by adding 5 percent to cover general 
and administrative overhead costs 
and io percent for net profit. He 
replied 15 percent. I asked him how 
involved he'd be supervising the 
subcontractor. He replied that he 
had worked with this very good sub 
on many occasions and that all he'd 
have to do was to make a phone call 
to tell the sub when to start and send 
an invoice to the client when the 
work was done.

Me: "So you want to charge 
$15,000 to make a phone call and 
send an invoice?"

Mike: "Well, I guess so."
Me: "How about if I either make 

the call or send the invoice and we 
split the $15,000?

Mike: "Chuckles."
Me: "If you can get it, by all 

means charge $15,000 to make a 
phone call and send an invoice. 
However, would you be willing to 
take $5,000 for doing so?"

If the market would allow him to 
charge $15,000 (15 percent), by all 
means do so. He might want to lower 
the net profit percentage. He should 
also lower the 5 percent ($5,000) to 
cover G&A overhead costs.

INDUSTRY PRICING BENCHMARKS.
The market will usually allow you to 
apply an all-inclusive 10 to 20 percent 
margin to subcontractor costs. 
Occasionally, a higher figure is used

and in extremely competitive situa­
tions, subcontractor costs are simply 
passed through, not marked up at all. 
The 15 percent margin is intended to 
cover some G&A overhead costs and 
net profit, but not necessarily costs 
associated with direct supervision of 
and coordination with the subcon­
tractor. These costs are often added 
to the cost of the sub.

Just as a supplier gives you a 
discounted "re-wholesale" price for 
the materials you buy, so should a 
subcontractor give you a discounted 
re-wholesale price for the work that 
he does for you. A subcontractor 
should give the homeowner a retail 
price and you a lower price.

Think of it like a nursery or sup­
plier that buys plants at a wholesale 
price, sells them to the homeowner 
at a retail price but sells them to 
the contractor for a discounted 
re-wholesale one. The contractor 
usually brings much more business 
to the supplier than does a single 
homeowner. Also, the contractor 
does the selling for and requires 
less advertising from the supplier. 
Viewed from the subcontractor's 
perspective, he should give you a 
re-wholesale price because you are 
doing the selling. Similarly, the sub 
should pay you an 8-io percent com­
mission for selling the jobs in the 
form of a discount. An additional 5-10 
percent discount is warranted to help 
cover some of your G&A costs.

Remember these pricing levels:
• Retail (or list): The price paid by 

the homeowner to the supplier.
• Re-wholesale: The discounted 

price the contractor pays the 
supplier.

• Wholesale: The price the sup­
plier pays to the grower.

BALONEY DETECTOR. When you 
work with your next subcontractor, 
get out your baloney detector. Show 
him this article if you have to. But 
don't allow your subs to feed you a 
bunch of baloney in the form of an 
inflated price, l&l ©
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The revolutionary BREAK 
Agitator, featured on the 
PermaGreen Triumph, is 
guaranteed to reduce clogging 
of your LESCO® or PermaGreen” 
3-hole spreader, or your money 
back.

Visit permagreen.com to see for 
yourself why PermaGreen is the 
GOLD STANDARD of spreaders
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TAKE THE 60-DAY CHALLENGE

TRY THE PERMAGREEN ON YOUR TOUGHEST PROPERTIES 
FOR 60 DAYS. IF YOU DON’T LOVE IT, WE’LL BUY IT BACK!

CALL FOR DEALER LOCATIONS &
REGISTER TO WIN A TRIUMPH

800.346.2001 permagreen.com

© 2018 PermaGreen. PermaGreen" isa registered trademark of Perrma-Green Supreme, Inc. LESCO is a registered trademark of SiteOne Landscape Supply, Inc. The Triumph is protected by patents 6,336,600 and 7,954,573and patnet pending.

permagreen.com
permagreen.com


noiilts OF WILSON
WORDS OF WILSON will teach you each month 
to better understand, develop and manage your 
most valuable resource - your people.

• IF YOU INVESTED IN A NEW MARKETING INITIATIVE or rebrand 

this year, did you include a parallel plan to align your organization with 

your strategy? If not, your business and your brand may be working at cross­

purposes. Here’s why:

Transforming your logo, truck 
wraps, website, customer materials 
and messaging to drive new perfor­
mance goals requires the support of 
everyone in your company to walk 
the talk. Based on our years of expe­
rience helping companies accelerate 
growth, we've learned that owners 
often underestimate the many mov­
ing parts that are needed to deliver 
new brand value propositions.

Tom Oyler, my partner at Wilson- 
Oyler Group, and I stressed the con­
cept of "think to link" - that means 
systems, processes, organizational 
structures, job roles, and critical func­
tions such as marketing/sales and 
operations must be linked at the hip. 
Operations must be built to execute 
what marketing is driving and what 
sales is selling.

Here's how to achieve the "think 
to link" concept:

LEADERSHIP: Involve your executive 
team in the creation of your new

BRUCE WILSON
is principal of green 
industry consulting

x-‘~' firm Bruce Wilson
& Company.

brand so they can better inspire your 
team to become invested in the pro­
cess and have a stake in the result.

BRAND BEHAVIORS: Make on-brand 
behaviors part of your culture's de­
sired norms by defining expectations 
for performance and measure ac­
cordingly. For example, if your brand 
promise is "customer first," then 
behaviors that drive this message 
become individual performance met­
rics. Identifying desired behaviors 
will help maintain internal alignment 
through all levels of your company.

IMPLEMENT TRAINING: Provide 
training around your new brand mes­
saging and positioning goals. Cover 
the key components of your strategy

FROM THE FRONT DESK TO THE 
BACKOFFICE, EVERYONE SHOULD 
KNOW YOUR NEW BRAND STORY 
AND BEADLE TO GIVE THE SAME 
ELEVATOR SPEECH.

and help your employees understand 
the role they play in your brand story. 
Provide cross-functional training to 
ensure that sales, operations and pro­
duction teams are aligned with new 
ways of selling and delivering.

RESEARCH: Gather customer intel­
ligence through surveys to better 
understand your customer. This has 
two advantages: 1) you can use the 
data to close the gap between your 
customers' expectations and the re­
ality of what you deliver, and 2) it will 
make your brand customer-centric. 
Find out what your customers think 
of you, what they want and what

their industry trends and needs are. 
Then, build your brand and your 
services to meet those needs.

SALES STRATEGY: Create an action­
able sales plan to move your brand 
forward. Engage, empower and train 
your account managers and business 
developers to promote your new 
marketing and brand goals. From 
the front desk to the back office, 
everyone should know your new 
brand story and be able to give the 
same elevator speech.

SYSTEMS/PROCESSES: Make sure 
your company can support your 
new goals by auditing and updating 
your systems, processes and your 
organization's ability to deliver, track 
and manage customer experience.
If as part of your new branding you 
consolidate your service lines to 
eliminate ambiguity, then you need 
to reorganize and sync internal sys­
tems to manage the consolidation in 
the delivery channel.

CULTURE: Implement a plan to 
manage change. This includes 
getting your whole organization 
excited about your new direction. 
Operations must be able to adapt to 
new promises. Sales must be fluent 
in your new messaging. If not, your 
customers will let you know that 
your service isn't living up to what 
you're promoting.

Whether you are pursuing a com­
prehensive rebrand or continuous 
improvement in brand messaging, 
getting your team involved in the 
process will drive ownership. When 
the whole organization is aligned, 
briefed and trained to support your 
growth goals, everyone benefits 
from its success. The confidence 
of your sales people and account 
managers grows, and the customer 
retains confidence in your credibility.

In other words, new brand, old 
culture is just window dressing. New 
brand, new culture will bring your 
values to life, l&l ©
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Company Profile | Broccoio Tree and Lawn Care

{Rochester, New York}

The queen of

GREEN
Laurie Broccoio has diversified, 
expanded and streamlined her 
lawn care business with an 
environmental focus. By Brooke Bilyj

S A CHILD, Laurie Broccoio 
never dreamed of starting her 

own lawn care business or be­

coming the go-to environmen­
tal consultant in Rochester, New York. She just 

knew she wanted to be outside.

Her passion for nature led her to study or­

namental horticulture at nearby Finger Lakes 

Community College. After graduation, she was 

recruited by a local company, Ted Collins Tree 

& Landscape, as a tree and shrub technician. 

As lawn care companies sprouted up during the 

’70s, Broccoio spotted opportunity in lawn care 

and worked with Collins to launch a program.

“I not only started the lawn care program, 

but I also changed the attitudes of customers 

and the sales staff by only doing integrated pest 

management,” Broccoio says. “It was perfect 

timing, because there was an explosion about 

pesticide concerns in the mid-80s.”

Broccoio began establishing her reputation 

around IPM, which her website defines as “com­

bining chemical treatments, cultural practices, 

and biological controls to manage pests.” She 

got involved in what was then the Professional 

Lawn Care Association of America and served as 

the first president of the New York State Lawn 

Care Association. As she worked her way up 

the company to vice president, she leveraged PH
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Laurie Broccolo's passion for nature led her to study ornamental horticulture and join Ted 
Collins Tree & Landscape after graduating from college.
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PRODUCTIVITY
REDEFINED

Looking for a workhorse mower that gets the job done faster? Check out the Toro 
Z Master® 7500-D. This new series of mowers features Toro’s legendary TURBO FORCE® 
side and rear discharge decks, in cutting widths ranging from 60 to 96 inches wide. The 
96-inch wing decks flex up and down to follow the contours of the terrain and fold up for 
easy transport and storage. And the 3-cylinder, 37-horsepower Yanmar® diesel engine 
provides unmatched power for your toughest mowing conditions. The 7500-D delivers 
all the productivity, power and quality of cut you expect from Toro.

*ZMA’< 7S< '

TOKOi

TORO Count on it.

AVAILABLE AT YOUR LOCAL TORO DEALER TORO.COM/DEALER

TORO.COM/DEALER


Company Profile I

her position in the industry to 

educate people about more sus­

tainable ways of managing lawns 

and landscapes.

When Collins sold the busi­

ness, Broccolo decided to apply 

what he taught her by starting 

her own company, Broccolo 

Tree and Lawn Care, in 1990. 

With IPM lawn and tree care 

as its focus, the company added 

new staff and capabilities as 

clients requested more services. 

As environmental consciousness 

has continued expanding, so has 

Broccolo’s business.

RISE OF ENVIRONMENTAL WORK.

Stormwater management regu­
lations drive Broccolo’s envi-

Laurie Broccolo worked her way up in the industry by being involved in industry associations and by promoting 
sustainable ways of managing lawns and landscapes.

HORTICULTURAL TOOL AND SUPPLY CO

tHEE ground
lilCESHIPPING
WITH YOUR ORDER OF $99 +

AMLEO.COM
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No nonsense, no sick days and refusing to take "no" for an answer.

It's no surprise that the most proud and passionate professionals drive 
Gravely. Because this family is wired the same way.

Our work and wit and will have separated us from the rest. But we're not 
so different from the people that sit in our seats.

First to the job, last to leave. Not calling it quits until the job's done right. 
Always staying a step ahead. It's how we've powered through the past 
century. It's how we've earned your trust.

IT'S HOW WE WORK.
IT'S HOW WE THINK.

IT'S HOW WE SUCCEED.

IT'S HOW WE'RE DRIVEN.

Join the conversation

El 0 Youf^rn

GRAVELY.com BRAVELY

GRAVELY.com


Company Profile |

ronmental work. It started in 

2005 when a local developer, 

who knew about the firm’s en­

vironmental focus through the 

Chamber of Commerce, asked 

Broccolo to bid on a wetland 

protection project that involved 

the Army Corps of Engineers 

and the Department of Envi­

ronmental Conservation. The 

development required moving 

a DEC-protected creek to carry 

stormwater off-placement from 

the construction site.

“They chose us because we 

were the only ones that were pas­

sionately concerned about the en­

vironment and had already taught 

DEC classes for IPM and pesticide 

certification,” Broccolo says.
A growing interest in environmental conservation has bolstered the business Laurie Broccolo created in 1990. Hers 
was the first company in Rochester to become certified green roof installers.

CELEBRATING 30 YEARS IN BUSINESS

NEW PRODUCTS

CALL, FAX OR EMAIL TO RECEIVE YOUR FREE 
COPY OF OUR 2018 PRODUCT CATALOG

ATLANTIC WATER GARDENS

P. 330-274-8317 | F. 330-274-8790 
E. info(a)atlanticwatergardens.com

www.ATLANTICWATERGARDENS.comCAD Drawings are now available 
at CADdetails.com. Sign up for a - 
FREE account today!

{CAD etails

v© Atlantic
new look, same great products.

NEW FOR 2018

WALL SPOUTS
• Wall Spouts are an easy and elegant way to add the sight and 

sound of water to vertical surfaces

• Solid brass fixtures with oil rubbed bronze finish complement 
any style wall

• Feature an integrated drip edge to eliminate backflow 
and grounding lug for bonded systems

• Great for smaller outdoor areas or a perfect accent 
to larger spillways

VISIT OUR WEBSITE TO SEE ALL
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This year, we have 
something NEW 
and different to 
show you:
a Completely

NEW
Co iLawn!

In 2018. GoiLawmC
OW il -rtA/r-s nWr \//-u I N

iLAWN
Measure. Bid. Win,

o
0

Know the job. 
Show the client. 
Guide the crew.

Visit more jobs in less time

advanced project sc
measurement tools
Our new Go iLawn software has 
everything you love about Go iLawn, plus

• Print your entire site map with 1 click.
• Comprehensive support for all your devices 

(Desktop & Mobile).
• Cloud-based storage to access your work 

from anywhere.

Seethe whole job

Ready to try iLawn - Go to www.goilawn.com/new 
to get started today

http://www.goilawn.com/new


Laurie Broccolo's installation methods helped preserve protected wetlands from storm water 
during Hurricane Katrina.

Broccolo worked with a civil engineer, who 

designed multiple storm check dams with jute 

mesh — items she had never installed before.

“Everything was going really well - and then, 

Hurricane Katrina came through,” she says. 

“The stormwater surge was so intense that it blew 

out every single check dam, and got to the last 

line of defense of silt fence. Because of the way 

we had installed all the storm detention dams 

and plantings, no silt from the construction site 

ended up in the protected wetlands.”

That project established Broccolo’s reputa­

tion for wetland installations and other storm­

water management projects like swales, rain 

gardens and green roofs. The first company 

in Rochester to become certified green roof 

installers, Broccolo held green roof workshops 

at her home to educate architects and engineers 

- which helped build more relationships, result­

ing in more work.

MICRO-LINE™ DRIPLINE
Ideal for a wide range of applications including containers, small trees and narrow plantings

DIG’s high-quality 1/4" dripline is the ideal choice for 
any water-efficient drip irrigation system.

Two outlets per each emitter with a large inlet 
filter reduces the chance of clogging

Flexible for easy installation

(J) Available in 6", 9" or 12" spacing

(/. Easily retrofits to existing systems

Visit us at www.digcorp.com/irrigation-pfofessionat or call L8QG.322.9146

LJDIG
water matters
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Outsourced growth
Environmental projects still 

represent a huge growth oppor­

tunity for Broccolo — not just on 

the commercial side, but also for 

residential clients, who account 

for 80 percent of the business. 

Though “residential lawn care 

is still our bread and butter,” 

Broccolo says, “we’re not see­

ing big growth in that area. We 

are seeing big growth, though, 

in the design and installation 

of pollinator gardens, rain gar­

dens, meadows and residential 

landscaping projects with an 

environmental focus.”

RETAIL DESTINATION. The more 

environmental projects that Broc­

colo bid on, and the more plant-

S
everal years ago, Broccolo did multiple
landscaping projects for a local homebuilder, 
who invited her to his company's holiday 

party. Based on the size of the party and the volume 
of houses the company built, Broccolo assumed it 
was a big operation - so she was shocked to learn 
that he only had 12 employees. When she asked him 
how that was possible, he shared a secret that has 
become pivotal to Broccolo’s growth.

"He taught us that, as we grow, we need more 
subcontractors," Broccolo says. "Our construction 
manager has created a phenomenal group of 
subcontracting partners that we'll call for mowing, 
plowing, edging and mulching. We don't compete 
with them at all, and our customers benefit by 
bringing them into the mix."

For large patio installations, Broccolo subs out 
excavation so her crew can focus on specialty 
stonework. If the client wants paver walkways, 
Broccolo brings in another landscaper that specializes 
in pavers.

"We find that we're more competitive if we hire 
other landscapers, where all they do is mowing 
and leaf cleanup. They're much more efficient than

my crews at those services," Broccolo says. "That 
has grown our business, without adding labor 
challenges."

Broccolo has 35 full-time employees and 10-15 
part-time summer employees, supported all year 
by subcontractors. There's a core group of about 15 
subs that Broccolo works with weekly, and another 
io they call occasionally for water features, lighting 
and irrigation.

"Customers don't care as long as it's done to 
Broccolo standards," she says, "so all the subs go 
through Broccolo training. Every spring, we have a 
kick-off where they learn how to edge at the correct 
angle, how to spread mulch so it's not too thick, and 
those kinds of details. Our foreman has written out all 
of these specifications, and she personally goes out 
and trains them, along with our new employees."

Before pruning season, the foreman works with 
the subs again on how to prune and what to hand- 
shear. Also, Broccolo says the construction manager 
makes sure the contractors are doing what's required 
on each project to maintain quality control. "We like 
to say that Broccolo helps set the standards in our 
industry," she says.

ADD A LITTLE 
TO ACCELERATE YOUR 
BROADLEAF 
WEED CONTROL
Octane herbicide provides:
• Rapid broadleaf burndown
• 1 hourrainfastness
• Flexibility to be tank-mixed with any broadleaf herbicide 

for increased performance
• Excellent turfgrass tolerance

• Affordability. Add a little Octane to every tank!

Untreated

Herbicide

Visit our web site at stewardsofturf.com/octane or call 1 -800-419-7779. Octane 2%sc
Always read and follow label directions Octane is a registered trademark of Nichino America, Inc. ^Copyright 2018 SePRO Corporation.
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Company Profile | Broccolo Tree and Lawn Care

ings that were involved, the less competitive 

and less profitable the company became 

- especially when bidding against larger 

landscapers with access to cheaper materials.

YOUR SEARCH FOR THE 
IDEAL SPRAY SYSTEM 

JUST GOT EASIER.
Let us design and build 

the ideal modular spray 

system for your business.

800-706-9530
sales@gregsonclark.com | gregsonclark.com

“I wasn’t getting projects because, with 

my plant costs, I could not compete with 

landscape contractors that had their own 

nurseries,” Broccolo says.

So, in 2011, she decided to purchase a 

garden center to supply her plant needs. 

She’d been buying materials there for years 

when the owners asked her to be their exit 

plan from the business, agreeing to stay on 

board for a year to teach her retail.

Initially, the biggest perk of owning a 

garden center was “being able to sell whole­

sale to ourselves,” she says. Within a year of 

opening Broccolo Garden Center, Broccolo 

became more competitive and profitable with 

commercial installations.

Now, Broccolo is focusing more on the 

retail potential of the garden center, with 

the goal of making it an educational eco- 

agritourism destination with classes and 

events. The garden center sits on a 40-acre 

farm, with about three acres dedicated to 

growing nursery stock, surrounded by woods 

and farmland.

