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Whether he is taking his team fishing 
or helping Par 3 survive the Great Recession

Alex Villarosa’s actions set the example 
for those around him.
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Seeing is believing.
50:1 MIX RATIO

AMSOIL SABER” Professional 
(Exhaust Side)

ECHO* Power Blend* 
(Exhaust Side)

300-HOURTEST DURATION

Deposits are the enemy of productivity. In the ring grooves, they can cause 
rings to stick and lose effectiveness, leading to decreased engine rpm and 

lost compression which, in turn, can lead to engine failure. On the piston skirt, 
deposits increase friction and reduce performance. SABER Professional 
delivers clean, protected power to maximize the life and efficiency of your 
equipment. Mix at any ratio: 50:1,80:1,100:1. The most versatile option 

to accommodate all your equipment.

See the difference and get the SABER Edge!

Now
available 

in 8
convenient

package
sizes.

The First

■i t®

in Synthetics ®

For more information visit:

www.amsoil.com/landscape
--------- hi

1-800-777-8491
Call for your FREE copy of 

our technical study.

ECHO* String Trimmer Technical Study, September 2016. AMSOIL SABER® Professional Synthetic 2-Stroke Oil 
resisted deposits and maintained power better than ECHO Power Blend* XTended Life* Universal 2-Stroke Oil.

All trademarked names and images are the property of their respective owners and may be registered marks in some countries. 
No affiliation or endorsement claim, express or implied, is made by their use.

http://www.amsoil.com/landscape
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taking his team 
fishing or helping 
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Great Recession, 
Alex Villarosa’s 
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example for those 
around him.
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Just 
in time
Complete 

Lawn Grounds 
Maintenance
hit a rough 
patch until 

Rick Anderson 
joined the team

Landscaping and you
88 Retailers are diversifying services, 

with landscaping gaining a prominent 
position in the green industry.

Pave the way
IS Follow these five tips for designing 

functional, beautiful walkways.

Choose compact

80 Consider adding compact tractors 
to the fleet if budgets are tight.

4 Editor’s Insight: Ignorance isn’t bliss 

6 LL Insider

I Grunder: Don’t go it alone

20 Huston: Revisiting hourly rates

U Words of Wilson: Cultivate co-pilots 

JP5 Hire Power: Forward-thinking

recruitment

IN EVERY ISSUE

72 SNOW FOCUS
76 PLOW THROUGH

2018 TECH REPORT ► BEGINS ON BACK COVER IU

80 CALLAHAN’S CORNER

Cover photo: © Jacob KeplerClassifieds 100 Ad Index 104

LAWNANDLANDSCAPE.COM | JUNE 2018 3

LAWNANDLANDSCAPE.COM


Einroics ixsHiiii
© bhorn@gie.net

Editor | Lawn & Landscape

But as older 
owners sell 

or retire, and 

younger owners 
who grew up on 

the internet and 

playing video 

games take over, 
technology will 

only become more 
prominent in the 

green industry.

Ignorance isn’t bliss

T
here are very few things in life that 
can make you feel old like new tech­
nology. From programming a VCR a 
few decades ago to barking out commands to 

Alexa, there’s a point in everyone’s life when 
you just don’t feel like learning about the latest 
in electronics.

But if you are running a business, ignoring 
the latest in technology can be the death knell 
at your company. While the competition is 
investing in products to make their employees 
more efficient, you are tripping over dollars 
picking up pennies.

That doesn’t mean you have to spend every 
waking hour studying the latest and greatest 
in technology, but at least try to be aware of it 
and how it can help your company.

Whether it’s an app to make your back office 
more efficient or investing in a drone to aid in 
bidding a project, taking the time to stay in the 
loop can go a long way.

A common theme we hear when it comes 
to contractors investing in technology, mainly 
software, is they don’t have the time to learn 
how to use it. Even if they take some time to 
learn enough to use at their company, they still 
don’t feel like they are even cracking the surface 
of what it can do.

That’s why I was surprised when we received

the survey results from our 2018 Technology 
Report, which you can read by flipping to the 
back cover of this issue.

One question we asked focused on how 
much of their software respondents thought 
they were using to its fullest capabilities. Only 
32 percent said they were using less than a 
quarter of their software’s capabilities.

From what we hear, I expected that 32 
percent to be closer to 50 percent. (By the 
way, you can find the results to that question 
and others that didn’t make it in the report on 
lawnandlandscape.com in the 2018 Technol­
ogy Report under the Research tab.)

But as older owners sell or retire, and 
younger owners who grew up on the internet 
and playing video games take over, technol­
ogy will only become more prominent in the 
green industry.

Plus, as finding reliable labor continues to be 
an issue in the industry, technology can help 
solve that problem.

It’s not to the point where robomowers will 
replace humans, and who knows when or if 
we’ll ever get to that point, but as the products 
you use become more efficient, spending those 
budgeted labor dollars on better products and 
equipment might be the answer to getting 
more work with less employees. — Brian Horn
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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/LNL

PAVES THE WAY

BELGARD

Belgard.com/LNL
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a day helping the family of a fallen deputy. By Megan Smalley

A
fter El Paso County Sheriff s Deputy Micah Flick died in the line of duty this past 
February, many in the community looked for ways to help Flick’s family - including 
the Associated Landscape Contractors of Colorado.

“Colorado Springs is a pretty big city, but it’s a tightknit community,” said Tammy 
DiFalco, member relations manager at the Associated Landscape Contractors of 
Colorado. “The whole community was shaken by that event.”

According to the Denver Post, 
Flick was shot while trying to 
detain a car-theft suspect in 
Colorado Springs, Colorado. 
He is survived by his wife and 
7-year-old twins.

Each April, ALCC members 
participate in a Day of Service 
event close to Earth Day. Some 
years, they provide free land­
scaping for a children’s hospital 
or other nonprofit in the area. 
This past year, they decided to 
help provide landscaping to the 
Flick family as one ALCC mem­
ber, Jonathan Campbell, was a 
close childhood friend to Micah.

“We were best friends as kids,” 
said Campbell, who is owner of 
Colorado Stoneworks.

He said he and Flick lost 
touch in high school when they 
went to different schools, but 
the news of his death impacted 
the community.

“It was like two to three 
months ago (Flick) was killed,” 
Campbell said. “It hit the Colo­
rado Springs community hard. I 
don’t think we’ve lost an officer 
in the line of duty here locally. As 
soon as the Flick’s family prop­
erty was recommended, I think 
everyone felt it was the right 
project to do for this year. There PH
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String Trimmers Husqvarna Chainsaws

1-877-737-2787
www.JacksSmallEngines.com 

www.MowersAtJacks.com
www.SnowblowersAtJacks.com

3+ MILLION PARTS ONLINE
' www.JacksSmallEngines.com

From $109 From $209
Debris & Lawn Vacs 

From $999
Ryan Aerators 
From $2,599

SAVE ON EQUIPMENT COMMERCIAL & „ «
BUSINESS SAVINGS

FREE SHIPPING & NO SALES TAX OUTSIDE OF MARYLAND SIGN UP FOR AN ACCOUNT TO RECEIVE DISCOUNTED PRICING
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The Kubota Z700-2 Series terrain-hugging, zero-turn mowers provide all the horsepower you need to get the job done. 
This high-performing machine is Kubota’s fastest zero-turn mower, handling speeds up to 11.2 miles per hour,

The Z700-2 now features a standard factory-installed, adjustable, premium suspension seat 
and wide-stance rear tires for a comfortable ride all day.

s0 Down, 0%. Financing for 60 Months

See your local Kubota dealer for details,
Offer ends 6/30/2018,

Ku botaUSA. com*$0 down, 0% A.P.R. financing for up to 60 months on purchases of select new Kubota Z700-2 Series equipment from 
participating dealers’ in-stock inventory is available to qualified purchasers through Kubota Credit Corporation, U.S.A.; subject 
to credit approval. Some exceptions apply. Example: 60 monthly payments of $16.67 per $1,000 financed. Offer expires 
6/30/18. See your Kubota dealer or go to KubotaUSA.com for more information. Optional equipment may be shown. © Kubota Tractor Corporation, 2018

KubotaUSA.com
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Just for the Health of it

roots BioPak Plus® 3-0-20

For more news, visit 
Lawnandlandscape.com

BioPak Plus delivers the 

best nutrition with beautiful results for all your 

landscape plants, including turf! Grow brighter blooms, 

hardier trees, greener turf and healthier plants. Help 

plants recover from winter stress and prepare for the 

harshness of summer stress...just for the Health of it.

LebanonTurf

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

ALCC redesigned the Flick family's front yard and added a playground. The 
association also pruned trees and regraded their backyard.

was no pushback from anybody.”
So, for ALCC’s Day of Service 

event, about 30 landscape pro­
fessionals and a few high school 
student volunteers teamed up to 
renovate the outdoor space at the 
family home of Flick. Campbell 
said ALCC met with Flick’s wife 
ahead of time to learn the design 
the family wanted.

“Initially, they were confused 
we were helping them this way,” 
Campbell said. “They had never 
heard of ALCC. But I think they 
are a very humble family and took 
this news by surprise.”

After getting design ideas from 
the family and having them select 
plants they wanted, ALCC mem­
bers implemented that design on 
the Day of Service.

Campbell said the family used 
the front yard as a gathering space 
on Sundays after church. With 
that in mind, ALCC focused on 
redesigning the front yard along

with pruning trees and regrading 
their backyard.

He said they installed a retain­
ing wall in the front yard to level 
out a slope, created a playground 
area for Flick’s children, pro­
vided a playset for them to install, 
placed new rock beds, installed a 
paver patio with patio furniture 
and planted a memorial tree in 
honor of Flick.

All materials, design and labor 
were donated by ALCC member 
companies.

Campbell said the project 
turned out just as the family 
hoped it would.

“Their reaction was just joy,” 
he said. “They absolutely loved 
it. Our staff loved it too. It’s just 
a really good feeling to help some­
one out. It’s not all about making 
money. There’s more to life than 
profit margins. There’s a sense 
of accomplishment and pride in 
being able to help a family out.” PH
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It's not complicated...for better turf...use better ingredients

AIESA
Patented Controlled Release Nitrogen

Long term feeding Fewer clippings

Faster green-Up
Dark green color

Haifa piece of MESA is still MESA

\

Available in ProScape brand

When it comes to fertilizer, choose MESA

MESA is a nitrogen source that combines quick release with slow 
release in a single particle. MESA provides dark green color 
without surge growth for up to 10 weeks. It's not complicated. 
For better turf, use better ingredients.

MESA technology is found in our ProScape 
fertilizer and combination products.

Learn more at LebanonTurf.com
LebanonTurf

Best of All Worlds® 
LebanonTurf.com 1-800-233-0628
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GET CREW APPROVAL ON NEW IDEAS FOR OPERATIONS

Wi ASKTHEEXPERTS

PENNINGTON

Smart Seed
Professional Grass Seed

SPECIFICALLY DESIGNED FOR THE

NEEDS OF PROFESSIONALS
• Advanced genetics provide exceptionally high turf quality and density
• Water Star® varieties require up to 40% less water than ordinary grass seed
• Persistent turfgrass quality under heavy use

\A/pif pr QfPir To leart1 more about our selecti°n °f professional turfgrass products:
V quaufwgiwsskd ®) CALL: 1.800.588.0512 I EMAIL: proturfsolutions@penningtonseed.com

PENNINGTON

Pennington is a trusted manufacturer and distributor of grass seed since 1945
pennington.com

Q: I have come up with several ideas to im­
prove operations at my company but need 
help as to the best way to implement them. 
Do you have any suggestions on how to 
engage my team and make this a success? 
A: A common mistake that leaders make is to 
come up with a good idea (or a new one each 
week for some leaders) and tell the operations 
teams to execute based on your “great” idea. 
We are all guilty of going to a conference or 
a meeting with other companies that inspires 
us to make changes. In hindsight, your team 
has heard new ideas from you many times 
and are not too excited about starting more 
processes. By asking then to run with your 
new idea, you delivered a new process with­
out getting them involved in the process.

As you look for opportunities to make 
operational changes with your team, getting 
“buy-in” will be key to making it stick.

So, how do you get the team to buy into 
the new ideas that will improve the com­
pany’s quality, client experience and profit?

To start, operational improvements must 
be their idea - even if they are not. For your 
team to feel like they have some skin in the 
game on how a new process is performed, 
they must be highly involved in creating 
the solution. To help you get this started, 
consider the following:

• Have an agenda: With a “buy-in” meet­
ing, make sure you have an agenda. Don’t 
talk about everything that has gone wrong 
with the past. Discuss a maximum of three 
operational pain points or mistakes made 
this past season based on the need for 
improvements. Then, pick one and work 
on a solution to that pain point with the 
team. Discuss with them how to become 
the best at this and the changes that need 
to be made to improve.

Wngton, Pennington with design. Smart Seed an
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YEARS
OF DINGO

WHERE STRONGER 
MEETS SMARTER

Lift more, reach farther and maneuver around confined spaces with the Dingo TX 1000. 

The wide-track model offers a 1,075-lb rated operating capacity for bulky loads while 
the narrow-track model fits through 36" openings with ease. And both have an 81" hinge
pin height to clear the sides of 30-yard dumpsters and one-ton trucks. With easy-to-use 

controls and 35+ Toro attachments, it’s an efficient alternative to a skid-steer loader.

TORO

SEE YOUR LOCAL TORO DEALER OR VISIT TORO.COM/TXWOO

© 2018 The Toro Company

TORO.COM/TXWOO
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• Nameless/Rankless: As you
review the details of the pain 
point, you will drive the discus­
sion to be productive in order to 
solve a pain point. The intention 
is that we discuss with leader­
ship, or the whole team, so they 
can be a part of the solution. Do 
not allow the blame to be placed 
on specific people. Remember, 
we are learning together what 
we need to do for better results. 
This is not a meeting intended to 
be led by the owner and every­
one else just sits there to listen. 
Instead, make sure the mindset 
is that we have an equal playing 
field where no one gets in trouble

NATIONAL 
ASSOCIATION OF

Z/W LANDSCAPE 
zzw PROFESSIONALS

for saying what is on their mind, 
thus a nameless and rankless ap­
proach to solving pain points. 
However, set ground rules to 
be respectful, to be factual and 
to come with the right mindset.

• Agree on buy-in: When gen­
erating the idea for operational 
improvements, create a company 
with the ideas and solutions we 
all agree on. The result of these 
meetings should include an 
agreed format that includes:

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

a) Timeline - when does 
this take place? January? April? 
All year? When do we need to 
implement our new idea?

b) Materials needed - equip­
ment, plants, hardscapes, soils, 
products, computer programs, 
tools, etc.

c) Solution steps - what 
steps are needed to execute this 
best practice for your company? 
What role on your team owns 
that next step? Who will be 
completing these steps?

Finalizing this new process 
and getting buy-in should result 
in an agreed written format of 
the revised process that can be 
shared among your team. Now 
the fun part: implementation.

Implementation is just as criti­
cal as the buy-in and creation 
of a new process. Make sure it 
is fully trained to your team by 
doing the new process with the 
team, and not in the classroom 
setting. Then have it reviewed 
within one week, then after 30 
days, after 60 days and after 
90 days.

Jason New, NALP Trailblazer, 
McFarlin Stanford Principal

ASK THE EXPERTS is brought to 
you in partnership with NALP, the 
National Association of Landscape 
Professionals. Questions are fielded 
through NALP's Trailblazers, the 
industry's leading company men­
toring program. For more questions 
visit Landscapeprofessionals.org.

I

1 REDUCE SITE VISITS, 
INCREASE PROFIT \
WITH CURRENT HD IMAGERY X \

Paramus, NJ 
23 April 2018

X ' '

SEE YOUR CURRENT PROJECT '

844.463.2762 | https://go.nearmap.com/lnl nearmap
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THE GROUNDSKEEPER RANKED 19TH ON 
UlWN&LANDSCAPE’S2018T0P100LIST

WITH MORE THAN $68 MILLION IN 2017 REVENUE.

BRIGHTVIEW ACQUIRES THE GROUNDSKEEPER
PLYMOUTH MEETING, PA.
— BrightView Landscapes has 
acquired Environmental Earth- 
scapes, a Tucson, Arizona-based 
firm that operates as The Ground­
skeeper. Terms of the transaction 
were not disclosed.

The Groundskeeper and 
its subsidiary Greater Texas 
Landscape Services specialize in 
commercial landscape mainte­
nance, landscape construction, 
tree care and irrigation services. 
The company has locations in 
Tucson, Phoenix, Las Vegas, 
Albuquerque, New Mexico, El

IN THE NEWS

Paso, Texas, Austin, Texas, San 
Antonio, Houston and Dallas. 
The Groundskeeper employs 
about 1,000 people in four states.

“Thanks in large part to the 
quality of their work and com­
mitment to client service, The 
Groundskeeper has seen steady 
growth from its founding in 
1976 and today is one of the 
Southwest’s most prominent 
landscape maintenance, devel­
opment, tree care and irrigation

companies,” said Andrew Mas- 
terman, BrightView CEO. “We 
are delighted to welcome their 
team to BrightView and we look 
forward to continued growth and 
success in this critical region.”

The Groundskeeper CEO 
Anil Hiremath said the em­
ployee-owned company shares 
much in common with Bright­
View. “Both organizations are 
dedicated to their teams, the 
communities in which they 
operate and to producing the 
very finest results for clients,” 
he said. “Becoming part of an

industry leader like BrightView 
creates opportunity for our team 
members and assures that our 
customers continue to receive 
the highest level of service.”

BrightView ranked No. 1 on 
Lawn & Landscape’s 2018 Top 
100 List, posting $2.2 billion in 
revenue while the Groundskee­
per ranked 19th with more than 
$68 million in 2017 revenue. 
BrightView also acquired Gi­
rard Environmental Services in 
September 2017, which ranked 
39th on Lawn & Landscape’s 
2017 Top 100 List.

BECOME R

I 866 485 7255
WWW.MISTRWRY.COM/GOODBIZ
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DEALER TODAY!
Sell and service our
innovative misting systems 
that effectively control 
mosquitos and other 
annoying flying insects.

http://WWW.MISTRWRY.COM/GOODBIZ
LAWNANDLANDSCAPE.COM
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THE WISCONSIN GREEN INDUSTRY 

FEDERATION AND THE WISCONSIN 
NURSERY & LANDSCAPE ASSOCIATION MERGED.

K
RAIN

www.krain.com

New Solenoid 
Replacement Kits 
24V and 9V DC

Everything you need in one kit!

Each K-Rain Solenoid Replacement Kit contains:
• Durable K-Rain Epoxy-Potted Solenoid
• Adapters for both Rain Bird® and Hunter® valves

The leader in irrigation product 
intelligence, technology and innovation

The Wisconsin Green Industry Federation 
plans to merge its programs and services 
into the Wisconsin Nursery and Landscape 
Association as of July 1.

WGIF’s board of directors began strategi­
cally planning in 2013 to become a more sus­
tainable, effective organization for the green 
industry, according to a joint press release.

The strategic plan and action plan has 
evolved and was accelerated with Executive 
Director Brian Swingle announcing his 
retirement from both WGIF and WNLA.

Reorganization of WGIF has been needed 
to reduce expenses, increase efficiencies and 
better serve members.

The current member organizations are: 
Wisconsin Nursery and Landscape Associa­
tion, Wisconsin Sod Producers Association 
and Commercial Flower Growers of Wis­
consin and the Wisconsin Christmas Tree 
Producers Association is an affiliated associa­
tion of WGIF.

WNLA signed a three-year agreement 
with the Wisconsin Association Manage­
ment LLC of Milwaukee, effective July 1. 
Chris Ruditys will become WNLA’s execu­
tive director. A secondary executive director 
is yet to be named.

Ruditys, owner of Wisconsin Association 
Management, LLC, and Swingle, owner of 
Torri Phillips Association Management, 
worked with one another for the past five 
years on joint association conferences and 
events. Ruditys also manages more than 20 
associations at the state and national level.

Through the merger, WNLA will assume 
the legislative and regulatory responsibilities, 
including lobbying. The WGIF board voted 
to transfer the legislative fund to WNLA in 
June 2018.

WGIF dues have already been paid for 
2018 by the member organizations, so the 
WNLA board will set the dues amount be­
fore the 2019 membership renewal period 
in October.
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HUSTLER MDV
Lift up to 750lbs with patented 

LeveLift™ bed technology.

TO FIND YOUR NEAREST DEALER, VISIT HUSTLERTURF.COM.
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OPEI’S NEW HEADQUARTERS 

PROVIDES ADDITIONAL SPACE FOR THE 

ORGANIZATION TO HOST ON-SITE MEETINGS.

DPEI MOVES INTO NEW HEADQUARTERS
The association hosted a ribbon cutting ceremony May 7 for its new 
location. By Brian Horn

ALEXANDRIA, VA. - Now that 
the Outdoor Power Equipment 
Institute has officially moved 
into its new headquarters in 
Old Town Alexandria, Virginia, 
Kris Kiser, president and CEO, 
said the new building will better 
serve its growing membership.

Kiser said the old location, 
which was also in Alexandria, 
didn’t have enough space to ac­
commodate OPEI’s committee 
meetings. As the organization

has grown, meetings usually had 
to go offsite. Now the group can 
have more constructive meet­
ings, which will benefit equip­
ment manufacturing and the 
industry as a whole.

“It’s member engagement - 
just the ability to get together,” 
Kiser said.

More than 100 people helped 
OPEI celebrate its new location 
with a ribbon cutting on May 7.

Along with Kiser, Dan Ariens,

president and CEO of Ariens 
Co. and board chairman of 
OPEI, Tom Cromwell, group 
president of Kohler Power and 
vice chair of OPEI, Bjoern 
Fischer, president of STIHL and 
OPEI board secretary/treasurer, 
and Tom Duncan, president 
and CEO of Positec USA and 
director of OPEI’s board, were 
present to cut the ribbon.

The new three-story OPEI 
headquarters includes a confer­

ence center that can seat 50 
people and a rooftop deck.

The building features paint­
ings of OPEI’s TurfMutt, a 
campaign launched in 2009 
to influence consumers. The 
campaign continues to grow 
as does OPEI’s membership, 
which Kiser said has reached 
record levels.

“Evidencing the shift away 
from out-of-house meeting 
spaces, our Engine and Fuels and 
Handheld Products committees 
met here this week, debuting our 
new conference center,” Kiser 
said. “We’re excited to begin the 
next phase of our growth in our 
continued service of the outdoor 
power equipment industry.” l&l

UPGRADE TO THE ALL NEW

BREAK

The revolutionary BREAK 
Agitator is guaranteed to reduce 
clogging of your LESCO® or 
PermaGreen™ 3-hole spreader or 
your money back. Don’t spread 
another season without it!

yourself why PermaGreen is the 
GOLD STANDARD of spreaders

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. PenneGree :5iteOneLandsc«pe Supply, Inc. The Triumph is protected by patents 6.336,600 end 7,964,673 and patents pending.

Lawnandlandscape.com
permagreen.com


82-volt lithium-ion 
battery (13.8 kW) 

UL certified

CZBClFt LITHIUM;

-3 brushless blade motors 

- 2 brushless drive motors
- Reinforced 60-inch 

steel deck
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- Speeds upwards of 10 MPH

- Up to 4.5 hour runtime

REDEFINING ZERO
Today's professional landscapers have zero tolerance for anything less 
than the best. You stake your claim on meeting the constant demand for 
high-performance equipment. Drive your business into the future with 
the new line of GREENWORKS® Commercial 82-volt LithiumZmowers.

Zero gas. Zero emissions. Zero turn. Maximum power.

greenworkscommercial.com

GREENWORKS
COMMERCIAL

greenworkscommercial.com


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.

