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president/CEO  
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Centre Hall, Pa.
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Contact your local distributor or Quali-Pro representative for more information. This product may not be registered in all states.  
Please check the Quali-Pro website or the state’s department of agriculture for registration information.

Quali-Pro is a registered trademark of Adama Group Company. Taurus is a registered trademark of Control Solutions Inc. Verge is a registered trademark of Oil-Dri Corporation.

Taurus® Trio G  
formulated with three active 

ingredients: Fipronil, Bifenthrin 
and Lambda Cyhalothrin for fast 

and long-lasting fire ant control.

For more information 
call 800-242-5562 or visit 

www.quali-pro.com
Innovation you can apply.

      Powered by three active 

 ingredients, Taurus® Trio G from 

Controls Solutions and Quali-Pro, 

brings you the latest and most 

powerful insecticide when it 

comes to residual  �re 

ant control. For the 

�rst time ever, three 

di	erent active 

ingredients, Fipronil 

(.0143%), Bifenthrin 

(.023%), and Lambda 

Cyhalothrin (.059%), have 

been combined in one uniform 

granule to deliver fast and long-

lasting �re ant control. No other 

insecticide granule combines 

two unique

 modes of action to maximize 

results in a single application.

The Verge® Technology Granules 

ensure uniform distribution and 

accurate coverage as well as 

a clean, dust-free, easy-

to-apply treatments for 

any rotary or broadcast 

spreader to residential 

lawns, recreational areas,  

golf courses, commercial 

and industrial landscapes.

Innovative, triple-threat �re 

ant control for residential  

lawns and commercial  

landscapes

Taurus Trio G is available in 

convenient 30 lb. resealable 

bags. Application rate is 2 lbs 

per 1000 sq. ft.
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CONNECT

Entryless 
A billpay automation service, 
Entryless is billed as a solu-
tion to “eliminate the burden 
associated with bills.” It inte-
grates with QuickBooks and 
other accounting software.  
Free-$29.99 per month 
and up

Insightly 
Insightly is a customer relationship management 
software that integrates project management. 
With Google or Exchange calendar sync, meet-
ings from your external calendars are linked to 
all related Insightly contacts, allowing events 
and due dates to live in the calendar you already 
use. It also integrates with MailChimp for email 

marketing ease. Free-$99 per user per month

DocuSign 
Get with the times and keep projects moving 
with electronic signatures. DocuSign allows 
you to securely sign and request signatures 
on purchase orders, proposals, subcontractor 
agreements, change orders and more—anytime, 

anywhere, on any device. $10-$40 per month

Facebook Live 
Connect with your Facebook followers in real 
time and grow your audience, too. Answer  
questions, share cool projects you’re working on 
and more. Think of it like your own HGTV show. 
After the broadcast ends, videos are published 
to your page or pro�le so fans and friends can 
watch later. Free

Î With more than 750 ex-

hibits and 19 acres of out-

door demo area, GIE+EXPO 

and Hardscape North Amer-

ica are the premier national 

events in the green industry. 

From Oct. 19-21, Louisville, 

Ky., was abuzz with the larg-

est GIE+EXPO in history. 

If you couldn’t make it this 

year, don’t worry. LM has you 

covered with highlights from 

the National Association of 

Landscape Professionals’ 

Landscapes conference  

sessions, videos from the 

show floor and new product 

releases for all parts of your 

business. Experience (or re-

live) the 2016 GIE+EXPO at  

LandscapeManagement.net/live-from-gieexpo-2016. 

HIGHLIGHTS FROM THE 2016 GIE+EXPO

During a talk at the NALP’s 
Landscapes conference, au-
thor, small business owner 
and trend-spotter Gene 
Marks shared the following 
“hot tech tools” to help land-
scape companies grow. 



Lawn and landscape professionals are changing up their business models 

by incorporating POLYON® controlled-release fertilizer. With its Reactive 

Layers Coating, this enhanced effi ciency fertilizer consistently meters 

out nutrition for months. Less time fertilizing frees up crews to visit more 

properties. It also opens the door to add new, profi t-generating services. 

Integrating POLYON® fertilizer into your existing programs is a progressive 

step toward differentiating yourself from the competition, while growing 

your business. Look into it.

For additional product details or to purchase POLYON® fertilizer, contact your Harrell’s sales 

representative at 800-282-8007. Outside the U.S., contact Koch Customer Service at 866-863-5550.

POLYON® and the POLYON logo are trademarks of Koch Agronomic Services in the United States and may be registered in other 

countries. Koch and the Koch logo are trademarks of Koch Industries, Inc. ©2016 Koch Agronomic Services, LLC. T&O-15-12189.

T H E  P O W E R  T O  M A K E  T H I N G S  G R O W

View your fertilizer program from a

DIFFERENT PERSPECTIVE
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
he landscape industry’s largest 

trade show, GIE+EXPO, got 

even larger this year. There were 

230 new exhibitors —a good sign 

assuming they all have done 

their research and have deemed the 

landscape market to be a promising one. 

While the LM team and I were run-

ning between the show �oor and con-

ference sessions like crazy people, as 

we do every year, I jotted down more 

than a few notes. Here are two quotes 

that got me thinking. 

“I think (Olympic swimmer) Michael 

Phelps breaks records because he looks 

at his competition as he’s moving down 

the lane. I like to look down the lane.”   

—Frank Mariani, CEO, Mariani  

Landscape

During “Inside the C-Suite—Insights 

Shared by Industry Legends,” green 

industry consultant Judy Guido led a 

panel discussion with Pat Covey, presi-

dent/COO, Davey Tree; Ken Hutcheson, 

president, U.S. Lawns; Tim Portland, 

CEO, Yellowstone Landscape; and 

Mariani. The execs discussed a variety 

of topics: how they spend their time, the 

M&A environment and the competi-

tive environment, among other things. 

When asked about how they size up 

their competition, Mariani responded 

with the quote above. You commonly 

hear business owners say, “We don’t 

look at our competition; we focus on 

ourselves and the client.” That’s all well 

and good, but I appreciate his honesty 

in acknowledging that he does consider 

his competition, resulting in a policy of 

the company touching base with clients 

a minimum of one time per month—

netting a 95 percent renewal rate. “One 

thing I think we do better than our com-

petitors is relationships,” he says. 

“We just don’t have enough higher 

up women (in the landscape indus-

try), so we can say, ‘If she can do it, I 

can do it.’”—Jennifer Lemcke, COO,  

Weed Man USA.

In her talk, “Women in Landscaping:  

Harnessing our Strength for a Greater 

Industry,” Lemcke, who discussed her 

own struggles to §nd work/life balance, 

shared data from a 2012 Harvard Busi-

ness Review report about why despite 

being half the workforce (and despite 

research showing women are just as 

effective as male leaders), women don’t 

often make it to leadership positions. 