Last year Broccolo enhanced the land­

scaping around the barn (which was built 

in 1900) and added a screened-in butterfly 

garden, green roof and chicken coop. A 

local beekeeper also maintains hives on 

the property, where pollinators thrive in a 

half-acre of wildflower meadows. At a grand 

opening last August, Broccolo invited
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2018 COMMERCIAL MOWER’S GUIDE 
TO PROFESSIONAL RESULTS
Build your reputation with dependable gasoline commercial mowers made by the

nation’s leading manufacturer of compact equipment1.



KUBOTA’S NEW 21" 

COMMERCIAL MOWERS

• Commercial Kawasaki FJ180 Engine

• 21" High Vacuum Aluminum Deck

• 3-Speed Heavy-Duty Transmission

• Comfort-Focused Operator Controls

for All-Day Performance ,

Mika

NEW Z700 Series

STARTING AT

$1,099
LOW-RATE,

LONG-TERM
FINANCING

1See KubotallSA.com or your local dealer 
for specific WG6-21 information and 
applicable limited time promotional pricing, 
Dealer sets actual sales price. Optional 
equipment may be shown.

. ©Il Be ©

KubotallSA.com


CONVENIENCE AND EASE

• Industry-Proven, Commercial-Grade Kawasaki Engine

• Available in Gear or Hydro Drive

• Fixed or Floating Deck Options

• Heavy-Duty, Maintenance-Free Spindles and 
Low-Maintenance Belt Drive

• Features Designed to Help Reduce Operator Fatigue

W SeriesNEW W Series Z400 Series NEW Z700 Series

KUBOTA

STARTING AT

LOW-RATE,
LONG-TERM
FINANCING

2See KubotaUSA.com or your local dealer 
for specific WG14-36 information and 
applicable limited time promotional pricing. 
Dealer sets actual sales price. Tor complete 
warranty, safety and product information, 
consult your local Kubota dealer and the 
product operator's manual. Power (HP/
KW) and other specifications are based 
on various standards or recommended 
practices. Optional equipment may 
be shown.

KubotaUSA.com


• Commercial-Grade Kawasaki FS Engine

• 48", 54" or 60" Mower Decks

• 6.8-Gallon Fuel Capacity

• Precision Cutting up to 10 MPH

• 12-Volt Charging Outlet

• 24" Low-Profile Tires

• Adjustable Dampening for Optimum Comfort

STARTING AT:

$5,999

Unit may be shown with optional accessories.

LOW-RATE,
LONG-TERM
FINANCING

3See Kut30taUSA.com or your local dealer 
for specific Z411KW-48 information and 
applicable limited time promotional pricing. 
Dealer sets actual sales price. Tor complete 
warranty, safety and product information, 
consult your local Kubota dealer and the 
product operator’s manual. Power (HP/KW) 
and other specifications are based on various 
standards or recommended practices. 
Optional equipment may be shown.

Kut30taUSA.com


PROVEN TO PERFORM

• Gasoline, Kawasaki FX and KOHLER® Command Pro® 
Engine Options

• 48", 54" or 60" Mower Decks

• Terrain-Hugging, Wide-Stance Rear Tires

• 6" Adjustable Seat Slide with 3" Vertical Travel Adjustment

• Kubota’s Fastest Zero-Turn Mower at 11.2 MPH

NEW Adjustable 
Premium Suspension 

Seat for All-Day 
Comfort on the Job.

MODEL SHOWN:

$9,389
LOW-RATE,

LONG-TERM
FINANCING

4See KubotaLISA.com or your local dealer 
for specific Z726XKW-2-60 information and 
applicable limited time promotional pricing. 
Dealer sets actual sales price. 7For complete 
warranty, safety and product information, 
consult your local Kubota dealer and the 
product operator’s manual. Power (HP/KW) 
and other specifications are based on various 
standards or recommended practices. 
Optional equipment may be shown.

KubotaLISA.com


BRINGING DURABILITY 
TO VERSATILITY.

• Kubota Diesel Engine and Hydrostatic Transmission

• 48", 54", 60" or 72" Kubota PRO Mower Decks

• Available Aerodynamic Cutting System (ACS™)

- 27% Increased Work Performance - Cut Faster

- Requires 16% Less Horsepower

• New Patented Clean-Cut Blades

• Available with Side or Rear Discharge

• Air-Ride Suspension (ZD1500)

ZD1500 STARTING AT:

$20,658
LOW-RATE,

LONG-TERM
FINANCING

5See KubotaUSA.com or your local dealer 
for specific ZD1500 Series information 
and applicable MSRR Dealer sets actual 
sales price. 7For complete warranty, 
safety and product information, consult 
your local Kubota dealer and the product 
operator’s manual. Power (HP/KW) and 
other specifications are based on various 
standards or recommended practices. 
Optional equipment may be shown.

KubotaUSA.com


ZD Series

STARTING AT:

$19,530
LOW-RATE,

LONG-TERM
FINANCING

JL

■ (

COMFORT TO POWER.

• Kubota Diesel Engine

• Commercial-Grade, Front-Mount Mower

• 60" or 72" Mower Decks

• Hydrostatic Power Steering

• Deluxe Operator Platform

6See KubotaUSA.com or your local dealer for 
specific F Series information and applicable 
MSRP. Dealer sets actual sales price.
Tor complete warranty, safety and product 
information, consult your local Kubota dealer 
and the product operator’s manual. Power 
(HP/KW) and other specifications are based 
on various standards or recommended 
practices. Optional equipment may 
be shown.

KubotaUSA.com


Just one purchase from this hardworking lineup qualifies you for the Kubota Fleet Program.

YOUR SUPPORT TEAM
COMMERCIAL FLEET PROGRAM

Kubota

We understand the value in helping limit downtime and getting back to work faster.

Count on Kubota’s national network of more than 1,100 dealers to support you and your 

commercial crew long after the sale.

KUBOTA FLEET REWARDS
This loyalty program qualifies commercial 

customers for a fleet discount. Purchase more 

equipment and receive greater discounts.

EVERGO LOANER PROGRAM
Participating Kubota dealers can now offer a 

loaner unit if your zero-turn mower requires a 

warranty repair and your local servicing dealer 

cannot repair it within one business day.

KUBOTA LEASING OPTIONS
Kubota’s leasing program gives commercial 

customers access to flexible options that make 

the full Kubota product line more affordable.

Take advantage of no money down, low monthly 

payments, an easy application process, 

same-day credit decisions and more.

ORANGE PROTECTION PROGRAM 
Extend your mower coverage, without 

interruption, by one or two years.

SEASONAL PAYMENT OPTIONS
Commercial customers can get seasonal 

payment options with structured payments 

and the ability to skip up to six payments in a 

given year.

KTAC INSURANCE
This Kubota-endorsed property damage 

insurance through Kubota Tractor Acceptance 

Corporation (KTAC) is designed to provide 

business owners with maximum peace of mind.



people to explore the gardens 

via walkways made of recycled 

tires and permeable turf stone 

pathways - showcasing Broccolo 

Tree and Lawn Care’s sustain­

able landscape installations. 

Next, the company is installing 

small orchards as examples of 

edible plantings that customers 

can replicate at home.

Broccolo hosts engineers, ar­

chitects and other local busi­

nesses at the farm. The local 

Chamber of Commerce holds 

a tour and luncheon there every 

summer. Groups from schools, 

clubs and other organizations 

are also coming out to learn 

about stormwater management, 

pollinators and other aspects of 

sustainable landscaping.

These classes, luncheons and 

events are “what’s really bring­

ing in retail customers,” Broc­

colo says. “We want people to 

be immersed in the gardens and 

displays and, obviously, buy 

something on their way out.”

Retail customers directly ben­

efit the other side of the business, 

too. Last year, “garden center 

leads brought in $60,000 worth 

of lawn care programs and land­

scape projects,” Broccolo says. 

“That, by itself, is worth it.”

Broccolo’s gross revenue ex­

ceeds $3.5 million - including 

$1.5 million in IPM lawn and 

tree care, $1.8 million in land­

scaping construction and mainte­

nance, and half a million from the 

garden center. As she shifts more 

attention toward retail, Broccolo 

predicts even more growth.

“I’m doing more within the 

garden center and having fun 

with the community outreach. 

What a great way to blend learn­

ing about the environment and 

socializing with my customers,” 

Broccolo says. “As the business 

continues to grow in all the other 

areas, it’s allowing me to continue 

to learn and be challenged in 

different ways - always with that 

environmental focus.” l&l

Leading busM
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EYES ON A

After changing careers in the wake of 9/11, 
this former aviation instructor wants to fake\ 

La Cholla Landscaping past the $1-million*rnhrk.

GABE LOBATfl, OWNEB, LA CHOLLA LINOSGAFIUG:

SHARING
ISN'T A RULE 
OF OURS.

Tell your colleagues to get 

their own subscriptions at

lawnandlandscape.com/subscribe
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Science For A 

Better Life

TOGETHER, WE’VE GOT THIS.
For years, the Bayer brand has been trusted by lawn care 
operators everywhere. Great lawns need help to thrive, and so 
do great businesses - and that’s where we come in. From our 
world-class products, to our industry advocacy and know-how, 
we’re always there when you need us.

Visit backedbybayer.com/lawn-and-iandscape and put science on your side.

Follow us on Twitter @BayerLawn

Bayer CropScience LP, Environmental Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709.1-800-331-2867. www.backedbybayer.com. Bayer and the Bayer Cross are registered trademarks of Bayer. Not all products are 

registered in all states. Always read and follow label directions. ©2018 Bayer CropScience LP. ES-118-LL-9-A-R1

backedbybayer.com/lawn-and-iandscape
http://www.backedbybayer.com
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KIMBERLY ROWE & LAMONT HESS,
OWNERS, OUTDOOR EXPRESSIONS PA

Platinum Sponsor Gold Sponsors

GREENIUS•••,-r Fleetmatics
A Verizon Company BY LS TRAINING SYSTEM
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Bill Arman and Ed Laflamme

BACK 
ON THE

ROAD
Lawn & Landscape has 

once again partnered with 

the Harvest Group to 

chronicle three companies 

on the Turnaround Tour.

W
E HERE AT LAWN & LANDSCAPE

are thrilled to once again partner with the 

Harvest Group’s Bill Arman and Ed Laflamme to bring you 

the Turnaround Tour.

This project allows us to dig in with companies just like yours, 

that have problems just like yours. Throughout the year, we’ll be 

able to document the solutions Bill and Ed suggest and watch 

as the companies implement those suggestions.

After combing through applications solicited last year for 

the 2018 tour, we chose companies in Florida, Pennsylvania 

and California, that displayed strong characteristics of a grow­

ing company - a willingness to learn, listen and take chances.

Bill, Ed and myself were able to spend a few days with these 

companies in November and December, and that wouldn’t have 

been possible without the help of our sponsors.

We are thrilled to have Fleetmatics, a Verizon company, once 

again be the Platinum sponsor for this project.

“As the sponsor of last year’s Turnaround Tour, it was truly 

fulfilling to see the participants improve their businesses by 

adopting best practices and making better decisions based on 

data,” says Todd Ewing, director of product marketing at Fleet­

matics, a Verizon Company. “As a company that’s dedicated to 

delivering vehicle and workforce data that drives that type of 

insight, Fleetmatics again is proud to sponsor this new group 

of growth-oriented landscapers on their journey to success.”

In addition to Fleetmatics’ support, we are excited to welcome 

Greenius and Exmark as gold level sponsors.

I know all of our sponsors are looking forward to watching 

these companies achieve their goals for 2018.

Throughout 2018, Lawn & Landscape will chronicle the 

participants’ ups, downs and everything in between through 

our different multimedia platforms.

We hope you can pull tips from here that will help you turn 

a problem you have into an opportunity to grow your business.

Brian Horn,
editor, Lawn & Landscape
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YOUR SUITE OF ONLINE TOOLS 

FOR TRAINING, ONBOARDING, 
& PERFORMANCE EXCELLENCE.

A+ Testing and Onboarding new staff 

A+ Less equipment damage 

A+ Industry standard safety certification 

A+ Increase productivity

MORE 
‘GREEN’ 
ONYOUR 
BOTTOM 
LINE.

• 8 online crew leader videos • 40+ online equipment videos with exams 

100% Industry certified • Online. On the go. On site.

GREENIUS
BY LS TRAINING SYSTEM 

Online training for landscape crews

gogreenius.com • 1.877.482.2323

gogreenius.com




A career change after 9/11 

has Gabe Lobato going 

from a struggling landscaper 

to one who wants to get 

past the $1-million mark.

Stories by Brian Horn • Photos by Jon Arman

^landscape
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■ GALS.
W They can he very helpful if a business owner should have

them and works to achieve them. But Gabe Lobato admits

he has a fear of setting goals, so he’s never set them at his company.

“I’ve gone for so long not knowing how to set goals and, as things 

came and progressed, setting those goals and realizing those goals has 

not been the most natural thing,” he says. “The most natural thing is 

to push and do, and whatever comes, comes.”

Yet, lack of goal-setting hasn’t stopped Lobato from running a 

successful landscaping company in Tucson, Arizona. He started the 

company in 2004 after his lucrative career as an aviation instructor 

ended when layoffs in the industry occurred after 9/11.

After working on his own backyard landscaping project resulted 

in numerous trips to Home Depot where workers instructed him on 

what to do, he started to think about all the other people who were 

making the same trips.

With a daughter on the way, he and his wife began to think about 

starting a landscaping company that could help support their expand­

ing family and allow his wife to stay home and raise their daughter. In 

late 2004, he opened La Cholla Landscaping and 14 years later has a 

company with 12 employees and $750,000 in revenue.

But now Lobato has pushed past his fear of goal-setting and set a 

few - delegating some of his responsibilities, breaking $1 million in 

revenue and eventually selling the company in five to seven years.

MILLION
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St
I’VE GONE FOR SO LONG 
NOT KNOWING HOW TO 

SET GOALS AND, AS THINGS 
CAME AND PROGRESSED, 

SETTING THOSE GOALS AND 
REALIZING THOSE GOALS 
HAS NOT BEEN THE MOST 

NATURAL THING.

Gabe Lobato, owner

TAKING OFF. Lobato can still remember his first year in 
the industry with “the piece of garbage trailer that I created 

for myself with my Chevy Blazer and tools in the back,” 

he says. “I remember spray painting our business name on 

the side of the trailer. I had no clue where it was eventually 

going to get me.”

Slowly but surely, and even without setting goals, he built 

his client base up and after a decade he was able to pay himself 

a dividend and still keep the bank accounts at a level that 

made him comfortable. He’s also stopped working in the 

field to focus on estimating for design/build work and some 

administration duties.

Lobato was able to train someone from within to become 

a field manager and an estimator for maintenance work, and 

was also able to purchase a facility after owning the company 

for 11 years. Another major accomplishment for Lobato was 

hiring an office administrator to answer calls, opening op­

portunities for more business.

“It was a huge milestone for me to be relieved and not 

have to take every single phone call,” he says. “I knew I 

was missing 40-60 percent of the calls that were coming in 

because I couldn’t take them while I was driving or meeting 

with a customer.”

Now, he has hit a ceiling and need helps getting through it.

He wants to grow his maintenance division, which he can 

do by selling a maintenance package to his one-time jobs. 

He’ll also need to add more commercial maintenance work, 

which will be the job of his brother, Rick, who was brought 

on recently. Rick was a door-to-door salesman for a pest 

control company so he has some knowledge of the industry.

Lobato also has trouble collecting payments, so either he’ll 

have to focus on accounts receivable, delegate that task or 

hire someone to do it.
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GABE LOBATO, OWNER, LA CHOLLA LANDSCAPING

i

Management Team: Gabe 
Lobato, owner; Michael Guerrero, 
maintenance manager; Rick Lobato, 
commercial maintenance sales 
Location: Tucson, Arizona 
2017 Revenue: $789,000 
Service Mix: Maintenance, tree care, 
irrigation, construction 
Customer Mix: 98% residential,
2% commercial
Employees: 14 full-time

GOALS FOR 2018

Increase overall revenue 
to $1.1 million in at 48%.
Add $100,000 a year in new 
maintenance recurring revenue 
Sell more than 25% of recurring 
revenue in enhancements.
Grow the commercial maintenance 
business and shift to 95% 
commercial in 3-5 years.
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He’ll also need to work on how he shows customer appreciation after a job is done. La 

Cholla customers do receive a survey after a job is done, and if the survey shows anything 

less than a four out of five rating, Lobato follows up to find out what went wrong. But 

other than that, customers don’t receive anything to show that their business is appreciated.

HARVESTER’S TAKE:
• First impression: The yard and building are 

very organized and the operation seems to be 

under control. Gabe seems to have it together.

SHARING KNOWLEDGE. Since starting his company, Lobato began to notice there 
were employees in the industry who had personal issues and needed some mentoring.

Sometimes it plays out with explosions in the field, or with a customer or at the office. 

He also saw employees who felt they would always be at the bottom of the totem pole. 

That’s when he started sharing his own story to illustrate they can start with nothing and 

turn it into something - whether that’s rising the ranks at La Cholla, another company 

or starting their own business.

“That’s where we try and create or reshape or mold to become better, so they can start 

making improvements or stepping up in life and progressing forward or advancing,” he 

says. “Because sometimes they feel stuck in just being a laborer for the rest of their life or 

being stuck in these dead-end hourly jobs.”

While he wants to grow the financial side of the business, he also wants to become 

more of teacher to his employees, and someone they can look to as a positive example.

He would eventually like to become a SCORE advisor, but that can’t happen until he 

makes grows revenue at La Cholla.

“There are certain cases with guys where I am inspired and where I have unique words for 

the struggles they encountered,” he says. “I feel something rise up inside.”

• What they are doing well: The brand­

ing of the company is great. There is good 

delegation of duties among staff. Gabe is 

very organized and works systematically to 

accomplish each task.

• Immediate areas for improvement: The

company has limited reoccurring revenue of 

only 20 percent, which limits the value of 

the company and considerable work must 

be done to see all of the one-time jobs. Gabe 

will need to explore more commercial work 

because residential work is very small sales 

per month and considerable drive time. The 

company needs a business developer. While 

they have weekly safety meetings, there 

needs to be an official program on record.z )
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EXMARK RAISES THE BAR WITH ITS NEXT-GENERATION OF 
ONBOARD INTELLIGENCE. NEW CONSOLE-MOUNTED LCD DISPLAY SCREEN

...<T f)25L 1 T-t---- ,

Leveraging the latest technologies, RED delivers increased machine 
efficiency, ease of use, and long-term durability. This technology 
provides users an increased ability to control mower power and 
efficiency with defined performance modes. The new, console- 
mounted LCD display screen provides an easy to use interface that 
offers enhanced monitoring of vital mower functions, machine 
health monitoring and reporting of operating and property statistics. 
REDTechnology is available on select LazerZ S-Series, X-Series and 
Diesel models.

$ Visit one of our 1,500+ servicing dealers to experience the most 
innovative and reliable mowing products on the market. You'll see, 
first hand, why the most respected landscape professionals trust 
Exmark 2-to-1 over the next best-selling brand*

♦Based on U.S. Data study by Wiese Research Associates, Inc. Market Share and Additional Equipment Study (February, 2016).

ATTRACTIVE 
RETAIL FINANCING 

GOING ON NOW
See Dealer for complete financing details

www.exmark.com (3 3 &

http://www.exmark.com


MICHAEL MOULD 
& TIFFANY TUCKER,
OWNERS, NEW VISIONS 
LAWN & LANDSCAPE

CAUTION

Alligators are present along the trails and waterways of 
this park. They usually eat fish, turtles and other small 

ammals but may attack large' animals such as deer.
Alligators have been known to attack humans.

FOR YOUR SAFETY
Alligators are dangerous.