•---------------------------------------------------------------

• LIKE MANY OF YOU READING THIS COLUMN, I got my start in the 

landscaping business with a single lawnmower, the belief that I could outperform 

the competition and the audacity to go for it.

A lot has happened in the 34 
years since, but when I really drill 
down on what has enabled me - 
and virtually every other success­
ful business owner I've had the 
pleasure of knowing - to succeed,
I am struck by how large a role self- 
confidence and the willingness to 
take risks has played.

And history backs me up: Scroll 
through a list of the most wildly 
accomplished entrepreneurs in the 
world from Andrew Carnegie and 
Walt Disney to Estee Lauder and 
Steve Jobs, and you'll find they all 
had these two traits in spades. I bet 
you do, too.

It's also true that our greatest 
strength has the potential to become 
our greatest weakness if we're not 
careful. As confident, risk-taking 
owners, we tend to think we have 
to have all the answers all the time, 
when in truth sometimes the best

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

thing we can do is admit we don't 
and seek outside perspectives. As 
my mentor Clay Mathile, the former 
owner of lams, likes to say, "The 
hardest thing for an entrepreneur to 
say is 'I need help.'"

It took me a long time to really 
learn that lesson. Earlier in my ca­
reer when a problem, or an oppor­
tunity that I was both excited and 
unsure about would come up, I'd 
think, "I own this company, I should 
know the answer." Then I'd go it 
alone and often make a mess of 
things. But gradually I got smarter 
and realized just how critical it is 
to get outside perspective. Here's

where I've found the most valuable 
insights come from:

A GOOD MENTOR. I have enjoyed 
the good fortune to count Mr.
Mathile as a mentor, along with a 
number of our industry's leaders, 
many of whom I've written about 
here before. Watching how these 
individuals approach their businesses 
and listening to their advice has 
broadened my vision for my land­
scaping company and for myself, 
while also keeping me tethered 
to what's real and realistic. Good 
mentors come in all shapes. I also 
learned a great deal early on from 
a local nurseryman who taught me 
how plants "weep, creep and leap," 
and who saved me from disaster by 
dissuading me from bidding on a 
$50,000 job at Olive Garden when I 
was 19 and wildly unprepared for it.

Who are your mentors? Identify

people you can learn from who will 
take an interest in you, and then 
work to cultivate those relationships 
so that when you find yourself 
uncertain, you have trusted, knowl­
edgeable people in your network 
you can turn to.

A PROFESSIONALLY RUN PEER 
GROUP. Having facilitated peer 
groups for some 16 years now, I 
have seen for myself the power this 
model has to transform business 
owners, both professionally and 
personally. When run well, with a 
structure and a curriculum optimized 
for results, these groups enable 
CEOs to receive from - and give 
to - each other relevant, real-world 
feedback on how to control and 
grow their companies. At my 
consultancy, we've structured our 
ACE Peer Groups to serve as boards 
of advisors. Surrounded by other 
ambitious landscape pros who want 
to help each other succeed as much 
as they want to advance themselves, 
our ACEs find themselves pushed to 
make decisions, improvements and 
progress in a way and at a pace they 
didn't know they could.

A GOOD BUT HONEST FRIEND. I
have many wonderful friends whom 
I can rely on to tell me what I want 
to hear when I want to hear it. We all 
need cheerleaders at different times. 
And then I have my friend Mike 
whom I can depend on to actually 
tell me like it is, no holds barred. 
When I turn to him with a challenge 
I'm facing at my business, I know 
what he'll say may not be what I 
want to hear but it will be what I 
need to hear. And for me that kind of 
candor is invaluable.

The takeaway? Value the self- 
confidence and risk-taking nature 
that made you an entrepreneur, but 
be honest with yourself when you 
need help and don't be afraid to 
go find it.

Happy June and I'll see you next 
month! l&l ©

 JA
C

O
BL

U
N

D
 IIS

TO
C

KP
H

O
TO

18 JUNE 2018 | LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


This year, we have 
something NEW 
and different to 
show you:

O
O

a Completely

NEW
Co iLawn!

iLAWN
Measure. Bid. Win.

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

in 2018, Go iLawn 

Go iLawn gives you Mobile

advanced project sortino

measurement tools in th

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.

See the whole job

Visit more jobs in less time Execute faster using maps Measure on-site with Mobile

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

http://www.goilawn.com/new


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

• I FIRST COVERED THIS TOPIC almost three years ago in the August 2015 

issue of Lawn & Landscape magazine. Due to the dramatic increase in labor costs 

throughout the country, it’s time to revisit hourly rates and what makes sense for 

your business. Keep in mind that the cost of labor has increased anywhere from 

$2 to $6 per hour the past three years and that for every SI increase in the cost 

of labor, the contractor has to raise his price to the customer $2-3 per hour.

A mistake that many contrac­
tors make is to charge the same 
man-hour rate for maintenance 
crews as well as construction ones. 
This misunderstanding often results 
in maintenance rates being too 
high and construction ones being 
too low. CPAs often add to this 
confusion when they help their 
clients calculate these average rates 
without understanding some of the 
subtle reasons why they should 
not be the same. Let me explain 
why your construction hourly rate 
should be 20 to 25 percent higher 
than your maintenance hourly rate. 
I'll calculate hourly rates for both a 
two-man maintenance crew and a 
three-man construction crew using 
a one-day scenario and an Excel 
worksheet that I developed for such 
calculations. You can calculate your 
rates by substituting your costs in 
these scenarios.

/ JIM HUSTON
> W runs J R. Huston
| Consulting, a

Jt green industry 
consulting firm.

CALCULATING THE MAINTENANCE 
MAN-HOUR RATE. In this one-day 
scenario, we have two people 
earning an hourly wage of $18 and 
$14 respectively. The crew average 
wage (CAW)'calculates to be $16. This 
crew works a 50-hour week. The 
labor burden - Federal Insurance 
Contributions Act (FICA), The Federal 
Unemployment Tax Act (FUTA), the 
State Unemployment Tax Act (SUTA), 
workers' compensation insurance 
(WCI), general liability insurance 
(GLI), vacations, holidays, paid-time 
off (PTO) and medical insur­
ance - is 20 percent. General and 
administrative (G&A) overhead for 
the maintenance division is $12 per

ALWAYS ADD A10 

PERCENT RISK FACTOR TO 
[YOUR] CALCULATIONS.

man-hour. The cost per hour (CPH) 
for the 3>4 ton crew truck and trailer 
is $14. The 48-inch ride-on mower 
runs five hours per day at a CPH of 
$14. The 36-inch walk-behind mower 
also runs for five hours per day at 
a CPH of $6. We'll put one hour on 
the 21-inch mower with a CPH of $5. 
Edgers, trimmers and blowers run a 
total of three hours per day at a CPH 
of $4.75 each.*

CALCULATING THE RESIDENTIAL 
CONSTRUCTION MAN-HOUR RATE.
In this one-day scenario, we have 
three people earning an hourly wage 
of $22, $17 and $15 respectively. The 
CAW calculates to be $18. The crew

works a 50-hour week. The labor 
burden (FICA, FUTA, SUTA, WCI, GLI, 
vacations, holidays, PTO and medical 
insurance) is 25 percent. General and 
administrative (G&A) overhead for 
the maintenance division is $18 per 
man-hour. The cost per hour (CPH) 
for the one-ton crew truck without a 
trailer is $14.*

ANALYSIS. Most of our calculations 
are self-explanatory. However, 
four specific numbers need further 
explanation. First, I always add a 10 
percent risk factor to my calculations 
because things don't always go as 
planned. Second, the labor burden 
for a maintenance crew is usually a 
little lower than that for a construc­
tion crew. Third, the G&A overhead 
cost per man-hour for a maintenance 
crew is usually 30 to 50 percent 
lower than that for a construction 
crew since construction work is 
much more management intensive 
than maintenance work. Finally, a 
residential construction crew should 
add a 20 percent net profit margin 
(this is a 25 percent markup) to its 
break-even point (BEP), while a main­
tenance crew usually operates at a 10 
percent net profit margin.

The 2018 maintenance man-hour 
rate is $7.64 higher ($51.77 - $44.13) 
than its 2015 counterpart - a 17.3 
percent increase. Likewise, the 2018 
install man-hour rate is $6.91 higher 
($60.91 - $54.00) than its counter­
part in 2015 - a 12.8 percent increase.

CONCLUSION. The pricing for our 
construction crew is $9.14 more per 
man-hour than the maintenance 
crew. That's almost an 18 percent 
difference. Too many contractors 
who use an average man-hour rate 
overprice their maintenance ac­
counts while underpricing their con­
struction projects. This means that 
they could be more competitive 
bidding maintenance work while 
making more money on construc­
tion projects. And who couldn't use 
more money? l&l ©
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TRACK LOADERS SKID LOADERS ARTICULATED LOADERS EXCAVATORS

musutnc

2150RT PILOT CONTROL 
TRACK LOADER

he 2150RT Pilot Series Track Loader from Mustang is the IDEAL machine. Equipped with our 
revolutionary pilot-operated control system, the Pilot Series is the ideal mix of simplicity and 
technology. The seat-mounted joystick controls move with the operator, even on rough terrain, 
eliminating the floor-mounted control towers for extra legroom. The Pilot Series Track Loader line 
includes five models offering an operating range from 1,650 lbs. to 3,200 lbs. rated capacity.

For more details on the Pilot Series Track Loaders visit www.mustangmfg.com. 
Stop by your local dealer to take a tour today! ■

O O • •>
musT^nG
www.mustangmfg.com

http://www.mustangmfg.com
http://www.mustangmfg.com


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

• IT’S NOT UNCOMMON FOR BUSINESS OWNERS to think about exit 

goals and personal needs as their companies mature. Regardless of what you 

plan to do when you’re ready, the most important thing is to do it on your own 

terms, plan your end game from the beginning and have a top team of co-pilots 

to help get you there.

Just as they do for you in the 
day-to-day running of your busi­
ness, a solid executive or senior 
management team will help you 
sharpen your competitive edge 
and push growth and profitability 
that can leverage your position. If 
they are a trusted, high-performing 
group, they can help you run and 
scale your business without you 
having to be there all the time to 
make it work.

Some owners achieve a similar 
result by hiring a great "number 2." 
However, for most CEOs, myself 
included, being able to rely on 
a great team of people who are 
smarter than you simply gives you 
more options. Consider:

1. HOW WILL YOUR TEAM 
MEASURE THE SUCCESS OF ITS 
PERFORMANCE? Establish a list of

BRUCE WILSON
is principal of green 
industry consulting 
firm Bruce Wilson 
& Company.

expectations, actions and priorities. 
What are you willing to delegate 
and what accountability do you 
want associated with it? Work to­
gether on a strategic plan, broken 
down into annual and quarterly pri­
orities. Each priority should have a 
clear direction, someone on point 
to drive it, a measurable result and 
a timeline for completion.

2. HOW DOES YOUR TEAM 
HANDLE CONFLICT OR DECISIONS? 
Make sure your expectations for 
behaviors are clear to manage­
ment. Use your strategic plan to 
memorialize what's expected. Also,

EXECUTION 18 JUST 

AS IMPORTANT. IF NOT 

MORE IMPORTANT. THAN 

STRATEGY. THERE NEEDS TO 

BE REAL DISCIPLINE AND 

ACCOUNTABILITY THROUGH 

IMPROVED COMMUNICATION.

establish guidelines for the team 
to make decisions when there is 
conflict or lines are crossed.

3. WHAT IS YOUR TEAM 
CULTURE? Invest in behavioral as­
sessment tools like DiSC or Myers 
Briggs. Map out how your team is 
living company values versus their 
work ethic, which quickly deter­

mines whether they are A, B or C 
players. Many of these tools can 
help your team understand how to 
communicate better with others in 
the company and give your culture 
a better rhythm.

4. WHAT ARE YOUR IDEAL 
BEHAVIORS? If the assessment 
determines that you do not have 
all the right people, or the people 
you have do not model team 
behavior or are not open to learn­
ing, determine what is missing and 
develop a description of what's 
needed to fill out the team. Create 
a development plan for the people 
who could become future execu­
tive team leaders. I favor a home­
grown team if at all possible rather 
than what usually ends up being
a trial-and-error process of finding 
people who fit. One exercise I have 
seen that works is identifying the 
top three to five employees in the 
company, listing out their traits, 
and forming company values that 
are centered around these three to 
five role models.

5. WHAT DOES YOUR TEAM 
WANT TO ACCOMPLISH? Make 
executive team goals measurable. 
Create an actionable list of positive 
impacts your team wants to have 
on your organization's perfor­
mance over the next one to three 
years that could include: improved 
collaboration, improved communi­
cation, being able to make better 
and higher quality decisions, fewer 
silos, less conflict, better inter­
personal relationships. Execution
is just as important, if not more 
important, than strategy. There 
needs to be real discipline and 
accountability through improved 
communication, a consistent meet­
ing rhythm and working together 
as a team while trying to add to the 
company culture.

The ability of your leadership 
team to work well together as an 
'operating system' can make or 
break your organization's ultimate 
goal, l&l ©
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"I'M TYPICALLY 
ABLE TO DO AN 

EXTRA ACRE 
PER HOUR."

"TRULY AN 
OVERALL 

IMPRESSIVE 
DESIGN."

MEET YOUR NEWEST CREW MEMBER.
Take your crew to the next level with the strongest commercial machines in the business.

The Cub Cadet® PRO Series has got you covered — from the thickest steel and maintenance-free spindle 

assemblies to premium comfort upgrades that come standard. So you can get the job done. Right. 

Visit your local dealer to schedule a demo.

Cub Cadet.
CUBCADET.COM/PRO © 20,8 Cub Cadet

CUBCADET.COM/PRO
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ALEX VILLAROSA
PAR 3 LANDSCAPE MANAGEMENT

Whether he 

is taking his 

team fishing 

or helping 

Par 3 survive 

the Great 
Recession, 

Alex Villarosa’s 
actions set 
the example 
for those 
around him.

Follow the leader
Story by Lauren Rathmell • Photography by Jacob Kepler

Villarosa joined the team in June 2005. 
At the time, Par 3 had one field technician 
running its construction business, but the 
jobs became too much for one person to 
handle. The company was about 10 years 
old, and the construction division at Par 3 
was made up of work generated from the 
company’s maintenance jobs. The division 
was bringing in about $250,000 a month.

Villarosa jumped in wearing as may hats 
as he could to get jobs done. “He was work-

ing with the design team, out in the field, 
even collecting payments on jobs,” says 
Shawn Buckley, owner of Par 3 Landscape.

But he really showed his worth during 
the economic downturn.

The industry in Vegas was hit hard, and 
no one could secure jobs like they used to.

For Villarosa, it meant he just had to 
work a little harder.

He was able to stay on top of his business 
by leveraging his good client relationships 
and focusing on the jobs that weren’t hit as 
hard, like HOA contracts and hotels.

“Even though the recession hit, a lot of 
HOAs had a reserve to where they could 
still spend money to renovate the prop­
erty,” Villarosa says.

Villarosa says he can’t take all the credit, 
though.

“I couldn’t do it without my staff,” he 
says. “I don’t believe in the ‘I team,’ (I 
believe in) the ‘we team.’”
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• Location: Las Vegas

• Years in industry: 18

• What would you be doing for a career if you 
weren’t in landscaping? It’s hard to say, but 
maybe still industrial construction.

• What advice would you have for an owner 
on how to find and keep the best employees?
Value your employees like they are family.

• What’s the best lesson working in the 
industry has taught you? Treat people with 
respect, don’t over promise and under deliver.

• Why is Villarosa deserving of Employee of
the Year?: “He loves what he does, leads by 
example, truly cares about his employees, and 
deserves the credit for the success of his division.”
- Kam Brian, COO, Par 3 Landscape Management

The construction division re­
mained profitable and even grew 
in the unstable economy. Villarosa 
was able to run his crew of 100 guys 
without any layoffs.

Buckley credits Villarosa’s opti­
mism for the division’s success. “A lot 
of people were really depressed when 
the recession hit,” he says. “But Alex 
was always upbeat and that trickled 
down to the rest of the crew.”

Villarosa reminds his staff that 
just because he is the vice president 
of construction, he’s never too busy 
for them.

“I’m not a sidewalk manager who 
stands there with his hands in his 
pockets,” he says. “I’m in the field

with them asking what we can do 
to be more efficient. To keep my 
people motivated, I knew I had to 
lead by example.”

Villarosa graduated college with a 
degree in engineering and worked in 
industrial construction and mining. 
With his mining background, he 
can handle almost any equipment 
on the job.

“He’s not afraid to pick up a 
shovel,” Brian says. “He’s a guy that 
wears boots to work every day and 
visits every jobsite.”

Faith and family. When he’s 
not checking in on his crews or 
taking care of business at the office,
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ALEX VILLAROSA
PAR 3 LANDSCAPE MANAGEMENT

Pictured from left: 
Kari Miller, landscape 

architect, Alex Villarosa,
VP of construction 

and Art Blouin, field

Villarosa dedicates his time to his 
church community and family. 
With four kids ranging from ages 
20 to 12 (including twin boys), 
Villarosa and his wife of 23 years 
make family a priority.

A work-life balance is an impor­
tant value at Par 3 and Buckley says 
Villarosa is always sure to make it to 
family events.

“It’s about knowing your priori­
ties,” Villarosa says. “For me it goes 
God, family then work.” He leans 
on his Christian faith to stay focused 
on his job while at work and stay 
focused on his family while at home.

Outside of his job at Par 3, Vil­
larosa serves as an assistant minister 
in his church, regularly teaches 
Bible study and leads the youth 
congregation as a group counselor.

The support from the owners at 
Par 3 has also helped him balance 
his schedule. “It’s not an easy task. 
Sometimes I’m working more 
than 50 hours a week, and I attend 
church three times a week,” he says. 
“But the owners always express that 
family is a priority.”

Buckley says it’s hard to keep 
up watching Villarosa work, but 
he’s got his daily routine down to a 

specific structure. “He beats me into the office,” he says.
Villarosa spends his morning in his office. After that, he’s on the 

road the rest of day stopping by jobsites to check on crews.
“He runs his crew like they’re his family,” Buckley says. It’s not 

uncommon for Villarosa to spend time with his crews during a bar­
becue or take his supervisors fishing over the weekend.

“To me, that is a way to teach them ownership,” Villarosa says. “It’s 
showing them that they’re not just a warm body. Having a family- 
style relationship with my employees, we always encourage them that 
family is a very high priority in their life. There’s times we’ve had to 
work overtime to accelerate projects, but if an employee has a family 
event they have to go to, we tell them it’s ok.”

During company barbecues, the crew looks forward to Villarosa’s 
blessing before their meal. “It’s always such a heartfelt prayer,” Buck- 
ley says. “Everyone really looks forward to it every time.”

Villarosa also preaches the importance of integrity and service to 
his crew of about 110 field technicians. “They are the frontline of 
the company,” he says. “The clients may not always see me, but they

It’s unusual to have one person 
that is as universally loved 
and respected as Alex.

- Kam Brian, COO, Par 3 Landscape

always see them, so I need to lead 
by example.”

Giving back. Buckley says 
Villarosa is always bringing chari­
table opportunities to Par 3. 
When the city came together to 
build a memorial for the victims 
of the Las Vegas shooting last 
year, Villarosa was determined 
to be involved. “I don’t really go 
out and look for the projects,” he 
says. “But people in the industry 
bring ideas to us.”

Someone approached Par 3 
about the memorial project, and 
Villarosa reached out to his ven­
dors to share the task. “I use Par 
3 as part of a team (when it comes 
to charity work) and see if our 
vendors are willing to participate. 
I’ve been able to establish loyalty 
not only with our customers, but 
with our vendors and that’s a very 
important thing when it comes to 
these kinds of projects.”

Buckley says he was the first to 
get involved. Currently, Par 3 is 
working on a long-term mainte­
nance plan for the memorial. The 
company recently went back to 
trim, thin and lace all the trees 
that were planted in October.

Villarosa and his team also 
offered their services to a local 
at-risk school last year. They 
designed and transformed a ce­
ment lot into a playground for 
the students.

Beyond the charity work, 
Villarosa says he has been able 
to borrow equipment from his 
company to do work for his 
church. Recently, he used equip­

ment to help clear a vacant lot 
to make overflow parking for 
the food pantry ministry at his 
church. A vendor also helped to 
supply truckloads of material for 
the parking lot.

Measurable impact. Vil­
larosa speaks English and Span­
ish fluently, along with his first 
language, Tagalog. (He was born 
in Manila, Philippines, and im­
migrated to Nevada as a child).

“The rapport that he has with 
his guys might be the most im­
pressive thing about him,” Brian 
says. “He genuinely cares about 
those guys. Consequently, I think 
his crews are a lot more produc­
tive. The numbers don’t lie.”

From an upper-level perspec­
tive, Par 3 has fewer accidents 
and safety issues and fewer jobs 
that go over budget or schedule 
on the construction side com­
pared to the maintenance side.

“You’d think that would be 
just the opposite,” Brian says. 
“On the maintenance side you’re 
doing smaller jobs. The contrast 
for me is on the construction 
side, you have a tighter organiza­
tion. Everything runs smoothly, 
because they follow the lead of 
their division head.”

That type of leadership is no­
ticed across the company.

“Even in a company of nearly 
500 employees, it’s unusual to 
have one person that is as uni­
versally loved and respected as 
Alex,” Brian says. “He’s one of 
a kind and an indispensable part 
of our success.” r
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BEN WRIGHT
CANOPY LAWN CARE

. JOB DONE ,
WRIGHT

From housing employees to officiating a wedding,
there isn’t much Ben Wright won’t do 

for the staff at Canopy Lawn Care.
Story by Megan Smalley
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here’s one thing Ben 
Wright tries to do 
every day at his job as 
operations manager of 
North Carolina-based 
Canopy Lawn Care - 
put the people first. 

“We have employ­
ees who are people and people have a lot of 
things that go on personally,” Wright says. 
“Marriages, kids, illness. I really try to be a 
part of that.”

And he does. Wright’s co-workers say 
he takes time to invest in employees at 
Canopy. They say he has helped employees 
find counselors for marriage issues. He 
visits co-workers when they are sick in the 
hospital and brings meals to their families. 
If a co-worker has a substance abuse issue, 
Wright personally helps them by finding 
them outside support and providing them 
with accountability to stay clean on the job.

Wright even took personal time and 
resources to house a Canopy employee who 
needed a place to stay for a season.

“I learned that (a Canopy employee) was 
sleeping on different peoples’ couches and 
oftentimes sleeping in homeless shelters,” 
Wright says. “I started thinking about what 
it would look like if he came and lived with 
(my family) for a season.”

After his wife and kids agreed, Wright 
invited his co-worker to live with them.

“It was a sacrifice,” he says. “But to me, it 
was really neat for my wife and kids to get 
to know him and to show my kids what’s 
important in life - someone is in need, you 
provide them with resources you have.”

Canopy Owner Hunt Davis says the 
employees all take notice of his compassion. 
One employee even asked Wright to offici­
ate his wedding.

“One of our guys in the field had gone 
through some life stuff and Ben took such
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BEN WRIGHT
CANOPY LAWN CARE

4% To learn about the three-day training 
program Ben Wright helped start, visit 
lawnandlandscape.com and under the 
“resources” tab, click “web extras.”

good care of him that the guy asked Ben to 
officiate his wedding,” Davis says. “That’s 
evidence that Ben cares for our folks and 
relates with them and has an effect on them.”