The reasons the number of women 

steadily shrinks as you move up the 

corporate ladder boils down to three 

things, according to an analysis of the 

HBR study in Business Insider. It’s either 

“I don’t want the role,” “I cannot succeed 

in the role” or “I can’t have the role.” 

There are many factors that play 

into each of these responses—societal, 

personal and organizational. Lemcke 

says she understands the struggles §rst 

hand. Despite loving her job and hav-

ing a supportive husband, she couldn’t 

ignore her mother’s instinct. “I don’t 

think my husband ever went to work 

crying because he put the kids on the 

bus when they had the snif�es,” she says.

Still, amid labor and leadership 

shortages in the landscape industry, 

companies that can be �exible and 

find ways to support and promote 

female employees will succeed. Cross 

training and systems are a vital com-

ponent of this strategy, Lemcke says: 

“We need to build companies so that 

if someone leaves—male or female—

it won’t be a catastrophe.” 

Louisville 
quotables

MARISA PALMIERI 
EDITOR

Contact Marisa at 216/706-3764 or 
mpalmieri@northcoastmedia.net



“Watchbeingtoo over- leveraged…”

Landscape Professionals
Richard Bare 

Arbor-Nomics Turf 

Norcross, Ga.

Bill Bemus 
Bemus Landscape 

San Clemente, Calif.

Chris Joyce 
Joyce Landscaping 

Cape Cod, Mass.

Adam Linnemann 
Linnemann Lawn Care & Landscaping 

Columbia, Ill.

Jerry McKay 
McKay Landscape Lighting 

Omaha, Neb.

Greg Winchel 
Winchel Irrigation 

Grandville, Mich.

Industry Consultants
Dan Gordon 
TurfBooks 

Newton, N.J.

Jeff Harkness 
3PG Consulting 

Alpharetta, Ga.

Kevin Kehoe 
3PG Consulting 

Laguna, Calif.

Phil Harwood 
Pro-Motion Consulting 

Farmington, Mich.

Frank Ross 
3PG Consulting 

Alpharetta, Ga.

Jeffrey Scott 
Jeffrey Scott Consulting  

Trumbull, Conn. 

Jody Shilan 
FromDesign2Build.com 

Upper Saddle River, N.J.

Bruce Wilson 
Bruce Wilson & Co. 

Scottsdale, Ariz.

What one thing can landscape 

companies do now to prepare for 

a business disaster?

OUR MISSION: Landscape Management shares a  
comprehensive mix of content designed to stimulate 
growth and take our readers to their next level. 

EDITORIAL 
ADVISORY BOARD
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“The CEO  

should

make sure 

all safety 

components are 

working at

all times.”

“Back 

up all 

computer 

systems!”

MORE ONLINE
See more great advice and 
complete answers from our 
Editorial Advisory Board in the 
online version of this feature at 
LandscapeManagement.net. 

“…have a good relationship with your local rental company and equipment dealer.”

“Prepare for the death or sickness 
of the owner. Have 
a plan to execute. I have seen the 

emotional mess that  
ruins companies.

“Review and 

update your 

insurance 

policy every 

year.”

YOUR COMMUNITY NEEDS YOU. 

Donate your company’s services to local wounded 

or disabled veterans and active-duty military families 

who need lawn/landscape assistance. To register 

and volunteer to help someone in your area, visit 

projectevergreen.org/gcft.

SOME HEROES COME 

ARMED WITH MOWERS 

AND TRIMMERS.

(888) 638-2346     www.netafimusa.com

The latest addition to the best-selling line of 

landscape dripline, Netafim’s Techline® HCVXR

is the ONLY landscape dripline that infuses Cupron® 

Copper Oxide directly into the mold of each 

emitter to provide a long-lasting root barrier for

subsurface drip irrigation systems that won’t

wash away after years of use. 

• Infused Cupron® Copper Oxide Combined with

 Netafim’s Physical Root Barrier Properties

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

• High Check Valve in Each Emitter for Uniform 

 Distribution on Sloped Landscapes

• Built-in Anti-Siphon Feature Protects Against Debris

• Four New Emitter Flow Rates

• Laser Etching on the Dripline for Easy Identification

IS THE CLOCK TICKING ON
YOUR ROOT INTRUSION
PROTECTION?

The ONLY Root Intrusion
Protection Designed to
Last as Long as Your
Dripline

15 YEAR
WARRANTY

The Landscape
Industry’s

Longest Root 
Intrusion
Warranty

“Make sure  

your line of  

credit is in 

place to handle 

emergency cash 

needed to rebuild 

quickly.”
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LOCATION Annapolis, Md.

COMPANY Walnut Hill  
Landscape Co. 

THE DETAILS The clients 
wanted a “destination” outdoor 
living space—complete with 
pool, spa, grilling station, 
kitchen/bar, shade structure, 
cabana with bathroom and 
storage, fencing, outdoor 
shower, lighting, irrigation, 
and plantings to provide year-
round interest.

Because of the home’s close 
proximity to a river, county 
and state regulations were a 
concern. The original site was 
also open and exposed, lacking 
shade. To comply with regula-
tions, which required a mini-
mum 100-foot setback from 
the water’s edge, the company 
built the entertainment area on 
the side of the home. Centered 
on a large, oval, vanishing-edge 
pool, the bluestone patio offers 
a spacious entertaining area.

Because the clients wanted 
the project to be completed by 
Memorial Day, Walnut Hill’s 
crews began in November 
and worked through harsh 
winter conditions, using heated 
tents to allow masons to work 
through inclement weather.

This project earned Walnut 
Hill a Grand Award last year 
from the National Association 
of Landscape Professionals’ 
Awards of Excellence program.

PHOTO A vanishing-edge pool 
complements the river view.

See more photos from  
this project at Landscape 
Management.net/BigPicture.
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JohnDeere.com/MowPro

0C[DG�VJG�UGCUQP�KU�UVCTVKPI�VQ�YKPF�FQYP��DWV�C�FGCN�QP�C�VGTTK΄E�=7TCMu�OQYGT�KU�LWUV�

starting up.  Right now, until February 28, 2017, we’re offering $300 off **�CP[�=���0�

OQYGT�RNWU����΄PCPEKPI�HQT����OQPVJU*���%GVVGT�[GV��KH�[QWnTG�C�*TGGP)NGGV�3NCVKPWO���

OGODGT��[QW�ECP�IGV�CP�CFFKVKQPCN������QHH�*** instantly.  See your 

JohP�'GGTG�FGCNGT�VQFC[�HQT�C�FGCN�QP�VJG�WNVKOCVG�\GTQ�VWTP�OQYGT�

68356

* Offer ends February 28, 2017. Subject to approved installment credit with John Deere Financial, for commercial use only.