Do not swim with alligators.
Do not approach, frighten or feed 

by state law 372.667FS. 
Immediately report alligator sighting in 

the swimming area to Park Staff.

FRESH 
PERSPECTIVE
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Michael Mould and Tiffany Tucker 

have experienced rapid growth since 

acquiring New Visions two years ago, 

and now need to control that growth 

before they burn out.

W
HEN A YOUNG MICHAEL MOULD

wanted to buy a pair of cleats and shin 

guards, his dad wasn’t going to front him 

the money. Instead, he recommended Mould use the family lawn 

mower to cut the neighbor’s grass for some cash. But Mould’s dad 

would get a cut since he was using the family mower.

“It taught me that everything I get isn’t always mine,” says 

Mould, who is president of New Visions Lawn & Landscape in 

Panama City, Florida. “I was counting that money, but it really 

was owed to my dad.”

That was Mould’s first introduction to owing a landscaping 

company, and it wouldn’t be his last because in June of 2016, he 

became co-owner of New Visions.

And while Mould’s dad used his cut of the profits to buy Mould 

a basketball hoop, he knows as an adult business owner there will 

be no basketball hoops waiting for him at the end of the day.

But Mould isn’t going it alone. He’s taking the lead on the labor 

side, but his partner and vice president of the company, Tiffany 

Tucker, is in charge of all the back office operations.
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Less office wor 
more jobs
What could you do with mor 
in your day and cash in your

With Fleetmatics REVEAL, you get a simple app that 
shows you what’s happening in the field.

• A Live Map to see where your crews are.
• Routing data to get more stops in for each truck.

• Customized reporting to help you make better business decisions.

verizon7



Los Angeles

Downey

Lakewood

111
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See how Fleetmatics REVEAL can transform your business. 
Request a demo today. 866.844.2235 | www.fleetmatics.com

Fleetmatics*
©2018 Verizon. All rights reserved. A Verizon Company

http://www.fleetmatics.com


WE WERE DOING SOMETHING RIGHT,
BUT WE DON’T KNOW WHAT THAT THING IS.”
Michael Mould, owner

FAST GROWTH. Tucker’s husband previously owned New 
Visions, but became too busy with his job in construction, so he 

passed it on to Tucker and Mould. When they assumed ownership, 

they inherited 50 customers and $35,000 in revenue.

After just two years, Mould and T ucker now have revenue of more 

than $400,000 and achieved that by “Working and working more, 

and after that we worked again,” Mould says.

Hard work definitely played a role, but so did the market, which 

Mould and Tucker say is doing well. Currently they are at capac­

ity but will add another truck on the road this season. They have 

hired two experienced crew leaders with plans on hiring more crew 

members to run three trucks with two-man crews this season.

Mould especially wants to find someone who can handle 

installations since he’s been taking the lead on those jobs. He’s 

also enrolled in college part-time, taking business administration 

classes, so he has a full plate and would like to delegate some tasks.

“The day gets full pretty fast,” he says. “Every hour counts.”

Mould and Tucker also need to get a handle on their financials.
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MICHAEL MOULD & TIFFANY TUCKER,

NEW VISIONS LAWN & LANDSCAPE

• Management Team: Michael Mould, co-owner; 
Tiffany Tucker, co-owner; Michael Cox, property 
manager

• Location: Panama City, Florida
• 2017 Revenue: $413,000
• Service Mix: Maintenance, design/build, irrigation
• Customer Mix: 70% residential, 30% commercial
• Employees: 6 full-time and 3 seasonal

GOALS FOR 2018

• Increase overall revenue from $425,000 to 
$600,000 at 48- 50% gross margin for 2018.

• Get Mould out of hands-on worker activities and 
replace him with a solid foreman.

• Develop a vision, mission, core values statements 
and success behaviors.

• Establish official maintenance agreements signed 
by customers.

For example, they don’t know if they are making more money 

off construction or maintenance jobs.

They were able to figure out their net profit margin, which 

shows they are doing well, but, as Michael wrote in his ap­

plication essay: “We were doing something right, but we 

don’t know what that thing is. A quality service? Sure, we 

offer a quality service, we all work extremely hard and love 

what we do, but as far as really being able to narrow it down 

in a category, I am lost.”

Currently, the company is operating out of Tucker’s home, 

but they hope to have a new building in three to five years. 

But first, Mould and Tucker need to get their growth under 

control to achieve that goal and the goal that motivated them 

to be business owners - “To work on our dream instead of 

somebody else’s dream,” Mould says.

HARVESTER’S TAKE:
• First impression: Michael and Tiffany seem to have a good 
working relationship with each having clearly defined roles 

and strong trust in each other. Michael has a clear vision of the 

potential of the company but is wearing so many hats he will 

restrict growth unless he hires and delegates. The quality of their 

jobs needs help immediately, and their equipment is old and 

worn and needs an upgrade for work and marketing purposes.

• What they are doing well: Along with the good partnership 
between Michael and Tiffany, they have a great culture and 

they have good relationships with their employees and as a 

result it looks like there will be little attrition. Michael and 

Tiffany are both ambitions and not afraid of growth, and have 

a good relationship with some of their major competitors.

• Immediate areas for improvement: They need to begin a 
weekly safety program to maintain a good safety record. They 

need to clean trucks inside and out and add safety equipment 

to improve morale and make for a better brand identity. 

Beginning a sales campaign will help reach both short- and 

long-term financial goals. A written vision, mission and 
core values statements needs to be developed to give direc­

tion for both the owners and their employees. They need to 

move toward more commercial sales, and begin the Harvest 

Quality Counts Program to maintain consistent quality on 

all accounts. ■ )
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Outdoor Expressions PA

was once a multimillion-dollar

company in Pennsylvania,

and the new owners want to head

in that direction once again.

T~r
■—| VEN THOUGH OUTDOOR EXPRESSIONS PA

I has been open since 1990, the new owners, Lamont Hess

■ Jl and Kimberly Rowe essentially have a clean slate, and want 
to restore the once multimillion-dollar company.

The husband-and-wife team purchased the company in July of 2017 

after the business had suffered a significant downturn. What was once 

a $3-million, award-wining company according to Hess and Rowe, 

dwindled to $200,000 at the end of 2017. But Hess and Rowe say they 

have what it takes to turn the company around.

A BUSINESS BACKGROUND. Hess operated his own landscaping 
company in Idaho for about seven years from ages 12 to 19. He had a 

crew of three working for him, but it became too much to handle with 

schoolwork so he sold it.

He graduated college with a finance degree and had a career in the 

insurance business for 30 years. Rowe has a marketing degree and worked 

for Revlon in sales for 17 years. The couple met in Las Vegas in 2004, 

and later moved to Colorado where they opened a bed and breakfast. 

Hess had a great opportunity to start his own company in the insurance 

industry, which took the couple to Harrisburg, Pennsylvania, in 2013 

with a stop in Cleveland in between. He eventually became tired of the 

insurance industry and sold his company with thoughts of returning to 

the service industry.

“It brought back memories of how much I enjoyed landscaping,” 

Hess says.
After a lot of deep thought, the couple took the jump and purchased 

Outdoor Expressions in July of 2017.

But just like taking over a job from someone, the couple has inherited 

a few problems - namely skeptical employees and old equipment.

“Our crew members, they haven’t had any supervision for the last four 

to five years,” Rowe says. “The first week that we were here they said,
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OUTDOOR EXPRESSIONS PA

• Management Team: Lamont Hess, 
owner/CEO/president; Kimberly Rowe, 
owner/CFO

• Location: Mechanicsburg, Pennsylvania
• 2017 Revenue: $200,000
• Service Mix: Maintenance, design/build, 

snow removal
• Customer Mix: 50% Commercial,

50% residential
• Employees: 6 full-time crew members 

and 1 landscape designer who works as 
an independent contractor

GOALS FOR 2018

Increase overall revenue from 
$200,000 to $375,000 at 48-50% 
gross margin.
Increase recurring revenue from 
$100,000 to $260,000.
Hire one new crew leader with a 
driver’s license and one crew member. 
Achieve no lost time accidents



KIMBERLY ROWE & LAMONT HESS, OWNERS, OUTDOOR EXPRESSIONS PA

Cf
OUR GOAL THIS YEAR IS TO MAKE THIS 

A SUPERSTAR LANDSCAPING BUSINESS. IT USED 
TO BE, AND WE WANT TO BRING IT BACK.

Kimberly Rowe, owner/CFO

‘We have seen more of you guys 

than we have the previous owner 

in the last four or five years.’ They 

were just working unsupervised. 

It was like a breath of fresh air to 

have us come in and show them 

we are there to help them and to 

make their lives better. I think 

they really appreciated that.”

READY FOR BATTLE.
With Hess’ background in fi­

nance and, though it was three 

decades ago, his brief experience 

in the industry, and Rowe’s mar­

keting background and resilient 

nature (she’s a three-time breast 

cancer survivor, last beating the 

disease in November of 2012), 

the couple says they have the 

foundation to succeed.

That wasn’t the case when 

they first bought the business,

partly because Hess and Rowe 

still owned the insurance business 

for a few months until that sale 

closed in October of 2017. That 

was one of the first lessons for 

the couple - you don’t take on a 

landscaping business when you 

own another business, Rowe says.

“We lost it a few times,” she 

says. “We stressed way beyond 

our point of comfort.”

After selling the insurance 

business, Hess and Rowe could 

focus solely on Outdoor Expres­

sions. One factor in their corner 

for success is the area around 

them. Mechanicsburg is grow­

ing with new construction, the 

couple says.

“There is a lot happening in this 

area. Commercial-wise, they’re 

building warehouses all over south 

of here and trucking is expanding

in this area tremendously. With 

that, the service industry is going 

to boom,” Hess says.
“The economy is doing so well, 

people are looking at services,” 

Rowe says. “They don’t want to 

mow their lawn, they don’t want 

to take care of it, and so they are 

looking at landscaping business 

probably for the first time because 

they do have added income com­

ing in because of all the growth.”

With work available, they need 

to add to their crews. Lamont 

received applications through 

a job posting on Indeed.com, 

and they have some workers who 

responded and are slated to start 

in March. When they are in a 

pinch, they’ve used a staffing 

company that Rowe says is more 

expensive, but available. “We 

keep hearing all about the labor
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KIMBERLY ROWE & LAMONT HESS, OWNERS, OUTDOOR EXPRESSI I PI V i]

pool out there being horrible, but we haven't 

experienced that,” Rowe says. “We need to 

increase the wage we pay them. We have experi­

ence interviewing to help find people, but now 

we feel comfortable with job descriptions and 

zeroing in on the right people.”

An equipment update was also needed. Hess 

spoke with the current employees to get their 

feedback on what needed to be fixed or replaced.

They bought a 2004 Ford F450 dump truck 

when they first bought the company. Since 

then, they’ve also purchased a used zero-turn 

mower, a new walk-behind mower, which 

they’ve financed and recently traded in Hess’ 

F-150 King Ranch for a 2017 work truck with 

a plow and salt spreader.

“We will need to purchase another walk- 

behind with the additional crew we are plan­

ning to bring on board,” Rowe says.

While upgrading equipment and finding 

more quality employees is a good start, Hess and 

Rowe know they’ll need to stay focused through­

out the year to make Outdoor Expressions a 

top-notch landscaping company once again.

“Our goal this year is to make this a superstar 

landscaping business,” Rowe says. “It used to 

be, and we want to bring it back.”

Ed Laflamme, left, and Bill Arman, right, have high hopes for Lamont Hess and his wife Kimberly 
Rowe, and say they can have a successful 2018 and beyond by improving in a few areas.

HARVESTER’S TAKE:
• First impression: Kimberly and Lamont are seasoned businesspeople who are not 
afraid to invest money for immediate help, but they are also good long-term thinkers.

• What they are doing well: They are networking really well and have established strong 
relationships with successful business people who can refer considerable business to them. 

We call these folks the “influences” and both Kimberly and Lamont understand how 

this works.

• Immediate areas for improvement: Their facility, which they are leasing, could use a 
good cleaning and paint job, even though they will outgrow it in the next year or two. 

A clean facility illustrates to employees that your company has a professional culture. 

They also need to analyze the gross profit margin on each job so we know which jobs 

to drop, raise the prices or reassess in other areas. They could also use some help finding 

and retaining quality, long-term employees, C )
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Lawn & landscape magazine
is once again looking for the best 
employees in the industry and we

need your help. If you have an employee 
who has gone above and beyond in their 
position and should be acknowledged, 
now is your chance to have them publicly 
recognized in our publication.

Send us two to three paragraphs 
explaining why your employee should 
be chosen. Your entry should include 
concrete examples/stories of how this

person has improved your company 
either culturally or financially, and how 
they have set a good example for other 
employees. Please include the employee’s 
title and number of years at the company.

We will choose a few winners from 
the entries we receive and interview 
them for stories in a future issue of 
Lawn & Landscape.

You can nominate any employee who 
works for your company - crew members, 
office workers, foremen, etc.

Email submissions to Editor Brian Horn at bhorn@gie.net. 
Please use Employee of the Year as the subject of the email.

DEADLINE: Monday, March 12

mailto:bhorn%40gie.net
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stop the

Spread

Arm your 
crews with the 

knowledge 
they need to 

win the battle 
against threats 

this spring. 

By Kate Spirgen

W
HEN THE SNOW melts 

and the grass starts growing 

again, so do weeds that can 

attack your customers’ lawns 

and lead to costly callbacks. But pre-emergent 

applications and proper fertilization can help 

make a lawn the envy of the neighborhood.

COMMON WEEDS. Battling annual grass 
weeds like crabgrass is a constant struggle for 

lawn care companies throughout the U.S. 

whether you’re dealing with warm- or cool- 

season grasses.
Summer annual weeds germinate as the 

weather gets warmer and a pre-emergent her­

bicide can stop them in their tracks. Warm 

weather and wet conditions facilitate crabgrass 

germination, and spring rains reduce the ef­

ficacy of pre-emergent applications.

Crabgrass and many other weeds germinate 

in the spring, grow throughout the summer and 

set seed in the fall. While the first hard frost of 

the fall or winter will destroy many plants, the 

seeds will pop up again the following year, so 

a pre-emergent is a good option in the spring 

to stop crabgrass before it starts. If you haven’t 

used a pre-emergent, or if the heavy summer 

rains have thwarted your efforts, post-emergents 

can save your customers’ lawns.

(continued on page 69)
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FROM OUR SPONSOR

Customer
satisfaction begins 
with weed controlCLIENTS AND CUSTOMERS don’t ask formuch: just healthy, beautiful lawns. And why not? A healthy lawn reduces heat and noise, produces oxygen, stops soil erosion, and provides a safer playground than almost any other surface.An important part of growing that healthy, beautiful lawn is controlling the weeds. And that’s why we’re so good at it.To help with whatever weeds 2018 throws at you, the employee-owners of PBI-Gordon are proud to be the exclusive sponsors of this Lawn & Landscape weed control guide. We’re confident it will help you find all the information you need to find the best weed solutions for your clients.This special section features columns and articles on controlling the weeds that threaten your clients’ turf and your reputation. You’ll find info on methods and products that will help you deliver the best service possible, from performance and turf safety combination products (We at PBI-Gordon are partial to Avenue™ South Broadleaf Herbicide for Turf) to client-pleasing speed (TZone™ SE is still the fastest triclopyr combo on the market).We’re honored to once again be a part of this special section. Thanks, and have a great season!

JAY YOUNG 
PBI-GORDON

But while killing 

the weeds might 

be the bottom 

line, we have to 

keep in mind 

what clients 

really want from 

us: beautiful, 

green, healthy 

lawns.

Jay Young Product Manager Herbicides
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Applications in January and February will serve you well 

moving into the middle and latter part of spring.”

CLINT WALTZ, turfgrass specialist, University of Georgia

(continued from page 67)
To find it fast, look in thinner or shorter grass areas 

since they warm up first, making it easier for crabgrass 

to take over. Look for plants with coarser and wider 

textured leaves that are lighter green than the turfgrass, 

and look for matted areas.

“The color difference is especially pronounced in cool- 

season lawns,” says Dr. Jim Brosnan, associate professor 

of turf and ornamental science at the University of Ten­

nessee in Knoxville. “Both smooth and large crabgrasses 

grow via stolons and thus can form mats within a lawn.”

The earlier you can treat it, the easier it will be to 

control because as it matures, more applications will 

be necessary. “Being aware of the growth stage and life 

cycle is important,” Brosnan says. “The larger plants 

grow in size, the harder they become to control.”

But beware that removing a mat of crabgrass will 

leave a bare spot in the lawn where other weeds will 

invade. “Once plants are removed, something needs 

to be done to introduce plant competition in these 

bare areas,” Brosnan says. “This is particularly true 

with annual weed species like crabgrass that produce 

an abundance of seed.”

In the Northeast, some common weeds are henbit, 

chickweed, deadnettle, annual bluegrass and wild 

mustards. “I call winter annuals the forgotten lifecycle 

because in the fall, people are praying for the end — and 

there are weeds there, but at that point, it’s time for 

fall cleanup and fertilization,” says Randall Prostak, 

University of Massachusetts Extension weed specialist.

In the Southeast, henbit, chickweed, dandelion and 

Carolina geranium crop up early in the year.

“Applications in January and February will serve 

you well moving into the middle and latter part of 

spring,” says Clint Waltz, turfgrass specialist at Uni­

versity of Georgia.

Northern states in the Midwest region may better 

relate to weed pressures experienced to the Northeast, 

while closer to the transition zone in Kansas, spring’s 

“entrance” can vary up to six weeks and has a signifi­

cant impact on what turf and ornamental issues LCOs 

will experience.

During the first quarter, warm-season turfgrass can use 

a “winter weed cleanup” with a non-selective glyphosate 

to treat winter annual broadleaf weeds. It’s safe because 

the grass is dormant, says Jared Hoyle, extension turfgrass 

specialist at Kansas State Research and Extension.

Dry conditions in the West can drive plants into 

“stress mode,” says James Baird, turfgrass specialist at 

University of California Riverside.

Dandelion infestations and other common weed problems can be prevented with 
applications in early months to protect lawns moving into mid and late spring.

It also affects the efficacy of herbicides since the chemicals must be absorbed up 

into the weed. Dust can also be a factor when it coats the plant. The University of 

California’s Division of Agricultural and Natural Resources says it may be worth­

while to water lawns a few days before making an application to make sure weeds 

are actually growing.

PREVENTION. For a faster green-up in the spring and healthy plants that can 
withstand weed and pest pressure, fertilizer applications are key. Key times to fertilize 

are early spring, late spring and late summer or early fall to promote root growth 

that will keep grasses strong.

Knowing what’s under the grass is the key to figuring out how much fertilizer to 

apply and when to do it. While you can check the pH of soil without conducting 

a full test, there’s no other way to find out how much phosphorus or potassium 

are in the soil.

Typically, when doing soil testing, Jeff Carroll, owner of Jefferson Sustainable 

Landscape Management in Woodinville, Washington, finds that the soil has way 

too much nitrogen as a result of over fertilizing.

Nitrogen will give you a nice, green lawn, but not long-term plant health, so it’s 

important to look at pH and other nutrients, he says.
And it’s not just the existing nutrients that dictate the schedule. Sandy soil leaches 

fertilizer faster than clay. “There aren’t as many nutrients in (sandy) soil so it will 

need more fertilizer applications each year closer together,” says Henry Velez, en­

hancement manager at Green Acres Landscape in Salem, Oregon.