Rethinking landscaping. Wright always 
knew he wanted to pursue a career that was 
tied to the outdoors. His father managed a 
Young Life high school camp in the moun­

The first rule of college: go to class

F
ounder’s Way on the campus of East Carolina 

University gets students to class on time—by 

foot or bike—with colorful clay pavers that replace 

an unsightly asphalt street, alleys and parking lots.
It’s all done with one versatile

product—authentic clay pavers—in five colors.
English Edge Full Range and Pathway Full Range

pavers make up the pedestrian right-of-way, while Georgian 

Edge Buff pavers comprise the cycling lanes, with English 

Edge Autumn directional arrows and English Edge Dark 

Accent dividing lines.
Fired at 2000°, the colors are permanent and will hold up 

for generations of traffic while complementing the school’s 
historic brick buildings nearby.

Our colors inspire designers and architects to make any 

hardscape more creative and functional.
Read more project details at: PineHallBrick.com/LL

PINE HALL BRICK
AUTHENTIC CLAY PAVERS

World’s largest supplier of clay pavers.

Landscape design by Colejenest & Stone. 
Pavers: English Edge Full Range, Pathway Full 
Range, English Edge Dark Accent, English 
Edge Autumn and Georgian Edge Buff.

tains of North Carolina. Wright often went 
with his father to the camp in summer. He 
recalls watching the students and volunteers 
at the camp collaborate to serve one another. 
He says the camp shaped character and gave 
him a love for the outdoors. “It was a power­
ful sort of molding experience for who I am 
today,” he says.

So, in college, he majored in landscaping 
and horticulture and then pursued it as a 
career. After college, he was offered a job to 
design Peace Haven Farms, a farm commu­
nity that would help people with disabilities. 
“He hired me to design the community farm 
and build it out from scratch,” Wright says.

When that job was done, he transitioned 
to work as a design/build manager for a 
landscaping company near Raleigh, North 
Carolina. But Wright didn’t stay there long 
- Davis approached him in 2014 to see if he 
would help him start Canopy Lawn Care.

“(Hunt’s) background is not in landscap­
ing,” Wright says. “But he experienced things 
from the customer side of landscaping and felt 
the pain of hiring good, reliable contractors to 
maintain his home. He started thinking about 
that and how to make the process easier, more 
convenient. With Canopy, it was really about 
rethinking (landscaping) as a whole for the 
customer, and that was appealing to me.”

So, Wright joined Davis at Canopy. 
Wright served as a “landscape expert” to 
Canopy when plans for the residential main­
tenance company were being developed.

Co-workers say Wright helped make the 
company’s motto, SERVE, which stands for 
Strive for excellence, Exceed expectations, 
Represent ourselves well, Value others and 
Enjoy what we do.

“Ben introduced this idea of being a servant 
to Canopy, which is not surprising because 
that’s him,” says Josh Nance, operations 
manager at Canopy. “He’s a true servant of 
the people.”

Face for recruiting. For many at Canopy, 
Wright was one of the first people they got 
to know. “When he started (at Canopy), he 
joined as our director of operations, but he 
created every role in the organization chart,”
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BEN WRIGHT
JSji F CANOPY LAWN CAREFT

• Location: Cary, North Carolina

• Years in industry: 10

• What would you be doing for a career if you 
weren’t in landscaping? Farming and teaching.

• What advice would you have for an owner on how 
to find and keep the best employees? Get to know 
your employees on a personal level. Dig into their lives 
and know their joys, their struggles, their families.

• What’s the best lesson working in the industry 
has taught you? It’s a people industry. If you take 
care of the people, the people will take care of the 
business.

• Why is Wright deserving of Employee of the
Year?: “It’s hard to imagine being anywhere close 
to where we are now without Ben. He’s helped to 
facilitate so much of what we’ve done.’’
- Josh Nance, operations manager, Canopy Lawn Care

Davis says. “He performed each role 
himself to sort of create it and then he 
hired someone into that role.”

To fill jobs, co-workers say Wright 
would meet people in-person to recruit 
them. John Falasz had that experience 
when he was hired at Canopy in 2016. 
Falasz had worked for another land­
scaping company in Raleigh. While 
Falasz was in the middle of mowing 
outside an office building, Wright 
walked out of the building and struck 
up a conversation with him.

“He was asking if I liked walk- 
behind mowers or hydraulic,” Falasz 
says. “Then he said, ‘If you ever feel 
like you need a change...’ and he 
handed me a business card for Cano­
py. Nobody had ever approached me 
like that before.”

One week later, Falasz’ company 
told him he was getting laid off and 
he was out of a job. So, he picked up 
Wright’s business card and to see if 
his offer was still valid. Shortly after, 
Wright hired Falasz to work on the 
Canopy Pro field team.

“Ben and I hit it off from the begin­
ning,” Falasz says. “I was excited, and 
I’ve had that excitement ever since.”

Wright says training and develop­
ing Canopy employees is one of his 
favorite parts of the job. He says his 
ultimate goal is to eventually train 
someone so well that he will be 
“worked out of a job.”

“It’s all about developing people,” 
he says. “Like multiplying yourself 
and working yourself out of a job. 
That’s my goal every day.”

THE MISSING PIECE OF YOUR PROGRAM IS HERE.

“REALLY GOOD
S*@%!”

MATT MARTIN, The Grass Factor, Knoxville, Tenn.

Fast Track Phone:
712-339-1290

buygroundeffect.com
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INNOVATIVE ATTACHMENTS
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Relax.
We make managing your fleet easier.

Do you have problems with:

HIGH FUEL & LABOR COSTS
a

TRACKING VEHICLE MAINTENANCE

MONITORING DRIVER BEHAVIOR
s

PROVIDING PROOF OF SERVICE

We have the solution to these challenges

INSIGHT

Reduce Costs. Reduce Risk. Reduce Frustration. 

Tailored GPS Tracking Solutions

® 877-477-2690 © GPSINSIGHT.COM
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From Spanish 

teacher to vice 

president of HR,
Maureen Scheitz 

is a continuous 
learner who strives 

to become an 
expert on the topics 

she’s studying 
to help her 

company grow.

A J
B / e’ve got a ma­

jor problem,”
Maureen Scheitz told Acres Group 
owner Jim Schwantz on the morn­
ing she learned the company might 
not get all of its H-2B workers this 
summer.

Scheitz found out that the com­
pany would get a few dozen foremen 
through the H-2B program, but not 
the workers it anticipated. Sherman 
Fields, vice president of marketing 
at Acres Group, says making up the 
loss of the H-2B workers would 
require a lot of additional recruiting 
locally and would potentially impact 
revenue for 2018. “That was a really 
bad day,” he says. PH

O
TO

S 
C

O
U

RT
E

S
Y 

O
F 

A
C

RE
S 

G
R

O
U

P



3M SAFETY GEAR

ENTER FOR YOUR CHANCE TO WIN

JUNES
SAFETY MONTH

June Safety Month is your chance to stock up on protective gear 
that helps you get the job done. Visit 3M.com/SafetyGiveaway 

and you could win $1,000 worth of 3M Safety Products.

NO PURCHASE NECESSARY TO ENTER OR WIN. Open only to legal residents of the 50 U5/DC, 18+ (19+ NE & AL, 21+ MS). 
Void where prohibited. Sweepstakes ends 11:59:59 p.m. CT on 7/15/18. Subject to the Official Rules available at 
3M.com/SafetyGiveaway. Sponsor: 3M Construction and Home Improvement Markets Division, St. Paul, MN 55144.

3M.com/SafetyGiveaway
3M.com/SafetyGiveaway


SAFETY MONTH.)
3M'“ WORKTUNES" WIRELESS 
HEARING PROTECTOR
Gearing up for a busy summer? Make safety 
work for you with trusted hearing protection 
that cordlessly streams your favorite sports, 
music and more. It's the easy and fun way 
to help protect your hearing on the job.

3M.com/Safetv

$ Bluetooth

© 3M 2018. All rights reserved. 3M and WorkTunes are trademarks of 3M. The Bluetooth* word mark and logo 
are registered trademarks owned by Bluetooth SIG, Inc. and any use of such marks by 3M is under license.

3M.com/Safetv


Each year, ASCAs members and suppliers descend 
on our nation’s capital to meet with our elected 
representatives to educate and discuss the needs and 
challenges our industry faces.

Our voices are being heard! In November, the ASCA 
was mentioned by Iowa Senator Chuck Grassley in a 
Senate hearing as a key reason to pass the Lawsuit Abuse 
Reduction Act (LARA).

Join the effort to change the industry this September.

2018 Federal Legislative Days

September 4 - 5, 2018

Renaissance Arlington Capital View Hotel 

Arlington, Virginia

All participants are invited to an optional cocktail hour 
and networking dinner. Cost: $49

Accredited Snow 
Contractors Association

Visit www.ascaonline.org/legislativeday 

for more information and to register!

http://www.ascaonline.org/legislativeday


MAUREEN SCHEITZ
ACRES GROUP

Location: Wauconda, Illinois

Years in the industry: 26

What would you be doing for a career if you 
weren’t in landscaping? Ministry-based job or in 
human resources in another industry.

What advice would you have for an owner on how 
to find and keep the best employees? Hire for the 
culture fit and character. To keep them, involve them 
and give them latitude to make a difference.

What’s the best lesson working in the industry has 
taught you? When things seem to be getting more 
difficult than they need to be, go back to green-side up.

Why is Scheitz deserving of Employee of the 
Year? “She cares about Acres and the people 
she works with far past what most people are 
willing to sacrifice.”
- Sherm Fields, VP of marketing at Acres Group

After sharing the bad news with 
people, Scheitz spent that day 
planning an emergency executive 
meeting for the following morning. 
She says she put together a list of 
everything that needed to be done 
from both a recruiting standpoint 
and a business perspective to man­
age the situation. Then, she com­
municated with managers on what 
they could do to resolve the labor 
issue, so they could prepare for the 
executive meeting.

The next day, people gathered for 
Scheitz’ emergency meeting. Fields 
says he remembers walking into 
the meeting with an expectation of 
doom-and-gloom.

“I remember walking into the 
meeting right when it was starting,”

he says. “Everybody in the room 
was happy. I remember thinking, 
‘Why is everyone happy?’ Jim looks 
up and says, ‘Did you hear?’ I’m 
like, ‘Hear what?’ He says, ‘We got 
‘em!’ We found out right in time 
that our workers were confirmed. 
And that’s all Maureen — she did 
everything exactly right.”

Thirty minutes before the meet­
ing, Scheitz had received an email 
confirming paperwork for Acres 
Group was received in the mail 
and that the company would get its 
200-plus H-2B workers. She says 
that news was an answered prayer. 
“There’s no way on God’s earth we 
would have found over 200 labor­
ers,” she says.

Co-workers say Scheitz serves
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Register for a tour or workshop 
just for Landscapers

Nursery and Landscape Tour | Saturday July 14
Landscape Cost Accounting Workshop: It Cost What?! 

Getting Down to the True Costs of Your Business | Saturday, July 14

w July 14-17,2018
Greater Columbus Convention Center, 

Columbus, Ohio USA 

AmericanHort.org/Cnllivate

AmericanHorf

Cultivate: An event for the entire green industry.

Perform better, grow faster, and prepare for the future as a member of AmericanHort, the green industry's leading association. 
Experience where it all comes together at Cultivate, the industry's premier event for new knowledge, products, varieties, and 
connections. Join us, you'll dig it. AmericanHort.org/Join
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She has performed at an extremely 
high quotient throughout her career, 
but perhaps at the highest level in 2017.

- Sherm Fields, vice president of marketing, Acres Group

as Acres Group’s expert on all- 
things H-2B. She even imple­
mented the program at the com­
pany 15 years ago. She started 
small, applying for a handful 
of H-2B workers. Today, the 
program has grown to where 
the company receives a couple 
hundred workers every year.

“She jumped in and I really 
believe has become an expert and 
an advocate for comprehensive 
immigration reform in the H-2B 
program,” he says.

Career change. Early in 
Scheitz’ career, she didn’t in­
tend to join Acres Group, the 
landscaping industry or HR. She 
started her career as a high school

Spanish teacher in Palatine, Illi­
nois. However, a sabbatical and 
an illness quickly changed things 
around for her career.

“I was going to take a year 
sabbatical to get my master’s 
degree in Spain, but I got sick,” 
she says. “The school I worked at 
had already replaced me for the 
year, so I needed to find a job.”

She knew some people who 
worked at Acres Group in 
Waucanda, Illinois, including 
Schwantz, so she applied for a 
foreman position.

“I thought, T’d love to work 
outdoors. This would be a great 
one-year thing,”’ she says.

When Scheitz went in to inter­
view at Acres Group, Schwantz

was in the process of forming 
a human resources department 
with a consultant. After the 
interview, both Schwantz and 
the consultant thought Scheitz 
would be the perfect candidate 
to help take on that challenge.

She did, too, so Schwantz had 
her make a two-year commit­
ment to the job.

What started as a two-year job 
turned into a 26-year career. Over 
the years, Schwantz says she wrote 
thorough company policies and 
all job descriptions for the posi­
tions at Acres Group.

As the company grew from $5 
million in revenue when she was 
hired to more than $50 million 
in revenue by 2018, Schwantz

says the policies she put in place 
have been critical. The company 
ranked 29th on Lawn & Land­
scape’s Top 100 List in 2018.

“We run by these policies and 
procedures,” he says. “Without 
her detailedness to these policies, 
we would never be the size we 
are today.”

While managing an HR de­
partment is a different career 
than what Scheitz intended, it 
had a few of the same elements 
she always enjoyed.

“I definitely enjoyed school,” 
Scheitz says. “I was a lifelong 
learner. Honesdy, that’s what kept 
me at Acres - continual learning 
and continual challenge. There 
was always something new.”

Introducing our 
new, custom post 
protection—the 
Fence Armor®

PATRIOTIC
EDITION
Ideal for fence, mailbox or sign 
posts, every Fence Armor® is made 
using the highest quality galvanized 
steel and powder coated finishes.

So whether you choose our 16" tall 
Patriotic Edition for added curb 
appeal, or customize it with your 
house number, you’re guaranteed 
the best post protection on 
the market.

Prevent. Protect. 
Prolong—in True 
Patriotic Style.

ARMOR

To order call, 888-289-5617 
or visit FenceArmor.com

North American 
Fence Contractors 
Association

Fully retractable 
In 15 seconds 

from the comfort 
of your seat

UPF 50+ Rating - 
Blocking over 98% 
of harmful UV Rays

The Switchback is the only 
zero turn canopy to be fully 
retractable from the comfort 
of your seat. Easily retractable 
or deployed in just 15 seconds, 
the Switchback won't slow you
down in the face of limbs or brush.

Because protecting your workers 
from the dangers of the Sun is 
our priority, the Switchback is

Able to ride with 
the roll bar down

Safe to trailer 
at up to 50 MPH
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MAUREEN SCHEITZ
ACRES GROUP

I was a lifelong learner. Honestly, 
that’s what kept me at Acres - continual 
learning and continual challenge.

- Maureen Scheitz, vice president of HR, Acres Group

No stone unturned. As vice 
president of HR, recruitment is 
a primary task Scheitz oversees. 
Although she has a team of seven 
people who help her, co-workers 
say she comes up with the vari­
ous recruitment efforts.

Scheitz lists off a slew of 
recruitment ideas she’s tried in 
recent years:

• Road signs
• Fliers in communities
• Attending Cinco de Mayo 

and Mexican Independence 
Day events

• Recruiting at grocery stores 
and churches

• Posting jobs on Indeed
• Sharing job opportunities 

with local media

• Sending e-blasts to poten­
tial job candidates

• Attending job fairs
• Recruiting at local universi­

ties or community colleges
• Presentations at high schools
“There is turnover in this

industry and to hire for growth 
takes a lot of creativity and a 
lot of different ways to do it,” 
Fields says. “She’s not afraid to 
pursue new ideas. She leaves no 
stone unturned.”

In the past, Scheitz says she’s 
even asked some of Acres Group’s 
foremen who play on community 
soccer teams to hand out fliers to 
their teammates at games.

Scheitz stays proactive, too, 
playing a role in the Illinois

Landscape Contractors Associa­
tion’s (ILCA) Future Landscape 
Industry Professionals (FLIP) 
committee. Through FLIP, 
Scheitz attends school coun­
selor’s conferences to educate 
counselors on job opportunities 
in landscaping.

Then, H-2B is another big 
area of Scheitz’ expertise, as she 
helped initiate the program at 
Acres Group. Co-workers say she 
proactively lobbies with ILCA 
to Illinois state senators and oc­
casionally in Washington, D.C., 
to help pass H-2B reform. And 
Scheitz, in turn, tries to get all 
Acres Group workers involved 
in this process, too.

She sometimes uses com­

pany meetings as a time to 
have workers reach out to state 
senators. “I used this as an ice­
breaker at one meeting, saying, 
‘Hey everyone, get out your 
computers. Let’s email senators 
together,”’ she says.

Scheitz says all these recruiting 
avenues are absolutely necessary.

“The crazy thing is we’ve 
tracked where we’re getting our 
people from and it’s a little bit 
from every one of these areas,” 
she says. “There’s no grand-slam 
success. It’s the employing of 
multiple tactics, and each one 
providing small results.”

Best year ever. Throughout 
her career, Scheitz has always

CONSISTENTLY SHARPENED
y alley Green

" Professional Turf Products
For ALLYour Lawn Care Needs

New England’s Largest Local Seed Company

Turf Seed
Custom Seed Blending 
Fertilizers & Combos 
Turf Control Products 
Golf & Sports Field
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800-862-0089
800-759-2018
866-830-5909
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Inconsistent angles greatly 
reduces the life of the mower 
blade and provides a poor cut of 
the turf itself.

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

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

MAG-9000 Sharpener shown

17*0*3 with Lambda-Cyhalothrin
Look at a label of any Allectus product .125% Imidacloprid 
17-0-3 Mallet with Lambda contains 2% Imidacloprid 60% MORE! 
All Allectus products contain .1% Bifenthrin
17-0-3 Mallet with Lambda contains .04% Lambda Cyhalothrin 
which is equal to .2% Bifenthrin 100% MORE!

What does this mean? 17-0-3 Mallet with Lambda covers 14,000 sq. ft. 
with a full rate of Imidacloprid and Synthetic Pyrethroid (Bifenthrin 
equivalent) Allectus products only cover 9,000 sq. ft.

Know what’s in the bag. Get more from Valley Green

• 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
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MAUREEN SCHEITZ
ACRES GROUP

done well at her job, but Fields 
says 2017 may have been her 
best year to date.

“She has performed at an ex­
tremely high quotient through­
out her career, but perhaps at the

ABOVE: Scheitz, second from 
left, helps the Illinois Landscape 
Contractors Association with 
lobbying to state senators.

highest level in 2017,” he says. 
Fields mostly attributes that to

her success in safety and training. 
Last year, she formed a training 
committee to provide more 
training resources at the com­
pany. This doubled the number 
of hours of training that salaried 
employees received from 1,417 
hours in 2016 to 3,360 hours 

in 2017.
The improved training has 

also led to improved safety, 
which helped to lower insurance 
premiums. In 2017, the com­
pany’s worker’s compensation 
insurance premiums went down 
by $100,000.

Jeff Kelly, vice president of 
operations at Acres Group, says 
Scheitz promoted safety tailgates, 
weekly foreman safety talks and

monthly safety committee meet­
ings. He says she explained the 
numbers to crews so they could 
see the impact safety processes 
have on insurance costs. “She is re­
ally taking that knowledge of what 
the costs are and drives that into 
the production side,” Kelly says.

Scheitz says it has been reward­
ing to see the company’s safety 
record improve.

“It’s been really quite gratify­
ing when loss control reps come 
in to Acres Group and say, 
‘Wow, you guys have an exem­
plary safety program leading the 
industry with everything you 
have in place,”’ she says. “That 
took a lot of hard work and 
experimentation over years.”

WALK BEHIND 
SPREADERS

Covers Included 3 or 4 Wheels Available Carriers Available

Under *3,000 Breakthru Agitator AvailableCarriers Available

PowerSpreaders
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Quartix
Real-Time Vehicle Tracking

More than just vehicle tracking...
Time spent on site

• Start and finish times

• Total idling time

• Expected fuel usage

36 James McGuire
Started Driven On-site
7:56 am 56 mins 6:40 hrs

Special offer

1 month free
with

free installation 
and hardware

12 month contract | No auto-renewal | from $14.99/mth

Visit www.quartix.com or call 1-312-800-9883 

to schedule a free demo

http://www.quartix.com


Complete 
Lawn Grounds 

Maintenance 

hit a rough 

patch until 
Rick Anderson 

joined the 
team.

JUST IN 
TIME

Story by Lauren Rathmell

P
roductivity was failing 

so badly at David Bow­
man’s company that he 
recalls the exact day he 
realized things weren’t going well.

“It was April 21, 2010 - my 
daughter’s birthday,” he says. “I 
went to check on a job and the 
guys left the property without 
finishing.”

After trying to get to the bot­
tom of the situation, Bowman 
realized everyone was blaming 
someone else. “I told a supervisor 
to fire his whole crew,” he says.

He was down a huge portion of 
his workforce at Complete Lawn 
Grounds Maintenance in Win-
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RICK ANDERSON
COMPLETE LAWN 
GROUNDS MAINTENANCE

• Location: Winston-Salem, North Carolina

• Years in industry: 25

• What would you be doing for a career if you 
weren’t in landscaping? Trying to ride dirt bikes 
professionally.

• What advice would you have for an owner on 
how to find and keep the best employees? You’ll 
need to pay better than minimum wage and give 
them a set of goals.

• What’s the best lesson working in the industry 
has taught you? Be patient with employees and 
don’t give excuses.

• Why is Anderson deserving of Employee of the 
Year?: “(Hiring Rick) has been the best business 
decision I have made. I could go on and on but not 
describe all he does for this company.’’
- David Bowman, owner, Complete Lawn Grounds Maintenance

ston-Salem, North Carolina, trying 
to build his new home and spend 
time with his daughter who was sick 
in the hospital. “I had a meeting the 
next day, and a supervisor refused to 
show up,” he says. “I was down two 
supervisors. It was kind of a kick me 
when I’m down thing.”

But just as things seemed the 
darkest, Bowman recalled an old 
acquaintance who could help.

Rick Anderson had worked for 
a company that was subcontract­
ing for Bowman’s company, and 
the two had a good relationship. 
But Bowman’s company and the 
subcontracting company were at 
odds after a few rough months, 
and they ended up severing their 
business relationship.

“Rick is as loyal as the day is long,” 
Bowman says. “When we parted 
ways, I told him to keep me in mind.”

One day, as Bowman was doing 
some work on his house, a truck 
pulled up, and out walked Rick 
Anderson. “He told me they fired 
him,” Bowman says. “I couldn’t 
believe they’d let him go.”

While Bowman wasn’t quite 
ready to hire Anderson at the time, 
Anderson found a few other jobs 
to keep him busy. “I was working 
three part-time landscape jobs after 
that,” he says.

Now that Bowman had an open­
ing, he knew exactly who he wanted 
to hire.

“I didn’t have Rick’s phone num­
ber and I didn’t know exactly where

C O TE
LANDSCAPE PRODUCTS

‘J&SSP TOPDRESSER
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he lived,” he says. He knew 
what truck Anderson drove and 
he knew the neighborhood he 
lived in, so he spent an entire 
Sunday driving around looking 
for his house.

Bowman says, “(When I hired 
him) he told us if we could pay 
him the salary we offered, he 
wouldn’t ask for anything more. 
And he never has.”

No job too small. In order to 
hire Anderson, Bowman knew he 
would have to pay him a decent 
salary. “I figured I would cut back 
where I could,” he says. Bowman 
was able to offer Anderson twice 
as much as he was paying the 
previous supervisors.

On Anderson’s first day work­
ing for Bowman, he came in and 
completely reorganized the shop.