�������OFF�AND��XED�RATE�OF������FOR����MONTHS�AVAILABLE�0CTOBER���
������THROUGH�'EBRUARY���
��������4AVINGS�BASED�ON�THE�PURCHASE�OF�A�;���.��

0FFERS�AVAILABLE�ON�NEW�EQUIPMENT�AND�IN�THE�6�4��ONLY��1RICES�AND�SAVINGS�IN�6�4��DOLLARS��4EE�YOUR�DEALER�FOR�DETAILS��"VAILABLE�AT�PARTICIPATING�DEALERS�

����(REEN'LEET�DISCOUNT�OFFER�EXPIRES�0CTOBER���
������������OFF�WITH�(REEN'LEET�1LATINUM���.EMBER�DISCOUNT��(REEN'LEET�LEVEL�SAVINGS�ARE�BASED�ON�TOTAL�UNITS�

PURCHASED��"�MEMBER�S�PER�UNIT�DISCOUNT�FOR�AN�ELIGIBLE�SALE�WILL�BE�BASED�ON�THE�HIGHEST�ACCUMULATED�QUALIFYING�EQUIPMENT�PURCHASED�AT�THE�TIME�OF�AN�ELIGIBLE�

sale. See terms and conditions at JohnDeere.com/GreenFleet for details. 

0% FOR 60 MONTHS*

AND

PLUS

$300 OFF**

OFF***
$400 

with GreenFleet™ Discount

Stay Yards Ahead Next Year With a Great Deal This Winter.
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W
aiting four hours for a service technician 

to change a �at skid-steer tire costs 

Oakridge Landscape Contractors more 

than $600 when you factor in a crew’s 

wages at $150 per hour and equipment time.

That’s simply unacceptable, says Herman 

Ciardullo, president of the Hamilton, Ontario-

based company. 

“We can’t afford 

�ats—that’s the 

bottom line,” 

Ciardullo says. 

“With wages for 

four or �ve crew 

on a job, waiting 

four hours with a machine that’s down for a 

tire repair or a plug, it’s not smart business.”

For Ciardullo, the solution was moving 

away from pneumatic tires and equipping 

the company’s 14 skid-steers with Camso 

SKS 793S solid rubber tires, which don’t 

experience �ats and are designed for traction 

on all surfaces.

The solid rubber tires have a higher up-front 

cost, but the company touts �nancial savings—

from both direct costs, like replacing bent rims or 

�xing blowouts, and indirect costs, like paying wages 

during downtime—of up to 40 percent by the second 

year due to the tire’s less frequent maintenance issues.

“You’re better off spending a couple hundred bucks 

for a tire that’s not going to get �ats,” says Ciardullo.

FLAT-FREE
TIRES

“

We can’t 
afford flats. 
It’s not smart 
business.

“
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news + how-to’s

WHY THE INDUSTRY’S LOBBYING 
EFFORTS NEED SUPPORT

W
hether it’s the halls of Con-

gress, our state capitals or 

on the community level, 

our industry is being tar-

geted frequently. Now 

more than ever, it’s important for 

industry members be proactive on 

the advocacy front. Effective advocacy 

is about building relationships, and 

Political Action Committees (PACs), 

are perhaps the most vital tools we 

have to accomplish that goal. 

PACs so important because associa-

tions like the National Association of 

Landscape Professionals (NALP) are 

prohibited by federal law from making 

political contributions to candidates for 

elective of�ce. Not a dime of member-

ship dues or the operational budget 

can support of�cials or candidates. 

To offset that limitation, federal law 

allows for the formation of PACs, but 

there are strict rules. For example, 

PACs must be completely funded by 

individual, voluntary contributions.

PACs help provide a cohesive and 

uni�ed message of what our businesses 

do and how we impact society as an 

industry. In other words, a PAC serves 

as an important way to unify landscape 

professionals and speak in a singular 

voice on vital public policy matters. 

An organized effort representing 

the combined interests of an associa-

tion of many like-minded profession-

als, such as what is offered by NALP-

PAC and other industry PACs, gives 

us a much better chance to be heard 

and respected. In other words, deci-

sions are more likely to be made with 

us, and not for us, so I encourage you 

to support the NALP-PAC or another 

industry PAC and get involved in the 

decision-making process. 

Linnemann Lawn 
Care & Landscap-
ing touts variable 

control chute  
accessories for its 

zero-turn mowers.
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What aftermarket 
mower products 
do you prefer and 
why? 

BY MISSY HENRIKSEN

Brief
Issue

The author is vp of  
public affairs, National 
Association of Landscape 
Professionals (NALP). 

MARK WEHMAN
OWNER,  
BBC PROPERTY  
MAINTENANCE
COLCHESTER, VT. 

“We use Oregon 

lawn mower blades 

because they are 

good quality blades 

that last and are  

very economical.  

The mulching blades 

are great for the  

baggers.”

ADAM 
LINNEMANN
OWNER, 
LINNEMANN LAWN 
CARE &  
LANDSCAPING
COLUMBIA, ILL.

“Qwikchute or the 

Advanced Chute  

System—they keep 

the clippings out of 

beds and are safer 

for mowing near cars, 

homes and people.”

MATT HALL
PRESIDENT,
DEEP ROOTS  
LANDSCAPE  
CONTRACTING
MERRITT ISLAND, FLA. 

“We use Sta-Bil Etha-

nol Treatment for our 

small engines. We do 

Florida Department 

of Environmental 

Protection-approved 

projects with tight 

deadlines, so we can’t 

have machinery fail. 

Ethanol treatment 

helps prevent mal-

function and ensures 

our guys are cutting 

trees much more than 

fixing equipment.”





How to  
identify turf

T
o properly manage a lawn 

or turf area, it’s important to 

know what type of turfgrass 

you’re working with. This 

knowledge helps determine proper 

mowing height and frequency, as well 

as water, fertilizer and pesticide needs. 

Unfortunately, identifying turf can be 

like solving a puzzle, and no single char-

acteristic or feature can be solely relied 

upon to determine a turfgrass species.   
It’s good practice to identify several  

samples from the same turf area because 

most lawns comprise a mixture of turf 

types. For example, many contractors 

choose to plant a utility sun/shade seed 

mixture to accommodate the different 

environments throughout a lawn. It’s also 

important to note there can be hundreds 

of different cultivars within a turfgrass 

species, each with unique leaf color, texture 

and density. When selecting grasses for 

identi�cation, choose the healthiest plants 

possible, as mature, actively-growing 

grasses will be easier to identify than 

wilted, dried or damaged plants.