Tyron Jones, president of Deans Pest Control in Fruitland Park, Florida, conducts 

numerous soil samples when enrolling new clients in a program. “We have done 

hundreds of soil samples over the years, and if I was starting a brand-new company, 

I’d run out and do 50 to 100 soil samples to get a good idea of what you’re working 

with on your lawns,” he says. •
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a successful lawn care program

By Kristen Hampshire

AWN TECH HAS ABOUT 3,000 CUSTOMERS,

Land every property is different, so every yard is prescribed a version 

of the company’s program, based on its history of weed pressure 

and nutrient needs. Heading up to spring, Cory Dennis and his 

team call every client, after reviewing notes from the previous year.

The idea: Thank customers for their business and collect other insights that might 

not be in the technician notes.

Is there a new baby or a pet in the house now? “They might ask us to not spray 

their yard with weed control,” says Dennis, general manager of the Avon Lake, 

Ohio-based company. Does the client have plans to add landscaping or otherwise 

alter the property? This changes the service area.

These client conversations combined with notes about the property, which are 

included on every invoice, provide a basis for starting spring off strong, Dennis 

says. “We note any special instructions, so our technicians know how to service 

every property,” he says. “Everyone wants their property done a certain way, and 

our job is to apply products correctly.”
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Lawn Tech has a base program that it tweaks based 

on customers’ needs and wants, and depending on a 

property’s tolerance to products. For example, a lawn 

with significant crabgrass pressure will require a differ­

ent formulation of that first pre-emergent application 

than a property that doesn’t tend to see much activity.

The key for creating the ideal lawn care regimen for 

every property is to make modifications while main­

taining the consistency of a proven program. For Giles 

Vaughan of YardApes in New Milford, Connecticut, 

success begins with a soil analysis. “That’s the first step 

that dictates any treatment we do,” he says. “Before we 

even deal with weed control, we need to balance the 

pH of the lawn, otherwise it won’t absorb nutrients 

and you’ll fight an uphill battle.”

Vaughan adds, “We try to work hand-in-hand with 

Mother Nature. We are constantly monitoring soil 

temperature and germination timelines.”

ABOVE: While it may 
change with the weather, 
the timing of your 
applications is critical 
for the success of the 
treatment.

CONTROL OUT OF THE GATE. Timing that 

first spring application is everything. “Right out of the 

gate, we want that first pre-emergent application out 

by April and no later than May,” Dennis says, relating 

that a lingering winter in Ohio could push back the 

first application. Often, there’s snow in April.

In Connecticut, it’s the same story with predicting 

spring. Some years, the first application goes down in 

March, and other years, the weather isn’t ideal until May.

“Timing is the most critical piece for Round 1, 

because if you put that down too early it will break 

down before it can create a barrier,” Vaughan says.

At YardApes, Round 1 consists of a granular crab- 

grass pre-emergent weed control along with a three- 

way herbicide to control early signs of weeds that can 

crop up in areas where soil is warmer, such as along 

sidewalks. Getting that first pre-emergent down is 

important because crabgrass germinates earlier than
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“We try to work hand-in-hand with 

Mother Nature. We are constantly 

monitoring soil temperature and

germination timelines.”

GILES VAUGHAN, YardApes

turfgrass, Vaughan points out. 

“Usually, 50 degrees Fahrenheit 

is the key temperature in terms of 

crabgrass starting to germinate, 

whereas turfgrass germinates at 

about 60 degrees,” he says.

YardApes chooses a granular 

pre-emergent because Vaughan 

believes it provides more con­

sistent control, and there’s less 

of a likelihood of run-off than 

with liquid. However, the com­

pany does use a liquid for spot­

treating weeds.

At Haller’s Landscaping & 

Lawncare in Sparta, Tennessee, 
the first application is a slow- 

release granule sulfur-coated

nitrogen pre-emergent fertilizer. 

“I usually make two granular ap­

plications, first starting at the end 

of February or the first of March, 

depending on the weather, and 

then again six weeks after that,” 

says Patrick Haller, president.

Haller will change the pre- 

emergent product he uses - the 

active ingredient - from year to 

year. Dennis follows the same 

practice. “If the crabgrass was 

crazy last year, then we may up 

the formulation to put on more 

active ingredient,” he says. The 

application rate stays the same, 

however.

What helps assure that the 

first application really “sticks” 

to a lawn?

Vaughan combines the 

broadleaf pre-emergent with a 

spreader-sticker product. “That 

has been a huge help because 

we deal with a lot of broadleaf 

weeds here that have a waxy 

outer shell,” he says. “To make 

the most of our applications, we 

find adding a spreader-sticker is a 

lot more effective than not using 

one as far as getting the product 

to (adhere).”

Dennis also uses a spreader- 

sticker with weed control applica­

tions. “The chemistry allows it to 

go down the front and back side 

to kill the weed,” he says.

APPLICATION SUCCESS. 
That initial spring application 

is key to reducing weed control 

effort throughout the year, 

Haller says.

Dennis says the first lawn 

care application kicks off a lawn 

for a healthy season - and the 

second application can prevent 

damaging grubs, if clients elect 

the fertilizer with grub preven­

tive. (Lawn Tech also provides a 

fertilizer-only application for the 

second round.)

Educating clients about the 

products and why each step mat­

ters also helps with the success, 

because how a lawn is maintained 

in between lawn care applications 

plays into the program’s success. 

“We try not to treat lawns that we 

don’t maintain,” Vaughan says, 

adding that the lawn care and 

landscape maintenance crews’ 

schedules are organized to ensure 

“a happy balance.”

“If we’re applying a product, 

it’s super important that there is 

no (maintenance) activity on that 

lawn for a week to two weeks, 

depending on what we’re putting 

down,” Vaughan continues. “So, 

having the ability to schedule 

maintenance around treatments 

is really important. If you put 

down a treatment and the lawn is 

mowed the next day, the chances 

of a product being successful 

aren’t that great.”

Vaughan and his team talk 

to clients about integrated pest 

management and curative prac­

tices (aeration, mowing height, 

watering) to prevent weed and 

disease. “We are not doing blan­

ket lawn care applications unless 

they are necessary,” he assures 

clients. Spring pre-emergent hap­

pens to be one of those necessary 

times, though. “And, we do lawn 

checks at no additional charge, so 

if a client is in between applica­

tions, our lawn crews are trained 

to identify problems, so we can 
stay on top of turf problems, 

insects, disease and weeds. We 

can address those quickly, which 

is the key to control.” •
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Good to
KNOW:
TRAINING 101

Prepare for the season by hitting on critical training topics - 
and making sure your team takes their knowledge to the field.

By Kristen Hampshire



We come at training from many different angles throughout 

the year, which helps keep it fresh and top of mind.”

MARK UTENDORF, president, Emerald Lawn Care
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PRING TRAINING AT EMERALD LAWN CARE
kicks off in February with a few days of dedicated, employee- 

led sessions that cover the gamut - weed and disease iden­

tification; turf, tree and shrub care; equipment and safety 

information. “It’s very much a group event, which keeps 

everyone engaged,” says Mark Utendorf, president of the Rolling Meadows, 

Illinois-based business, where training is a constant conversation.

Emerald Lawn Care’s culture is centered on professionalism and continuing 

education. About half of their field team is Landscape Industry Certified (LIC) 

in lawn care. “We come at training from many different angles throughout 

the year, which helps keep it fresh and top of mind,” Utendorf says.

There are pictures that make the safety topic real. “Occasionally, we show 

slides of scary things that happen - one showed guys who dumped a spreader 

and spilled fertilizer in a retention basin,” Utendorf describes. He also shared 

an image of a service truck in flames, after a technician put gas into a sprayer 

with a hot engine. “That really brings it home,” he says.

They also utilize industry events as training opportunities. “We pretty much 

attend every training opportunity in our area,” Utendorf says, pointing to 

the Illinois Landscape Contractors Association (ILCA) Turf Education Day 

and annual GIE+Expo in Louisville, Kentucky.

Beyond that, there are staff-run training sessions that keep employees 

tuned in and double as a development tool, Utendorf says. “If we see that a 

guy is not getting involved, we’ll figure out a topic for him to present - it’s 

good to push them beyond their comfort zone.”

Ultimately, a lawn care company is only as good as the service it provides, 

so investing in training the people who deliver it is just smart business.

“If you lose a customer, you have to sell two to get one back,” says Cory 

Dennis, general manager at Lawn Tech in Avon Lake, Ohio. “Training a 

lawn care applicator also makes them feel like you are paying attention to 

them, and they’ll do a better job because you took the time to train them.”

ON TOPIC. By recruiting experts to deliver training seminars, Utendorf 

can bring “school” to his team. He has reached out to vendors, the Chicago 

District Golf Association, ILCA’s Turf Committee and the Midwest Regional 

Turfgrass Foundation. “This season, we also added a defensive driving online 

course from the National Safety Council for everyone who drives a company 

vehicle,” Utendorf says.

When possible, Utendorf will get a turfgrass professor to conduct a lesson 

in the field. “If we can get them on a lawn, that’s invaluable,” Utendorf says. 

Though, he adds that it can be tough to carve time for in-depth training during 

the busy season, when technicians are focused on servicing customers’ lawns.

There’s always time for a morning tailgate meeting, and this is how 

Utendorf starts the day at Emerald Lawn Care. Procedural topics can’t be 

emphasized enough, he says.
“If we don’t follow a procedure, steps get forgotten,” he says. “So, we are 

always harping on the proper process for even standard applications. What 

do you do when you stop? What do you do when you get out of the truck? 

What do you do on the lawn? What about when you get back into the truck? 

We hit it hard.”

Utendorf adds that proper mixing and monitoring 

of mixing products is also a frequent topic for training. 

“I have a healthy level of paranoia - so we are always 

concerned about the possibility of spills and we talk 

about that a lot,” he says.

This year, Utendorf is formalizing tailgate meeting 

topics by following The Ohio State University Extension 

Service series, Tailgate Safety Training for Landscaping 

and Horticultural Services. Topics include pesticide 

exposure, preventing lifting injuries, poison ivy and heat 

stress, among others. “We have an entire season’s worth 

of sessions scheduled for every Wednesday,” he says.

TEST 1,2. How do you know your investment in training 
is “sinking in?” You can spend the time, recruit profes­

sionals and beat the safety drum time and again, but how 

can you be sure technicians are retaining the information?

Giles Vaughan of YardApes in New Milford, Con­

necticut, uses an online survey program to send out 

post-training quizzes via email. His team receives a 

“survey” after a training session that is easy to complete 

and serves as one more way to emphasize the lessons.

“Training has to be part of your ‘winter work,”’ 

Vaughan says, relating that he focuses on training dur­

ing the off-season.

Aside from the post-training surveys, Vaughan says 

ongoing conversations among team members keeps 

training top of mind. And, to identify key topics to ad­

dress, Vaughan reviews reports from his software system.

“We can look at our notes, the success rate of ap­

plications and general turf health to see any issues that 

came up that weren’t there the year before,” he says.

Those new issues are important training topics.
“This year, we had chinch bugs, and the year before 

they weren’t an issue,” Vaughan says. “So, we identified 

that problem and the timeline for those (pests) ... it’s 

preparation to make sure we hit the ground running, 
because that switch from snow to spring happens fast.”

Industry magazines are great training conversation 
starters, Utendorf adds. He circulates trade publications, 

so his team can read articles, and he might highlight a 

certain topic at a tailgate meeting.
Again, Utendorf says to maintain interest and be sure 

you’re covering all the bases, “You’ve got to mix it up.”

Because at the end of the day, training is designed 

to assure quality and safety - to develop a team and 

create a culture of continuous education that promotes 

accountability. Utendorf says, “We want our team to 

treat every lawn like it’s their grandma’s.” •
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KEEP IT

Regular maintenance keeps equipment clean and 
clear of dirt and debris so applications go smoothly.

By Kristen Hampshire
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“It’s easy to miss things when you’re trying to get 

to the next job or go home at the end of the day.”

ALLEN SANDERS, Sanders Brothers Landscaping
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UST LIKE YOUR TRUCKS,
your mowers and your tools, spray­

ers and spreaders need regular 

maintenance. Without it, your 

applications can get sloppy, or even 

deadly for lawns. Hoppers and hoses need to be 

flushed to prevent corrosion, oil and filters need to 

be changed and parts need to be replaced.

To make sure your crews have equipment that’s 

functioning at its best, maintenance and repairs are 

part of the equation.

MAKE IT A ROUTINE. The best way to make 

sure you don’t run into unwanted surprises is to 

prevent problems before they pop up. “Every day, 

we flush out the systems to make sure we’re not 

leaving anything overnight,” says Mark Roth, 

owner of Roth Lawn Care in Colmar, New Jersey.

Every week, his crews take apart their nozzles and 

make sure nothing has gotten stuck inside. Every­

thing is flushed out and then put back together. At 

Sanders Brothers Landscaping in Davie, Florida, 

this is done twice a week on Tuesdays and Fridays.

Maintenance also helps prevent issues like over 

or under application on customers’ lawns. Low tire 

pressure, creaking diaphragms and clogged hoses 

or nozzles mean equipment isn’t making an even 

application. That can lead to costly callbacks and 

wasted product.

“We replace nozzles every year,” says Allen Sand­

ers, operations manager at Sanders Brothers. “We 

keep spares around just in case, but we make it a 

point to put new ones on at the beginning of every 

season just so we don’t have to worry about it and 

we know we’re doing it right from the get-go. We 

don’t want new customers to have a bad experience 

at the first visit.”

TRAIN YOUR CREWS. At Roth Lawn Care, 

crew members are responsible for checking their 

own equipment at the end of the day and report­

ing any issues to their foreman. After equipment 

makes it back to the garage, it’s up to the indi­

vidual employees to give everything a once-over

before they head home for the day.

“We try to get them into the mindset that it’s 

part of their routine,” Roth says. “It’s not time 

to go home until everything is checked out and 

cleaned up.”

At Sanders Brothers, crews fill out a form when 

something is broken or needs to be replaced. Crew 

members hand them in at the end of the day and 

equipment is serviced the following morning before 

roll out. He keeps extra parts for all of his equip­

ment, not just spreaders and sprayers, so that there’s 

no time wasted waiting for an order to come in or 

heading out to pick up missing pieces.

“I don’t want guys wasting time running er­

rands,” Sanders says. “What should be a five-minute 

run to grab something ends up turning into a guy 

being gone for a half-hour most of the time.”

END OF THE YEAR. Before you stow your 

spreaders and sprayers, make sure you’re setting 

them up for success the next year. Step one is to 
empty your sprayer or spreader of all product and 

dispose of the chemicals properly, according to 

the label.

Then, be sure to rinse the sprayer or spreader 

thoroughly to make sure no chemical materials 

are left in the hoses or the tank. Sanders recom­

mends adding a cleaning solution like a detergent 

to the tank and shaking it to remove any trace 

of chemicals.

“You don’t want any of that left over the winter,” 

Roth says. “You want it completely clean and dry 

so you don’t have any surprises when you go to 

use it again.”
Be sure to check the manufacturer’s recommen­

dations or talk to your dealer about the best ways to 

clean, Sanders says. You’ll also want to make sure 

that equipment is completely dry to prevent rusting.

Then be sure to check for cracked or leaking 

hoses or loose seals. “We do check throughout the 

year too, but it’s always good to give a once-over 

at the end of the year,” Sanders says. “It’s easy to 

miss things when you’re trying to get to the next 

job or go home at the end of the day.” •
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SAFETY Lawn Butler's Luis 
Escobar gets a new 
pair of safety boots 
from manager 
Daniel Doutt.

SWEAT THE STUFF
Everyday accidents can add up to big costs, but prevention is the key.

By Kate Spirgen

rHINGS CAN GO WRONG AT A MOMENT’S NOTICE
in the landscaping world. Sharp pruning shears, revving chainsaws, 

big trucks and heavy machinery can add up to disaster if workers 

aren’t taking the proper precautions.

“We work in an environment where just about everything can go wrong if 

you are not paying attention,” says Andy Sykes, owner of Garrett Churchill in 

the greater Philadelphia area.

But while those types of injuries can be devastating, smaller injuries are a 

threat every day, even if they aren’t life-threatening. “It’s not the hedge trimmer 

or the chainsaw because when people are around those things, they’re already 

thinking, ‘This could harm me easily,”’ says Rudy Larsen, owner of Lawn Butler PH
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800-367-7712 lecatur, AL ■ 800*433*6351

Isuzu NPR HD 4 Door with 19’ Dovetail Landscaper Body
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, Exhaust 

Brake, AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel 
(Other Options And 12,000 lb. GVWR Gas Availble)

WT*' Isuzu NPR with 19’ Dovetail Landscaper Body
297 HP das or 210 HP Diesd Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR, 

Exhaust Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel, 
(Other Options And GVW Ratings Available)

Isuzu NPR with 18’ Enclosed Landscape Body
297 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, AM/FM CD Player, 

A/C, P/S, Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp,
(Other Options And GVW Ratings Available)

Isuzu NPR HD with 12’ Dump Body
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 

A/C, P/S, Power Windows & Locks, Tilt Wheel, Tow Package & Brake Control,
(Other Options And GVW Ratings Available)

Used Landscapers In Stock! Variety of Specs Available
If you are not in the market for a new landscape truck, maybe a premium used unit will work for 
you. We are one of the few dealers in the country that is dedicated to providing you with used 

landscaper trucks. Many have brand new bodies!
Isuzu NPR HD with Spray Rig 13’ Bed & 600/200 Gallon Tanks

297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 
A/C, P/S, Power Windows & Locks, Tilt Wheel, (4) Boxes, 400’ Hose, Hand Wash, Tow Pkg, 

(Other Options And GVW Ratings Available)

Isuzu NPR HD with 19’ Revolution Body
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 

A/C, P/S, Power Windows & Locks, Tilt Wheel, Electric Hoist,
(Other Options And GVW Ratings Available)

Isuzu NPR with 19’ Custom Irrigation Body
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR, 

Exhaust Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel, 
(Other Options And GVW Ratings Available)

NATIONWIDE DELIVERY OPTIONS!VARIETY OF WORK READY TRUCKS IN STOCK!INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!



Donning reflective vests is part of the safety process at Lawn Butler because it's a conscious decision that reminds 
wearers that they need to be in safety mode, says owner Rudy Larsen.

in West Centerville, Utah.

Back injuries, pulled muscles

and sprained ankles are com­

mon, so Lawn Butler encour­

ages employees to ask for help 

instead of doing everything 

alone. “I just think it’s a He- 

Man culture. ‘I can lift it and

I don’t need any help,”’ Larsen 

says. So he strives for a compa­

ny culture where asking for help 

is applauded and encouarged.

CREATING A CULTURE OF SAFETY.
Safety culture is a continuous 

work in motion, says J. Lee Buff­

ington, owner of Turf Tamer in 

Fort Payne, Alabama. “It must 

be something that you talk about 

with everyone in the company.

It must be top of mind,” he 

says. “You can’t possibly think 

about every possible danger in 

the workplace every day. It has 

to be a culture that people feel 

that they can stop a process 

without recourse if they feel that g

something is unsafe.” =>
At Lawn Butler, positive re- |

inforcement is the key. Rather °
than punish workers for breaking |

safety protocols, he tries to focus o 

on rewarding employees for £

Simple and. Effective!.
Undercut vegetation from construction sites 
or cut traditional sod for resale or removal 
with your skid steer.

Fast Track Phone: 712-339-1290
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awn & Landscape is looking for 
companies in the industry to submit the 
best work they’ve done. We’ll feature

L some of the best submissions we receive 
in future issues of the magazine. All we 
need are a few high resolution photos 
(preferably before and after) along with 
some information on why you are submitting 
this project. We’re open to taking a wide 
range of jobs - pools, patios, driveways, rain 
gardens, xeriscapes, etc.