“He came in at a time when 
we really needed structure,” says 
Jackie Bowman, office manager 
and David’s mom. “He cleaned 
the shop, went to work fixing 
broken machines.”

The company was able to save 
money with a lot of the mainte­
nance work being done in house 
thanks to Anderson, and they 
didn’t have to cut back as much 
as they thought.

Complete Lawn Grounds 
Maintenance ran two crews when 
Anderson started with the com­
pany. Today it has four crews 
with four supervisors. Jackie says

©
Rick is as loyal 
as the day is 

long. When we 
parted ways, I 

told him to keep 
me in mind.

- David Bowman, 
owner, Complete Lawn 
Grounds Maintenance

Anderson does much more than 
his fair share as a supervisor.

“He does all the interviews, 
does all the paperwork,” she 
says. “I tell him all the time I can 
handle that, but he says, ‘Oh no, 
Jackie. I can do it.’”

Most of the 25 employees 
at the company have passed 
through Anderson since he 
handles any crew-related issues. 
“The guys joke that if you make 
it through Rick you can make it 
through anything,” David says.

When the company hires a 
new worker, Anderson is the 
first to take them out on the 
job. He pays attention to the 
new hire to get a feel for their 
personality and work ethic.

W/7

With 20+ years of industry leading experience, a 
Christmas Decor holiday decorating franchise is 
the perfect solution for seasonal business owners. 
Combined with our training, commercial grade 
product, and 24/7 support, your existing infrastructure 
gives you everything you need to turn the upcoming 
winter months into your most profitable yet.

Are You Pulling Winter Numbers Like These?

Average New Sale - $1,577 
Average Gross Sales*- $214,226 

Average Net Profit - 38%
*After 3 years in operation

www.christmasdecor.net/franchise | 800-687-9551
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RICK ANDERSON
COMPLETE LAWN 
GROUNDS MAINTENANCE

“I just watch them,” he says. “You know, 
if they see a piece of trash on the job and they 
walk on past it, that’s just something that 
shows maybe they aren’t the best worker.”

Moving lip. The company is hoping to 
move Anderson out of a supervisor role and 
give him a foreman position soon. “He’s a 
supervisor right now but he does more work

WHAT THEY HEAR

Communicating your vision to prospective customers 
has never been easier with PRO Landscape design software.

Start Speaking Their LanguageToday!

than that,” Jackie says.
The company has been able to grow 

large enough for more crews and more 
supervisors, and David says he’d like to see 
Anderson in a position that allows him to 
spend less time working on a job and more 
time overseeing all the jobs. Although Jackie 
says she thinks he will always want to have 
a hand in the “dirty work.”

At home, Anderson has a family and re­
cently became a grandfather, but that doesn’t 
seem to be slowing him down.

“His daughter was at the hospital getting 
ready to have a baby, so I told him to go on 
home,” David says. “But he told me, ‘I’m just 
going to go up there and wait,’ so he stayed 
at work as long as he could.”

If he’s not catching up on jobs on the 
weekend, Anderson enjoys kayaking with his 
family and riding dirt bikes. He says everyone 
in the family rides together, even if he doesn’t 
get out as much as he’d like.

Overdoing it. Anderson’s work ethic, 
while valuable, did cause him a bit of trouble 
about a year ago. Anderson was enjoying 
some time on the beach with his wife when 
she noticed a mark on his neck. He went to 
get it checked out and his doctors told him 
it was cancerous.

He underwent surgery to remove the mela­
noma tumor from his neck and was ordered 
to stay home for two weeks.

“He didn’t listen,” David says. “I would 
call to check on him and he would tell me he 
feels fine and he’s ready to get back to work.”

David worked out a deal with Anderson 
after a week of recovery. David suggested he 
ride around in one of the trucks, stay in the 
air conditioning and take it easy.

“I couldn’t sit in the house anymore,” An­
derson says. While he was working, he tried 
to move something in the shop and ended 
up busting his wound open.

After a trip to the hospital to get fixed up, 
he listened to the doctor and waited the full 
recovery time before he returned back to 
work like usual.

“He’s just a blessing,” Jackie says. “He’s 
always working, doing something.” >
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Isuzu NPR HD 4 Door with 19’ Dovetail Landscaper Body
* 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)

Isuzu NPR with 19’ Dovetail Landscaper Body
J297 HP Gas or 210 HP Diesfel 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 1 

A/C, P/S, PowerWindows & Locks, Tilt Wheel, Tow Package (.
(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, PowerWindows & 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, PowerWindows & 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, PowerWindows & Locks, Tilt Wheel, 
(Other Options And GVW Ratings Available)

HUGE INVENTORY!
NATIONWIDE DELIVERY OPTIONS!

VARIETY OF WORK READY TRUCKS IN STOCK!
INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!
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GETTING A GRASP,
A TATE START AND 
BREAKING RECORDS
We caught up with the Turnaround Tour 
winners in the first week of May 
to find out how the season started.

Stories by Brian Hom • Photos by Jon Arman

COMMERCIAL
CONFIDENCE

LAST TIME WE CHECKED IN: Gabe Lobato 
had been a bit hesitant about adding more commercial 
work and wanted to focus on growing only residential 
accounts. On top of that, the one commercial property 
Tucson, Arizona-based La Cholla Landscaping did 
have made Lobato feel a bit overwhelmed. After having 
to cut ties with his brother, who was going to be in 
charge of growing commercial sales, he had planned 
on turning to an automated calling program to set up 
appointments with commercial property managers.

LATEST UPDATE After a few months managing 
his lone commercial property, Lobato has relaxed a bit 
and feels like he has a grasp on the job. He says the 
change occurred after taking a walkthrough with the 
client about a month after starting work on the job.

“To walk through, see her reactions, to see her feel as 
opposed to wondering - because you could never guess 
what they're feeling or thinking or hearing back from 
the tenants on the property,” he says. “But to actually 
have them one-on-one walking through, it definitely 
is a great thing to do within one to two months after 
taking a new property.”

In addition, he got a better grasp on how to quote 
enhancement work in a proposal for the property, on 
top of the work the company is currently performing.

“There are some things with variables and verbiage 
that I needed help or assistance with - how to navigate

that in a contract or proposal wise for 
those enhancements,” he says.

One lesson Lobato learned when bid­
ding commercial work is that you find 
out the pain points the property manager 
had with the previous landscaper.

“One of the biggest pain points on 
this property was not managing the irri­
gation system, monitoring and repairing 
it the way it should be,” he says. “So that 
was one of the big things to be able to 
walk through and identify repairs that 
we’ve done, but then to also see the fact 
that there are still repairs popping up. 
Then in the conversation meeting with 
her, discovering ‘Okay, this system is as 
old as the building, and the buildings are 
probably around 30 years old.’”

Lobato received approval to fix the 
irrigation systems next year, although

the property manager is trying to work 
out something to get the work started 
this year.

The success with the current property 
has helped him gain confidence on add­
ing commercial property.

HARVESTER’S TAKE: Arman 
and Laflamme would like to see 
Lobato implement the calling program 
sooner than later to get more leads on 
commercial work. While he is gaining 
more confidence on the commercial side, 
they’d still like him to visit a company 
similar to his size who is succeeding at 
commercial services, and visit industry 
trade shows to meet more landscapers.

“Most landscapers are visual and 
like to hear it from their brethren,” 
Laflamme says, ()
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LAZER Z DIESEL
THE ALL-NEW 

DIESEL LINE-UP

EXMARK RAISES THE BAR FOR COMMERCIAL ZERO-TURN 
PRODUCTIVITY WITH THE 2018 LAZER Z DIESEL LINE-UP.
Available with a new 96-inch UltraCut Rear Discharge with Flex 
Wing cutting deck and state of the art RED Technology-equipped 
Yanmar liquid-cooled diesel engines, the new machine is capable 
of cutting more than 10-acres per hour.* Lazer Z Diesel models are 
also available with a choice of 60- or 72-inch UltraCut cutting decks, 
in side- or rear-discharge configurations.
$ 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 of zero-turn mowers.*

*Many manufacturers use 100% efficiency ratings for sale purposes. Exmark believes an 80% efficiency rating is more 
representative of actual mowing conditions, as it allows for turns and overlapping. Formulas for calculating acres per hour: 
100% efficiency: MPH x width of cut -5- 99 = acres per hour 180% efficiency: MPH x width of cut -5-124 = acres per hour 
tBased 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 H 3
ASK YOUR EXMARK DEALER ABOUT OUR FLEET PURCHASE DISCOUNT PROGRAM
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HUMMING ALONG
LAST TIME WE CHECKED IN: An
ankle injury forced Mould to step away 
from doing physical labor on jobs but left 
him more time to sell for Panama, City- 
based New Visions Lawn & Landscape.

Even before the ankle injury, the 
company was growing at a rapid rate, 
maybe too rapid, but Mould and Tucker 
felt like they had a better grasp on the 
growth.

LATEST UPDATES: It was a record 
breaking month in March for Tiffany Tucker 
and Michael Mould. The duo had their 
highest grossing revenue month since taking 
over the company in 2016.

While there were many factors to the 
success, Mould says he is free to sell more 
jobs because they now have a foreman to 
manage paver jobs, which Mould was doing 
previously.

“All day yesterday, I went and talked to 12 
customers, and I sold to 10 of them,” he says. 
“But also what it did was led me to be able 
to cold call commercial properties, and every

one of them is under contract, but what I did 
is I made myself available to get calls when 
the contract expires.”

Mould is targeting big properties that can 
bring in good revenue and are in fairly good 
condition; not ones that would take a while 
to get to average.

Mould also purchased training videos from 
the University of Georgia a few months ago, 
and finally found time to block out time for 
his employees to watch them.

“We cleared out the day for a Saturday, 
and we got them together, and just watched 
every film,” he says. “We talked over how it 
applied to us, and some of the shortcomings 
that we've been dealing with and everything 
like that. It was all recognized, and it made 
sense to everybody.”

He was impressed by how up-to-date the 
videos were with modern technology. The 
most important takeaway from the videos, 
Mould says, was how they focused on every­
one’s role in a company.

“I wanted to get through to them that 
they're very important. Right underneath the

customers, they’re the most important thing. 
In the video, it kind of went through how a 
business works, and they needed to hear that.”

Mould says business has been going well 
because of the immediacy the company acts 
on ideas.

“Tiffany and I have really stayed on top of 
stuff, and there’s no room for procrastination. 
We handle stuff right there in the moment. 
When thoughts come into our head, we act 
on them, and stuff like that,” he says.

“Us acting on the stuff that comes up to 
us and potential customers and really getting 
right to it, it blows the customer’s mind. 
They’re like ‘Wow. We’ve been trying to get 
ahold of somebody for three weeks now.’”

While hiring is still a challenge, Mould also 
wants to focus on improving the quality of the 
work the company does. He hopes adding a 
third truck and moving to three two-person 
crews will help.

“We took a little hit on the growth, making 
sure that the jobs are getting done right, hav­
ing to send the guys back if need be,” he says.

“Overall we’re still at 49 percent growth, 
but we would be somewhere close to 60 if 
it was running the way that I’m saying. If 
the work load was spread out a little more, 
dispersed a little more, I think the margin 
would be a little bit higher.”

HARVESTER’S TAKE: New Visions 
is doing well and sales don’t seem to be a 
problem, but Arman and Laflamme would 
like Mould and Tucker to improve recruiting 
since they have exhausted all current avenues.

The duo should tap into the Hispanic 
community for workers, and can try 
developing a relationship with one or two 
people in the community and offer them a 
referral fee for anyone they recommend who 
gets hired.

Arman and Laflamme also recommend 
visiting a Hispanic church and ask if they 
had a job board and leave a flyer there, but 
also ask if the church needs anything they can 
help them with.

“You don’t want to just take and take, you 
need to give back,” Arman says. “You want to 
build a long-term relationship.” < )
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You want to get more jobs done in less time.
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plan more efficiently and increase productivity.
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NOT AN IDEAL START
LAST TIME WE CHECKED IN:
LaMont Hess and Kimberly Rowe took the 
plunge and sent letters to customers notifying 
them of price increases and that the company 
would be switching to a prepay systems for 
mowing services. These moves helped with 
both cash flow and increasing profits. They 
were looking to add more employees to the 
payroll, as well.

LATEST UPDATES: It hasn’t been the 
best start for Hess and Rowe in their first 
spring of owning Outdoor Expressions in 
Harrisburg, Pennsylvania.

The cold and rainy weather forced Hess 
to start his workers later in the season than 
he wanted.

“I didn’t bring anybody back until about 
the 5 th of April, which was late, because we 
were cold,” Hess says. “So, everybody was laid 
off. And that was technically late.”

Once brought back, employees worked 
on spring cleanups of two big home owner 
associations but one of the properties took 
longer to finish than anticipated.

Lack of labor also cause the difficult start. 
Hess is still looking for more employees and 
will be speaking with 11 qualified candidates 
he found through a job posting on 
Indeed.com.

Hess had some luck using a temp service, 
which he thought would be too expensive, 
but after crunching the numbers, had a 
change of opinion.

“If you do use a temp service and you do 
find a good person, it’s really not that bad 
of a deal ... for that entire time they’re not 
on your worker’s comp, they’re not on any 
payroll taxes or anything,” he says.

Hess says the company probably won’t 
make their goal of $450,000 by the end of the 
year, but he is optimistic the company can get 
to 70 percent of that goal. One contributing 
factor on falling short was lack of snow. Hess 
says his area only had five snow events this 
year, which didn’t net him much business.

“One thing I learned from some of my 
people that have snow contracts is they have 
retail stores and offices that needed to be 
salted,” Hess says. “They were able to make

money on that. I only have HOAs and resi­
dential. Nobody wanted me to bring any salt 
up. So, all I did was do snow.

“If I’m going to survive winter doing snow 
removal, I need to have some contracts - so 
some offices, or hospitals, or hospices, or 
assisted living, or something like that where 
the employees have to come to work and 
somebody needs to have salt on their side­
walks and in the parking lot. Because we had 
a lot of freeze, a lot of ice this winter, but very 
little snow.”

But it’s not all doom and gloom. Hess is 
continuing to get solid leads from visiting of­
fices and leaving his tape measure/marketing 
tool, which asks, “How does your landscaper 
measure up.”

He also adjusted his bids after losing jobs 
to lower bidders. He needed to lower the 
margins on mowing, but increase on the 
enhancement work.

“I think we really have work for my en­
hancement crew through the month of June 
already pretty much booked up,” he says. 
“So that’s very promising because last year 
when we first took over, we didn’t have any 
enhancement work.”

HARVESTER’S TAKE: Outdoor 
Expressions should have started advertising 
sooner for new jobs, right after Thanksgiving 
to help hit their sales goal. As far as weather 
delays in the season, Arman and Laflamme 
advise working on equipment and cleaning 
the shop during the time you can’t get out 
and work. To aid in recruiting, visit places 
where Hess thinks good recruits might be 
living or working.

“He’s going the electronic way (for hiring) 
which is OK,” Arman says. “That’s a good 
start. But I would physically drive through 
areas where (potential employees) live and 
find a trustworthy guy to be a recruiter.”

They also recommend making some 
changes to improve the culture at the com­
pany, such as creating a career ladder so 
employees can see how they can grow.

“Money isn’t everything, but it certainly 
helps,” Arman says. “You have to have 
enough bait to bait them with.” ( )
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HEY’RE BOLD AND 

HUNGRY - and as de­
velopment strips away 
their natural foraging ar­
eas, the landscape is a logi­

cal buffet for deer. So, they creep in. 
Actually, they leap over fences and 
parade in prancing lines looking 
for a snack. Those hostas? A hardy 
salad. The supposedly deer-resistant 
perennials? Maybe not the tastiest, 
but they’ll do.

“There is a high demand for deer 
control services because deer are 
getting braver, and as we continue 
to build and take away their en­
vironments, they are coming into 
ours,” says Edward Thomas, general 
manager at Horizon Landscape in 
Wyckoff, New Jersey.

Deer control has grown as a 
service at Horizon Landscape, and 
the service is marketed especially to 
clients who purchase seasonal color 
programs since annuals tend to be 
more attractive to deer, rabbits and 
other critters like squirrels.

Chris Markham’s company, New 
Jersey Deer Control, is dedicated 
to keeping the forest friends off of 
landscaping. “We used to do a lot of 
native landscaping for people - build­
ing hummingbird gardens at people’s 
houses - and the deer were eating 
everything,” he says, noting that the 
deer population exploded between 
the mid-1980s and mid-2000s. “Deer 
were affecting my projects, and I was 
using store-bought products that 
weren’t effective.”

So, Markham did some research 
and created his own repellent that is 
mixed every morning and applied 
by his team of about 16 employees.

“A lot of landscapers try to do 
deer control by going to the store 
and buying products off the shelf, 
and a lot of them give up on the ©
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service because it’s not effective 
for them,” he says.

Now that Markham’s company 
only does deer control, he partners 
with landscape firms to serve as a 
subcontracted specialist.

Horizon Landscape uses a range 
of commercially produced repel­
lents, switching up their products 
so deer don’t get accustomed to 
the taste. In spring, a granular 
repellent along with a spray deters 
deer for longer, Thomas says, 
adding that the granular adds an 
extra mode of protection during 
the rainy months.

Deer control can be a frustrat­
ing pursuit for landscape contrac­
tors, but Markham and Thomas 
have strategies in place that are 
getting results.

BORDER CONTROL. Markham says 
the main focus when spraying is 
the property’s perimeter because a 
spray on the border reminds deer 
the area is off-limits, he says.

Deer are creatures of habit, 
Markham reminds. “If you’ve 
seen the way they cross properties, 
their trails are called ‘deer paths’ 
for a reason. They like to travel 
the same route, and if you can 
alter their patterns and discourage 
them from the property, that’s 
half the battle right there.”

There are no guarantees, 
Markham adds. But he does get 
mostly positive results when his 
team treats property perimeters.

DEER-RESISTANT PLANTS. These 
help, but remember, “Deer-resis­
tant does not equal deer-proof,” 
Markham says.

Research plants before you 
put them in the ground, Thomas 
says. Deer-resistant plants in New 
Jersey are different than deer- 
resistant plants in Ohio.

Thomas also emphasizes what 
deer-resistant means: “They won’t 
go to those plants first. A lot of 
deer are attracted to properties by 
their sense of smell,” he says. “That 
is their No. 1 tool when seeking 
plants - not by vision, by smell.”

Strong-scented perennials like 
lavender and some herbs naturally 
repel deer, as do thorny plants like 
barberry. But there are no guaran­
tees. “The most effective way to 
stop deer is install a 9-foot fence 
on your property,” Thomas says.

BUILD A BARRIER. Fences have to 
be about 9 feet to be effective. 
“Some people in our area will 
install chain-link fences and do 
a mesh net above that to extend 
the height so deer won’t jump in,” 
Thomas says.

Another layer of protection: 
Install tall, dense evergreen 
hedges like boxwood or short- 
needled spruce.

Markham says sonic sensors 
and sprinkler devices activated by 
motion sensors can help. “Some 
can be effective, but deer get 
acclimated to these things very 
quickly,” he says. The fence is the 
only sure-fire way to stop deer.

GUARANTEED TO WORK? Manag­
ing expectations is key to helping 
customers understand how deer 
control services work, which is 
why Markham educates clients. 
What he wants people to know is: 
the higher the deer population, the 
less deer-resistant plants will be.

Thomas thinks high deer popu­
lations are good for this service.

“People spend a lot of money 
on their landscaping - and a lot of 
these properties are surrounded by 
woods,” he says. “There is a very 
high demand for this service, and 
the demand is increasing.” l&l
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some months 

are like this,

and some 

months 

are like this.

Manage your cash flow with seasonal and skip payments with 

Customized Financing. Only from NEVERSTOP™ Services and Support.

As a landscape contractor, you know that spring and summer are usually boom months, 

while fall and winter can be a bit slower. We understand this. Which is why our NEVERSTOP 

Services and Support features Customized Financing: installment and lease equipment 

programs that come with seasonal and skip payment plans. Talk to your local John Deere

dealer about how Customized Financing can keep you going. And keep you mowing.
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Irrigation systems get smart upgrades with y 
w • ». •'» ’** water-saving technologies. Here's how they 

* work and what your clients should know.

..* By Kristen Hampshire
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We’ve all seen it.
Rain is falling — maybe it’s pouring, or even just sprinkling. 
Driving down the road, you pass a person’s home where the 
irrigation system is running like it’s the driest day in July. It’s 
watering the sopping wet grass and streams begin forming, 
water bleeding on to the sidewalks, driveway and street.

What a waste, you think. The only thing that system 
needs is a rain sensor, and the system wouldn’t be spraying 
H2O all over a soaking lawn.

“The rain sensor is the most important part of an irriga­
tion system,” says Yoni Wiss, a project manager at Hydro- 
Tech Irrigation in Haymarket, Virginia. “And, even more 
valuable is a controller connected to a weather station that 
is very local, so you know a week in advance the weather 
that’s coming to your yard.”

Hydro-Tech uses WiFi controllers that claim to save 
its owners up to 50 percent on their water bills. “If the 
temperature is too cold or if rain is coming to the area, the 
controller tells the system to turn off,” Wiss says.

Customers love the savings. And, that’s how Kip Sum­
mers, owner of Summers Irrigation in Waterford, Michi­
gan, sells rain sensors to customers getting a new irrigation 
system, or clients who are thinking about adding a sensor 
to a system they already have. “When I am talking to a 
homeowner, the way I break it to them is by asking, ‘Do 
you like to save money?’” Summers says. “They’ll respond, 
‘Everyone likes to save money.’ And I tell them the initial 
cost and that it will probably take about a year to get your 
money back. Then, I explain how rain sensors work.”

That return on investment is an estimate because some 
years there is more rain and you’ll save more money by 
having a rain sensor, so the irrigation system doesn’t run as |
precipitation is falling from the sky. Other years, it might g
take a bit longer to “make up” the cost of the sensor, g 

particularly if it’s a dry summer. “But a year is the rule of | 
thumb,” Summers says. §

Upfitting an irrigation system to include a rain sensor ©
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- and perhaps a weather station, too - just 
makes good sense.

SELLING WATER-SAVING BENEFITS. First, let­
ting property owners know just how easy it 
is to add sensors to an existing system can 
help them understand that achieving water 
savings is within reach. Summers explains 
how the wireless sensors work. Because they 
are WiFi enabled, “you can pretty much 
hook them up to any controller,” including 
10-year-old irrigation systems. No wire­
running or digging is required.

Rain sensors tell the system to turn off 
when it’s actually raining because the sensor 
detects precipitation. Rain sensor gauges 
are mounted and connected to the system 
(again, wirelessly). The gauge absorbs water 
and expands as more rain falls. This signals 
to the irrigation system: don’t run now.

A weather station connected to an irriga­
tion controller streams local weather fore­
casts and sends messages to the controller to 
not run when rain is expected. So, while the 
rain sensor only turns off the system while 
rain is falling, a weather station is a predic­
tive tool. It can instruct an irrigation system 
to turn off if rain is forecasted that day.

“Say your grass needs 1 inch of water, and 
you’re going to get an inch of rain tomor­
row,” Wiss says. “The system will send you 
a text message saying that it will not run 
the next two days because weather stations 
No. 1, 2 and 3 say you are going to get an 
inch of rain.”

A weather station combined with a rain 
sensor leads to more water savings, Wiss 
says. Say it rains overnight. An irrigation 
system is programmed to run at 6 a.m., but 
the yard is thoroughly soaked. Because rain

isn’t falling, the system will run anyway if 
only a rain sensor is in place. But with a 
weather station, the system will know that 
it rained and the yard only needs a certain 
amount of water, so it will save water by 
not turning on.