The �rst step in the identi�cation  

process is to con�rm that the plant in ques-

tion is indeed a grass, not a sedge or a rush, 

which are considered weeds. Grasses have 

their leaves arranged in ranks of two and a 

ligule is often present. By contrast, sedges 

and rushes have leaves arranged in ranks 

of three, and the ligule is poorly developed 

or absent. Another distinctive characteris-

tic of a sedge is its triangular-shaped stem. 

Follow the steps here, then enter your 

results into NC State University’s grass 

identi�cation tool at tur�d.ncsu.edu. 

SOURCE: Purdue University Department of 
Horticulture and Landscape Architecture, 
University of Georgia College of Agricultural 
and Environmental Sciences

STEP BY STEP

DOWNLOAD IT

Visit Landscape 
Management.net/
StepbyStep to 
download a PDF of 
this page to use as 
a training tool for 
your team.
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STEP 2

Observe the leaf blade. 
There are four very 
important features 
located where the 
leaf blade and the 
leaf sheath join: the 
ligule, the auricles, 
the collar (the most 
variable and least 
reliable identifying 
characteristic) and the 
sheath. The sheath may 
be split-open, split with 
overlapping margins or 
completely closed.

Ð

news + how-to’s

STEP 1

Determine the 
grass’s vernation 
by observing the 
arrangement of young 
leaves in a budleaf 
before it opens. For 
most turfgrasses, the 
vernation will either 
be rolled or folded. 

Ð

Observe the leaf 
blade and leaf tips. 
Leaf tips may be 
pointed, rounded 
or boat-shaped. 
Often the leaf tips 
of grasses from the 
same species are 
similar—for example, 
a boat-shaped leaf tip 
generally indicates 
a type of bluegrass. 
The mid-rib may be 
present and the leaf 
blade may be glossy, 
shiny or dull. 

STEP 3Ð
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Walker Has Performed On-Site Comparisons  

for the Past 4 Years to Determine the Most 

Productive Mower in the Industry

Visit wlk.co/advantage to See the Results  

and Request a Free Demonstration



1. LANDSTAR LS48V
COMPANY: American Landmaster

URL: AmericanLandmaster.com

Made in the U.S., this electric- 

powered UTV tows 1,100 lbs. with a 

2-in. rear receiver hitch and carries 

400 lbs. in a 9.25 cu. ft. bed. Its 48-v 

motor reaches speeds up to 22 mph. 

It lasts about 38 miles on one charge, 

and the regenerative braking system 

decelerates the motor to recharge 

the batteries. The 16265 CrewMate 

tool rack attachment helps you carry 

more than six extra tools with full use 

of the bed.

2. KINETIC LOG SPLITTER
COMPANY: Oregon Products

URL: OregonProducts.com

Oregon released its new Kinetic Log 

Splitter. The product allows opera-

tors to split wood faster and with 

less effort, Oregon says. The new 

design eliminates hydraulics by 

using two precision-balanced, 70-lb. 

flywheels spinning at 325 rpm to 

create and store kinetic energy. A 

pinion gear system applies that 

stored energy from the flywheels 

and drives the log through the 

wedge in roughly two to three 

seconds with minimal kickback, 

according to the company.

3. VECTORWORKS 2017
COMPANY: Vectorworks

URL: Vectorworks.net

Global design and BIM software 

developer Vectorworks released its 

2017 product line, including Vector-

works Architect, Landmark, Spot-

light, Designer and Fundamentals. 

The latest version features a new 

resource manager, new irrigation 

tools, 3-D virtual reality models and 

more than 100 other new updates. 

The English version is out now with 

10 additional language options 

forthcoming. 

LAUNCH PAD
NEW STUFF

1
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4. QT DOWN  
LIGHT FIXTURE
COMPANY: FX Luminaire

URL: FXL.com

The smallest option in the  

company’s directional down light 

category, the fixture houses only 

one LED board, adding a soft light 

with minimal footprint. Various 

mounts, wall plates and other FX 

Luminaire accessories offer  

numerous installation options, and 

three color filters are available for 

color temperature customization. 

The die-cast aluminum fixture has 

nine available finish options.

5. PRO-TURN 400 SERIES 
ZERO-TURN MOWERS
COMPANY: Gravely

URL: Gravely.com

The Pro-Turn 400 Series zero-turn 

mowers are built with a welded 

7-gauge steel X-Factor II Deck, 

ranging from 52 in. to 72 in. The 

Air-Ride Suspension System makes 

for a smoother ride, while the 

Constant Belt Tension System and 

EZ Lift Deck System with 19 cutting 

positions ensure a consistent and 

efficient cut. The Pro-Turn 400 

series also comes with the option of 

the Yamaha MX825 V-Twin EFI 

33-hp engine, part of the engine 

manufacturer’s first line designed  

for the landscape market.

6. 6- AND 12-IN.  
MEASURING WHEELS
COMPANY: Milwaukee Tool

URL: MilwaukeeTool.com

Constructed from reinforced 

aluminum frames and folding 

joints, Milwaukee’s new measuring 

wheels feature pistol grip handles, 

a reinforced locking pivot point, a 

top brake function that locks the 

wheel and a kickstand. The 12-in. 

wheel is designed with a debris-

cleaning wheel flap that clears 

away contamination. 
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CHECK OUT MORE NEW STUFF ONLINE 
To stay up to date on all the latest landscape 

industry products and services, visit 

LandscapeManagement.net/tag/product-news.
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SAFETYWATCH

GREAT
MARGINS & 
RECURRING 
REVENUES!

WWW.MISTAWAY.COM/GOODBIZ

1-866-485-7255

Looking for something innovative

for your customers?

We’ve got an app for that!

BECOME A
DEALER TODAY!
Sell and service our

innovative misting systems 

that effectively control 

mosquitos and other 

annoying fl ying insects.

Looking for something innovative

for your customers?

We’ve got an app for that!

Watch and learn
Visit LandscapeManagement.net/SafetyWatch to 

view a video about leaf blower safety and use it as  

a training tool for your team. 

Leaf blower tips
Before you use a leaf blower,  
consider these guidelines.

⦁  Be considerate of bystanders and adjoining  

property owners—never blow in the direction of 

people, pets, roads, vehicles and buildings. And 

never blow at open doors or windows. 

⦁  When people approach, stop working until  

they pass. 

⦁  Be aware of who and what is around you at all times. 

It is easy to trip, bump or walk into something, 

including traffic. 

⦁  Know and observe your local laws and regulations 

regarding power equipment. Your supervisor will 

explain the guidelines you have to follow. 