HOW TO ENTER:
Send two to three high resolution 
photos (7X5 or bigger at 300 DPI) 
and 300-400 words describing your 
project with details like: Why you 
chose to submit it, challenges on 
the project and how you overcame 
them, how long the project took, etc.
<XXXX><XXX>0<>0<XX><><X>0<X>0<XXXX>0<><XXX><XX><><XX><XX><X><><><><><><X><X><X>00<XXX>00<XX><>

Please email submissions or any questions 
to Editor Brian Horn at bhorn@gie.net.

mailto:bhorn%40gie.net


SAFETY If we can turn a cut that required 
stitches into a cut that requires 
a Band-Aid, we have made progress.”
ANDY SYKES, owner, Garrett Churchill

exemplary behavior. “I think it’s 

building a culture of safety over 

productivity,” Larsen says.

The company holds a monthly 

pancake breakfast to talk about 

safety and each spring, all team 

members receive a new pair of 

safety boots.

They also sometimes do a 

High Five program where man­

agers award $5 to crew members 

spotted doing the right things 

out on the job like wearing 

safety equipment.

“We give you a high five and 

we give you five bucks,” Larsen 

says. “If we’re out on a large job, 

there might be a couple of crews 

there and it might cost us $30 but 
at the end of the day, our workers’

comp is close to $100,000 and if 

we can lower that by 10 percent, 

that’s saving us 10 grand.”

Garrett Churchill was recent­

ly awarded a National Associa­

tion of Landscape Profession­

als award for most improved 

fleet safety. Sykes says Garrett 

Churchill has been involved 

in NALP’s safety program for 

a number of years and they’ve 

consistently won awards for no 

vehicle accidents and no lost 

time due to injury.

A few years back, the com­

pany started really discussing 

potential hazards and now they 

have a standard routine to check 

jobsites at the beginning of the 

day, during the job and at the

end of each day. “We don’t know 

what went on while we were not 

there overnight,” Sykes says. “We 

need to be cognizant of changes 

during the day, and we certainly 

don’t want to leave any hazards 

overnight for our clients.”

Cuts from pruning shears 

are some of the most common 

injuries Sykes sees, but he says 

they’re not very severe. The 

company has also had some 

bad luck with back injuries and 

muscle strains, he says. “We 

always tell the crews, ‘Get help 

when you need help,”’ he says. 

“We constantly go over proper 

lifting techniques.”

At Garrett Churchill, everyone 

is expected to look out for one

another. That means checking 

each other’s personal protective 

equipment and participating in 

safety meetings. “We also share 

the expense of poor safety habits 

that include time lost at work, a 

crew being a member short for a 

day or two due to an injury (and) 

the expense of increased insur­

ance costs,” Sykes says.

And it’s working. At Lawn 

Butler, the workers’ compensa­

tion experience modification rate 

is only .6.

VEHICLE ACCIDENTS. It’s impor­

tant to start with the basics when 

it comes to vehicle safety. Obey­

ing local traffic laws including

(continued on page 84)

Our Mission is Your Growth
REACH YOUR TARGET AUDIENCE WITH OUR MARKETING SOLUTIONS

;1 AealOiwfk S-Y-S-TE Wi

Specializing in S*'
Green Industry Growth Solutions 
•torOTer3QwaTS

Digital Marketing Strategies Direct MailEvery Door Direct Mail Marketing List Services Custom Design & Printing Apparel
Get started today! 

T (877) 835-6076

OO®0© RealGreen.com/Market16
. ©2018 Real Green Systems. All rights reserved.

Regulatory & Custom
Lawn Posting Sign 

Specialists!
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SAFETY CHECKLIST
AT LAWN BUTLER IN WEST CENTERVILLE, UTAH, each truck 
is equipped with a standard safety toolkit but in the winter, area 
managers are given an extra 'plow rescue kit.' "It's kind of like a go 
bag," says Rudy Larsen, owner. "It has a whole bunch of different 
stuff: safety tools, hoses, things like that so that if we have a truck 
that goes down or has an incident out within an area, we've got 
a driver that can quickly aid another truck in his area, and they're 
normally 15 minutes away at the most."

The bags each cost $400 to $500, and with 15 areas, the cost 
wasn't small but Larsen says at the end of the day, it's the right thing 
to do. Here's what else landscapers stock in their trucks:

• Fire extinguishers
• Safety triangles
• Traffic cones
• First-aid kits
• Spare fuses
• Spill kits
• Accidents reports with key phone numbers

IS THE CLOCK TICKING ON
YOUR ROOT INTRUSION 

PROTECTION?
The ONLY Root Intrusion Protection 
Designed to Last as Long as Your Dripline
The latest addition to the best-selling line of landscape dripline, 

Netafim's Techline® HCVXR is the ONLY landscape dripline that 
infuses Cupron® Copper Oxide directly into the mold of each 

emitter to provide a long-lasting root barrier for subsurface drip 

irrigation systems that won't wash away after years of use.

• Infused Cupron® Copper Oxide Combined with 

Netafim's Physical Root Barrier Properties 

Provide Long Lasting Protection Against Roots 
Throughout the Life of the Dripline

• High Check Valve in Each Emitter for Uniform 

Distribution on Sloped Landscapes

• Built-in Anti-Siphon Feature Protects Against Debris

• Four New Emitter Flow Rates

• Laser Etching on the Dripline for Easy Identification

15 YEAR 
WARRANTY
The Landscape 

Industry's 
Longest Root 

Intrusion 
Warranty

^NETAFIM
{888) 638-2346 www.netafimus
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SAFETY It must be something that you talk 
about with everyone in the company. 
It must be top of mind.”
J. LEE BUFFINGTON, owner, Turf Tamer

(continued from page 82) 
speed limits is a good start. At 

Garrett Churchill, drivers are 

also required to maintain a safe 

following distance based on the 

vehicle they’re driving and the 

load they’re carrying.

At Garrett Churchill, there’s 

also a strict no hand-held phone 

policy, although the company 

prefers no phone activity what­

soever to avoid distractions.

Larsen uses GPS tracking to 

monitor speeding and heavy 

braking to make sure drivers are 

being careful. “We’ve used that 

pretty aggressively,” he says.

When someone is speeding, 

they receive a text message with 

the title, You are loved.

“And so it’s like, ‘Hey, we love 

you; we care about you; we don’t 

want you to get in an accident 

and get hurt,’ because at the end 

of the day our goal is to take care 

of our employees and get them 

home safely,” Larsen says.

But sometimes things are 

out of your control. Last year, 

a Garrett Churchill truck was 

headed back to their offices with 

three crew members when a car 

crossed a center lane and hit the 

truck. “Fortunately, everyone 

was only shaken and there were 

no injuries,” he says. “The truck 

was a total loss, but things like 

that can be replaced.”

Once vehicles have gotten 

to the jobsite, both companies

insist on using cones for parked 

trucks. But it’s not just to alert 

oncoming traffic.

“We’re not necessarily worried 

about somebody running into 

our vehicle but it really just cre­

ates a mindset of ‘OK, I’m not 

going to walk around out from 

behind the trailer and potentially 

get hit,”’ Larsen says.

LEARN FROM MISTAKES. Preven­
tion is always ideal, but it’s im­

possible to avoid every accident.

At Garrett Churchill, they do 

an accident report to determine 

what caused the accident, who 

was at fault and what can be done 

to avoid it in the future. “A lot 

of the findings turn into safety

talks and some into the team 

manual,” Sykes says. “It’s very 

hard to eliminate every accident 

so we are really trying to manage 

the severity. If we can turn a cut 

that required stitches into a cut 

that requires a Band-Aid, we have 

made progress.”

Turf Tamer has a three-step 

program after an incident to 

prevent similar accidents from 

happening again. They’ll visit 

the accident site to determine all 

of the contributing factors, dis­

cuss the findings with the safety 

committee and find preventative 

measures and tell the teams about 

the accident to make everyone 

aware of how they can be avoided 

in the future, l&l

Unique folding 
design automatically 
retracts out 
of your way. A

»r Power Equipment NovaeOPE.com

643 W Ellsworth Street • Columbia City, IN 46725
PH (260) 244-4654 • FAX (260) 244-7355

ProslideXT
Th^Smoothest Riding Sulky! 9

Better Stripes 
More Referrals 
More Income

Also Available

PAVETECH.COM
952-226-6400 sales@paveedge.com
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COMPETITION
Consumer financing: A valuable growth opportunity



ADVERTORIAL WELLS
FARGO

TO SUCCEED IN ANY BUSINESS , you need to be creative and be on the lookout for ways to improve your business, expand your offerings, and stand out from your competition.Offering consumer financing is one way landscape contractors can open up a valuableopportunity to grow their businesses. Financing attracts more customers, improves customer relationships, and builds long-term relationships for repeat business.
Introducing a different way to pay
When payment becomes a roadblock, customers 
retreat and projects get stalled, scaled back, or 
cancelled altogether.

Offering financing provides your customers with 
a different way to pay for projects - sometimes 
bigger projects - over time. Offering financing 
options provides immediate purchasing power 
to your customers and delivers revenue-generat­
ing work for you.Financing is gaining traction
67% of landscaping companies that offer a 
consumer financing program close more sales 
and bigger sales — 91 % over $5,000. *Benefits of financing for you and your customers
For you:
• Attract and retain more customers
• Land larger projects, add-ons, and upgrades
• Provide a competitive edge over competitors
• Obtain fast credit decisions and immediate 

work for approved customers
For your customers:
• Equip customers with alternate financing options
• Buy today and pay over time
• Preserve savings and household credit cards

67
PERCENT

of landscaping companies 

that offer a consumer 

financing program close 

more sales and bigger 

sales — 91% over $5,000. *

• Provide a revolving credit line for add-ons, 
upgrades, and future projects

Now that you understand the value in offering 
financing, let's talk about how to launch and 
grow a successful financing program.5 ways to make your consumer financing program succeed
1. Commit to it. Financing is a simple and easy 
way to turn browsers into buyers. It's a quick and 
easy way to turn bids into signed contracts and 
first-time clients into returning ones.

Enrolling in a financing program is the first step. 
However, successful programs require training to 
ensure success. The right financial provider can 
help with that too. Learning how to launch, run 
and grow your program well is paramount to its 
success. The more you learn, the more confident 
you'll look to customers looking to you.

2. Understand it. Simply having a consumer 
financing program isn't enough. Your employees 
must fully understand it and be able to promote 
it effectively, so your customers see the benefits 
and value of it. Treat financing as you would any 
other service you offer.

3. Introduce it. When and how are the best 
ways to introduce financing? 
Great question. Simply put: Of­
fer it early and often — from ini­
tial conversations to delivering 
plans to discussing project costs 
to signing contracts. Everyone 
in your business who speaks

with customers should talk about your credit 
options. If your customers don't know about it, 
they won't use it.

4. Promote it. Consumer financing programs only 
work if people know you have it. Make marketing 
and promoting a priority. Promote your financing 
program everywhere you can, starting with online, 
social media, referrals, and point of sale.

5. Enjoy it. The right financing program offers 
more options to your customers which can help 
grow your business.Wells Fargo Outdoor Solutions: Your growth, our guidance
When you select Wells Fargo as your financ­
ing provider, expect a highly collaborative and 
relationship-driven approach. Our consumer 
financing program offers:
• Competitive discount rates on a range of 

financing options
• Fast deposit of funds — typically within 48 hours
• Consistent credit approvals with strong credit 

limits
• Unsecured credit limits with no risk to your 

customer's equity and no delays for you
• Individually-guided training and support
• Simple, paperless processing availableLearn more. Enroll today.
This is only the beginning, connect with us to 
learn more and to enroll. Call 1-866-840-9445 
or visit wellsfargo.com/outdoorsolutions.

*Lawn & Landscape Smart Finance Survey, Feb. 2017

wellsfargo.com/outdoorsolutions


IRRIGATION

DROP BY DROP
They may not look like much from the surface, but these 
drip irrigation products will keep lawns healthy and green.

RAIN BIRD XFS-CV DRIPLINE
The pitch: Durable and easy to install, Rain Bird’s XFS-CV dripline features a heavy-duty, 4.3-psi 
check valve that keeps it charged with water in elevation changes of up to 10 feet.
• The check valve prevents water from draining out of the dripline at the zone’s lowest points, 
preventing plants in those areas from being overwatered and avoiding wasteful puddling.
• Because XFS-CV Dripline remains charged with water, it more uniformly irrigates all plants in 

the drip zone.
• The check valve also helps conserve water by eliminating the need to recharge the dripline at the 

beginning of each watering cycle.
• Patented Copper Shield Technology prevents XFS-CV Dripline from being damaged by root 
intrusion without the use of harsh chemicals or treated filters.
• Because XFS-CV Dripline is suitable for all drip applications, contractors can reduce their 
inventories and decrease the possibility of installation errors.

For more information: Rainbird.com/drip

NETAFIM TECHLINE HCVXR
The pitch: Techline HCVXR landscape dripline 
infuses Cupron copper oxide directly into the mold of 
each emitter to provide a root barrier for subsurface 

drip irrigation systems.
• Techline HCVXR features a high check valve to 
ensure that each emitter turns on and off at the 
same time, maximizing application uniformity and 
holding back up to 8.5 feet of water when installed 
on sloping landscapes.
• The infusion of copper oxide means the root 
intrusion protection won’t wash off, wear off or leach 
out of the emitter.
• Techline HCVXR has a 15-year warranty against root intrusion. 

For more information: Netafimusa.com

The pitch: One Jain Power- 
Loc fitting fits a wide range 
of tubing I.D. and wall 
thicknesses, and offers a rugged 
alternative to insertion and 

compression.
• Connect supply tubing and a 
different size emitter line with 
one fitting.
• Power-Loc fittings have 
a locking mechanism that 
is easily tightened after the 
emitter line is pushed on.
• Barb design ensures tubing 
will not slip out or blow off at 
high pressure or temperature. 

For more information: 
Jainsusa.com

The pitch: DIG’s new 
Bluetooth hose end timer 
features low-power- 
consumption Bluetooth 
technology combined with a 
full-function, flexible irrigation 
timer to deliver feature-packed 
irrigation control via your 
smartphone or tablet.
• Bluetooth communication 
ranges up to 50 feet.
• It is completely waterproof 
(IP68) and can operate in harsh 

environments.
• The Bluetooth tap timer is 
available in many languages.
• DIG’s Bluetooth hose end 
timer is powered by two AA 
batteries and it connects to any 
standard outdoor water tap 
without using any tools or pliers. 

For more information: 
Digcorp.com88 FEBRUARY 2018 | LAWNANDLANDSCAPE.COM
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Growing a healthy lawn. 
Growing a strong business. 

Both require the right tools.From lawns to customer relationships, using the right tools ensures the growth of your business. Take advantage of the wide array of free homeowner marketing materials that Syngenta has to help your business flourish. When you use the right tools, everything grows.Learn more at GrowWithSyngenta.com or scan below.
Tools to help you grow:

ONE SMART 
CHOICE TO 
PROTECT
YOUR
AGAINST INSECTS

Mosquito
Protection
Brochure

Selective
Herbicide
Brochure

Lawn Disease 
ID Guide

Fast-Acting 
Fire Ant Bait 

Brochure

Reduced Risk 
Grub Control* 

Brochure

syngenta-

‘A reduced risk pesticide is defined as one which may reasonably be expected to accomplish one or more of the following; (1) reduces pesticide risks to human 
health; (2) reduces pesticide risks to non-target organisms; (3) reduces the potential for contamination of valued, environmental-resources, or (4) broadens 
adoption of IPM or makes it more effective. Acelepryn qualifies under one or more of the above criteria.

©2016 Syngenta Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or 
counties. Please check with your state or local extension service to ensure registration status. SecureGhpIce, the Alliance Frame, the Purpose 
Icon and the Syngenta logo are trademarks of a Syngenta Group Company. MW 1LGT6013- LP-AG51 09/16

GrowWithSyngenta.com


MAINTENANCE

TAKE A 
STAND

Adding a stand-on 
mower to your fleet can 
add to your productivity 

and keep your crews 
comfortable.

By Lauren Rathmell

A
rguably one of the
most important tools for lawn 

maintenance, your mower en­
dures a lot. Stand-on mowers 

can offer an easy ride for your crews and a 

tidy job for your customers.

Chant Singvongsa says for him and his 

three-man crew at Singvongsa Landscaping 

in Jackson, Minnesota, a stand-on mower 

was an easy choice.

“I liked the stand-on because it seemed 

more comfortable,” he says. “Standing up 

lets us have the better visibility.”

At Singvongsa’s company, the crew mows 

about two or three days a week. They also 

operate with two riding mowers.
Hank Parker, president of Bay Land­

scaping in Mobile, Alabama, also has one 

stand-on in his fleet, with plans for one or 

two more in the future.

“Our guys were a little scared at first,” 

he says. His crews had some less-than-ideal 

experiences with a different stand-on mower, 

and they were wary of learning to operate the 

new machine. Now, they love their stand-on.

ACCESSIBILITY. Singvongsa recognizes that 

his stand-on may not be the best choice when 

mowing steep hills, but the quick on and off 

capabilities make it a practical mower.

“It might only take seconds to get on or 

off, but those two seconds add up,” he says. 

“You can just walk right off the plate and hop 

back on.” Parker says the crews also love the 

amount of visibility they get with a stand-on.

Bay Landscaping focuses on maintenance 

and design/build, and they commonly main­

tain high-end residential and commercial 

properties. Parker says using the stand-on is 

easier on his crew members’ knees and backs.
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Ensure Transplant Success with Bio-tone® Starter Plus

four Generations of proven results
Professionals have been feeding and maintaining gardens 

with Holly-tone® and Plant-tone® for over 70 years. Now they 

know the best way to boost root growth and ensure transplant 

success is by starting with Bio-tone® Starter Plus. An all natural 

fertilizer fortified with beneficial microbes, humates, and mycor- 

rhizae, Bio-tone Starter Plus helps roots establish faster, grow 

deeper, and resist stress. Eliminate expensive callbacks due to 

plant loss by using Bio-tone Starter Plus for everything you plant.

Espoma. A natural in the garden since 1929.
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MAINTENANCE

“When we’re mowing those properties that require us 

to get off and on, (the stand-on) really helps,” he says.

The stand-on mower works well for Bay Landscaping 

crews when mowing smaller areas like yards or grass at 

strip malls.
“If the property doesn’t have a double gate or fence, 

you’re not going to get a mower with a large deck through 

it,” Parker says. His crews use the mower for some of 

their larger properties as well since it’s easier on the turf.

DAMAGE CONTROL. When you’re running a machine 

almost daily, maintenance downtime is expected. Parker 

tries to make sure they have mowers ready to go if one of 

their machines is down. “It’s more efficient that way,” he 

says. “We don’t want a crew to be left without a mower.”

Most small maintenance jobs are done in-house at Bay 
Landscaping, but a dealer is located nearby for anything 

that is too large of a job.
“We have a dealer about 45 minutes away,” Parker 

says. “We’ll take the mower there for any damage re- PH
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My dad works for 
SavaLawn!

Join SavATree/SavaLawn and make a 
difference now and for generations to come.

Offices in CT, It, MA, MD, MN, NJ, NY, PA, VA & Wl

More information at savatree.com/careers

Your customers can pay 
you via credit/debit 

cards online using their 
own secure portal

Setup your customers 
with automatic recurring 

monthly credit/debit 
card payments

BUSINESS SOFTWARE
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Edition̂

Regional assortments, retail appeal and battle tested.