Weather station controllers aren’t brand- 
new, but the technology is evolving, and 
Summers says he always recommends a 
rain sensor to clients but does not generally 
install the weather stations.

However, he adds, “This is the up-and- 
coming thing.”

There are also moisture sensors that detect 
how much water is in the soil. This way, the 
sensor will disrupt the irrigation system if it 
rained all night, so it won’t turn on at 6 a.m.

Wiss says moisture sensors can be used on 
larger properties, or those that have various 
grades or different levels of sun exposure, l&l
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One Spray Lasts All Winter
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 
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designed to meet your challenging 
market needs.

877.486.3337
TOLL FREE

Call today to learn how 
DeerPro can help your customers 

and your business!

VISIT our website for access 
to distributors and free 

marketing support.

DeerProProfessional.com

Use Reprints As:
»Sales Aids
• Recruitment Tools 
» Managed ePrints
• Trade Show Handouts
• Media Kit Supplements

• Educational Programs
• Employee Training
• Sales Presentations
• Conference Materials
• Direct Mail Campaigns

Call Bonnie Velikonya @ 
800-456-0707 x291

62 JUNE 2018 | LAWNANDLANDSCAPE.COM

DeerProProfessional.com
LAWNANDLANDSCAPE.COM


AT YOUR NDUSTRY EVENT

NEW! INDOOR 
EXHIBITS OPEN 
FOR ALL INDUSTRY, 
WEDNESDAY 3-7PM

20-ACRE OUTDOOR DEMO
AREA OPEN THURSDAY & FRIDAY

900 EXHIBITS FEATURING NEW PRODUCTS

PROFIT-BOOSTING EDUCATION

THREE NIGHTS OF FREE CONCERTS

DEMO AREA

FRE

EDUCATION

I
* * W • '■

MEW PRODUCTS

YLLFOR 5 IB THRUI'
r-^i

■' i ’ ■ y r=w« fr i

KENTUCKY EXPOSITION CENTER I 800-558-8767 I WWW.GIE-EXPO.COM

http://WWW.GIE-EXPO.COM


Put the final touches on your client's landscape with 

professional edging products and powerful trimmers

For more trimmers and edging, 
visit lawnandlandscape.com 

and under the “resources” 
tab click “web extra.” ___

1. GREENWORKS 
82V BRUSHLESS 
STRING TRIMMER
The pitch: The 82V 
brushless string trim­
mer is powered by 
the Greenworks 82V 
Lithium-Ion Battery.
• Brushless technology 
- brushless motor deliv­
ers more torque, quiet 
operation and longer life.
• Top-mount motor 
design allows for more 
balance and better ergo­
nomics while trimming.
• Electric start, minimal 
vibration, 16-inch cut 
path and a variable-speed 
trigger are available.

For more information:
Greenworkstools.com

2.STIHLFS91R
TRIMMER
The pitch: The STIHL 
FS 91 R trimmer is 
designed to fulfill trim­
ming demands.
• The FS 91 R trimmer 
features a low-emission 
engine and large fuel 
tank, which provides 30 
percent longer run times 
than the previous model.
• With its rubber­
ized loop handle, this 
straight-shaft trimmer 
has a comfortable grip, 
maneuverability and 
power.
• The trimmer has a 
three-step start proce­
dure to save users time.
For more information:
STIHLusa.com

3. COL-MET STEEL 
LANDSCAPE EDGING
The pitch: Col-Met 
Steel Landscape Edging 
helps create clean lines 
in landscape designs.
• Col-Met’s steel 
edging keeps grass from 
spreading and retains 
mulch and stones in 
gardens and walkways.
• Galvanized finish is 
available on 14-gauge, 
12-gauge and ks-inch, 
and Hot Dipped 
Galvanized is available 
on the Li 6-inch and 
V^-inch edgings.
• They are available in 
green, brown and black 
powder coat finish.
For more information:
Colmet.com.

4. HUSQVARN A 
525LST TRIMMER
The pitch: The Husqvar- 
na 525LST trimmer fea­
tures the X-Torq engine 
to provide more power 
with less fuel consump­
tion emissions.
• It features an air purge 
system, auto return stop 
switch and other intui­
tive controls, making the 
choke and purge easy to 
reach and understand.
• The 525LST trimmer 
is lightweight and ergo­
nomically designed.
• The stop switch auto­
matically resets to the 
‘on’ position for easier 
starting.
For more information:
Husqvarna.com

5. COYOTETOUGHEDGE 
STEEL EDGING
The pitch: This steel 
edging is suited for 
commercial applications 
where the edging is 
exposed to high-traffic 
volume.
• Exclusively available 
with EcoCoat, an earth- 
friendly powder coating 
process.
• Available in Vs-, 3/i6- 
and k4- inch thickness; 
10-foot or 16-foot 
standard length; custom 
sizes are also available.
• Edging pieces are 
connected with 
interlocking tapered 
stakes.

For more information:
CoyoteLSP.com
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Retailers are 
diversifying 

services, with 
landscaping 

gaining a 
prominent 

position in the 
green industry. 

By Conner Howard

S
TRIVING FOR SUCCESS
in the garden retail industry can 
often feel like a race to differ­
entiate your business from the 

big box store on the other side of town, 
and in most cases, that comes down to 
the quality and variety of services you can 
provide that they can’t.

Knowing that, it’s no wonder why 
so many garden centers maintain florist 
departments, custom container stations 
and extensive giftware selections, to name 
a few offerings. But divisions devoted to 
the design, installation and maintenance 
of home landscapes seem to be growing 
at independent garden centers across the 
U.S. as a reliable revenue stream.

For some garden centers, landscaping is 
a secondary department that has grown in 
profitability in recent years, while for oth­
ers, it represents the greatest opportunity 
for sustainable growth.

Rice’s Landscapes Redefined in Canton, 
Ohio, was a combination landscaper/ 
retailer up until late 2017, when Owner 
Bryan Rice decided to shut down retail op­
erations to focus exclusively on landscaping 
services. Rice says the decision came mostly 
from a place of wanting to return his focus 
to the company’s core strengths.

His grandfather started the business 
in 1941 with “very humble beginnings,” 
plowing gardens and doing light land­
scaping. As customers began to routinely 
stop by to purchase leftover plants and 
landscaping product from Rice’s, a small 
retail business took shape over the years, 
and Rice’s even started growing its own 
green goods. Growing and selling plants 
was a stable business, but it was taking up 
facility space that Rice eventually decided 
would better serve his company’s core 
landscaping mission.

“The big driver for us was really the 
growth of our maintenance business,” Rice 
says. “We actually needed more space for 
that maintenance business. We started 
looking at what’s growing and what’s not 
growing and we also looked at the margins 
and consistency of (growth).”

Meanwhile, Meadows Farms Nurser­
ies & Landscape, based in Chantilly, 
Virginia, operates 19 retail locations and a 
regional landscaping service. According to 
Vice President Bobby Lewis, landscaping 
wasn’t always a profitable part of the family 
business but it has grown into an increas­
ingly important department in recent years. 
Lewis says this is likely due to two factors: 
a growing “do-it-for-me” segment of the
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We needed to 
right-size ... For 
us to go back 
to our roots, it 
was something 
that we needed 
to do.”
BRYAN RICE, owner, Rice’s 

Landscapes Redefined

clientele and landscaping’s natural adaptability to 
adverse economic conditions.

“Everybody got hit hard (after the Great Reces­
sion), both (retail and landscape) departments did,” 
Lewis says. “But, I just think the landscape has re­
bounded really well and retail stayed flat. The thing 
about landscape is that it’s really easy to control 
your expenses. Instead of 80 crews, you send out 60. 
Instead of 30 designers, you have 15. I think with 
landscape, even with the sales drop, it was a lot easier 
to take care of a lot of those costs, whereas in retail 
you have a lot of fixed costs."

As for the clientele factor, Lewis says he’s seeing a 
broad trend away from DIY, with demand for profes­
sional landscape installation on the rise.

“I think people have more money than they have 
time, at least in this area for certain,” he says. “A lot 
of people are just making really good money but the 
thing they’re sacrificing more than anything is time. 
So, if they can get (landscaping) done for them, I 
think it’s the perfect situation for them."

In Ohio, Rice says changing expectations in the 
market are creating opportunity for landscapers and 
retailers carrying that department.

“We see this movement, and it’s something 
we’ve been watching for a while, looking at the 
volume,” Rice says. "People’s buying habits, I re­
ally believe, have changed, and the demographics 
of folks coming in here.”

RETAIL AND LANDSCAPING — THE ODD COUPLE? A
variety of factors seem to be pushing garden cen­

ter retail and landscaping services closer together 
throughout the industry, but for many businesses, 
it’s not a simple prospect of adding one department 
onto the other and excelling at both. There are many 
ways for a retailer to start offering landscaping ser­
vices, or vice versa.

Like Rice’s, Avant Gardening & Landscaping in 
Madison, Wisconsin, began as a landscape business 
in 1985 and, after many years of struggling to obtain 
the proper zoning permits, established a retail garden 
operation in 2016.

“I’ve always wanted to do retail because of the 
fact that we buy a lot of nursery stock,” says Owner 
Liza Lightfoot. “You have minimum orders, so you 
have plants left over, and over the years, we started 
to accumulate. It’s just a way to try to get some cash 
back into the business and sell our nursery stock.”

Whereas Rice’s shifted away from retail to concen­
trate on landscape projects, Avant continues to diver­
sify by leveraging the strengths of both departments.

“It gives us an opportunity to do further marketing 
around the nursery. What’s nice about the nursery is 
that when people come in to buy plants, sometimes 
they want a large tree and it’s too big to plant. They’ll 
hire us to do that or they say, T just want these small 
plants now, but next year, I’m planning on doing a 
much bigger project,’ so it ties back into the landscape 
division. It’s a very nice knock-on effect.”

As a retailer, Lewis feels the landscaping depart­
ment of Meadows Farms is a key point of diver­
sification that helps them stand out from big-box 
competition, which do not offer services. PH
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Horizon has the products you need, when you need them—all under one roof.
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offering.

Get the products and 
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properties healthy and 
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it’s turf management, 

pest management, 

or soil health we can 

help you find the right 

solution. Horizon has a 

complete selection of 

fertilizer, pesticides, soil 

amendments, seed, sod 

and more.
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mowers, line trimmers,
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blowers, chain saws,
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everything you need 

to keep them running.
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sell! Horizon technicians 
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large parts inventory and 

fast turnaround times.

Scan here to visit us online or shop 
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Sure/Power
k NEW FOUR-WAY SELECTIVE HERBICIDE

------------------  THE -------------------

UNCONTROLLABLE
NEW SURE POWER™ SELECTIVE HERBICIDE
provides early- and late-season control to strike 
down more than 250 broadleaf weeds. In fact, 
broad-spectrum Sure Rower delivers excellent 
control of ground ivy and wild violet.
SEE THE RESULTS.
NUFARMINSIDER.COM/S

n Nufarm
Grow a better tomorrow

ANEW STANDARD IN 
GROUND IVY AND 

WILD VIOLET CONTROL

GARDEN CENTERS

Avant Gardening & Landscaping in Madison, Wisconsin, originally a 
landscaper, expanded into retail and nursery stock in an effort to diversify.

Rice’s retail operation began 
organically as a complement to 
its core offering of landscaping 
services. However, Rice feels the 
expansion got out of reach and 
needed to be simplified.

“That’s really how the garden 
center was started years ago,” Rice 
says. “Product was sitting here, 
and someone rolled in and said, 
‘Hey, I need some grass seed or 
I need this,’ and we sold it. That 
was part of the model, and over 
the years, it got away from us. 
We got into gifts and all kinds 
of chemicals, and like anything, 
sometimes it works out well and 
sometimes you lose your way and 
go, ‘Man, why are we doing all 
this?' It’s too much.”

NOT ONE-SIZE-FITS-ALL Though 
economic and industry-wide 
factors can affect garden centers 
equally, the fact remains that 
no two companies are identical. 
Not every retailer can successfully 
launch a landscaping division and 
not every landscaper can maintain 
a retail division on their property.

Rice says it comes down to 
what’s right for you and your busi­
ness. “We needed to right-size,” he 
says. “Like anything in this world, 
you need to change. Not just 
change for the sake of change, but

... the world changes around you, 
and you just choose to change with 
it or not. It just happened that our 
business is founded on landscap­
ing and maintenance first, then 
the retail came second. So, for 
us to go back to our roots, it was 
something that we needed to do.”

For Lightfoot, diversification 
into retail was a calculated risk that 
has shaped for the better so far.

“Landscaping is our core 
strength. The retail is really a 
sideline for us,” Lightfoot says.
“A number of years ago, I worked 
with a consultant out of Chicago 
who helped me plan the business 
for resale. His suggestion was for 
us to add the retail division. He 
said it would make the business 
more sellable, and that there 
would be a good synergy between 
the landscape business and the 
retail, and that’s definitely proven 
to be the case.”

If a garden center wants to 
diversify, Lewis says that caution |
and research are important. §

“Don’t try to do too much too g 
quickly,” he says. “I think the sue- g
cessful ones are going to proceed |
very cautiously and make sure |
they’re doing what they’re doing o
correctly.” l&l £

8
The author is the associate editor of sister g

o
publication Garden Center magazine. £
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About 10 years ago, Dan Sneller decided to make 
snow management his company’s main focus.

SNOW

Honing in on snow services helps 

Michigan-based Sneller Snow 

Systems stand out.

By Holly Hammersmith

A
t sneller snow systems,
snow removal is a strategic, 
planned service - not an off­
season necessity offered as filler

once the green season wraps up.
“We take the opposite approach 

(from most landscape contractors) and 
we said let’s plan ahead for snow year- 
round so that we can really offer better 
service through better planning,” says 
Dan Sneller, vice president.

This approach started in 2008 when 
Sneller, along with his brother Jeff, 
purchased the company from their 
retiring parents.

“Our primary focus is on the year- 
round service contracts for the land­
scape management and the snow and 
ice management,” Sneller says.

While the company’s legal name 
is Sneller Landscaping LLC, Sneller

says the name Sneller Snow Systems 
was adopted in conjunction with the 
rebranding a decade ago.

“We saw an opportunity for snow to 
be a good niche because we love snow 
for a lot of the same reasons that a lot 
of people hate snow,” he says. “It’s 
unpredictable, there’s so many moving 
parts. It can be chaotic without proper 
planning, but we use those challenges 
as strengths.”

STANDING OUT. Sneller Snow Sys­
tems is headquartered in Byron Center, 
Michigan, and was founded in 1984. 
There is a lot of competition locally, 
but Sneller says most of the competitors 
focus on the green season. By focusing 
on the white season, Sneller Snow 
Systems can differentiate themselves 
more and promote value-added service. PH
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SNOW PROFILE
To learn how Sneller Snow Systems 

minimized employee turnover in the winter, 

visit lawnandlandscape.com and under 

the “resources” tab, click “web extras.”

“During snow events we have 
daily emails that go out to our 
customers. We also put together 
site maps of each property that 
we service,” he says.

Service is customized for each 
client. Customer preferences are 
discussed prior to season start, 
Sneller says. “Every client is dif­
ferent,” he says. “We offer six 
different service levels that they 
can choose from and then if they 
want serviced more often or less 
often, they can adjust that service 
level at any given point.”

Billing is done weekly. “That 
way the numbers are always in 
front of them and that’s just part 
of the proactive, ongoing com­
munication,” Sneller says.

Surveys are also used with cli­
ents, along with requests for feed­
back and face-to-face meetings.

SEASONAL PREP. For Sneller 
Snow Systems, the white season 
begins around Nov. 15 and 
typically wraps up by mid-April. 
However, preparation for the 
season is a year-round process.

“In the spring we are prioritiz­
ing what we’re going to focus on 
before next season, whether it be 
technology upgrades or proce­
dures that need to be created,” 
Sneller says. Management also 
looks at company opportunities 
and risks.

Hiring is done continually. 
During the green season, the

company employs roughly 35 
people. For snow season, there 
are about 230 workers, including 
subcontractors or as Sneller calls 
them service providers. About 
150 of the 230 are W-2 workers, 
and the rest are subcontractors.

“The vast majority of the 
service providers are under the 
management of our (internal) 
managers,” Sneller says. “They 
can be concrete workers, excava­
tors, guys that have their own 
trucks - and they work for us on 
an hourly basis.”

Sneller’s company sets up their 
route and dispatches them for ser­
vice. Internal employees do qual­
ity control on the sites, he says.

Sneller says they also ask em­

ployees for their perspective in 
the off-season to gauge their 
thoughts on what’s needed for 
the next year. “We get a good 
feel for that and then in August 
will start having those discussions 
more formally again,” he says.

In terms of the sale season, 
Sneller says contracts for the 
following season’s service can be 
drawn up as early as spring. The 
bulk of the contracts are finalized 
from August through October.

Because the company uses a 
lot of subcontractors who own 
equipment, internally there are 
only about 10 snow plows in 
operation during peak season. 
Subcontractors add another 70 
to 80 snow plows to the fleet.

Spend more time

PLOWING SNOW.
Get 2X+ wearlife on your 
cutting edges by using genuine 
EccoFab Hardox parts.

Call today with your specific plow specs!
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Sneller Snow Systems employs about 230 workers for snow season, 
including subcontractors.

The company also has about 
25 ice melt trucks, along with 
smaller pieces of equipment such 
as skid-steers.

COMMON CHALLENGES. The
weather is always unpredictable

in this business, but Sneller says 
going paperless has helped them 
to manage the unknown.

“When it does snow, we have 
about 400 properties to service 
in a matter of about six to seven 
hours, and 230-plus people out

there doing it. There’s a lot of 
moving parts,” he says. “Tech­
nology is a big benefit to us 
because once the six or seven 
hours are complete, everyone’s 
been serviced, there’s really not 
paperwork that needs to be fol­
lowed up on because everything’s 
been logged digitally in real-time 
from their phone apps.”

Workers access site maps us­
ing their personal smartphones. 
The company has its own Sneller 
Snow Systems app.

“When they get to a site, they 
log into it, they provide their 
service, then they enter what 
they did, how much product 
they used, and they log out when 
they’re done. We have record of

2018

SNOW & ICE
Report

lawnitamlscape SNOW

who is on site, what they did, 
how much product they used. 
In the event of a slip and fall, we 
have all this information docu­
mented,” Sneller says.

Advanced planning is also 
vital. The company is structured 
so that each area manager is in 
charge of his own geographical 
area, which includes snow plows, 
salt trucks and sidewalk crews.

“For every three or four area 
managers, they report up to a re­
gional manager,” he says. “There’s 
this sort of pyramid system of 
organization so that it’s just like 
a good way for everyone to work 
together and communicate.” l&l

The author is a freelance writer 
based in Ohio.

Industry Leader of 

Commercial, 

Residential & 

Agricultural 

Back Blade 

Manufacturing

2018 SIMA 

Symposium

Booth #1139

THE FUTURE OF

SNOW REMOVAL IS

BEHIND YOU

eblingsnowplows.com

LAWNANDLANDSCAPE.COM | JUNE 2018 75

eblingsnowplows.com
LAWNANDLANDSCAPE.COM


h

Choosing the right plow attachment can get your fleet through the winter.

By Kate Spirgen

J
OHN DERRINGER, owner of John’s 
Lawn & Landscape outside of Sioux Falls, 
South Dakota, has a fleet of seven pickup 
trucks that stay busy all year round, hauling 
landscaping and lawn care equipment in the 

summer and plowing parking lots in the winter.
The transition times are toughest, when 

he’s attaching and removing the plows so 
that the trucks can do double-duty. “That’s 
when you really need to make sure you’ve got 
the right stuff,” he says. “You can waste a lot 
of time in the morning since the weather can 
be unpredictable.”

Derringer makes sure his crews all check 
the weather the night before their shift so they 
know if they need to show up early to equip 
trucks with the right equipment. He used to 
have crewmembers show up early every day 
during the late fall months, but realized he 
was wasting man-hours.

“Everyone has a smartphone now, so I just 
tell them to check the weather at night before 
they come in,” he says. “That way they can 
get some extra sleep and I’m not paying them 
to stand around.”

Derringer just updated his fleet two years 
ago, and here’s what he considered when he 
was shopping around.

WEIGHT: Derringer says his No. 1 concern 
was finding something that was the right fit 
for his trucks. “I use them all day every day, 
so I don’t want something too big that’s going 
to put a bunch of strain on my fleet,” he says.

SUPPORT: Since downtime is a real killer, 
Derringer wanted to make sure he could eas­
ily repair his plows. So he looked for a dealer 
that would keep him up and running. “That 
relationship is really important,” he says.

BLADE: Derringer considered moving to 
V-plows this year but decided against it since 
he’s had good luck with straight-blade plows 
in the past. “If it’s not broke, don’t fix it,” he 
says. He also says that material options are 
important to consider. A few years ago, he 
decided to move away from steel blades and 
start using polyethylene plows. Derringer says 
they cost a little more, but they’re worth it.

“So far, they’ve been holding up really 
well,” he says. “I haven’t had the kind of wear 
and tear I’ve seen with steel blades.”

Derringer also has some snow blower 
plows for smaller jobs like driveways and 
sidewalks. “The snow blower plow is great 
for getting the sidewalk totally clean,” he 
says. “We have some customers that’s really 
important to.” l&l ©
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You couldn’t ask for a better business partner than the John Deere 
4R Series Tractor. When snow threatens to keep businesses closed, 
the 4R makes sure to keep you and the communities you service up 
and running. Dependable. Proven. And ready to be your number one 
earner. That’s the legacy a good business partner leaves behind. Visit 
your dealer to learn more about America’s Tractor, the John Deere 4R. JohnDeere.com/4Family
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April snow means May
J

N
O ONE GETS INTO the
snow removal business 
thinking they will be push­
ing snow into spring. So, 

when late snow flurries plagued 
the Northeast in April, contrac­
tors were forced to re-examine 
how they would weather the 
storm and position themselves 
for summer success. A focus on 
labor, cash flow and operations 
helped to achieve this goal.

STOCK YOUR BENCH. People 
are the most critical part of any 
business. Without the right 
players in key roles, success is 
impossible. Unfortunately, due 
to the seasonality and unpredict­
ability of snow removal work, 
reliable labor in the winter

months can be hard to come by. 
Employee turnover and labor 
shortages were two major issues 
for our company this past winter 
season. Most of the employee 
turnover took place in the final 
months of what seemed to be a 
never-ending winter.

Thanks to the heavy Nor’easter 
snow that bombarded the North­
east, many team members showed 
signs of burnout and were simply 
ready for springtime work. As a 
result, many of these employees 
threw in the towel before the end 
of the long winter. To make mat­
ters worse, labor shortages made 
it near impossible to hire replace­
ments to fill these gaps.

To combat labor shortages 
and the inevitable employee

turnover, our company used 
persistent weekly recruitment 
to keep our labor “bench” 
stacked for the duration of the 
winter. Weather permitting, 
we interviewed every Monday, 
Wednesday and Friday for 
employees and subcontractors. 
This process allowed us to over­
hire when possible and helped 
us to create a pre-qualified labor 
pool to draw from whenever 
we needed experienced help in 
the field.

GAVE AN INCH,TOOK AFOOT.
This past season, my operations 
manager and I learned from the 
age-old advice that says, “If it’s 
not broke, don’t fix it. Other­
wise, you’ll end up breaking it.” 
This season was the second time 
my operations manager handled 
snow removal. However, this 
year, I wasn’t living in our 
immediate service area to help 
him. My wife and I moved 45 
minutes outside the service area. 
The move both shook and em­
powered my operations manager 
all at once.