⦁  Be aware that you may not hear an approaching car.

⦁  Use only as much throttle power as necessary to 

do the job.  

⦁  Blowers rarely need to be used at full throttle in 

residential areas, except when moving large volumes 

of leaves. SOURCE: Greenius

⦁  If you create dust, don’t allow it to settle upon  

any nearby people or properties. Pay close  

attention to cars. Blow dust off when done.

⦁  Be sure to blow lightly. It doesn’t take much 

power to blow dust off objects. 

⦁  Blow with the prevailing wind, if possible. If you 

have no choice but to blow into the wind, do so 

cautiously, keeping in mind that you might be 

making a mess.
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Loyalty + frugality =  
savings and service 
Pinnacle Irrigation & Nightlighting 
Haddon�eld, N.J.

A sale on products can go a long way toward saving your 

company money, says Marty DeNinno, owner of Pinna-

cle Irrigation & Nightlighting in Haddon�eld, N.J. While 

DeNinno is loyal to his local supplier, Barton Supply, in 

Cherry Hill, N.J., he says waiting for a special sale or promotion helps his 

company spend wisely. 

Prior to launching Pinnacle with his wife, Liz, DeNinno had worked for 

his father’s family-owned landscape business. DeNinno says his father had 

a very different philosophy on buying product. His theory was “buy only 

what you need.” But DeNinno says he takes a different approach in run-

ning Pinnacle, which brings in $850,000 in annual revenue. He will buy in 

bulk to receive a discount that helps put more dollars in his pocket in the 

long run. For example, at press time, DeNinno had just found out about a 

fall savings promotion where those who spend $2,000 on lighting products 

would receive a $100 prepaid gift card. DeNinno says incentives like that—

as well as a “15 percent of all products” sale that’s usually offered toward 

the end of the season—are valuable to him.

“I think some people overlook promos, but we’re always on the lookout 

for them,” DeNinno says. “Saving a dollar a sprinkler head doesn’t sound 

like much, but when you’re buying thousands, that adds up to big savings.” 

DeNinno says his distributor also allows him to store product that he 

can’t �t in his shop at its warehouse. This perk allows him to purchase in 

larger quantities even though he doesn’t have room for it all at once. 
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Buy  
wisely
When it comes 
to sourcing 
irrigation and 
lighting products, 
contractors say 
it’s all about 
the vendor 
relationships. 

BY LINDSEY GETZ

Marty DeNinno
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ike so many other things 

in life, smart lighting and 

irrigation product pur-

chases all come back to 

who you know. Or, more 

speci�cally, which local 

distributors and vendors you’ve 

built relationships with. We spoke 

to three different businesses that 

all echoed similar sentiments—

it’s all about a working relation-

ship. We also asked them to share 

some other advice when it comes 

to product selections and working 

with suppliers. 



“Some businesses may shy away 

from buying in bulk because they 

don’t have room to store it, but it’s 

worth asking if you can purchase it 

and have them store it until you need 

it,” DeNinno says. “That arrange-

ment works very well for us.” 

While savings are important to DeNinno in run-

ning a pro�table business, he says he would never 

sacri�ce quality for frugality. He adds he is loyal 

when it comes to the brands he prefers in both the 

irrigation (which makes up about 60 percent of his 

business) and landscape lighting (40 percent) areas 

of his business.

“I would never jump on a sale for a product I don’t 

trust,” DeNinno says. “Product reliability is incredibly 

important to us since it contributes to our reputation.” 

DeNinno is also loyal to his distributor and says 

the company knows he “won’t jump ship just for a 

cost savings.” 

“Nowadays, the internet opens up a whole new 

world for shopping but my supplier knows I’m loyal,” 

he says. “And that pays off for me, too. If a company 

tells me they can beat the prices I’m getting, I have a 

strong enough relationship that I can take that infor-

mation to my supplier and ask for a price break. I’d 

rather keep that relationship than try to shop around.” 
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Building strong  
relationships 
Landscape Lighting & Design
Fort Worth, Texas

Tim Doogs, owner of Landscape Lighting & Design, 

a lighting-focused business in Fort Worth, Texas, 

says loyalty is everything when it comes to getting 

good pricing and—more importantly— getting good 

customer service. In fact, he’s willing to spend a lit-

tle more money to get that top-notch service that, in 

turn, lets him offer his clients good service.

In a day and age where businesses will shop 

around to save a dollar, Doogs says he believes long-

held business relationships are more important. 

While there have been times he could save money 

buying a product direct rather than through dis-

tribution, there is value in upholding a relationship 

with a local vendor, he says. He’s equally loyal to the 

three main lighting brands he uses. Doogs says that 

each company has products that are a little bit dif-

ferent and utilizing all three allows him to meet the 

needs of all of his clients with the perfect product 

for the job.

“We think it’s important to be loyal—but also to 

have choices,” says Doogs, whose company is getting 

close to its $1 million annual revenue goal. 

While he prefers to buy through his local ven-

dor, Doogs says he will occasionally make purchases 

directly from a manufacturer. 

“We want a distributor who really steps up to 

the plate,” he says. “They have to offer good service, 

knowledge and assistance when we have a problem. 

We want a distributor who will come out to the job 

site if we really need them for something unusual.” 

Because he believes relationship building is so 

important, Doogs says his best advice to other land-

scape contractors would be to get to all the seminars 

you can. He says it’s a great opportunity when manu-

facturers and distributors offer training.

“Even if you think you’ve got a great handle on land-

scape lighting, you will be surprised by something new 

that you learn,” Doogs says. “I still go to them and make 

new contacts and learn new information. You will 

always �nd someone who is doing things differently 

than you, and you will learn from it.”

Although deals 
are important to 
Marty DeNinno 
when buying  
irrigation and 
lighting products, 
he says brand 
preference is 
No. 1.



A two-way street
Heads Up Landscape Contractors
Albuquerque, N.M.

Being somewhat isolated in Albuquerque, N.M., 

Andrew Key, president of Heads Up Landscape 

Contractors, says maintaining strong relationships 

with the few suppliers he works with for both irriga-

tion and lighting products is critical. It’s a two-way 

street—he treats his vendors well and in return, he 

says he gets good service and support.

“In the market we’re in, it’s not like we can just go 

to a different supplier down the street if we get tired 

of the one we’re working with,” Key says. “There are 

a limited number of suppliers, so it’s 

really important that we build and 

maintain strong working rela-

tionships with the ones we have. 

We treat them well and try to 

give them all the foreknowledge 

we have, so in return they can 

help us succeed.” 