First Editions® has an outstanding 
assortment of plants that are well 

matched to your markets.

The purple pots are easily 
recognized and add instant value 

to your selections.

First Editions® plants 
are rigorously tested for 

performance in production 
and in the landscape.

For more information, visit FirstEditionsPlants.com

FirstEditionsPlants.com


MAINTENANCE We want our crews to look professional 

and be safe, so we don’t want them out 

there with a mower that’s damaged.”

HANK PARKER, president, Bay Landscaping

pairs, anything under warranty 

or any recalls.”

Singvongsa has two other 

mowers to utilize if his stand- 

on is out for maintenance. 

Aside from regular upkeep like 

blade sharpening once a week, 

he’s only had to get one repair 

when one of the hoses went 

bad on his mower. “There’s 

good dealer support nearby,” he 

says, noting that the location to 

a dealer was important to him 

when purchasing.

When deciding how to handle 

a damaged mower, Parker says 

they consider two of Bay Land­

scaping’s core values: profession­

alism and safety.

“We want our crews to look

professional and be safe, so we 

don’t want them out there with a 

mower that’s damaged,” he says.

Crew leaders are responsible 

for checking the equipment and 

making sure it’s safe to use on 

the jobsite.

MAKING THE PURCHASE. With 

about 30 employees at Bay Land­

scaping, Parker says purchasing 

decisions are made as a team.

“We involve everyone,” he 

says. “I especially want to involve 

the guys out there using it.”

When Parker replaced his 

fleet and decided to stick with 

one brand, he took machine 

safety and crew opinion into 

consideration. After checking

out some mowers at a green 
industry event, Parker followed 

up with a company he liked. The 

mower company came to him 

and brought some mowers for 

the crew to test, and Parker says 

everyone loved them.

“I also talked to some people 

at (the conference) and told 

them what I was thinking,” he 

says. “And I asked what they 

liked and what they thought.”

Singvongsa recommends set­

ting up a demo of any mowers 

you’re considering. He utilized 

the large selection of mowers 

on display at an industry event 

before making his purchase in 

2017. Once he found a brand 

he liked, he kept in touch with

the company, getting a mower 

to try out shortly after.

“(When purchasing) I was 

focused on looking at what the 

machine could do for the prices I 

was willing to pay,” he says. “The 

stand-on cost us less than our 

other mowers, and the majority 

prefer to use it.” He expects to 

get about five years out of the 

new mower.
With a smaller crew size, 

Singvongsa doesn’t have many 

people to consult for new equip­

ment purchases, but he does 

make sure his crew is comfort­

able with the decision. In the 

future he hopes to add a stand- 

on with a larger deck to replace 

one of his riding mowers, l&l

OUR BUSINESS

IS YOU
^NALP has helped me grow my business from a college kid 

with a garage sale mower, to an organization considered 
one of the best in our area! Besides industry leading 
education, certification and events, the people I have met in 
the association have helped me grow as a professional and 
as a leader. My mentors and friends motivate me, share 
best practices and care about me and my business.

I wouldn’t be where I am now without NALP!”

\\// NATIONALASSOCIATION OF
//\\ LANDSCAPE 
//\\ PROFESSIONALS

bit. ly/landscapeprofessionals

Join Paul & over 10,000 landscape industry professionals by becoming a NALP Member 
Lawn & Landscape readers take 25% off dues use code 18FEBLLM25 at check out.

New contractor members only.
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THE NEW STANDARD
IN LAWN CARE SPREADERS

Our newest lawn care rotary spreader is 
in-stock and ready for shipment. Get yours today!

LCO-IOOO Spreader
The Andersons is proud to introduce our newest spreader, 
the LCO-IOOO. Designed and priced specifically for the LCO 
market, the LCO-IOOO truly represents the new industry 
standard in lawn care spreaders.

LCO-IOOO FEATURES
• Durable, stainless steel frame

• Includes hopper cover

• Limited lifetime gear warranty

• 4 total grease zerks for easy 
lubrication

• Quick open gear housing - No 
tools required

• 21-inch wheel base is wider than 
most, providing added stability

• Unique dual rate setting 
mechanism accommodates both 
The Andersons and JDL High 
Wheel settings

• Optional side deflector kit 
available

AndersonsPlantNutrient.com
800-253-5296

@AndersonsTurf

The<«O
Andersons

AndersonsPlantNutrient.com


ANNUALS

Seasonal
BLOOM
Contractors experience some ups and downs 
in the annual services segment. By Megan Smalley

4*

Checkout 
this story 
in the 
digital 
edition 
for photos 
from 
Blooming 
Designs.

EASONAL COLOR AND ANNUAL 
plantings are Susie Dempster’s focus 
at Blooming Designs in Akron, Ohio. 
Dempster launched Blooming Designs in

2001 as a business segment of her husband’s lawn 
care and hardscape business, Summit Landscape, 
which started in 1985.

“I was a gardener and I was working a job that was 
something different and I liked, but I really wanted 
to work outside with plants,” Dempster says.

Her husband’s business received some requests 
for annual plantings, but the business wouldn’t 
typically perform these jobs. So, Dempster saw 
an opportunity to launch Blooming Designs as a 
segment to complement the business and pursue 
her passion.

Her segment provides flower garden design, gar­
den installation, flower maintenance, annual plant­
ings, perennial plantings and outdoor decorations 
to name a few services. She serves both residential 
and commercial customers in Akron.

With annual plantings her focus, Dempster says 
demand for the service has remained steady over the 
years. However, in recent years, she has noticed her 
customers are requesting low-maintenance designs. 
She has tried to focus on finding annuals that require 
a little less work on the customer’s part.

“Petunias, zinnias, you just put them in the 
ground, establish them and you’re done with them,” 
she says.

Other contractors have also noticed a similar push 
for low-maintenance designs.

“There has been that request for low-maintenance 
landscapes,” says Clinton Dawson, vice president 
Dawson’s Lawn Service in Chattanooga, Tennessee. 
Dawson’s Lawn Service focuses on lawn maintenance 
for both residential and commercial customers.

Annuals tend to be more maintenance-intensive, 
Dawson says. So, he tries to recommend begonias 
to customers in the summertime, as they are a 
lower-maintenance annual for southeastern Ten­
nessee’s climate.

“Begonias outweigh all annuals in the summer,” 
he says. “They are easy to maintain, and they pro­
vide a lot of color.”96 FEBRUARY 2018 | LAWNANDLANDSCAPE.COM
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Get $300 off1 plus 0% financing for 60 months2 
on a new ZTrak“915E or Z930M Mower.

For your business, there is no off-season. We understand that. So until 
February 28, 2018, we're offering $300 off any Z915E or Z930M mower plus 
0% financing for 60 months. We're also offering $300 off on our QuikTrak™ 
648M and 652M stand-on mowers. So keep your fleet and your dollars 
working hard, even if spring is still off in the distance. See your John Deere 
dealer today for a deal on the ultimate zero-turn mower.Keep Mowing
’Offer available October 28,2017-February 28,2018. Prices and models may vary by dealer. Savings based on the purchase of eligible 
equipment. Offers available on new equipment and in the U.S. only. Prices and savings in U.S. dollars. See your dealer for details.

20ffer available from 28 October 2017 to 28 February 2018. Subject to approved installment credit with John Deere Financial, for com­
mercial use only. Up to a 10% down payment may be required. 0% APR is for 60 months only. Taxes, freight, setup and delivery charges 
could increase monthly payment. Some restrictions apply, so see your dealer for complete details. Available at participating U.S. dealers. 

Prices and models may vary by dealer.

John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company.

John Deere



ANNUALS

CONCERNS WITH FLAT SALES.
Some contractors have noticed 

annual planting services have 

been flat the past few years, and 

reasons for this vary in different 

parts of the United States. John 

Puryear, president of Puryear 

Farms in Gallatin, Tennessee, 

says he noticed that same trend 

as well.

“We have found that the 

number of flowers we’re put­

ting in each spring and fall has 

remained constant, but that 

means it has not kept up with 

the growth of other services in 

our company,” Puryear says.

So, he researched why that 

segment of the business wasn’t 

growing and learned that some

of his customers were taking 

winter pansies plantings out of 

their contract.

“Surprisingly, the No. 1 rea­

son people have taken (winter 

pansies) out of their contract is 

deer pressure,” he says.

Puryear Farms serves primar­
ily commercial clients northeast 

of Nashville, Tennessee - busi­

nesses, HOAs and large blocks of 

properties. The company makes 

about $5.25 million in revenue 

annually with 75 employees, and 

it also performs maintenance, in­

stallation service and turf health 

care services.
Puryear says Nashville has 

a booming population and ur­

banization, which has reduced

availability of natural habitats for 

animals like deer.

“(In winter) there’s a lack of 

availability of food sources,” 

Puryear says. “At the time we’re 

putting out the pansies, there’s 

also a reduction in other fodder 

and food for deer to graze upon, 

so they turn to the pansies.”

Summer annuals have re­

mained popular for Puryear 

Farms customers, as deer tend 

to be less of a problem in warmer 

months, he says.

In other parts of the U.S., 

drought and weather patterns 

impact sales in this segment. 

Casey Rhoades, vice president 

of sales at Simpson Landscape 

in Plano, Texas, says a drought

a few years ago decreased the 

company’s annual and peren­

nial sales.

“From 2010 to 2014 or so, 

we had a substantial drought 

where our plantings went down 

substantially,” he says. “We did 

a whole lot more rock and hard- 

scape applications.”

Simpson Landscape focuses 

on serving commercial properties 

in the Dallas-Fort Worth area, 

such as multifamily housing and 

executive buildings. Rhoades 

says seasonal color is one of their 

more well-known services. The 

company achieves about $3 mil­

lion in revenue annually.

While more customers are 

starting to request annuals again

Profit Makers

• Grow profits-lightweight aluminum zjg 

increases payload and saves fuel
• Boost productivity - customized 

options for increased on-site efficiency
• Minimize downtime - low-maintenance, I 

durable construction for long life

Call 800-292-4752 to find out what makes Eby 
trailers & truck bodies the best in the industry!

POWER LOC FITTINGS

For use with 16 mm, 17 mm and 18mm tubing 
Use PL-55 Series with 700 X 600 Tubing 
Materials: Glass Reinforced Polypropylene 
Operating pressure: up to 60 PSI 
For use with 1/2" tubing size - .520 ID to .620 ID

To learn more about how Jain is leaving this world better than we found it, please visit:

www.jainsusa.com

CfWSK®®
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Begonias outweigh all annuals in the 
summer. They are easy to maintain and 
they provide a lot of color.”
CLINTON DAWSON, vice president, Dawson’s Lawn Service

now that the drought has ended, Rhoades 

noticed that customers are still somewhat 

drought-conscious. Also, some communities 

Simpson Landscape serves still have water 

restrictions in effect.

“We’ve seen (annual plantings) come 

back, but it’s come back in a slightly differ­

ent way,” he says. “They want more native, 

drought-tolerant material. We’ve shied away 

from some of the water-loving annuals like 

begonias, and we plant a lot more lantana and 

vinca because of their drought-tolerance.”

In addition, times of recession are not 

especially good for annual sales. Dawson says 

his company had fewer customers asking for 

annuals during the Great Recession. “When 

the market is a bit riskier, I think people tend 

to hold onto their money more,” he says.

Puryear notes that annual sales have gone 

up since the recession, but he hasn’t seen 

a dramatic increase in this segment, either. 

“There hasn’t been pressure to reduce this 

scope of work today, but I also haven’t had 

clients tell me they want to invest in a really 

impressive seasonal color display,” he says.

ANNUAL OPPORTUNITIES. Improving eco­
nomic conditions have helped bolster the 

annual planting services for some landscaping 

businesses. Rhoades says this business seg­

ment has increased a bit at Simpson Land­

scape due to a growing market in Dallas-Fort 

Worth. More businesses are moving to the 

area, which has also increased the number 

of apartment complexes in the area. He says 

most apartment complexes tend to want an­

nual displays to try to boost occupancy rates.

“On a whole, it’s an uptick for sure,” 

Rhoades says. “The properties in this area 

are competitive (for occupants), so a lot of 

times landscape could be a deciding factor 

in living space.”

Good economic conditions have also 

boosted this segment a little for Puryear 

Farms in Tennessee. The company has kept 

busy during the weeks it installs seasonal 

color in early May and October.

Dempster of Blooming Designs in Akron 

says annuals are still a popular demand in her 

area, but tastes in design have changed. Years

ago, she often planted annuals in blocks of 

color. Today, she says her customers are ask­

ing to mix annuals and perennials together.

“People have more of a focus on nature

More inventory. < i-
I Recently increased by 21% = tens of 

thousands of products ready to ship.

Get it fast.
I Most orders placed by 2:00 p.m. CST ? 

ship same day - shop now!

Pay less for shipping.
Items can now ship for as low as $4.99. 
See money-saving options at checkout.

Making Hard Work Easy."

Find 35,000+ products at gemplers.com I 1-800-382-8473

SAVE 10% ON YOUR $100+ ORDER
Use KEYCODE: 35MMA107. Offer expires 2/28/18. Offer does not apply to previous purchases and cannot be combined with any other discount 
or promotion. Does not apply to special orders, express and international shipping, orders that require special handling such as hazardous or 
oversized items, drop-ship items and orders that include items shipped by motor freight. 10% Discount Offer valid with purchase of $100 or more. 
Minimum purchase amount of $100 excludes tax and shipping charges. Offer void where prohibited and while supplies last

now,” Dempster says. “That’s the way 

things grow in nature. And honestly, it’s 

easier for us, so we don’t need to be as 

exact either.” l&l
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TECHNOLOGY
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SOFTWARE SOLUTIONS
Try these three tips for finding and implementing 
software to make jobs easier. By Kate Spirgen

ILLIAM SCHWARTZ was hav- 
ing trouble keeping track of how 

much time his crews were spending 

on jobs. As the staff at Schwartz

Lawn Care in Springdale, Connecticut, grew 

from six to 40 seasonal employees, he had to 

find a better way to keep track of his crews.

That’s where software came to his rescue. 

After researching and purchasing a new GPS 

and job ticketing system in April of 2017, 

he says he has a better handle on how much 

time his residential maintenance jobs really 

take to do.

1. PICK THE RIGHT FEATURES. Not all software 

is created alike, Schwartz says. For a com­

pany his size, paying for all of the bells and

whistles wasn’t necessary. He says he and his 

operations manager looked at six or seven 

different options before settling on the right 

one for them.

“We didn’t need the ability to track 40 

trucks,” he says. “We really just wanted to 

know, and be able to show, where our guys 

are and how much time they’re spending 

on a job.”

Schwartz says it was getting too tough to 

make sure everyone was turning in paper 

forms at the end of the day, so it’s one less 

thing for his crews to worry about, and one 

less thing for him to organize.

3. DON'T WAIT

2. GET YOUR TEAM ON BOARD. Having the 

software is only the beginning, Schwartz says. 

“You have to get everyone on board with the 

idea that this is going to make things easier. 

It’s not just for us on the management side, 

it’s for everyone.”

He says a few of his employees didn’t like 

the idea of constantly being tracked while on 

the job, but Schwartz says they’re starting to 

come around. They’ve realized it’s actually 

less work for them at the end of the day since 

there aren’t paper forms to fill out before they 

can go home.

3. DON'T WAIT. Schwartz says he wishes he 

had implemented his new software earlier in 

the year so that his crew members could all 

be trained on it as seasonal employees came 

on board. “If I had moved on this sooner, 

it would have saved a lot of extra individual 

training later in the year,” he says.

He says it also would have given him some 

more time to get familiar with the tracking 

software before he tried to explain it to his 

staff. “It takes more time than you think to 

train yourself,” he says, l&l

/--------------------------------\
1. PICK THE 
RIGHT FEATURES
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Service

ir success is our obsession.

Completely scalable, Service Assistant 
will grow with you as your business grows.

Running your business takes time and hard work. 
Growing your business takes even more.

iOS and Android compatible Service Assistant
is the tool that can help you with both. 

Real Green Systems is the company that can make 
explosive growth happen.

Software to Manage Your Business • Marketing to Grow It
Fora no obligation demo, visit: RealGreen.com/MobileGrow 

or call: (877) 252-9929

1 Reaffirm^SYSTEMS

RealGreen.com/MobileGrow


BUSINESS

HIRE THE

Recruitment expert Larry Fish shares his tips 
for finding and keeping staff you can count on.

W
HEN IT COMES TO STRESSfor lawn care and landscaping business owners, finding and keepinggood people is almost always front of mind. So we talked to GreenSearch President Larry Fish, who has spent the better part of the last two decades helping companies recruit and retain staff.
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REDESIGNED 
WITH YOU IN MIND
YOUR ONE-STOP, MOBILE-FRIENDLY SHOP for breaking industry 

news, podcasts and full monthly issues as well as our Top 100, 
Benchmarking Your Business and State of the Industry reports.
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BUSINESS

Lawn & Landscape: When is it beneficial to 
work with a recruiter?
Larry Fish: I would say all the time. The 
demand for talent persists throughout the 

business cycle. And the best recruitment 
companies I work with always stay in touch 

and often assist with the entire plan.

When you picture a typical green in­

dustry landscape organization, when they 

talk about a business plan, they talk about 

numbers. They very infrequently get into the 

whole man power planning aspect of their 

business planning.
If they’re thinking in terms of a three-year 

and then possibly a five-year perspective, 

they’re going to be better off in the long term 

if they’re incorporating man power strategies 

into that business plan.
A good search partner will be knowledge­

able, experienced and have a good basis to

get on the same wavelength as their clients 

and get to it as far as what your needs are. 

It’s amazing what occurs at the end as far as 

business development.

So it’s good to work with a recruiter on a 

more ongoing basis whether you have specific 

needs or not at that point.

LL: What are some of the biggest mistakes 
you've seen people make?
LF: What I think people need to take a harder 
look at, first and foremost, is feedback I 

get from candidates that they have a poor 

interview experience. And that’s not setting 

aside proper time and those courtesies that go 

along with interaction with people. You get 

interruptions and that sort of thing.

Maybe not asking appropriate - or asking 

probing questions, doing too much of the 

talking, not allowing the candidate to express

themselves, especially what they’re thinking. 

It’s one thing to go through a resume and 

say you’ve done this and this as opposed to 

finding out what’s really going on inside of 

their heads. All of that contributes to a poor 

interview experience.
Another item worth noting that I see time 

and time again is that hires are made and 

there is a behavioral or otherwise cultural 

mismatch which results in a short-tenured 

hire. This is where an employer must do a 

better job as far as fact-finding and digging 

a layer deeper into what the person is think­

ing. Ask a more experience-related question 

and it makes them tell a short story. That is 

very revealing.

You know your culture best; you know 

the key behaviors that are going to result in 

the best hires.

You know the old adage: repeating the

Were You
Featured In 
This Issue?

Reprints enable you to reuse your 
article and simply place it into the 

hands of your target audience. 
Having been featured in a 

well-respected publication adds the 
credibility of a third-party 

endorsement to your message.

Give yourself a competitive 
advantage with reprints.