At the onset of the season, he 
settled right back into his role and 
planned for a successful season. 
However, he deviated from one 
piece of the plan - overnight 
scouting. He and I planned over­
night scouting down to the last 
detail in his first year on the job. 
The plan included having over­

night “snow scouts” monitoring 
snow and ice across the service 
area between the hours of 10 p.m. 
and 7 a.m., unless temperatures 
were above 50°F.

The problem arose when he 
requested to allow these scouts to 
take nights off when there were 
no signs of snow or ice in the 
forecast. I was skeptical of this 
plan and shared my concerns, 
but I allowed him to go ahead 
with his plan.

At first there were no major 
issues. However, by allowing for 
this deviation, he unintention­
ally created a new irregular work 
pattern. Later in the season, 
when asked to work overnight, 
the scouts pushed back, re­
sisted working when told and 
demanded only to work when 
they saw fit.

To make matters worse, these 
were salaried employees. In the 
end, he was able to shift the plan 
back to its original state, but he 
ended up having to cover shifts 
during the off times to success­
fully monitor conditions.

We quickly found that when 
you deviate from initial plans, 
especially those that are tried 
and true, you can get yourself 
into trouble quickly. No matter 
what the winter brings or how 
long it lasts, it is important to 
remain flexible and be willing to 
adapt your business to meet the 
challenges you face, l&l
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By Kevin Gilbride

E INVITE YOU to join 
other leading snow and 
ice management con­
tractors in Washington,

D.C., on Sept. 4 and 5 to edu­
cate your elected representatives 
on why the Lawsuit Abuse 
Reduction Act (Senate Bill 237) 
needs to be passed. Last year, the 
Accredited Snow Contractors

Association (ASCA) met with 
representatives from 51 senate 
offices to explain to them the 
value of Senate Bill 237.

On Nov. 8, the Senate Judi­
ciary Committee held a hearing 
on five different tort-reform 
bills, including the Lawsuit 
Abuse Reduction Act. In this 
hearing, Sen. Chuck Grassley

(R-IA) specifically stated that 
“.. .he had heard from organiza­
tions, like the Accredited Snow 
Contractors Association...” 
and stated how this bill would 
help our industry. The voices of 
the snow and ice management 
industry are being heard and 
some in government are doing 
something about it.

You can view the entire hear­
ing in the Judiciary Committee 
section on www.senate.gov.

Legislative Day on the Hill is 
not only an occasion to make a 
difference with legislators, but 
a great networking opportunity 
to meet the leaders of some of 
the industry’s best companies.

This year, we will kick things 
off mid-afternoon on Tuesday, 
Sept. 4 with a briefing to get 
folks prepared for the day.

Each team will have an experi­
enced lead, so have no fears about 
attending. We will then bring in 
a themed keynote speaker. There 
will be a networking cocktail 
reception and dinner.

We will kick off Wednesday 
with a bus ride over to the Capi­
tol to meet with your elected 
representatives. The goal is to 
finish the work we have started 
and get the Lawsuit Abuse Re­
duction Act passed, l&l

The author is the executive director 
of the ASCA.
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With education certification that gives 

you a measurable competitive advan­

tage, a discounted insurance program, 
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to be a part of a legislative effort that is 

forever changing the professional snow 

contractor industry, your ASCA member­

ship never stops working for you.
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A full line of compact machines your customers know by name. More than 100 
models of Worksite Pro™ attachments. Not to mention your choice of vertical- or 
radial-lift small-frame skid steers that feature easy-access maintenance points, 
in-cab boom lock, and no-hassle footwell cleanout. Need more options to help you 
RUN YOUR WORLD? Check out our offers.

A SECOND YEAR, UP TO 2,000 HOURS, ADD TWO ATTACHMENTS

48 MONTHS SAVINGS OF POWERTRAIN PLUS HYDRAULICS WARRANTY AND SAVE EVEN MORE

’Offer valid at participating dealers only. Offer valid starting 1 March 2018 until 30 June 2018. Subject to approved installment credit with John Deere Financial. Offer includes new John Deere skid steers, compact track loaders, 
compact excavators, and compact wheel loaders. Some restrictions apply. Other offers available. See your local John Deere dealer for complete details and other financing options. For commercial use only. ’Purchase new 
John Deere skid steers, compact track loaders, compact excavators, and compact wheel loaders from John Deere or authorized John Deere dealers between 1 November 2017 and 31 October 2018 and in addition to the Standard 
12-month/unlimited-hour Warranty, you receive a powertrain plus hydraulics warranty, for 2 years/2,000 hours. The powertrain plus hydraulics warranty expires two years after the delivery receipt date or after 2,000 machine 
hours, whichever occurs first. Offer valid at participating dealers only. Some restrictions may apply. Other offers may be available. ’From 1 March 2018 through 30 June 2018, receive special discounts when you purchase one or 
more qualifying Worksite Pro attachments along with a new John Deere skid steer, compact track loader, compact excavator, or compact wheel loader. Not all attachments qualify. See your dealer for complete details.



-c SiS

Follow these
five tips for
designing
functional,
beautiful
walkways.

By Brooke Bilyj
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OUTDOOR LIVING

HE PATHS THAT LEAD

T
 through landscapes can make 

or break the overall design. 
Pedestrians will notice mistakes 
right away if a walkway forces 

them to go out of their way to get where they’re 
going - but a well-designed walkway can lead 
to more satisfied customers.

“It takes a lot of planning and design to get 
a nice, flowing, functional walkway,” says Her­
man Solis, owner of Solis Landscape & Con­
struction in Hollister, California. “You’ve got to 
consider all the surroundings to integrate it all.”

Several factors play into the perfecdy planned 
pathway. Keep these five tips in mind to make 
your next walkway design more effective.

1. PLOT A PROPER PATH. The purpose of a path­
way is to guide foot traffic from Point A to Point 
B. But integrating a walkway into an overall 
landscape design requires more forethought 
than just plopping a path between two points.

“Look at the whole layout of the yard and 
design (the walkway) so the main purpose is 
functionality and accessibility,” Solis says.

Consider the natural path someone would 
walk to get from the driveway to the front porch - 
they’re likely not going to take a sharp 90-degree 
turn, says Brian Wismer, head designer at NOVA 
Landscape & Design near Washington, D.C. He 
says walkways should follow that same natural 
path, with a minimum width of about four feet.

“It’s important to consider the shape of the 
walkway and also the flow of traffic,” he says. 
“When you keep usability in mind, (the layout) 
works itself out.”

Consider the architecture of the house, as 
well. If the house features straight lines and 
sharp angles, then a straight, squared-off walk­
way might make more sense, Solis says.

2. MAKE WAY. Walkways offer a range of dif­
ferent materials to choose from, depending on 
a customer’s budget, maintenance preferences

and aesthetic style. For main walkways that 
connect a driveway to a front door or porch, 
Wismer recommends pavers.

“Natural stone pavers are on the more 
expensive side, but correctly installed pavers 
are the longest-lasting option with the least 
maintenance,” Wismer says.

For cost-effectiveness, plain concrete is the 
way to go. “But the problem with concrete is 
it’s plain, boring and blah - and (eventually) 
it’s going to crack. With interlocking pavers, 
you’ve got a huge selection of designs and col­
ors, and they’re not going to crack,” Solis says.

This is a critical advantage in California, 
where contractors like Solis need materials that 
can withstand earthquakes. The versatility of 
pavers makes them a good choice anywhere.

3. ENHANCE WITH LANDSCAPING. Walkways 
should look like they belong on a property, so 
they should be integrated into the overall design.

“It’s important to tie the landscaping into 
the walkway so everything flows,” Wismer says.

Also, Wismer prefers curved walkway designs 
because curves create natural focal points where 
landscaping can enhance the path. For focal 
points, he advises planting small, shapely trees - 
such as weeping Japanese maple, weeping snow 
fountain cherry or Blue ‘Globosa’ Spruce.

Then, add color along the edge with low- 
growing flowering varieties like verbena 
‘Homestead Purple,’ Solis suggests.

“As a border plant, I like to use Variegated 
Liriope for a number of reasons,” Wismer says. 
“It’s low maintenance, and it’s also tolerant to 
being trampled. The other thing I like about 
it is it’s very low-growing. A lot of times, 
people make the mistake of putting in a nice 
walkway and then planting shrubs along it that 
grow three feet tall, so they completely block 
the walkway. The whole idea of a walkway is 
having a nice, open, inviting flow, so accent it 
with a low perennial that’s highlighting it, not 
blocking it.”
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WHEN IT COMES 
TO WEED CONTROL...

WE'RE NOT SCREWING AROUND.
An invasion of both grassy and broadleaf weeds is too destructive to take lightly. Take control with Q4® 
Plus Turf Herbicide for Grassy & Broadleaf Weeds.

With four powerful active ingredients, Q4 Plus kills more than 80 tough grassy and broadleaf weeds, 
including crabgrass, yellow nutsedge, clover, and chickweed. Q4 Plus is highly selective on cool-season 
and select warm-season turfgrass species, and the broad-spectrum performance eliminates the need to 
tank mix, helping save you time and money.

Don't screw around with grassy and broadleaf weeds.
Take control with Q4 Plus.

PBIGordonTurf.com
pbi /coRdon 
conpoRation

Always read and follow label directions. Checkered FI Employee-Owned

PBIGordonTurf.com


The whole idea of a walkway is having 
a nice, open, inviting flow, so accent it 
with a low perennial that’s highlighting it.”
BRIAN WISMER, head designer, NOVA Landscape & Design
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4. SHED LIGHT. Landscape lighting is essential 
to keep walkways safe and visible after dark.

“We use low-voltage LED lighting, be­
cause it’s cost-efficient, low-maintenance, 
and the bulbs last a long time,” Wismer says. 
“They put out a decent amount of light, so 
they’re not like solar lights, where you need 
a million of them.”

In fact, excessive lighting is one of the most 
common walkway mistakes contractors make.

“I’ve seen people put path lights or paver 
lights every three feet, and it just looks like an 
airplane runway,” Solis says. “You don’t want 
too many lights; you want to space them out.”

Let the shape of the walkway dictate light 
fixture placement. “The important thing is 
having pathway lights at key points, which 
is typically going to be at each end of the 
walkway and where the walkway changes 
direction or shape,” Wismer says.

Wismer also recommends uplighting fo­
cal point plants along the walkway. He also 
suggests uplighting the house, especially to 
highlight brick or stone textures.

Even if customers forego lighting, contrac­
tors should plan ahead in case they want to 
expand in the future. “It’s important to have 
the foresight to put a four-inch conduit un­
derneath the walkway, so if you want to add 
lighting or irrigation later, you have a place 
to run that wire,” Wismer says.

5. MEET CUSTOMER DESIRES. The challenge of 
walkway design is bringing together all these 
elements to fit each customer’s needs.

“One thing that can’t be overstated is the 
importance of listening to the customer,” 
Wismer says. “So step one is meeting with 
the customer to understand what they like 
and what they don’t like. I hear complaints 
from customers too often that contractors 
just don’t listen to them. If you really listen 
to the customer and then (combine that) with 
your knowledge and experience, you’ll be in 
good shape.”

NOVA uses 3-D design tools to help cus­
tomers visualize proposed walkway designs 
and illustrate any changes instantly. Wis­
mer advises contractors to show customers 
samples off-screen, as well.

“I like to actually take physical samples and 
set them in front of their house, so they know 
exactly what they’re going to get,” he says.

By making sure your design aligns with

One light

changes everuthina.

Get three lumen choices from one fixture

Backed by Kichler’s industry-leadinc 
15-year warranty.

Quickly switch between three lumen level options 
with the 12 V 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.

Learn more at www.Kichler.com/VLOaccent
© The L.D. Kichler Co. Kichler® 
All rights reserved.

KICHLER

your customer’s needs, you can set up walk­
way projects for success from the start, l&l

The author is a freelance writer based in Ohio.
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Consider adding 
compact tractors 
to the fleet if 
budgets are tight.

By Kate Spirgen

W
HEN BUDGETS ARE TIGHT
and so is time, compact tractors 
can be a good addition to your 

fleet. Compact tractors are versatile and light, 
so they can get a lot done without disturbing 
turf. Add in the different attachment options 
and you have a piece of equipment you can 
use year-round for everything from mowing to 
trenching to snow removal.

“Depending on what application you’re doing, 
the time saved by using a compact tractor instead 
of manual labor can be astronomical,” says Robert 
Cockroft, Kubota senior product manager, sub 
and compact tractors. “A small tractor’s main 
advantage is its ease of use and versatility.”

APPROPRIATE ATTACHMENTS. “With all the im­
plements and attachments available for compact 
tractors these days, the list of tasks a customer 
can do is virtually endless,” Cockroft says.

Choosing the right attachments starts with 
knowing your tractor model. Many attachments 
require a certain horsepower, chassis size and lift 
capacity to operate properly. And, of course, 
knowing your jobsites is also crucial. Dealers can 
help make the appropriate decisions.

KIOTI Regional Sales Manager Tim Phillips 
says you want to focus on two main attachments 
- the front-end loader and the backhoe - for 
day-to-day use. The front-end loader allows 
for movement of heavy materials while the 
backhoe is perfect for digging retention walls 
and trenches, uprooting trees and more, he says.

You’ll also want to consider the number of 
operators, the size of attachments and transpor­
tation. Training is key as well. “Inexperienced

operators may find difficulty with the operation 
of the equipment, which could lead to improper 
usage,” Phillips says.

You may also want to look at ease of attach­
ment and detachment if you’re planning to 
switch attachments frequently.

SKID-STEERS VS. COMPACT TRACTORS. Skid- 
steers are a great choice for operations like load­
ing material or other less dynamic jobs, but they 
tend to be more costly and heavier than compact 
tractors. Skid-steers do a good job, but they are 
not as versatile or easy to use, Cockroft says.

If you need to protect turf, like on landscape 
renovation jobs, a compact tractor may also be 
a better option.

“All jobs around an established property can 
benefit from a compact tractor, whereas a skid- 
steer would be overkill and more costly,” says 
Troy Blewett, director of marketing for Steiner.

And generally, compact tractors last 15 years 
or more with the proper maintenance, Blewett 
says, so it can be a good investment.

On the horizon, expect more versatility and 
connectivity on compact tractors since fleet 
management, GPS and other Internet of Things 
applications are making their way from agri­
cultural tractors down to smaller equipment, 
Blewett says. “The days of having a different 
machine for each application are over.”

There are also a number of new frame sizes 
and horsepower options coming soon, as well as 
more cab offerings for comfort. “We’re seeing 
landscape contractors and large property owners 
alike continue to purchase in favor of durability 
and ease of use,” Phillips says, l&l
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Biochar Basics
It seems like everyone is talking about biochar these 
days. More and more landscapers are utilizing the ancient 
material. So, what is all the hype about?

B
iochar has long been used as a 
carbon-rich soil enhancer and 
is acknowledged for its potential 
to support soil health. Biochar is created 

by pyrolyzing biomass, and the result is 
a fixed carbon skeleton that sequesters 
carbon and locks it in place. Biochar is 
different from compost because it resists 
breakdown from microbes and pro­
vides an ideal habitat for them to live in. 
Biochar can provide numerous other root 
zone benefits including water retention 
and nutrient efficiency. Growers who 
are interested in optimizing their soil 
and root environments use biochar as an

enhancement to their nutrient and fertil­
izer regimes.

But, there's a catch: raw biochar 
can perform unpredictably and not all 
biochars are created equal. The source 
material and processing can mean the 
difference between healthy and long-last­
ing plants or rework and warranty claims.

Fortunately, important advancements 
in technology have made it possible to 
harness the best qualities of biochar and 
eliminate the bad to deliver substantial 
soil health benefits. In fact, one new 
biochar-based technology, called Cool 
Terra® Organic, is a biochar-based soil en­

hancer that is scientifically produced to a 
strict specification to provide consistent 
and predictable performance.

Cool Planet, the company that 
manufactures Cool Terra products, uses 
advanced techniques to select the proper 
biomass and then clean and treat the 
raw biochar. Then they post-treat the raw 
biochar: adjusting the pH to neutral, flip­
ping it from hydrophobic to hydrophilic 
so that it attracts water and doesn’t repel 
it, and removing detrimental residues. 
This means Cool Terra is ready to be used 
right out of the bag.

Cool Terra is highly porous which is 
beneficial for water holding. It has a high 
ion exchange capacity and can promote 
nutrient exchange and availability, hold­
ing nutrients in the root zone longer and 
making them easily accessible to roots 
for uptake. Lastly, this porous structure 
made from neutral, strong and durable 
fixed carbon walls, acts like a coral-reef, 
to provide a habitat that can optimize mi­
crobial populations that protect against 
stressors and diseases.

Cool Terra is a consistent, durable, and 
granular material that is high in fixed 
organic carbon. Fixed carbon works in a 
complementary fashion to other forms 
of soil carbon like compost or humics 
but will resist breaking down biologically 
over time. This means that it will stay in 
the soil and maintain its physical, chemi­
cal, and biological properties over many 
years. For those using perlite or vermicu­
lite, try replacing them in part with Cool 
Terra as it provides key benefits of both!

By the way, Cool Terra Organic seques­
ters carbon from the atmosphere and 
puts it into the soil where it is the most 
beneficial. What does this all mean? It 
means your turf and landscape instal­
lations and renovations can be more 
successful and long-lasting. Leading to 
happier customer and reduced warranty 
claims and rework.
To learn more about what Cool Terra
can do for your projects, visit coolterra.com.

coolterra.com


cool terra
IMPROVE KEY SOIL PERFORMANCE CHARACTERISTICS

Effective for a wide range of soil and growing medias

Cool Terra can help to:
OPTIMIZE WATER 

RETENTION

BUILD LASTING SOIL 

STRUCTURE

Enhance soil 
water-holding capacity 

Limit evaporative loss

Increase nutrient 
retention in the root zone

Reduce fertilizer 
leaching and runoff

PROVIDE AN

ENVIRONMENT FOR 

MICROBIAL GROWTH

Introduce a porous 
habitat for beneficial 

microbes that can 
protect against stressors

IMPROVE THE 

ENVIRONMENT

Sequester carbon and 
provide long-lasting 
impact

a consistent and predictable way 
to enhance growth, quality, and resiliencyLINE

X
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Add profit & new customers to 
your landscape business using 
GSky's new Versa Wall® XT system
If you aren't capitalizing on the trend and
popularity of living green walls, you are
missing out on this added margin business.

Easy to design, install and maintain, living 
green walls offer added PROFIT in the sale 
of plants and in ongoing maintenance.

6 Ways Living 

Green Walls 

Add Profit To 

Your Business

Tray System

GSky® green walls mount to a variety 
of surfaces. Screen unsightly areas. 1. Design

Add a new 
dimension 
to your design.

2. Installation
Sell the green wall 
fully installed.

GSky's Two 
Tray Sizes
5 Pot & 2 pot

It's time to get on board.

The increasing popularity of the Biophilia movement 
(adding plants into spaces where people live, work 
and play) is due in part to new systems that now allow 
plants to grow in places they didn't before, both 
inside and outside.

It's a NATURAL FIT. Simply take what you already know 
in building landscapes, plants you know, and in 
integrating irrigation systems into your projects and 
add a living green wall. Irrigation control solutions 
can be added or can be integrated with your existing 
irrigation for the overall project.

It is easy to add to any project, big or small,
residential or commercial.

NORTHERN CLIMATES can now participate with 
Seasonal living green walls. Each fall plants can be 
removed for storage or can be replaced in the Spring 
with mature 1 gallon potted plants so your customer 
will enjoy a full wall ALL SEASON.

GSky's award winning team that has installed over 
600 walls in 16 countries since 2006 stands ready 
to train and to offer assistance as needed.

Go to gsky.com or call 561.894.8688

3. Sell one 
gallon potted 
plants

4. Maintenance
No mess, easy to 
maintain, bi-monthly 
visit recomnended.

5. Sell a color 
program
Use small percentage 
of flowering plants 
change out two 
to three times.

6. New customer 
business
Use a green wall to 
obtain new clients

gsky.com


INTRODUCING A NEW GREENWALL 
PRODUCT FOR LANDSCAPERS

- Uses 1 Gallon 
Potted Plants

- Adds Profit to your 
business in 6 ways

OUTDOOR
SEATING AREA

VERSA WALL®
The Highly regarded Versa Wall® XT keeps a lush 

full look throughout the season. No wait time is 

needed for plants to grow in.

Visit us at gsky.com or call 561.894.8688

gsky.com
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Two Precipitation Rates 
Are Better Than One

T
o create a well-designed irriga­
tion system, understanding 
precipitation rates is critical.

The precipitation rate is the amount, or 
depth, of water applied to the landscape 
over a period of time, calculated in inches 
per hour. Different types of sprinklers ap­
ply water at different precipitation rates. 
These precipitation rates should be taken 
into consideration when developing an 
irrigation design and watering schedule 
— and when retrofitting older systems — 
to avoid dry areas, prevent puddling, and 
minimize runoff.

The industry-leading MP Rotator® fam­
ily now offers two different precipitation 
rate options to better balance the applica­
tion of water with soil type, providing

more choices for irrigation management. 
Choosing the best precipitation rate for 
the soil and plant materials will maximize 
the efficiency of the irrigation system 
while maintaining a vibrant and healthy 
landscape. Steady water application at a 
slow precipitation rate offers the safest 
solution against the hazards of runoff and 
excessive water use. New irrigation sys­
tems can take advantage of this benefit by 
implementing irrigation designs specific 
to low precipitation rates.

The Standard MP Rotator Series offers 
the slowest precipitation rate for pop-ups 
in the industry: 0.4 in/hr across areas 
ranging from a 5-foot-wide strip up to a 
35-foot radius. This rate can be applied 
to almost any soil type without runoff,

especially tight soils and steep slopes. 
Having a slow precipitation rate across 
such a large radius range means slower 
flow rates and therefore less pressure loss 
through the zone, allowing more heads 
to run on one valve. At the same time, 
the slower precipitation rate also means 
longer run times for the desired applica­
tion of water. In new designs, this can 
be addressed by creating larger zones. 
Doubling the zone area while doubling 
the run time results in a net zero increase 
in run time, all while maintaining high- 
uniformity coverage with a slow precipi­
tation rate that reduces runoff.

Pre-existing systems that require 
an upgrade can benefit from a slightly 
higher precipitation rate to avoid in­
creasing run times. If a spray system is 
already divided into several zones, take 
advantage of the 0.8 in/hr precipitation 
rate of the MP800 Series, which is ideal 
for medium-grade soils, gentle slopes, 
and small spaces. With the 6- to 16-foot 
radius range offered by the MP800 Series, 
existing spray zones can quickly convert 
to high-efficiency overhead systems 
without significant increases in watering 
times. The improvement in uniformity 
paired with the midrange precipitation 
rate balances with the generally poorer 
coverage and high precipitation rate of 
the existing spray system for a minimal 
increase in run time.

One size does not fit all when it comes 
to irrigation systems. Having more 
choices in the high-efficiency category 
further improves the performance of new 
system designs or retrofits applications. 
Choose the slow and steady precipitation 
rate of the Standard MP Rotator Series 
for the highest irrigation efficiency, or 
the midrange precipitation rate of the 
MP800 Series for retrofit applications and 
tight water windows. Both are optimal 
solutions for high-efficiency overhead 
irrigation systems.
Learn more about the MP Rotator 
at hunterindustries.com.

hunterindustries.com


MP ROTATOR® SHORT RADIUS JUST GOT LONGER
SAY HELLO TO THE NEW MP815

THE INDUSTRY'S LEADING ROTARY 
NOZZLES FOR OVER A DECADE
Ideal for medium-grade soils, gentle slopes, 
and small spaces, the versatile new MP815 
joins the popular MP800SR to extend a 
0.8"/hr matched precipitation rate to a 6' to 
16' radius range, while providing the same 
wind-resistant streams and unmatched 
distribution uniformity synonymous with 
the MP Rotator name.