In terms of choosing products, 

Key says he puts a lot of emphasis 

on reliability and support. Heads 

Up, which has annual revenue of $20,500,000, has 

been in business for 43 years and therefore has a 

good understanding of which companies provide 

the support the company desires.

“In irrigation, especially, there is a strong tech-

nology component, and we want a manufacturer 

that can provide training on the product and long-

term support so we know we’re covered if we run 

into an issue,” Key says. 

The right timing is also important when it comes 

to purchasing products. By working closely with his 

vendors, and “involving them in the early planning 

stages of projects,” Key says he can ensure products 

are ready to go when the job begins.

“We also rely on both the vendors and the manu-

facturers to keep us in the know about new products, 

so we’re specifying and using the newest products 

on the market in our projects,” Key says. “There have 

been a lot of advances in irrigation technology that 

make everyone’s lives easier, such as remote access 

irrigation control and other smart technology. We 

want to keep up with what’s new.” 

He’s also seen a sudden surge in landscape light-

ing projects. While they were once considered an 

add-on, Key says landscape lighting is now being 

included in the principal design more often.

“We see a great market opportunity in lighting and 

want to continue to advance our knowledge just like 

we’ve done with irrigation,” says Key, who adds that 

lighting is currently a small portion of the design/

build work the company does, but he sees it growing 

dramatically in the future. “We think we can acceler-

ate the lighting opportunities by using the same prin-

ciples we have with our irrigation business—working 

closely with vendors and building relationships.” 

Getz is a freelance writer based in Philadelphia.
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Andrew Key

Landscape pros 
like Andrew Key 
seek irrigation and 
lighting suppliers 
who can advise 
them on the latest 
technology. 



LEIT 4000 4, 6 & 8 STATION CONTROLLERS
The LEIT 4000® is a self-contained, water management 

irrigation controller that harnesses ambient light (solar) 

as a power source, helpful in today’s sustainable green 

solutions. The LEIT 4000 controller easy to navigate 

features include four independent programs with three 

start time for each valve, password protection entry, 

monthly set budget with up to 200 percent, rain stop up 

to 99 days with automatic restart, manual-run via the 

program or valve and status reports including current 

and past month information for each valve. Compact 

design and time-tested photo-voltaic module harness 

ambient light energy to power the unit day and night in 

any kind of weather conditions. 

A practical and affordable solution for: Parks, Cities, 

Common Areas, Zoos, Highways, Medical Strips, Miti-

gation Sites, Cemeteries, Airports, School Campuses

LEIT® X 10 TO 28 STATION CONTROLLERS
DIG’s LEIT X with 10 to 28 stations support a perma-

nent solution where there is no available AC power, 

utilizing only the power of ambient light. The LEIT X 

Controller is advanced, ambient light powered, multi-

functional, self-contained water management irriga-

tion controllers that, together provide a cost-effective 

solution for all type of irrigation applications. 

FEATURES:
t  environmentally 

friendly, using 

light (solar) as a 

source of energy

t  Power is provided 

by photovoltaic 

module (PVM) 

and microelectronic management system fueled 

by ambient light (solar)

t  Operates up to 28 stations plus a master valve or 

pump start

t  Use with the 1600HE solenoid actuator, which 

mounts on most brand name valves using one of 

seven valve adapters

t  Programming is easy, using a selfguided menu 

and four durable, sealed buttons

t  Non-volatile memory retains program and con-

troller integrity (excluding time)

t  Bilingual software available in English-Spanish, 

English-Italian and English-French more features 

here: http://digcorp.com/professional-irrigation-

products/leit-x-10-to-28-station-controllers

LANDSCAPEMANAGEMENT.NET  |  NOVEMBER 2016ILG6

DIG Corp.  

DIG Corp.  |  1210 Activity Drive, Vista, CA 92081
 760-727-0914  |   DIGCorp.com  |   Facebook.com/DigCorporation  |   Twitter.com/DIG_DIY

SPOTLIGHT AD
Irrigation+ 

Lighting 
Products 

Guide



Advancing the Science  
of Irrigation

K
-R ain , n ow  in  ou r 4 2 n d year, con tinues to 

bring advances to the science of irrigation. 

Our ground-breaking patents from early 

in the company’s history are being used 

today by major irrigation manufacturers 

throughout the world.

We continue to be a leader in the industry,  

pursuing new technologies and patents. Innovative 

products such as the RPS 75i with Intelligent Flow 

Technology® regulate distance and water �ow  

proportionately. The RPS Select is the only rotor in 

the market which delivers true matched precipitation.

The cutting-edge Pro EX 2.0 WiFi Enabled Controller provides both conven-

tional and WiFi control in one product. Our Bluetooth Operated Controllers 

help contractors creatively solve problems in the �eld.

With over 100 patents in the industry you can rely on our innovative products 

and proven manufacturing processes to deliver time- and water-saving ideas to 

the industry. 

K-Rain

K-Rain  |  1640 Australian Ave., Riviera Beach, FL 33404
 561-844-1002 ext 121  |   KRain.com
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Techline® HCVXR

N
eta�m USA, the leading provider of  

innovative drip irrigation solutions for 

landscape and agriculture applications, 

has expanded its industry-leading  

Techline® landscape dripline product 

offering with the unveiling of Techline® HCVXR, 

featuring advanced built-in root intrusion protec-

tion technology.  

The latest addition to the best-selling line of 

landscape dripline, Neta�m’s Techline HCVXR is 

the only landscape dripline that infuses Cupron 

copper oxide directly into the mold of each emit-

ter to provide a chemical free, long lasting, non-

toxic root barrier for subsurface drip irrigation 

systems. By embedding copper oxide into the 

material used to create each emitter during the 

manufacturing process, the dripline’s root resis-

tant properties will not wash off or migrate out  

of the emitter after years of use.  

The only dripline with a 15-year warranty 

against root intrusion, the HCVXR emitters are 

engineered with a physical root barrier, extra 

large bath area, continuous self-�ushing mecha-

nisms and raised outlets to prevent �ne feeder 

roots or sediment from inhibiting water �ow in 

the dripline. 

Techline HCVXR features a high check valve 

to ensure that each emitter turns on and off at the 

same time, maximizing application uniformity 

and holding back up to 8.5’ of water when installed 

on sloping landscapes. Each emitter is also 

equipped with a built-in anti-siphon feature that 

seals the emitter outlet during system shutdown, 

preventing debris from entering the dripline after 

irrigation.  Available in four different �ow rates to 

accommodate any application, Techline HCVXR is 

pressure-compensating,  �exible and UV-resistant, 

and laser-etched for easy identi�cation of model, 

�ow rate and emitter spacing.  