800-456-0707
reprints@gie.net
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You know your culture best; you know 
the key behaviors that are going to 
result in the best hires.”
LARRY FISH, president, GreenSearch

same thing and expecting dif­

ferent outcomes. Time and 

time again, employers have this 

process in mind. Maybe they 

have a key administrator that sets 

up the interview and then they 

select individuals that maybe 

are not skilled in the process of 

interviewing. So there needs to 

be some training; there needs 

to be some experience before 

your hiring manager to do the 

interviewing.
There has to be some skill set 

as a basis before you allow some-

| one to do that. It’s repeating 

| those types of things and then 

g you wake up one day and you 

£ say, ‘How come my turnover is 

o 90 percent in this job category?’

will change 
the way 
you think 
about 
world 

hunger.

Hunger in children is real.
Sometimes children, like 
Sophie, get so hungry 
they'll eat anything, even 

bugs!

You can change that by 
helping Feed the Hungry 
provide a month of meals 
to children like Sophie for 
only $6.

Learn more of Sophie's 

story by visiting 

www.feedthehungry.org/ 
sophie

LeSEA Global

FEEDeHUNGRY
A full life feels good.

(877) 769-9267
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BUSINESS

And finally, those gaps that occur once you 

hire someone. That onboarding experience has 

to be superb. You have to ensure that produc­

tive time is invested. That will engage the new 

hire to be productive quickly. That means, ‘OK, 

I understand my role here. I understand the 

orientation period. I understand what my boss’ 

expectations are, compensation opportunities, the 

benefit strategy, all that sort of thing, so I can get 

productive quickly.’

All of that lends nicely to investing an adequate 

amount of time and it’s not like you can do it 

in one day either. I like onboarding that’s more 

staged. The first couple of days, obviously you’re 

taking care of all that administrative stuff but 

after that, there has to be a strategy where you’re 

spending a good amount of time indoctrinating 

someone to the client base - to how we operate 

here and interaction with those folks within the 

organization that can influence my career. ©
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THE MISSING PIECE OF YOUR PROGRAM IS HERE.

“REALLY GOOD
S*@%!”

MATT MARTIN, The Grass Factor, Knoxville, Tenn.

• -x J? ,
TAKE YOUR PROGRAM TO THE N

1.855.606.3378 
greenecountyfert.com 
Direct Shipping

C \ : GS^eCo^ty ?

, . > Fertilizer CompanyM

N-Ext™ Level Fertility

WHY BUY A SIBORE DRILL?

SPRING SPECIAL! 
WE PAY SHIPPING 

NOW THROUGH
•. MARCH 31,2018 ..

SAVE TIME: Less than 5 minutes from start to finish. 
AFFORDABLE

BORES DRY: No mud and water in the trench to deal with. 
SAVES MONEY: No need to replace concrete, just go under it. 

LENGTH: Add extensions to bore under wider surfaces. 
ANGLES: You can bore at different angles: up, down, left and right. 

SIZE: You can bore from 2” up to 8”
COMPACT: Breaks down to fit in a car trunk.

TWO YEAR WARRANTY 
BORES HORIZONTAL & VERTICAL 

MOST DRILLS POWERED BY A 4 CYCLE HONDA ENGINE.

SiBoke
-WwWMr*0 rill

SiboreDrill.com
siboredrill@neo.rr.com
330.844.0042

*Free Shipping applies to all the lower 48 states

106 FEBRUARY 2018 | LAWNANDLANDSCAPE.COM

greenecountyfert.com
SiboreDrill.com
mailto:siboredrill%40neo.rr.com
LAWNANDLANDSCAPE.COM


Always make sure that you treat people 
decently as you would like to be treated.”
LARRY FISH, president, GreenSearch

LL: What recommendations do you have 
for making a job posting?
LF: Timely follow-up is very important. It 
sets the stage for better outcomes. So don’t 

let the responses to the postings gather dust 

because there should be a strategy of follow­

ing up with those parties that you’re inter­

ested in speaking to, ideally within 48 to 72 

hours. That’s ideal based on the time of year 

but with all of the other business priorities, 

that might not be feasible.

But if you’re going to invest time in solic­

iting candidates for a position, be prepared 

to have the resources available to treat those 

people properly. In particular, I’ve always felt 

that whether it be candidates I speak with 

or my clients, all these people are potential 

customers in that they know people.

One person has a bad experience and 

they’ll tell 10 but it’s the opposite with a 

good experience.

Always make sure that you treat people 

decently as you would like to be treated.

And have a script - maybe no more than 

five questions, kind of a screening sort of 

thing to ensure that those you decide to 

bring in for a face-to-face interview are 

properly screened based on those five or six 

questions.
It’s a good effort to prescreen so there’s 

minimal wasted time when you decide to 

bring someone in.

LL: What can companies do to make the 
most of their time with a recruiter?
LF: I find it very, very helpful that if an 
employer, prior to contacting us, knows 

what they’re looking for and has a clear un­

derstanding of the job requirements. They 

really need to have a good understanding of 

what the fit is as far as those cultural things 

that they know a person needs to possess 

that would demonstrate that they’ll be more 

successful in their organization. It’s that 

cultural fit.

I think an employer also needs to be pre­

pared to discuss, candidly, the advantages 

and disadvantages of working with their 

company. It’s refreshing when an employer 

can articulate the advantages and disadvan­

tages of working at their organization. It gets 

everyone on more of an even playing field 

because they’re comfortable describing how 

it works at their organization.

Communicating your vision to prospective customers 

has never been easier with PRO Landscape design software.

Start Speaking Their Language Today!
prolandscape.com | sales@prolandscape.com J 800-231-8574

PRO

And then they’ll be better able to answer 

the question: What are the critical success 

factors for someone to do well at your or­

ganization? L&L
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Tractor loader backhoes 
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Kevin Wilkerson built himself 
a backyard oasis that also 
serves as a showroom.

By Kate Spirgen
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ABOVE: Kevin Wilkerson of 
Innovative Stoneworks and 
Landscaping took three years to 
design and build his dream backyard.

K
EVIN WILKERSON FINALLY has the backyard 

of his dreams. For three years, the owner of Innovative 

Stoneworks and Landscaping in Kingman, Arizona, has 

been working on a huge, 4,550 square-foot project that he 

designed and installed with the help of his team.

“It’s kind of like the mechanic’s car is always broken down kind 

of situation,” Wilkerson says. “I could never finish it because my 

company is so busy.”

Innovative Stoneworks and Landscaping has about 40 employees 

working 50 hours a week, Wilkerson says. That made it hard to 

find time to finish the huge project that spans 4,550 square feet.

Including a pool, entertainment center, outdoor kitchen, fire pit 

and fireplace, the project took three years to complete. There are 

14 speakers with subwoofers built into the benches (all controlled 

by phone or remote control) and an overflow pool. Wilkerson says 

the backyard contains all of his coolest ideas.

Wanting something a little different from the traditional Arizona 

backyard with palm trees and curvilinear lines, Wilkerson went 

with a nearly 100 percent evergreen plant and tree palette. “I just 

wanted to be different,” he says. “That’s why I went with a totally 

modular design with no palm trees. I wanted it to almost look 

more like a California backyard, not like palm desert, but a more 

modular, contemporary deal.”

The total cost came to about $ 110,000, not including Wilkerson’s
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We want to have that 3-D design 
available just to show people the 
whole process.”
KEVIN WILKERSON, owner, Innovative Stoneworks and Landscaping

time. He did pay employees to 

help out on the weekends, but 

says he put a lot of his own time 

in. He and his team were able 

to lay down 35 pallets of pavers 

over the concrete in just three 

days, but the brickwork was 

much harder. Incorporating 

more than 100 pallets of bricks 

into the project was the most 

time-consuming part.
He estimates that the total, 

including all of his labor, would 

be about $150,000.

EXPANDING GOALS. While Wilk­

erson uses the patio for his own 

parties, he also uses it to show 

customers just what his company 

can really do. He says the project

has already helped him seal the 

deal on two pools.

“I think they were kind of sold 

anyway, but just showing them 

what we’re really capable of really 

helps,” he says. “It’s not that I 

want to brag but I love sharing 

my cool ideas. All of my top ideas 

are in this yard.”

Even though the job is already 

complete, he says he’s thinking 

of going back and redesigning 

the project to show customers 

how it’s done from start to finish. 

“We would be able to have them 

look at it and see the whole thing 

getting designed and built right 

in front of their eyes and then 

have before and after pictures,” 

he says. “We want to have that

3-D design available just to show 

people the whole process.”

And he doesn’t plan to stop 

there. He’s already hired a pro­

fessional photographer and has 

plans to enter 10 to 12 of his 

projects into different contests 

in the area. “I’m looking at going 

in there and making a statement 

with the jobs that we do,” Wilk­

erson says.

However, competition is 
tough. Kingman has a popula­

tion of about 29,000 and is up 

against companies in cities like 

Las Vegas and Phoenix.

Innovative is looking at do­

ing some more traveling to get 

to larger commercial projects. 

The company has tapped out

commercial jobs in its area, but 

Wilkerson says the average job is 

about $25,000. He recently sub­

mitted a bid for a $1.2 million 

job that’s about an hour away. 

“It’s not that far,” he says, adding 

that the company already travels 

an hour in the other direction for 

commercial jobs in Lake Havasu. 

“We’re just limited here. There’s 

not that many people and not 

that much development.”

Wilkerson estimates that 

about 300 new houses are built 

every year in Kingman, and In­

novative landscapes about 200 of 

them. “Other than that, there’s 

only a couple new commercial 

buildings that get built or re­

modeled each year,” he says, l&l
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OPERATING CAPACITY

1,841 LBS

9FT
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With 55 years of experience, Takeuchi has earned a reputation 
for innovation. From the invention of the first 360-degree 
excavator to the very first rubber-tracked loader, Takeuchi has 
led the way in the compact construction equipment industry. 
See for yourself how our performance, power and reliability 
stand the test of time.

Contact your nearest authorized Takeuchi dealer for 
details on the TL6R and our full line of excavators, 
track loaders, skid steer loaders and wheel loaders.

LEARNMOREATTAKEUeHI-US.COM >
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A large water feature makes 
a splash as the focus of one 

Atlanta homeowner's 
redesigned backyard.

By Megan Smalley

G
ibbs landscape company likes to incor-
porate water features to enhance outdoor living spaces. 

However, the company recently worked on an outdoor 

living space design where water features took center stage.

An Atlanta-based homeowner heard of Gibbs based on the com­

pany’s reputation in the community, so they called the Smyrna, 

Georgia-based company and requested a design that included a very 

large water feature for their backyard.

“They wanted something big,” says Peter Copses, vice president of 

Gibbs Landscape. The company ranked 84th on Lawn & Landscape’s 

Top 100 list in 2017, with $28 million in revenue.

The homeowner knew she wanted a backyard design with a water 

feature that would serve as an entertaining space, but Copses says 

they needed Gibbs’ help to smooth out the details.
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SOMETHING FOR EVERYONEJoin your peers for a comprehensive conference that brings manufacturers, suppliers, and snow and ice and management professionals together for 2Vi days of the industry’s leading education, elite networking and a trade show.
What are YOU looking for?

EDUCATION Focus on modern principles of successful snow and ice management - everything from snow management basics and best practices to managing risk, reducing insurance rates, and reducing bogus slip-and-fall claims.
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The homeowner’s backyard features a 

slope, so she wanted a waterfall to stretch 

from the top of the slope to the bottom, end­

ing in a pool that measures 20 feet x 30 feet.

One light
changes everything.

Get three lumen choices from one fixture

fl5n Backed by Kichler’s industry-leading 
* Wl 15-year warranty.

Learn more at www.Kichler.com/VLOaccent

© The L.D. Kichler Co. Kichler® 
All rights reserved.

Quickly switch between three lumen level options 

with the 12V Integrated LED Accent with Variable 

Lumen Output (VLO) - without the need for 

mechanical adjustment. Kichler VLO technology 

finally makes it possible - all while eliminating 

the increased failure risk or long-term reliability 

concerns often associated with other fixtures.

KICHLER

In addition, Gibbs suggested incorporating a 

spa next to the large pool at the bottom. By 

the end of the project, Copses says the water 

feature was 10 times larger than the average

water feature Gibbs installs. The entire project 

cost between $200,000 and $300,000.

“It was extremely large,” Copses says. “I 

would say most (of our) water features are a 

tenth of the size of what we did there.”

GETTING STARTED. When starting the project, 

Gibbs met with the client to come up with a 

design that would work well. The backyard, 

which measured about 1 acre, had a large, 

natural slope that leveled out at the bottom.

A staircase and thin brook stretched from 

the top to the bottom of the slope. There 

was a tremendous amount of natural stone 

of varying sizes for designers to work with. 

Copses says some stones were small enough to

Before Gibbs started the project, the backyard 
featured a lot of natural stone.

Tips for 
water feature 
installation
Water features are somewhat of a specialty 
for Gibbs Landscape in Smyrna, Georgia. 
Peter Copses, vice president of Gibbs, offered 
the following tips for landscapers when 
installing water features:

• CONSIDER THE LOCATION. The most 
important thing to keep in mind when 
installing a water feature is making sure there 
is the proper space to build the feature. This 
includes checking that there is the proper 
grade or slope to install the water feature, 
so it will blend in well with the landscape. 
Copses says water features need to look 
natural - like they were always there.

. INSTALL AUTOFILL. Make sure the 
water feature has autofill installed, which 
automatically refills the feature when water 
reduces to a certain level. That way, if there's 
a leak or water levels decrease over time, the 
feature remains full.

http://www.Kichler.com/VLOaccent


You don’t want to build something 
that looks like it wasn’t naturally there. 
The natural look is best.”
PETER COPSES, vice president, Gibbs Landscape

fit in the palm of a person’s hand, and other 

stones were 2- to 3-ton boulders.

The end of the yard touched the edge of a 

river that flows behind the properties in the 

Atlanta neighborhood. “The river behind 

the project really tied it all together,” he says.

AUTHENTIC LOOK. Gibbs aims to achieve 

natural-looking designs that blend in well 

with the surrounding topography. Some­

times, Copses says the company has worked 

on landscapes that had features that seemed 

artificial compared with the native area.

“You don’t want to build something that 

looks like it wasn’t naturally there,” he says. 

“The natural look is best. In the end, that’s 

often what the customer wanted.”

With this project, Copses says a very large 

water feature looked natural because of the 

native elements already in place.

“The lay of the land and the way it slopes 

down would help to tie it together, making 

it look dreamily natural and like (any added 

water feature) has been there. The river works 

with it, pulling everything together to make it 

look extremely natural,” he says.

The slope and brook in the backyard al­

lowed for a natural-looking waterfall to spill 

to the bottom. Gibbs placed a waterfall next 

to the staircase, designing it with four spills 

that fell into a large pool at the bottom.

The backyard also had lots of natural stone 

to mix into the design, but Copses says ar­

ranging the stones in a way that seemed 

authentic was difficult.

“When you get into smaller boulders and 

stones, it’s like putting pieces of a puzzle to­

gether just right to create that natural look,” 

Copses says.
Gibbs also placed a spa next to the pool at 

the bottom of the waterfall. Copses says the 

homeowner was unsure about this at first, 

but, after the company showed her some 

pictures of similar designs, she was sold.

“It was one of those caha’ moments,” 

Copses says. “At the end, that was one of 

their favorite parts of the project.”

The spa is heated, so it can be used as a 

cooling place in the summer and as a place 

to keep warm in the winter. Next to the spa,

Gibbs installed a stone patio with a rustic fire 

pit and a few chaise lounge chairs. “The client 

can sit with family and friends at the bottom 

and look up at the water feature,” he says.

As a final touch, Gibbs installed plant 

material that blended with the design, such 

as irises, cat tails and other plants that can be 

found near rivers and streams, l&l
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/ ■ SUSTAINABLE EDGING SOLUTIONS

It’s easy for a product to call itself an equivalent of the world’s best 
landscape edging, but don’t be fooled. Permaloc has the highest 
quality standards, best customer service, and by far the most 
application-specific product lines available!

If you want the best, use Permaloc’s sustainable edging solutions on 
all of your landscape, hardscape, and green build projects. 

800.356.9660 | permaloc.com

OO©0©0©®

DON’T BE FOOLED 
BY A CHEAP

STATION

LAWNANDLANDSCAPE.COM | FEBRUARY 2018 115

permaloc.com
LAWNANDLANDSCAPE.COM


HARDSCAPE
PROFIT
BUILDER

?hese tractor loader backhoes ran r

The pitch: At 6 feet wide and 9 
feet high, JCB’s 3CX Compact 
backhoe is designed to be highly 
maneuverable on even smaller, 
more confined jobsites.
• The 3CX Compact features 
a turning radius of 19 feet to 
the outside of the wheels with 
brakes engaged and 22 feet 
without brakes engaged.
• It has compatibility with 
backhoe loader, compact 
excavator and skid-steer loader 
attachments, giving the 3CX 
Compact the versatility to tackle 
even more tasks on the jobsite.
• A three-speed hydrostatic 
transmission allows 3CX 
Compact operators to switch 
between low and high range 
for ease of use, greater pushing 
power and a 25 mph maximum 
travel speed.
• Powered by a 74 horsepower 
JCB Tier 4 Final engine,
the 3CX Compact does not 
require a diesel particulate 
filter or after-treatment, 
simplifying maintenance and 
associated costs.
For more information: Jcb.com

The pitch: The New Holland 
B95C backhoe loader offers 
smooth transport, loader 
performance and efficient 
backhoe operation.
• It gives the choice of standard 
Power Shuttle or optional Power 
Shift transmission that auto­
matically shifts through gears.
• Straight arm loader design 
delivers increased loader lift 
capacities (+11,000 pounds to 
full height) and bucket break­
out force (+13,900lbf).
• Curved boom backhoe 
design, including optional long 
reach dipper, with in-line cyl­
inders and dual swing cylinders 
deliver enhanced visibility and 
fast, smooth movement of the 
backhoe bucket.
For more information:
N ewholland. com

The pitch: The N Series 
backhoes come with more 
standard features and machine 
enhancements like improved 
drivetrain.
• Previously optional features 
including a battery disconnect 
switch and jumpstart terminal 
have been made standard.
• The drivetrain has been 
updated for improved roading 
and gradeability, as well as 
more pushing power under 
load and greater acceleration 
around the jobsite.
• The machines also feature 
new externally adjustable 
Extendahoe wear pads that 
allow for easier maintenance 
and serviceability.
For more information: 
CaseCE.com

The pitch: Kubota’s three 
sizes of compact tractor loader 
backhoes are powered with a 
Kubota diesel engine.
• An easily removable 
backhoe allows for optional 
three-point hitch operation 
as a loader landscaper.
• The hydrostatic drive 
provides precision speed and 
traction control.
• The largest model, M62, has 
comparable dig depth to a full- 
size tractor loader backhoe.
For more information: 
Kubotausa.com

116 FEBRUARY 2018 | LAWNANDLANDSCAPE.COM

Jcb.com
CaseCE.com
Kubotausa.com
LAWNANDLANDSCAPE.COM


PLACE A CLASSIFIED TODAY! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net. CLASSIFIEDS

BOOKS BUSINESS FOR SALE BUSINESS FOR SALE

Benchmarks for Landscape 
Construction Professionals

Publication special for Jim Huston's new book.

Benchmarks, Standards and Critical Numbers 
for your company, your industry and your life.

Benchmarks book ($100) 
Benchmarks audiobook ($100) 

Benchmarks MS Excel CD ($100)
Buy 2 and get the third free.

Just $200 + S&H

For more details email: jhuston@jrhuston.biz

BUSINESS FOR SALE

FOR SALE IN OHIO
Landscape/Lawn Maintenance 

35+ years in business, Owner Retiring 
Prime Location Avon, OH, Lorain County 

Can be a turn-key business or sold 
separately.