Choose the rotary nozzle you know and 

trust. Choose the MP Rotator.

residential & commercial irrigation Built on Innovation® 
Learn more. Visit hunterindustries.com Himtei

hunterindustries.com
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Real Growth
for

Your Lawn Care 

Business 

starts with

- POWERED BY
Real Green Systems

It's go time!
Service Assistant® 5 can be used on any device - Android, 
Windows, iOS - and is completely mobile. Access your 
business from wherever you need to. All that's required 
is an internet connection. You and your staff now have 
the flexibility to operate more efficiently and from more 
locations than ever.

Easily generate sales reports, track employee time, 
schedule routes, update accounts from anywhere, 
at any time, on any device. It's your business on the go!

Empower your sales staff
Make it easy for your sales team to close on-the-spot. 
With Service Assistant® 5 they can log in from anywhere 
to add new leads, measure properties online, add new 
services and quote prices. They can then send necessary 
contracts, email estimates and more from their phone, 
tablet or laptop while they're still talking to the 
prospective customer.

Your sales staff is always selling. Real-time sales provide 
a great first impression of your business and allow your 
staff to close faster. It is also representative of the type of 
customer service to be expected from your company.



Do more with less
We're all asked to do more with the same, and often 
fewer, resources. It's the simple reality of running a 
business. Service Assistant® 5 increases efficiencies 
by allowing you and your staff to get more done in 
less time.

Onboarding new staff is easy with integrated help 
prompts, built-in wizards, pop-ups, inline editing 
menus and Google Postal Qualification API to 
prepopulate fields while setting up new accounts.

Eliminate task redundancy
Increase operational efficiencies with fully integrated 
solutions that sync with one another. Your techs in the 
field can update production from the work site.

Everyone in your company will know, in real-time, 
exactly which services were performed. You can add 
new customers to routes immediately, for same day 
service; or delete customers, when necessary, 
saving time and resources.

Instant Information
Real-time intelligence from reliable, consistent 
reporting allows your management to determine the 
state of operations and predictably forecast results. 
With over 148 standard reports and unlimited custom 
reporting, including savable parameters, you have 
instant access to the exact information you need to 
make informed decisions.

Increase Accountability
Your staff will be more proactive and productive with built-in 
accountability using real-time:

General and Financial Alerts 
Call Log Alarms
Journal and Report Completion Messages 
Unserviced Reporting 
Unresolved Call Log Reporting 
and more

Grow your business
Service Assistant® 5 is the hub for all your marketing data, 
including cancelled customers. The robust reporting and 
estimating functionality allows you to mine the data you already 
have, enriching it with measurements and accurate pricing.
Use it to generate marketing estimates, win-back letters, 
emails and more.

You also gain access to Real Green Marketing's business 
consultants, who will help you with all your digital and print 
marketing efforts, including direct mail and lists. They will 
also help you develop and implement a targeted marketing 
campaign to achieve and exceed your growth goals.

Your success is our obsession.
Our mission is your growth.
Long term success and sustained growth ultimately depend on 
customer satisfaction. Real Green Systems provides the mobile 
management tools, marketing solutions and consultative services 
you need to increase efficiencies, gain new customers and 
provide a superior customer experience.

With Real Green Systems* and Service Assistant* 5,

It's go time and grow time!

For more information, visit:
© RealGreen.com/SA5

^(877)252-9929
O O © © ©

RealGreenSYSTEMS

RealGreen.com/SA5
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BOOKS BUSINESS FOR SALE BUSINESS FOR SALE

Cracking the Code to Profit
Now Available!

In the book I share how I went
from a push mower to making over

$100K per year as the owner 
of my lawn care business.

This book is for you if you-
-Are thinking about starting 

a lawn care business.
-Just started a lawn care business. 
-Need to hire your first employee. 
-Want to add a 2nd crew, or 6th! 
-Can't ever seem to get ahead. 

-Don't have enough time in the day.
-Want to get out of the field.

By Ryan J. Sciamanna
Buy Now @ LawnCrack.com 

Use Code "l&lmag" for 10% Off

BUSINESS FOR SALE

^ACQUISITION

W Experts llc
EAST COAST OF FLORIDA

Established Lawn and Landscape 
Equipment Business
Two to choose from 
Both money makers

Contact John Brogan 772-220-4455
Acquisition Experts, LLC or visit 
www.acquisitionexperts.net

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 OPPORTUNITY
Manufacturer of landscape and nursery 
equipment selling due to health. Ideal 

buyer would be someone already 
marketing their corollary product line 

into this industry. This product line 
has strong bottom line contribution 
margins, excellent reputation in the 

marketplace, and is patent-protected. 

Respond to bvelikonya@gie.net.

Residential
Design/Build Opportunity

Upstate New York area 
$1.5M revenue

Great opportunity for a company 
to expand operations or an individual 

to enter a significant market.

• 32-year-old company. Local leader 
in the landscape community.

• Emphasis on high-quality hardscape; 
patios, walkways, driveways, etc.

•Traditional landscape design, 
installation fencing, lighting, etc.

• Customized estimating and 
landscape imaging programs.

• Easy to add-on snow removal 
and landscape maintenance.

Excellent equipment and fleet assets, 
tenured staff, high client retention and 
very nice facility for lease or purchase.

This is an excellent, smaller company 
w/ approx. $1.5M revenue that is 

poised to grow. Great opportunity! 
And a great opportunity for a person 

to enter the landscape profession 
as a business owner. 

303-974-7577 • tom@ceibass.com

LOOK FOR 
LAWN & LANDSCAPE 

ON FACEBOOK AT
facebook.com/lawnandiandscape

CA Company for sale
Southern CA

west San Gabriel Valley area 
$1.5M revenue

• 31-year-old company/brand

• High-end residential build
and maintenance

• 12 employees, good fleet
and equipment

• Owner annual comp approx. $350K

• Company is very poised for growth

• Owner will stay for up 
to 12 months transition

303-974-7577 • tom@ceibass.com

BUSINESS OPPORTUNITIES

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.

Lawn Care ServiceGo gle
1. YOUR COMPANY NAME HERE 
https://www.YourWebsite.com

GET FOUND ONLINE

We Built Great Looking Websites 
Specifically for Lawn Care 

and Landscaping Companies that 
Rank when Searched for & Convert 

Visitors into Clients!

Talk to Ryan @ 859.414.4839 
Learn More at LawnCrack.com/Portfolio

Mention'L&L MAG'for 5% OFF!

LAWNANDLANDSCAPE.COM

100 JUNE 2018 | LAWNANDLANDSCAPE.COM

LawnCrack.com
http://www.acquisitionexperts.net
mailto:bvelikonya%40gie.net
mailto:tom%40ceibass.com
facebook.com/lawnandiandscape
mailto:tom%40ceibass.com
mailto:Alec%40Whygoodnature.com
https://www.YourWebsite.com
LawnCrack.com/Portfolio
LAWNANDLANDSCAPE.COM
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BUSINESS SERVICES FOR SALE FOR SALE
88

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

J.R. Huston Consulting offers....
Standardization for Profit 

(SFP) Consultation
with Michael Ho mung of

ValleyGreen
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

FOR SALE

1-800-244-7337
GotPlowParts.com

LAWNANDLANDSCAPE.COM

Best Velke
Best Price

$387 w/ Free S/H
NEW-Proslide XT

LawnCrack.com

For Sale
Finn 170 Hydroseeder, mounted 

on a 1962 International 5 ton 
Military 6x6. Needs some work. 

Asking $18,500 obo. 

Contact Rusty
715-498-4189 or rusty@rustys.net

NEW/USED/REBUILT
Plows, 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
aIFVecolawn
1 V.*"' »APPLICATOR

Turf Pros' #1 Top Dresser
Since 1994

REDUCE PESTICIDE USE 
BY 50% OR MORE

EC0-505
INJECTION SYSTEM
Spot-spray pesticide while 
blanket applying fertilizer

GREGSON-CLARK

A Obosion of ftfce-.c M, Clark, tot,

Toll free - 800.706.9530 
Phone - 585.538.9570 

Fax - 585.538.9577
Sales@GregsonClark.com

GregsonClark.com

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
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CLASSIFIEDS

INSURANCE HELP WANTED

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—QLCA—CALCP

Green Search

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

CALL 1-800-886-2398 TODAY FOR A QUOTE! GOO
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

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.

EXPERTS IN FINDING 
LANDSCAPE TALENT!

No upfront fees.
We know what rocks to look 

under to find the hidden candidate.
Need to upgrade or replace 

confidentially?
We're the firm to call.

Expanding your business?
We're the firm to call.

THE FOCUS AGENCY
877-362-8752

www.focus-agency.com
search@focus-agency.com

In business over 30 years 
with clients coast to coast.

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.

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

MAXIMIZE YOUR ADVERTISING DOLLARS
We offer the industry's lowest costs for you to be seen in both 
Lawn & Landscape magazine and on Lawnandlandscape.com.
Please contact Bonnie Velikonya at 800/456-0707 X291 or bvelikonya@gie.net.
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HELP WANTED 1 LAWN SIGNS SOFTWARE

{Spring Valley
PROMOTE TO 
NEIGHBORS

Spring Valley is seeking a Sales 
Associate who has a proven record 

of success selling to distributors and 
distributor sales forces.

An understanding of the turf industry 
is required. This is the perfect 

opportunity for an outstanding sales 
professional who is interested in a 

growing with our company.
The location of your home office is 

flexible. Travel is required.

Please submit resumes to 
Kathig@springvalleyusa.com

NOW HIRING
Ultra-Lawn, North Idaho's premier lawn 

maintenance and landscaping 
provider, is currently hiring experienced

Spray Technician(s)/Applicator(s).

Offering a signing bonus and competitive 
wages, as well as profit sharing, 401 k 
retirement plan, WellVia Telemedicine 

Plan, and other optional benefits.

Visit our website www.ultralawn.net 
to learn more. Send resume to 

office@ultralawn.net or call 208-777-1696.

LANDSCAPE EQUIPMENT

TREESTAKES
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

PROMOTIONAL 
POSTING SIGNS

SIGNS
Marketing, Design & Print

View Hundreds of
Promotional Ideas, Layouts 
& Exclusive Images Online!
RNDsigns.com • 800.328.4009 

Posting Signs • Door Hangers 
Brochures • Mailers More

MEETINGS

Park City Brainstorming Meeting
Hosted and moderated by Jim Huston

August 16,17 & 18, 2018 
3 days of interaction and sharing best practices 
with up to 20 Green Industry companies who

are not your competitors.
Held at the mountainous and beautiful Park 

City Marriott in Utah.
Plan a summer vacation. Plenty of summer 

activities for the whole family.

For more details email: 
jhuston@jrhuston.biz

PLANTS, SEEDS & TREES

NATIVE SEEDS
Largest producer of native seeds in 

the Eastern U.S. 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

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

2 & j i» ? a 
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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

Place your Classified todayil

Please contact Bonnie Velikonya at 
800-456-0707 X29i or bvelikonya@gie.net.
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Are You Ready 
To Begin or 

Enhance Your 
Business?

The average annual gross 
revenue produced by our 

franchise owners is

$1,507,817

THE LEADER IN ORGANIC-BASED LAWN CARE

30 Years of Safer Lawn Care
Plus Mosquito &Tick Control Opportunities

Entrepreneur's 2018 Franchise 500 - Rank #172 
Military Times's 2018 Best Franchises for Vets - Rank #29 
Franchise Business Review - Best Franchise Opportunity for 2018

Key Markets Available in Your Area—Call Today!
Blaine Young I (800)989-5444 I NaturaLawnFranchise.com

‘Based on 34 owners and the 2016 gross revenue report. ©2018. NaturaLawn of America, he. A division of NATURLAWN® Services and Products. All rights reserved. Each office independently owned and operated.
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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.
----------------------------------------------------------------- e

HIKE POWER
By Megan Smalley
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• FINDING TALENTED, COMMITTED PEOPLE WITH A PASSION

for landscaping can be a challenge — and this is likely true for all landscaping 
companies. Dan Dohar, executive vice president and chief human resources officer 
at BrightView, says his company also faces these challenges, but the company has 
implemented some new recruiting technologies to advance in this area.

Lawn & Landscape connected 
with Dohar to learn more about what 
these technologies are and how they 
have helped with recruiting.

L&L: What are the latest technology 
resources BrightView is using to 
recruit new employees?
Dohar: We launched kiosks in 
branches so that each could have 
applicants apply online. Additionally, 
we trained branches on how to use 
our applicant tracking system so they 
can post and receive their applicants 
on demand. We have placed a lot of 
focus on the way our applicants apply 
for jobs and toward the best technical 
sources for this, including the Text-to- 
Apply campaigns.

We have created marketing 
materials for branches and made it 
easily accessible for them to print 
locally, and we made recruitment 
guides and staffing plans to train 
branches how to recruit and how to

find talent. We are also utilizing social 
media to spread the word about our 
openings and where and how to ap­
ply. Finally, we created positions for 
hourly recruiters to recruit for only 
high-volume hourly roles.

L&L: How do the application 
kiosks work?
Dohar: The kiosks are computers 
that walk-in applicants can use to 
apply for BrightView openings at our 
branch locations. (They) were initially 
rolled out early in 2017 and we now 
have approximately 120 branches 
utilizing this technology. BrightView 
wanted to provide a vehicle for all 
applicants who might not have ac­
cess to a computer.

The kiosks direct applicants to 
our BrightView Career Site (jobs. 
brightview.com) where we receive 
roughly 30,000 hourly (worker) 
applicants a year. Due to this, we 
aren't able to measure how many

people applied using our kiosks 
versus their own personal computer. 
However, we have seen a significant 
increase in online applications over 
the past year.

L&L: Could you explain what an "ap­
plicant tracking system" does? 
Dohar: An applicant tracking 
system helps manage the recruit­
ment process. When an applicant 
applies, they enter their informa­
tion into our application tracking 
system and their information 
is collected in a requisition. A 
BrightView recruiter will see the 
applicant's information and contact 
them for the position they applied 
to. There are many benefits to an 
applicant tracking system, includ­
ing keeping a historical record and 
tracking, use as a communication 
tool, recruitment pipelining and 
compliance. There are dozens of 
applicant tracking systems to choose

from, but there are about five major 
players in this space.

L&L: What do the Text-to-Apply 
campaigns involve?
Dohar: Applicants can text a number 
to apply for a specific job. They are 
texted back with a series of ques­
tions based on the requirements of 
the job they are applying for. From 
there, the responses are compiled, 
and an application is built in our 
system. (It) is a very fast applica­
tion process, but it does allow the 
chance of receiving more unqualified 
applicants because it is so easy for a 
candidate to apply.

L&L: How can smaller landscapers 
integrate more technology into their 
recruiting strategies?
Dohar: Mom-and-pop landscap­
ers can track the way employees 
are hired through their application 
process, which can be tracked on a 
spreadsheet. From there, they can 
use their recruitment advertising 
dollars toward those efforts. The 
applicant tracking systems are not 
always expensive for businesses 
and by putting in a very inexpensive 
applicant tracking system, it can pro­
vide free job board advertisements 
on Indeed through job scraping.

L&L: What are mistakes landscap­
ers need to avoid when adding 
new technology in their recruiting 
strategies?
Dohar: Focusing on too many 
technologies at once and not the 
right ones can negatively affect your 
recruiting efforts. Companies should 
use the technology which returns 
the best results. It's best to track 
where team members are being 
hired from and then create a plan 
from there, l&l

Sponsored by
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Beauty is now more accessible. Brilliant.
NEW ALUMINUM PATH LIGHTS BY FX LUMINAIRE

FUSING TIMELESS DESIGN WITH 
CORROSION-RESISTANT ALUMINUM
CONSTRUCTION, the new DL-A, DM-A, 
and CA-A path lights from FX Luminaire join the 
previously released SP-A path light to form a 
lower-priced family with the same commitment 
to quality as their premium copper/brass 
counterparts. To accommodate environmental 
needs, the fixtures are available in nine powder 
coat finish options. To add these to your product 
offering, visit fxl.com/aluminum

SP-A

LANDSCAPE LIGHTING | Learnmore.Visitfxl.com FXLuminaire

fxl.com/aluminum
Learnmore.Visitfxl.com
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All things technology in the green industry
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Find out how contractors 
are using technological 
advancements in the 
industry to become 
more efficient and 
grow their companies.
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Confidence is 
19 mpg from a 
19 mpg truck.
When you need to improve the fuel efficiency of your 
fleet, you need Verizon Connect. Our platform lets 
you see critical vehicle data and make adjustments 
in near real-time to eliminate unproductive idling, 
reduce emissions and cut fuel costs.

Explore new possibilities at verizonconnect.com 
or call 866.844.2235 to get a free demo.

verizon^
connect
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SURROUNDED 
BY SUCCESS

HE VALUE OF ANY BUSINESS TECHNOLOGY

T should be measured by its ability to help you simplify the 

journey to profitability. In a recent article for the Verizon 
Connect blog, Ed Laflamme of the Harvest Group high­
lighted the difference between landscapers who focus on

growth and those who strive for profitability.
In that article Ed wrote: “We have learned there are five things all 

high-profit landscapers have in common. It’s not where they’re from 
or what degrees they have or how dedicated they are to great customer 
service. It’s what they do.”

And what they do, Ed says, is these five things:
• They measure everything that makes sense.
• They have processes.
• They understand people.
• They keep things simple.
• They invest in and use technology.
We believe that last bullet point can make the first four easier to 

achieve. Why? Because smart technology improves the connections 
between measurement, processes and people. It helps simplify complexity 
to help businesses make better decisions and improve their profitability.

At Verizon Connect, our technology is all about delivering informa­
tion and insights from your vehicles, equipment and crews that can help 
you measure, understand and simplify your processes, improve efficiency, 
productivity and safety, and even lower your fuel and maintenance costs. 
We’re committed to delivering solutions that give landscapers the data 
they need to run their businesses better. We know the transformative 
power of technology for business, and that’s why we’re delighted to spon­
sor the 2018 Lawn & Landscape Technology Report.

You can learn more about fleet tracking, field service management 
and equipment monitoring solutions from Verizon Connect at 
verizonconnect.com. TR

SMART
TECHNOLOGY 
IMPROVES THE 
CONNECTIONS 

BETWEEN 
MEASUREMENT, 

PROCESSES 
AND PEOPLE.

ERIN CAVE
VP of Product Management at Verizon Connect ~   „ „„SPONSORED BY

verizon^
connect

2018 TECHNOLOGY REPORT . JUNE 2018 3

verizonconnect.com


2018 TECH REPORT

JUNE 2018 • 2 ECHNOLOGY REPORT

T SEEMS IN THE

I
 LAST FEW YEARS

technology has become 
more and more prevalent 
in the green industry.

From emerging technologies like drones 
and robomowers, to more companies 
using more common technologies like 
software programs, contractors appear 
have a greater reliance on technology.

To get a better grasp on this assump­
tion, we surveyed almost 250 contractors 
to find out if they are embracing technol­
ogy more than in the past, and, if so, if it’s 
worth the investment.

This report features exclusive research 
from the survey along with interviews with 
contractors from around the country to 
get concrete examples on how landscapers 
and LCOs use software, new equipment 
and other “toys” at their companies.

Visit lawnandlandscape.com, and 
click 2018 Tech Report under the 
research tab. There you will find re­
search not included in this report. 
— Brian Horn

lawnandlandscape.com


To find research not included in this report, 
visit lawnandlandscape.com, and click 

2018 Tech Report under the research tab.

• RESEARCH

What services do you offer? 
Choose all that apply.

1. Maintenance
2. Lawn care
3. Design/build
4. Irrigation
5. Snow and ice management
6. Tree care

What do you 
use software for 
in your business?

Choose all that apply.

82%
Payroll/accounting

58%
Job costing/estimating

What is your 
approximate revenue?

• Less than $200,000
• $200,000-$499,999
• $500,000-$1 million
• More than $1 million

How much of your budget 
is allocated to software 

expenses?

How many employees 
do you have?

• 1-10 • 41-60
• 11-20 More than 60
• 21-40

How important are technological 
advancements when purchasing 

products for your business?

53%
Field service/scheduling

49%
Landscape design/drawing

47%
Property mapping

45%
GPS/fleet management

42%
CRM/sales management 

and tracking

24%
Material inventory

• 0%-5%
• 6%-10%
• 1196-15%
• More than 15%

• Very
• Somewhat
• Not really
• Not at all

7%
Water management 

services
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Adding software and other 
technology tools helps contractors 

stay ahead of their competition. 

By Megan Smalley
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• TECHNOLOGY

DECADE AGO, EMERGING software

A
 and technology tools were more optional luxu­

ries for landscape contractors. Today, contrac­
tors say they are becoming increasingly essential 
to operations in order to remain competitive.

“If you look across the board, everything is 
more electronic,” says Roye Dillon, business unit leader at True 
North Outdoor in Kansas City, Kansas.

It’s not just Millennials adapting to new technology, either. Dil­
lon says True North Outdoor has some older customers making 
shifts to technology. He says that wasn’t the case 10 years ago, 
but it is now.

“I have customers ages 70 and 80 texting me for things,” he 
says. “Everything is going electronic. As we become a tech-based 
society, there are tools we have to embrace.”

These tools include software programs, GPS, fleet maintenance 
programs and smart controllers to name a few things.

Dillon adds that customers of all ages and demographics are 
more willing to embrace technology. This past year, he says a card 
swipe tool on employee smartphones was a hit for some True 
North Outdoor customers who wanted to make payments in 
the field. The company added this tool to smartphones to make 
it easier for customers to pay for last-minute services or products. 
In particular, if a customer wanted to buy salt from them in the 
winter, a True North Outdoor employee could have the customer 
pay on the spot with the card swipe tool.

In addition to making things easier for the customer, it also 
made pay and collections easier for the company. Dillon says he 
hopes the tool can be used throughout the year for last-minute 
irrigation repairs.
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“We’re no longer chasing guys saying, ‘Hey, 
you owe us for salt,’” he says. “In the future, 
we’re hoping this will also reduce collection 
issues with irrigation services.”

Technology and software programs also 
keep companies better connected with their 
customers. John Crider, owner of Tennessee- 
based Crider Landscaping, says his company 
added a CRM software program two years 
ago. He notes that his business has only been 
around for about four years, so he says retaining 
customers is important for growth.

“I can maintain conversations regularly,” he 
says. “It also helps with scheduling, so we don’t 
have any surprises.”

With more people requesting technology, 
Dillon says it’s essential for landscape con­
tractors to adapt to new tools to stay ahead of 
competition. “Either you adapt, or you won’t 
keep up,” he says.

EFFICIENCY AND PROFITS.
One perk contractors say they experience 
when they add new software or technology 
is time savings, which then leads to more 
efficient work. Crider says the software pro­
gram he added has helped his estimating and 
bidding process go much faster and smoother.

When Crider Landscaping first added 
CRM software about two years ago, learn­
ing to use the tool was a “time drain.” But 
Crider says he knew that might be the case, 
so the company added the program in a 
slower season.

“We took our winter lull, our slow time, to 
integrate our information to the system and 
learn it,” he says.

It took the company about two to three 
months to get into a habit of putting data into 
the CRM and making it an essential tool. Now, 
he says it’s a tool they use every day to help 
with scheduling, email communication and 
organizing data - and it’s helped the company 
see where it was wasting time.

“It’s made our bidding process more 
streamlined and it really helps our receiv­
ables,” Crider says.