For more information on Netafim’s Techline 

HCVXR, or the company’s drip irrigation solutions 

please visit www.Neta�mUSA.com/landscape. 

Netafim USA

Netafim USA   |  5470 E. Home Avenue, Fresno, CA 93727
 559-453-6800  |   Netafimusa.com  |   Facebook.com/NetafimUSA  |   Twitter.com/NetafimUSA  |   YouTube.com/user/NetafimUSA
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D
on’t let biting mosquitoes keep your 

customers from enjoying time out-

doors with family and friends. 

Introducing the �rst of its kind 

NuTone Haven™ Backyard Light-

ing & Mosquito Repellent System. Haven 

features innovative landscape �xtures that 

provide convenient, season-long* protec-

tion against all types of mosquitoes, includ-

ing the Aedes aegypti mosquito, a known 

carrier of the Zika virus. Fixtures can be 

easily installed on their own or as an add-

on to any existing low voltage lighting sys-

tem and are designed to mount on a deck 

post, railing or stake in the ground. Avail-

able with attractive LED lights for night-

time enjoyment or as repellent only �xtures 

when lighting it not needed, this product 

eliminates the need for sprays, messy traps, 

fuels, candles or torches. With a �ip of a 

switch, Haven delivers an odorless, silent 

and invisible vapor that repels over 90% of 

mosquitoes, allowing your customers to 

never again have to deal with smelly oils, 

smoke, or zapping sounds disturbing their 

outdoor activities. With four haven �xtures 

being able to cover and protect the average 

deck/patio area, Haven is a child-resistant 

�xture which opens with a screwdriver and 

its repellent will not harm plants, �owers, 

shrubs or lawns. With prices starting at 

$165, one �xture alone can offer 110 square-

feet of protection against mosquitoes.

See what it can do for your customers  

at nutone.com/haven.

* 90 days of mosquito protection, when used  

an average of 2.4 hours/day.

NuTone

Broan-NuTone LLC  |  926 W. State Street, Hartford, WI 53027
 800-548-0790  |   Broan-Nutone.com  |   Twitter.com/broannutone  |   Facebook.com/BroanNuToneLLC
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Remote access. Certified accuracy. 
Modern technology.  

T
he Rachio Smart Sprinkler Controller and 

mobile app give landscape professionals the 

power to operate sprinkler systems and adjust 

schedules anywhere, anytime, with no associ-

ated fees for either the pro or homeowner. By 

upgrading to the latest sprinkler technology, custom-

ers can save up to 50 percent on outdoor water use.

EPA WaterSense certi ed and SWAT tested, 

Rachio is an industry leader in maximizing water-

ing ef ciency without sacri cing a beautiful yard. 

Users can easily set up personalized watering sched-

ules that take soil, plants, sun and more into consid-

eration, so each zone gets precisely the amount of 

water needed to thrive. 

Once homeowners are set up for success,  

Rachio Weather Intelligence continues to save  

water by adapting to changing weather conditions. 

The smart controller receives local weather updates 

using a network of thousands of weather stations 

nationwide to automatically adjust watering  

schedules. These forecasted rain skips are  

proactive rather than reactive, meaning the system  

doesn’t just react to rain — it sees it coming and 

plans accordingly. 

In addition to ef cient watering and weather 

management, customers can get additional control 

using Rachio’s many smart home integrations, such 

as Nest, Amazon Alexa, IFTTT, Wink and more. 

The Rachio mobile app gives landscape profes-

sionals immediate access to client watering sched-

ules. Shared remote access means pros can minimize 

callbacks and maximize time by running zones 

and changing settings directly from a smartphone, 

whether at home or on the road. 

The most-requested, highest-rated Wi-Fi smart 

sprinkler controller on the market, Rachio makes 

managing clients easier and more ef cient while 

providing excellent customer satisfaction. Check 

with your local irrigation distributor for 8- and 

16-zone Pro Edition controllers, available with a 

4-year extended warranty.

  |  2040 Larimer St, Denver, CO 80220
 844-RACHIO-1  |   Rachio.com  |   Twitter.com/_rachio
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Lighting System Control 

Anytime - Anywhere

Light Logic™ PLUS Internet Gateway 
Model # LPLUS

Visit your local Unique Lighting™ Distibutor to learn more.

• Control From Your Computer or Mobile Device

• FREE iOS®* or Android™* App (App Store and Google Play)

• Control Multiple Lighting Systems from More Than One Device

• Compatible with Existing Light Logic™ Installations

• Secure Internet Gateway - No Wi-Fi Limitations

• Use with Lighting, Ponds, Fountains, Gates & More…

• Robust, Reliable and Upgradable

• Easy to Install and Setup

LIGHT LOGIC™ PLUS
Wireless Mobile Scene Control

* Android™ and the Android™ logo are trademarks or registered trademarks of Google Inc.

* iOS® is a trademark or registered trademark of Cisco in the U.S. and other countries.
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lant growth regu-

lators (PGRs) can 

provide a number 

of bene�ts to land-

scape contractors 

and lawn care operators. 

PGRs have been proven to 

save contractors time and 

money by decreasing the 

frequency of mowings, re-

ducing the need to prune 

shrubs and trees, and mini-

mizing the effects of certain 

diseases and pest infesta-

tions. But experts say they’re 

underused, niche tools that 

haven’t found their place in 

an industry with increased 

chemical restrictions and 

skeptical consumers.  

“From my view, the devel-

opment pipeline regarding 

PGRs is virtually dry with 

minimal 

develop-

ment ef-

fort being 

focused in 

this area, 

particularly 

for ornamental 

growth regula-

tion,” says Rick Fletcher, 

technical services man-

ager at Nufarm America 

in Morrisville, N.C. “It is 

this specialization and the 

extensive cost of develop-

ment and registration that 

limit the introduction of 

new PGR products for the 

LCO and landscape orna-

mental markets, followed 

by the lack of adoption as 

a standard use practice in 

these markets.”

Plant growth regu-

lators are chemical 

substances that are 

used to regulate the 

growth of plants. For 

contractors, PGRs 

can reduce the need 

to tr im, mow and 

prune by slowing the 

growth of turf, trees and 

shrubs. For LCOs, regular 

use of PGRs can improve 

overall plant and turf health, 

resulting in the need for less 

water and pesticides. 

While there have been 

few recent advancements 

in the PGR market, one de-

velopment is PGR combi-

nation products designed 

to enhance turf manage-

ment across a wider range 

of climates and turf spe-

cies. Some formulators have 

looked at premixes of dif-

ferent PGRs and older ac-

tive ingredients used in the 

agricultural market. Last 

year, Nufarm introduced 

the active ingredient pro-

hexadione calcium with its 

PGR Anuew, which is in the 

early adoption phase in the 

golf market. 