Includes weekly/bi-weekly commercial & 
residential accounts, equipment, and land 

(property can be purchased or leased)

Contact: parkviewhauling@yahoo.com

North Texas Based 
Commercial Landscape 

Contractor

44 Year Old Stable/Successful Business 
Nice Stable Client Base 
Serious Inquires Only 

Confidentiality Agreement Required
Please send questions & contact info to 

rosie41@tx.rr.com

KeJ ACQUISITION 
W Experts llc

Alabama
Lawn and Pest Control Business
Great Branding and Team in Place 

Approximately $900K 
in recurring revenue

Contact John Brogan 772-220-4455
Acquisition Experts, LLC or visit 
www.acquisitionexperts.net

LAWNANDLANDSCAPE.COM

For Sale: Well established 
Non-Crop Weed Control business 

serving the central valley of 

California. $500,000-$600,000 gross 

sales annually. Great opportunity 

for the right person/business. 

Call Mike Baty 209-601-4894

For Sale:
Lawn-Landscape-Snow Business 

Over 30 years in Chicago & NW Indiana 
Loyal commercial customer base 

Average annual gross sales: $2.3M 
$850K in trucks, trailers, and equipment 

Asking price: $2.3M 

Call 779-254-9315

Business Sales ♦ Franchises ♦ Mergers & Acquisitions

FOR SALE - HOUSTON, TX
Revenue: 3.2 Mil; Earnings $950K

33-Year-Old Commercial 
Landscaping Company

Lawn Maintenance, Irrigation, and 
Projects. 35+ upscale commercial clients 

with agreements in place. Most long term. 
Seasoned General Manager. FullyTrained 
W2 employees. Outstanding reputation.

Fully equipped. 2 Acre property with 
office and covered shops also available. 

Asking Price: $3.5 Million

Contact Gerry Brisson: 281-940-3444 
Email: gbrisson@tworld.com

NW Ohio Lawn & Landscape
Management firm for sale.

18 years in business, concentrated 
market area, 140 clients. 

Contact
green4defiance@gmail.com 

for details.

FOR SALE: 
LAWN-LANDSCAPE- 

SNOW REMOVAL BUSINESS 
PRIME LOCATION IN WEST VIRGINIA

Owner wanting to retire. A premier 
company with an excellent reputation. 
Over 30 years in business. A fully staffed 
experienced team. Approximately 200

weekly/bi weekly commercial and 
residential accounts. Average annual 

gross sales are 700k to 800k a year. Asking 
995k. Sale price includes 2 properties (1 
with commercial building), trucks, lawn, 
landscape and snow equipment. Owner 

will help with transition. Price is negotiable. 

Call 1-681-315-8803

BUSINESS OPPORTUNITIES

Snow and Ice 
Management Company

We are looking for Subcontractors 
in DE, KY, MD, NJ, NY, OH, PA,

VA, WV to provide SNOW removal, 
landscaping, parking lot sweeping. 

Please go to our website 
www.snowandicemgmt.com 

and fill out our form 
"Join ourTeam"

Branch Entrepreneur 
Natural Lawn Care Partnership

Interested in partnering with an 
established company to provide 

clients in your city with Natural Lawn 
Care Services? Contact Alec McClennan 

today to start the conversation. 
Alec@Whygoodnature.com 

216-570-5346.

LETTERS
the EDITOR

Want to sound off on something you saw 
in this issue? Have an idea that you think 
would be worth featuring in next month’s 
Lawn & Landscape? We want to know.

Call or email Brian Horn 
at 216-393-0250 or bhorn@gie.net.
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BUSINESS SERVICES FOR SALE FOR SALE

J.R. Huston Consulting offers....
Standardization for Profit 

(SFP) Consultation
with MichaelHornung of

ValleyGreeri
Companies

Work with a successful lawn care 
professional with 28 years of experience 

to provide you with the tools and the 
training you need to start and grow your 

lawn care company profitably.

Total cost is $1,750 for one day/$3,000 
for two days, plus travel expenses. 

You will also receive 60 days of free 
telephone support.

If you would like to schedule a
SFP consultation, please contact 

Michael by telephone 320-241-5959 
or email (michaelh@valleygreen.net)

for scheduling and further details 
at your earliest convenience. 

http://valleygreen.net

Howto Price
Landscape & Irrigation Projects

Publication special for Jim Huston's classic book. 

This is the Green Industry standard on estimating.

Everything that you need to know to price your 
projects & services accurately and profitably.

HTPLIP book ($150)
HTPLIP audiobook ($150)

HTPLIP MS Excel CD ($150)
Buy 2 and get the third free.

Just $300 + S&H
For more details email: jhuston@jrhuston.biz

a^FVecolawn
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Turf Pros’ #7 Top Dresser
Since 1994

TURFMASTERS, LLC 
OF CONNECTICUT 

HAS EXITED THE BUSINESS
All Equipment for Sale 

Equipment In Good Working Order 
Ready For Immediate Use 

Spray Trucks, Z-Sprayers & Z-Pluggers, 
Trailers, Ryan Aerators, and Much More!

EVERYTHING MUST GO!!

Contact Gary Donovan 
860-978-3025

Seat Warehouse

Quality Replacement Seats

Call 855-700-SEAT (7328) 
www.seat-warehouse.com

www.CoverallsDirect.net
DuPont™Tyvek® 400 - Best prices online 

Same Day shipping - Items in stock 
in OUR warehouse 

Free Shipping on orders over $99.00 
Respirators - Shoe and boot covers - 

PLUS MUCH more 
5% off orders under $499.00 - 

10% off orders over $500.00 
205-383-5412

Discount
Small Engines & Parts

Small engines & parts 
from Briggs & Stratton, Kohler, 
Tecumseh, Robin and more.

www.smallenginesuppliers.com

Also, look up your own parts 
and buy online at

www.smallenginepartssuppliers.com

NEWZUSED/REBUILTPlows, Spreaders and parts Largest diverse plow inventory Western, Fisher, Blizzard,Meyer, Diamond, Snoway,Snowman, Boss, Snowex 1000 plows in stock 
WWW.STORKSPLOWS.COM 

610-488-1450
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FOR SALE

Operating Within 4 feet of Vehicles?

HELP WANTED LANDSCAPE EQUIPMENT

call 330.848.9300 or visit: 
www.ActionSafBtyApparBl.com
Avoid fines and save lives with Hi-Yis Ts & Safety Vests

GreenSearch

REDUCE PESTICIDE USE 
BY 50% OR MORE

Spot-spray pesticide while 
blanket applying fertilizer

GREGSON-CLARK
Toll free - 800.706.9530

Phone - 585.538.9570 
Fax - 585.538.9577

Sales@GregsonClark.com
GregsonClark.com

________ _____ _____>

HELP WANTED

Florasearch, Inc.
In our third decade of performing 

confidential key employee searches 
for landscape and horticulture 

employers worldwide. Retained.

Career candidate contact welcome, 
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177 

Email: search@florasearch.com
www.f1orasearch.com

LOOK FOR
LAWN & LANDSCAPE ON

facebook
facebook.com/lawnandlandscape

Green Industry Leaders Start Here!
Solve your key leadership hiring needs by 
contacting GreenSearch, the professional 
search and HR experts exclusively serving 

landscape contractors and the green 
industry nationwide. Contact us today! 

www.greensearch.com 
1-888-375-7787 

info@greensearch.com

ooo

TREE STAKES
Doweled Lodgepole Pine 

CCA Pressure Treated 
2" Diameter, Various Lengths 

Economical, Strong and Attractive 
Phone: 800-238-6540 

Fax: 509-238-4695 
JASPER ENTERPRISES, INC.

We ship nationwide.
Web site: www.jasper-inc.com

LANDSCAPER ACCESSORIES

Hedge Trimmer Chapps, Mower Trash Bags, 
Chemical Spray Vest and Chapps,

String Trimmer Chapps, Zero Turn Mower Covers,
String Trimmer Covers, Arm Guard Chapps 

and Much Much More!!!

BRANCH MANAGER
Turf Masters Lawn Care,

the fastest-growing lawn care company 
in the Southeast and one of the Nation's 

largest privately-owned lawn care 
companies is accepting resumes 

for the position of Branch Manager 
at our Mauldin, S.C. location.

Essential duties and responsibilities:
• Recruiting, Interviewing and Staffing 

• Team Member Management 
and Accountability

• Team Member Retention
• Preparation and Execution 

of Monthly and Annual Budgets
• Prepare Weekly, Monthly 

and Annual Product Inventory
• Establish and Manage Vendor Relations

• Training and Development
ofTeam Members 

• Quality Assurance and 
Customer Retention

• Other duties and responsibilities 
based upon Management position

Benefits:
• Base Salary with bonus potential

• Paid Vacation
• Medical and Dental Insurance benefits
• Company Vehicle, Fuel Card and Phone 

• Career Advancement Opportunities
• Relocation Assistance Available

Send resume to
careers@turfmasterslawncare.com 

or fax to 770-924-7935 
or call 888-924-8873

Beer mil Quality, Inna native landscaper necessaries
WWW.WECHAPPS.COM *»

MADE IN U.S.A. 800-816-2427

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS

RNDSIGNS
Marketing, Design & Print

View Hundreds of

Promotional Ideas, Layouts 
& Exclusive Images Online!RNDsigns.com • 800.328^009 

Posting Signs • Door Hangers 
Brochures • Mailers More

PLANTS, SEEDS & TREES

NATIVE SEEDS
Largest producer of native seeds east of 
the Mississippi. Hundreds of species of 

grass and wildflower seeds for upland to 
wetland sites. Bioengineering material 
for riparian areas and erosion control. 

Contact ERNST SEEDS today. 
www.ernstseed.com - 800/873-3321
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CLASSIFIEDS PLACE A CLASSIFIED TODAY! Please contact Bonnie Velikonya at 800/456-0707 x291 or bvelikonya@gie.net.

INSURANCE i SOFTWARE

helping cover your grass since 1985
www.coveryotirgrasscom

1.800.8862398

CALL 1-800-886-2398 TODAY FOR A QUOTE!

Daryl Erden, Green Industry Specialist 

daryl.erden@bureninsurancegroup.com

NEW INSURERS, NEW COVERAGE, 
The same great expertise

Since 1984 you would think 
we would have seen it all, but we 
haven't. Insurance coverage is more 
complicated than ever. Claims costs 
continue to rise and regulations 
keep changing.

Commercial insurance premiums 
have been basically flat for the last 
few years. We can show options on 
broader coverage with lower rates.

At The Keenan Agency, Inc. we 
have upped our game. Several well known 
insurers have entered the market for Green 
Industry insurance business. While you may 
not be looking for ways to spend more mon­
ey in your insurance budget you should not 
ignore new risk. Regulators and customers 
expect a liability policy to cover "your work" 
employees and former employees will be 
able to find a local attorney to take on an 
Employment Practices suit against you.

THE 
KEENAN 
AGENCY

THE KEENAN AGENCY, INC.
6805 Avery-Muirfield Dr., Suite 200 • Dublin, Ohio 43016 • 614-764-7000 

Rick Bersnak-Vice President • rbersnak@keenanins.com 

Gen. Liab., W.C. and Comm. Auto, Property Programs also available.

Place your Classified tod

Please contact Bonnie Velikonya at 
800-456-0707 X291 or bvelikonya@gie.net.

INSURANCE PROGRAMS: ALL LAWN / LANDSCAPE BUSINESSES

PLUS SPECIALTY COVERAGES INCLUDING:

♦ Professional Liability

♦ Damage to YOUR Customer’s Property / Your Work

♦ Pollution Liability Including Auto Spill

♦ Herb/Pest Endorsement

Active Members of: NALP—ONLA—OLCA—CALCP

Cyber attacks are real - you might 
see a claim for customer data, credit 
card information and personal em­
ployee information you have in your 
computer system if a breach occurs.

You have invested years building 
your brand and we have the 
expertise to show you what needs 
to be done to protect that brand. 
Regardless of where your business 
is located people see your trucks 

parked on their street every day - they 
expect or assume that your business is 
properly insured.

It might be hard to break your relationship 
with a local agent however you might be 
buying the wrong coverage, over paying for 
standard lines or be un-insured for the new 
risks of the 21st century.

Contact us for a 15 minute conversa­
tion that will be a real eye opener.

BILLMASTER Software*
Simple, Reliable, Affordable

Perfect for Small Business 

Convert from any existing system 

All at a price your 
business can afford

Call today to get started. 
201-620-8566

Email: sales@billmaster.info 
www.billmaster.info

Our Business Management Software 
is specially designed for the lawn care

and landscaping industry!

Features 
that include:
• Billing
• Scheduling
• Routing
• Estimating
• Much more!

With No Monthly Fees, 
what are you waiting for?

IT'S TIME TO GET ORGANIZED!

ADKAD.COM .1.800.586.4683

Were You 
Featured 

In This Issue?
Reprints enable you to reuse your 

article and simply place it into the hands 
of your target audience. Having been 

featured in a well-respected publication 
adds the credibility of a third-party 

endorsement to your message.

Give yourself a competitive advantage 
with reprints. Contact us for more 
information regarding reprints and 
additional applications designed to 

meet your challenging market needs.

Call Bonnie Velikonya 
at 800-456-0707 x291
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A WEBSITE
WITH YOU 

IN MIND

YOUR ONE-STOP, MOBILE-FRIENDLY SHOP
for breaking industry news, podcasts, and full 
monthly issues as well as our Top 100, Benchmarking 
Your Business and State of the Industry reports.
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a
HIRE POWER helps you recruit, hire and retain the 
best talent for your company. We've got a rotating 
panel of sources ready to advise you on staffing.

ATTRACTIVE WORKPLACE
• D.W. BURR LANDSCAPE AND DESIGN has experienced significant growth 

over the years. Gaining new accounts affords us opportunity to invest in existing 

employees by increasing compensation and paying for more advanced training 

and licensing.

This growth has also meant we 
have been on the front lines of hiring, 
competing with other service provid­
ers in the area for talented individuals. 
To be innovative and remain relevant 
requires a workforce that is knowl­
edgeable, creative and adaptive. We 
must look toward cultivating these 
qualities as we develop our next 
generation of workers.

Below are a few specific things I 
think we at D.W. Burr Landscape and 
Design are doing well to attract and 
retain talent. I am not suggesting that 
we are doing anything extraordi­
nary. In fact, this is why we wish to 
engage in this conversation. We are 
offering our ideas and, in return, 
hope to gain ideas from others.

DESIRABLE WORK SCHEDULES.
During the spring, summer and fall 
months, our landscape crews work 
four io-hour days.

This shortened workweek is often

JOEL W. POSKUS
is the horticultural 
crew foreman at D.W. 
Burr in Simsbury, 
Connecticut.

cited by employees as one of the 
things they like most about working 
at D.W. Burr.

This schedule was initiated to 
reduce overtime costs, which it has 
done. Also, if there is rain during the 
week, we can hold off on work for 
that day and bring the crew in on 
Friday, our "flex day," to make up for 
the lost time and keep our mainte­
nance schedule on track.

By generally giving employees a 
three-day weekend, they have the 
option of spending more time with 
their families or working a part-time 
job. The millennial generation finds 
this particularly attractive, giving 
them more time on the weekends to 
pursue other interests.

FLEXIBLE WORK SCHEDULES. Our
owner, David Burr, emphasizes it 
is necessary for employees to put 
family first. To this end, he is willing 
to be flexible and make reasonable 
accommodations to schedules and 
workloads to enable workers to 
meet the needs of their families or 
personal lives from time to time.

Some employees may need 
to put work on hold for a month 
to move their household or to 
deal with a natural disaster back 
home. This flexibility, coupled with 
a work-at-will policy recognizes 
people's need to leave by choice or 
circumstance with the understanding 
that they will be welcomed back at a 
future point.

SHOWING APPRECIATION. Loyalty 
is valued, especially because hav­
ing a stable workforce contributes 
to our ability to offer a consistent 
level of service to clients. So, we

reward loyalty with budgeted 
annual raises and years-of-service 
awards. We also value perfor­
mance, so we offer opportunity for 
performance-based raises when we 
conduct annual reviews.

For those members of our team 
who are willing and available to 
work on snow removal crews in 
winter, we offer the "snow incentive 
plan," which consists of two parts. 
The first part is a flat payment of 
$250 (prior to tax withholding) for 
each month during the snow season 
that the individual is available to be 
on call for snow removal duties. It 
adds up to $1,000 if an employee is 
available December, January, Febru­
ary and March.

The second part is a variable 
payment based on money left over 
in the snow damages account.
Prior to the snow removal season, 
a certain amount of money is set 
aside to cover potential expenses 
for property damage that would be 
incurred as a direct result of snow 
removal operations.

The bonus is the balance of the 
snow damage account at the end 
of the season after covering the 
expenses for property damages such 
as turf repair, curb repair or garage 
door repair divided equally among 
each member of the snow removal 
team. This is a nice way of rewarding 
careful work.

We also offer tokens of apprecia­
tion for each employee with a turkey 
at Thanksgiving and a gift card in De­
cember at our holiday get-together. 
Another highlight of the year comes 
in mid-September when the com­
pany hosts a fishing trip on a charter 
boat on the Long Island Sound.

As I said before, we'd love to 
hear from you. Shoot me an email 
at jwposkus@gmail.com to continue 
the conversation l&l
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°SCAPE BUS*

SINCE 1842

6-Month Lease on Any CASE Machine

Top-to-Bottom Business Consultation
with Jeffrey Scott, Landscape Contracting Industry Expert

$3,500
Parts & Service 
Rewards Card

CASE Fleet 
Management 
Consultations

Brand-New 
CASE Apparel 
for Your Crew

Up to Five 
Passes to 

GIE+Expo 2018

RaraRF nnm/Kir.kStart

©2018 CNH Industrial America LLC. AH rights reserved. CASE is a trademark registered in the United States and many other countries, owned by or licensed to CNH Industrial N.V., 

its subsidiaries or affiliates. Terms and conditions apply. Enter the CASE Kickstart Landscape Business Growth Content at www.CaseCE.com/KickStart, and submit a proposal as 

stated in the Official Rules. The entry period for the Promotion will commence at 8:00 a.m. CST oh 1/8/18 and continue through 4:59:59 p.m. CST 3/30/18. The Promotion is not 

open to the general public, but is limited to landscaping businesses (corporations, limited liability companies (LLCs) or partnerships) domiciled in the fifty (50) United States, the 

District of Columbia, or Canada (excluding Quebec). No purchase necessary to enter or win. A purchase will not increase your chance of winning. Void where prohibited by law, 

licensed, or restricted, as well as in Province of Quebec, Puerto Rico, and overseas U.S. Territories, Possessions, Commonwealths, and military installations. Offer subjectto 

change or cancellation without notice. See www.CaseCE.com/KickStartRules for complete Official Rules.

http://www.CaseCE.com/KickStart
http://www.CaseCE.com/KickStartRules


Transform a PRO-C into a Wi-Fi 
controller in a matter of seconds

QUICKLY AND EASILY GROW YOUR 
BUSINESS by upgrading your customers'
Pro-C® controllers to Hydrawise™ Wi-Fi irrigation effective way to boost revenue and offer 
management — with no reinstallation or rewiring customers the cutting-edge water-saving 
required! Simply swap out the dial face panel on

any Pro-C* with the revolutionary new touch­
screen HPC, and you have an economical and

tools they demand.

*Pro-C modular and fixed station controllers manufactured since March 2014

RESIDENTIAL & commercial irrigation Built on Innovation®
Learn more. Visit hunterindustries.com/hpc

Hunter

Hunter

hunterindustries.com/hpc