Justin Tamborski, design/sales lead at 
Chicago-based Three Brothers Landscaping, 
says his company also experienced time savings

Do you feel the technology 
or software you use as a 

company makes you more
attractive to potential 

customers?

• Yes No

How would you describe 
your company's use of 

technology and software 
compared to your 

competition?

• Advanced • Average 
Behind

How much does your 
company depend on 

technology and software 
compared to 5 years ago?

• A lot • Somewhat more
• The same • Somewhat less

A lot less

when it added a software program to help with 
estimating on jobs. The company added a pro­
gram that gives them high-resolution images of 
properties they can view in the office to better 
prepare maintenance estimate costs.

“We wasted a lot of time traveling between 
people and places, so it was a benefit to us,” 
he says. “We can service our clients faster by 
getting insight on their property before we 
even get there.”

PROFITABLE BENEFITS.
Tamborski says some software his company 
added has also helped them to be more prof­
itable, particularly on its hardscape jobs. 
When Three Brothers Landscaping invested 
in upgrades to its landscape design software 
a few years ago, the company wasn’t posi­
tive of the benefits it would have. However, 
Tamborski says this upgrade proved to be a 
very valuable move.

About seven years ago, Tamborski started 
using 2-D landscape design software to give 
customers a better picture of the landscape 
installations or hardscape jobs. Four years ago, 
he decided to upgrade to 3-D design software. 
After shopping around for about a year, he 
found a product that fit just right.

Today, Tamborski uses the 3-D design soft­
ware on 70 percent of the landscape installation 
and hardscape jobs. The tool paid for itself 
within a year. He says the software might have 
been the company’s best investment to date.

“Once I started doing 3-D modeling to 
show customers their projects, that was the real 
game-changer,” Tamborski says. “I’m closing 
at least 60 percent more sales. Customers are 
blown away. They can’t believe they can see 
their house in my designs.”

Three Brothers Landscaping has been spend­
ing more on technology upgrades in recent 
years, but Tamborski says all the initial ex­
penses provided a quick return on investment.

“The biggest ROI is having way more jobs 
now,” Tamborski says. “With design software, 
we are able to close a lot more jobs at a quicker 
rate. Then, with the fleet maintenance tool, we 
have a better grasp on overhead. Because we 
have a better control of overhead, we’re not 
fumbling to crunch our numbers anymore.” PR
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DOWN THE ROAD
Contractors share technologies they think will grow in popularity in the future.

DRONES AND GOOGLE 
EARTH IMAGING
“We’re just now starting to 
use Google Earth. You can 
look at the property from 
above, (and) measure up.
You don’t even have to step 
foot onsite and you can 
gauge the price of a property 
to mow and maintain it. Also, 
(with) drone technology you 
can fly it over the turf and 
analyze what’s going on with 
plants and turf. It’s not used 
a lot yet, but that technology 
is there.”

Roye Dillon,
business unit leader,
True North Outdoor

ROBOTIC MOWERS
“I think advancements on 
those might be better for 
commercial contractors than 
homeowners in the future. 
Commercially, it would be 
contractors putting them 
in, maintaining them and 
programming them. I could 
see their usage increasing 
a bit in a few more years. 
Robots don’t call in sick. 
Robots don’t need to take 
kids to the doctor. It’s ready 
24/7. So, especially for 
maintaining high-profile 
properties, I think these 
would be helpful.”

Roye Dillon,
business unit leader,
True North Outdoor

SMARTPHONE USE
“In the next year or so, we’re 
looking to possibly give our 
crews smartphones so they 
can login that way instead 
of using time sheets on 
paper. In an app, they can go 
and mark how long they’ve 
been on jobsites. But most 
guys have smartphones, so 
we’re debating whether we 
have them use their own 
and make it a requirement 
that you need to have a 
smartphone to have a job 
here, or whether we give 
them new smartphones. 
Those are things we want to 
work through.”

Justin Tamborski,
design/sales lead,
Three Brothers Landscaping

WIFI-CONTROLLED
IRRIGATION
“It’s kind of old technology, 
but our clients haven’t 
moved toward this yet. 
We’re trying to push clients 
that direction, though.
It’s been cost prohibitive 
for some customers, but 
the costs look like they’re 
starting to come down.”

John Crider,
owner,
Crider Landscaping

SAFETY BENEFITS.
Technology can also boost safety at a com­
pany. When Colorado-based Alpine Gardens 
Landscaping added a GPS program last year, 
Co-Owner Nate Fetig says safety was the No. 
1 thing it helped.

“(The GPS tracking) has full vehicle diag­
nostics on it,” he says. “That really helped us 
from a couple perspectives, one being safety.”

As soon as Alpine Gardens added GPS 
tracking in its vehicles, Fetig says the man­
agers noticed some employees had unsafe 
driving practices like speeding, hard braking 
and making unnecessary stops.

“Before, we couldn’t fix what we didn’t 
know, so it was eye-opening,” he says. “We 
got that corrected pretty quickly.”

On the maintenance side, GPS tracking 
also gave Alpine Gardens better informa­
tion on when maintenance was needed to

“Once I started doing 
3-D modeling to show 

customers their projects, 
that was the real game- 

changer. I’m closing 
at least 60 percent 

more sales. Customers 
are blown away. They 
can’t believe they can 
see their house in my 

designs.”

Justin Tamborski, 

design/sales lead,

Three Brothers Landscaping

keep the vehicles in safe driving condition. 
Fetig says the fleet manager now checks the 
GPS tracking to see how many miles are on 
vehicles and check for any lights or codes to 
be proactive. He says the company is slowly 
adding this tool to its skid-steers, as well.

Fetig says GPS tracking was worth invest­
ing in, especially as he noticed the technology 
has decreased in cost. In past years, he mostly 
saw GPS tracking in the $50 per month per 
vehicle price range. The system he found costs 
$150 per year per vehicle, though.

“It was something we felt was our big­
gest exposure and liability,” Fetig says. “We 
considered GPS on and off, but it’s started 
to become affordable, so we couldn’t say no. 
It’s improved the maintenance of the vehicles 
and the overall safety of the company. I think 
that also helps improve our public image, 
just knowing that we’re being better drivers 
out there.” TR
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WEB
SMART
A solid website can be one of 
the most important pieces of 
technology your business uses.

By Lauren Rathmell

AMILY-OWNED LIQUA-GROW TURF in

F
 Maryland takes a digital first mindset when it comes 

to customer leads. The business focuses heavily on 
digital advertising, and the company has been gaining 
traffic on its website, liquagrowturf.com, as a result.

The website houses company information, a list 
of services, contact information and even an account portal for current 
customers. The lawn care company employs 15 people during its peak 
season and generates about $1.5 million in revenue each year.

Liqua-Grow’s website is managed by an outside company, but em­
ployees have the ability to go in and make updates to the site in-house. 
Currently, Cindy Buckwater, president of Liqua-Grow, says she’s on a 
mission to get more photos of jobsites to post on the website.

“We don’t update as much as we should,” she says. “It’s hard during 
the busy season.” Still, she says the company uses resources from several 
digital marketing agencies to increase the site’s visibility.

“Our website has a lot of activity because of the ads we have out,” 
Buckwater says.

10 JUNE 2018 • 2018 TECHNOLOGY REPORT
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* WEB DESIGN

In Amarillo, Texas, a new 
company, Evolved Lawns, knew 
to start the company right, a 
website needed to be made.

“It was the first thing I thought 
of when I was thinking of how to 
start the business,” says owner 
Chance Reynolds.

Right now, Evolved Lawns is 
small, with two part-time em­
ployees in addition to Reynolds. 
The company focuses on lawn 
maintenance.

PAYMENT OPTIONS.
Liqua-Grow implemented online 
payments about three years ago, 
with an online account portal 
that allows customers to pay their 
bill and view account details.

“The only thing they can’t do 
online is cancel,” she says. “They 
have to call us for that.”

When the company transi­
tioned to the online payment 
process, they proactively got the 
word out to their current clients.

“We would include a message 
on the work order directing 
clients to pay their accounts 
online,” Buckwater says.

Now, Liqua-Grow asks every 
caller for their email right away 
so that they have it in their sys­
tem. The company has received 
positive feedback from customers about the online 
payment process.

For Evolved Lawns, the clientele the company 
services is not as tech-sawy as the customers at 
Liqua-Grow, so it doesn’t make sense for the website, 
evolvedlawns.com, to include a “pay online” feature.

Instead, Reynolds added a page that breaks down 
all service costs. “It’s saved us a lot in terms of bogus 
leads,” he says.

With the online accounts, Liqua-Grow’s website 
features a section to input an offer code. This is most 
commonly used for returning clients who want to 
prepay for their services.

Last year, Buckwater used the offer code option in 
a marketing tactic. She gathered the email addresses

GETTING STARTED
IN ORDER TO CREATE a fully functional 
and useful website, Buckwater sat down 
with a sales representative from the digi­
tal marketing agency she hired to brain­
storm ideas. Together, the two decided 
on how many pages they wanted on the 
website and what content they needed 
for each page.

“We sat down together, and we wrote 
everything out,” she says. “Then he took 
it to his web designer.”

For Reynolds, a website wasn’t the
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from estimates that never turned into jobs 
and sent out a mass email.

“I explained our company and servic­
es,” she says. “And gave them all prepay 
invoices with a discount if they prepaid.”

Her efforts paid off because a few of 
the potential clients came back and signed 
on for services.

Reynolds says most of his web traffic 
comes simply from customers in his area 
searching for lawn services.

While he doesn’t have a tracking 
software yet, he says he keeps track of 
page views and site visitors through the 
website’s back end.

first thing he developed for his company, 
but it was the first thing on his mind. He 
brainstormed the information he knew he 
wanted on his site and went with a third- 
party website builder.

Using templates provided online, he 
designed the site and posted the content 
himself. The first month, he experi­
mented with a blog but realized it wasn’t 
getting many views, so he took it down 
to focus his efforts on other aspects of 
his website.

SHOW YOUR WORK.
Both Liqua-Grow and Evolved Lawns 
post photos to enhance their websites. 
“I put up before and after photos of our 
cleanup jobs,” Reynolds says. As the 
company gets more contracts, he plans 
to bulk up website’s gallery. Right now, 
it’s set up as a slideshow where site visitors 
can click through the rotation of pictures.

Liqua-Grow has a small video player 
on their site that rotates through a col­
lection of photos to show off good work, 
but Buckwater is hoping to collect more 
photos from jobsites, especially since most 
of their crews have smartphones. IR
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COMPETENCE
Getting your crews on board with the latest technology 

can improve your operations and your bottom line.

By Lauren Rathmell

UMMIT LAWN AND

S
 LAN DSC APE is a small

company located in Fort 
Collins, Colorado. Cara 

and David Doyle own the 10-person 
hardscape and design/build company, 
and they recently added a new opera­
tions software.

Cara, whose official title is vice presi­
dent, manages the office, the HR and 
sometimes even the IT work. So, she 
was looking for a better way to operate 
the business on the back end.

“We were losing hours and losing 
estimates,” she says. “I was doing 
everything by hand.”

After some recommendations from 
a family member in the industry, she 
decided to reach out to a company 
that makes software for landscaping 
businesses.

Once she was ready to pursue inte­
grating the software, she reached out 
to the company.

“I was on the phone with their 
tech person for an hour and a half,” 
she says. The tech employee walked 
her through the software, explaining 
how she could use certain features. At 
the time, they were approaching the 
busy season.

“He told me if I wanted to table 
things for now and want to integrate 
until December, I could do that,” she 
says. “But I was ready to get it going.”

TECH-SAVVY WORKERS.
When it came time to share the new 
technology with her crew members, 
they were all on board.

“They were ready for it,” she says. 
“They’re all younger, in their 20s 
and 30s, so the technology isn’t hard 
for them.”

With the new technology, Sum­
mit’s two foremen and operations 
manager can use their work-issued 
phones to clock in their crews. From 
there, Cara and David can review 
the time clock and integrate it with
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QuickBooks for payroll.
Mark Black, co-owner of Country 

Club Lawn and Tree Specialists, has 
about 32 employees during the peak sea­
son. Most of his employees are millenni- 
als, which makes integrating technology 
into their work almost seamless.

“They’re typical millennials,” he says. 
“They adapt to the technology very 
easy.” He says it’s been beneficial to have 
younger employees since he didn’t have 
to deal with any pushback when the time 
came to introduce new technology.

“They didn’t have to ‘unlearn’ a way 
to do things,” he says. Country Club 
supplies a cellphone to technicians, sales 
reps and managers. If they opt for a 
smartphone, it’s up to them to pay the 
activation fee or any extra costs associated 
with the smart device.

Black notes that while he doesn’t 
have to spend as much time training his 
millennial-aged crews on technology, he 
does have to stress to them that spend­
ing too much time scrolling through the 
phones does impact the entire company.

“I call it dumb down time,” Black says. 
“They have to learn to find that balance.”

When training is necessary, he tries 
to make himself the “go-to” guy for 
any tech questions. He attends webi­
nars, makes printouts and has the crew 
members teach each other how the 
technology works.

At Elkhorn Lawn Care in Omaha, 
Nebraska, owner James Manske also is­
sues his 33-person crew smart technology 
like phones and tablets.

“We issue iPads to our maintenance 
crews and another tablet to our lawn care 
crews,” he says. The crews working in 
lawn care utilize software that isn’t sup­
ported on iPads, so the company needed 
two different types of tablets.

All managers receive a cellphone as 
well. The company used to offer all crew 
members a phone, but Manske realized 
they weren’t really using them for texting 
and calling, so they could do without the 
cellular service.

What was the 
most effective 
way of training 

yourself and 
your team on

software?

39%
In-house training

28%
We’ve never done 
software training

21%
Online courses

8%
In-person training 

from software 
companies

3%
Sending an 

employee to 
software training

Who on your 
staff has a 
company

smartphone?
Please choose 
all that apply.

95%
Owner

61%
Management

55%
Foremen

38%
Crew members

36%
Sales team

35%
Administrative 
staff (HR, office 
managers, etc.)

29%
Account managers

Manske tries to learn all he 
can about a new technology, and 
then shows the rest of the crew 
how to use it. He usually sets up 
a meeting back at the office and 
spends about a half hour before 
the start of the day going over 
any updates.

TECH UPKEEP.
To keep its iPads protected and 
secure, Elkhorn Lawn Care puts 
iPad mounts in each truck to give 
crews a place to keep their tablets 
while they travel to different 
jobsites. Each tablet is assigned 
to a crew member, and it has to 
be returned to the office at the 
end of each day.

“The maintenance crews use 
the iPads mainly for turn-by-turn 
directions and GPS,” Manske 
says. “We also use Google Drive 
to share designs or documents.”

At Country Club, Black 
stresses to his workers that the 
company enjoys investing in 
things like updated software 
and new equipment. “We try to 
be as innovative as possible,” he 
says. “We try to give them the 
newest equipment.” With the 
new equipment, Black says it’s 
up to the crews to take care of 
it properly.

“The equipment gets signed 
out each day,” Black says. “If we 
wind up with a broken tablet, we 
know who’s responsible.” When 
the tablets are returned at the 
end of the day, they automati­
cally update overnight, so they 
are ready to go for the crews in 
the morning.

To stay efficient and produc­
tive, after some trial and error 
with different products, Manske 
decided Google Drive was the 
best way to keep documents in 
one place.

“Google is huge,” he says. “So, 
I felt like there was a better chance 
of not having any sort of down­
time because of technology.”

Each iPad has an email ac­
count associated with it, and 
that email integrates with the 
calendar and Google Drive ser­
vices. Maintenance crews can 
pull up the calendar to view jobs 
scheduled for that day, or to get 
an idea of what the rest of the 
week looks like.

“The technology really eas­
es out the paperwork side of 
things,” Black says. “I could have 
a person in my office doing the 
work, taking three or four hours a 
day, but it’s cut down to that only 
being about one hour a day.” IR
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LATEST AND GREATEST
AT SUMMIT LAWN AND LANDSCAPE in Fort Collins, Colorado, 
the crew of 10 is beginning to experiment with drones and VR 
technology in their projects.

The company recently secured a job working with a builder 
who builds hotels, and they’ve started using a drone to get foot­
age of the property.

“Our hardscape foreman has the drone,” says vice president 
Cara Doyle. “He will send me footage and we use that for our 
social media.”

The company uses Belgard’s Design Studio, and recently was 
able to experiment with their VR goggles.

“It’s a younger couple (we’re trying it with),” she says. “So, we 
think they will respond well to it.” Doyle notes that she doesn’t 
think that kind of technology is right for everyone, but younger 
clients may be more interested in it.
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DOLLARS /has DATA
Wilco Contractors Northwest takes its technology to the next level 

by developing a software platform just for the green industry.

By Megan Smalley
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ATA DRIVES BUSINESS at Wilco 
Contractors Northwest. Within the past

D
 decade, the Alberta, Canada-based landscape 

contractor transitioned to a paperless model 
where it relies on a data management program.

“We are paperless in the field and in the 
office,” says Art Maat, owner of Wilco. “We

have no time books, no inspection books.”
Years ago, Maat says field team members would drop off paperwork 

from in the field into an orange box in the shop. Today, there’s no 
longer an orange box in Wilco’s shop. No papers are saved in binders 
nor are any files printed out - unless a customer requests Wilco to 
send a printed estimate. Everything is done digitally at the company, 
from payroll to registrations to invoices to route planning.

The company started to transition to a paperless model about 
a decade ago. For a while, Wilco was using a software program to 
track data and stay on the cutting edge. Although Wilco had a good 
relationship with the software company, Maat says the program 
wasn’t customized well enough to meet Wilco’s needs.

Maat wanted a tool to integrate all data from different facets of the 
business in one system. He shopped around, but he couldn’t find a 
system like that for landscape contractors. He says there were plenty 
of fleet management programs, project management programs or 
accounting programs, but none that tied all that data together.

So, as a solution, Maat developed his own data management 
program specific to the green industry.

Maat admits the development of the program had its challenges 
- it was costly at points and they had to make a few mistakes to get 
the system just right. “We had to learn a lot from trial and error,” 
he says. “We spent money, not unwisely, but we spent money to 
learn. We learned the expensive way, but that made us stronger in 
the product we built. The best way to learn is by mistakes.”

There were also changes made along the way to the system. Initially, 
the program was a tool that was used internally to track data on trees 
Wilco managed - where trees were planted, when trees were planted 
and species of trees that were planted. “Then we realized what we 
developed for trees could be used to track our construction equip­
ment, utilities and any asset we managed,” Maat says.

Maat saw the program as a way to track all the company’s assets 
from vehicles to hand tools to employees. Using QR codes and ID 
tags, the company identified all its assets both tangible and intangible, 
tagged it and stored data on each asset that is saved in the program.

Employees regularly update information on each asset in Nektar. 
All the information is uploaded into one app on a smartphone or 
tablet to make things easier. While it was an investment to develop the

We are paperless in the field and 
in the office. We have no time

books, no inspection books.”

Art Maat, owner, Wilco Contractors Northwest
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DATA INTEGRATION.
Throughout Wilco’s 35 years in business, Maat 
says the business has always stayed ahead of 
the curve on technology. When fax machines 
were new to market in the 1980s, Maat had 
Wilco test them out. When cellphones were 
new, he had Wilco test them out. And more 
recently when iPads were new, he had Wilco 
test them out.

“It’s my desire to be on the cutting edge with 
technology all the time,” he says.

Maat enjoys adapting new technology and 
brainstorming solutions. He says it was easy 
to come up with the idea for his program - an 
all-encompassing tool for him to enter all data 
related to Wilco. However, he needed technical 
help in the development, so his kids helped.

“I was the architect for the system’s function­
ality, but my kids had the technical skills,” he 
says. “My kids are in their late 20s and early 30s. 
Kaila is our accountant, and my sons Michael 
and Taylor are developers of (the program). 
So, they were all key to this product existing.”

2018 TECHNOLOGY REPORT . JUNE 2018 15



2018 TECH REPORT — COMPANY PROFILE

☆ a
| Integrations For Tin

a □ ♦
i Edmonton Oilers PI,

Dashboard - Nektar x
<- C O A Secure https /w^jnynektorxom/Pages/UserDashboar'SAIserOashboarci.aspx

•" Apps bike ft| The Four Horsenw aT REQUEST Report Viewer - Nr > Folder/ 6ISTEXAS 4 OASHV2 EJJ Raymond Jai I Water Rowing Mac laser Udar Stuff Beaconbs Asset Data j

e-

1160
Topsoil Zone 6 / 1

586

■

wilco
<£ Layout: DefauH C f

! 1050 LOADS

iOil Zone 18 / 4,773 M3 / 478 LOADS

program, Maat says it’s helped 
Wilco become more profitable.

A SECOND BUSINESS.
Initially, Wilco only developed 
its software platform for internal 
use. But about five years ago, 
other landscape contractors and 
companies in Alberta took notice 
of the tool.

“We realized from third par­
ties that we could be selling this 
to others,” Maat says.

So, their program became 
its own separate company and 
Maat started to market the tool 
to landscape contractors. He 
says marketing started slow, by 
word-of-mouth. Steadily, though, 
companies gained interest in their 
data management tool. Now, 
their program serves anything 
from small landscape contrac­
tors to irrigation contractors to 
companies outside of landscaping. 
Maat says even global names like 
Siemens now uses the tool as well

ABOVE: Wilco's software system 
allows Wilco to track all its assets in 
one location.

as a company in Israel that uses it 
for bomb shelter inspections.

With a growing customer 
base, Maat hired about 20 
people to work on the software 
program so he wasn’t pulling 
from Wilco team members. He 
hired people with computer 
science backgrounds. Maat says 
the company provides a “data 
management makeover” - an 
easy-to-access cloud of data that 
fits their business. He notes that 
his software company keeps in 
close contact with customers.

“We don’t let them get to the 
point of being confused,” he 
says. “If they’re local, we’ll do 
ride-alongs with them to better 
understand their needs. Or, for 
our customer in Israel, I went out 
there to show them what to do. 
We stay hands-on.”

VALUE IN DATA.
On top of starting a data man­
agement program, Wilco also 
stays on the cutting edge of other 
new technologies to make sure 
crews do their jobs well.

About two years ago, Wilco 
started using drones for earth­
moving jobs where they need 
to stockpile or move dirt. From 
the air, drones can calculate how 
much material was moved.

The company has also been 
using GPS tracking tools and 
georeferencing to track the lo­
cation of its equipment and 
vehicles, as well as plan efficient 
routes. Wilco is now in the pro­
cess of doing similar tracking on 
its hand tools, not through GPS, 
but through Bluetooth beacons.

“With GPS on your truck, 
you need a monthly subscrip­
tion,” Maat says. “With Blue­
tooth technology, you leverage 
the GPS on your phone, which 
recognizes the Bluetooth identity

for that trimmer or hand tool 
because it has a beacon on it.”

The Bluetooth beacons will 
help Wilco keep track on all 
its hand tool whereabouts and 
whether they need maintenance. 
All data about the tools is stored 
on their software program.

Maat says having cutting edge 
tools and data is valuable. He’s 
not sure what new technology 
might help landscape contractors 
down the road, but he says all 
contractors should be trying to 
embrace software at least.

“Companies that haven’t 
adapted to tech could be left 
behind,” he says. “You need 
real-time information and 
data. You could say, ‘Oh, tech­
nology’s going that way... ’ but 
that someday is here. It’s not 
difficult — we all have phones 
or tablets. As contractors, 
leverage the computer in your 
pocket and use it as a tool for 
data entry.” TR
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a service call 
that calls itself.
When you need around-the-clock awareness, you need 
Verizon Connect. Our loT sensors enable you to monitor 
conditions remotely and dynamically reroute assets, so you 
don’t have to be on-site to keep things running smoothly.

Discover more at verizonconnect.com
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