Recent research in the 

golf industry used grow-

ing degree-day modeling (a 

measure of heat accumula-

tion used by horticulturists 

to predict plant development 

rates) to evaluate different 

PGR active ingredients and 

determine their in-plant 

activity periods for several 

turf species. 

Fletcher says this infor-

mation will be useful for turf 

managers who use PGRs to 

maintain a consistent re-

sponse at the use site.

NEWSFEED
NUFARM’S NEW HERBICIDE
Nufarm Americas 

added a new herbicide 

to its postemergent 

portfolio. Celero is  

applicable on a variety 

of cool- and warm-

season turf types, in-

cluding residential and 

commercial turf, golf 

courses, athletic fields, 

schools and sod farms. 

Its active ingredient, 

imazosulfuron, trans-

locates to the roots for 

control of yellow,  

purple and annual 

sedges and Kyllinga.

TAKING ROOT
Arborjet awarded 

$1,000 scholarships 

to 10 graduating high 

school seniors pursu-

ing green industry-

related subjects at an 

accredited two- or 

four-year college. The 

scholarships are part 

of the company’s  

Taking Root Scholar-

ship Program, which 

has awarded $30,000 

since it began three 

years ago.

Growing 
pains
Plant growth regulators can be useful 
tools for landscape contractors and 
lawn care operators, but experts say 
they aren’t prevalent in the industry.  
BY EMILY SCHAPPACHER

Rick Fletcher

SLOW GROW
Plant growth regula-
tors slow the growth 
of turf, trees and 
shrubs, reducing the 
need to mow, trim 
and prune.



“Although 

PGRs offer 

great bene-

�ts for man-

aging turf, it 

is often dif-

ficult for lawn 

care operators to 

convince their 

customers it is worth the 

additional cost,” says Dean 

Mosdell, Syngenta’s field 

technical manager for the 

western U.S. “So the market 

potential for PGRs, at least 

at this point, is considered 

much smaller.”

Lee Kral, lawn service 

manager for Mountain High 

Tree, Lawn & Landscape Co. 

in Lakewood, Colo., agrees 

there is a lack of new prod-

ucts, information and train-

ing available for PGRs, which 

makes it dif�cult to sell them 

to customers. In Colorado, 

which is considered 

an environmentally 

conscious state, 

he’s found many 

homeowners 

have a negative 

connotat ion  

toward addi-

tional chemicals 

like PGRs. Mountain 

High Tree, Lawn & Landscape 

Co. offers lawn care services 

to an 85-percent residen-

tial, 15-percent commercial  

clientele and tree and shrub 

care services to a 65-percent 

residential, 35-percent com-

mercial clientele. 

“More information and 

a public push from chemi-

cal companies would help 

expand the market,” Kral 

says. “But now there just 

isn’t that much interest and 

there are so many questions. 

I think there needs to be 

more public information 

available because people 

don’t understand PGRs, and 

there is some fear because 

of the chemical side of it.”

TREE USE IS THE TICKET
Kral says Mountain High 

Tree, Lawn & Landscape Co. 

used to offer PGRs for turf, 

but now primarily uses them 

on trees and shrubs. The 

company has had success us-

ing PGRs to �ght �re blight 

on crab apple trees. Kral says 

PGRs also can help new trees 

become established and are 

useful to slow the growth 

of long lines of shrubs and 

hedges that would be time 

consuming to prune. He says 

PGR use on trees is “an easier 

sell” because there are more 

available data and tangible 

ways to show the benefits 

PGRs can have on trees. Kral 

says he can show custom-

ers before-and-after 

photos of trees 

that have been 

treated with 

PGRs, and he 

can quantify 

t he  sav i ngs 

of fewer trim-

mings and less 

pesticide usage. 

“Trees are a 

bigger invest-

ment for most 

people—they 

don’t want to 

lose a tree that 

will be $1,500 to 

remove,” Kral says. 

“People see a tree and 

feel like they aren’t spraying 

the PGR on everything, un-

like a lawn.” 

Steve Geist, senior con-

sulting arborist for Swingle 

Lawn, Tree & Landscape 

Care in Denver, Colo., says 

his company also uses PGRs 

on a limited basis. 

The company primarily 

uses PGRs as soil drench 

applications to increase root 

growth and canopy develop-

ment on trees with damaged 

roots. It does not use them 

on shrubs or turf. Geist says 

Swingle has started to work 

with PGRs to “mask” symp-

toms of fire blight and is 

looking in to using them to 

control other insects and 

diseases, where changes in 

plant cellular structure may 

reduce the severity. Swingle 

Lawn, Tree & Landscape 

Care services a 67-percent 

residential, 33-percent com-

mercial clientele.

“We’ve used some PGRs 

in working with iron chlo-

rosis; however, our results 

have been inconsistent,” 

he says. “In Colorado, we 

are primarily trying to 

get trees to grow, so plant 

growth regulation is not a 

big-ticket item.”

Geist says PGRs are easy 

and economical to use, and 

soil-applied drenches can 

be a good add-on service 

in the off-season. But they 

also can cause unintended 

injury to adjacent plants, 

such as peren-

nials planted 

at the base of 

a tree. Proper 

appl icat ions 

require experi-

enced technicians 

to closely follow the 

label instructions. 

“I would encourage folks 

to start slow and get experi-

ence �rst,” Geist says. “As you 

build your knowledge, then 

increase your use of PGRs.”

Kral agrees that in-

creased education is the 

�rst step toward promoting 

more mainstream use of 

PGRs. He believes it would 

help contractors and lawn 

care operators choose the 

best PGR for their busi-

nesses. When choosing a 

PGR, he says, it’s important 

for contractors to consider 

their region’s climate and 

weather conditions, grow-

ing seasons, the experience 

of their technicians and the 

necessary equipment. But 

regardless of advancements 

in products or education, 

Fletcher is doubtful PGRs 

will ever become a main-

stream product in the land-

scape industry. He believes 

they will instead be reserved 

for speci�c, niche purposes. 

“I do not believe the LCO 

market will ever adopt PGRs 

as a mainstream tool, par-

ticularly for turfgrass, which 

are typically multispecies 

stands requiring different 

rates of PGRs,” Fletcher 

says. “Rather, I believe site 

managers will save them 

for specialized applications 

where they benefit their  

operations.” 

Schappacher is a freelance writer based  
in Cleveland.

NOVEMBER 2016  |  LANDSCAPEMANAGEMENT.NET 31

Lee Kral

Steve Geist

Dean Mosdell
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Continued on page 34

  Beyond  
‘what the market  
will bare’

NEWSFEED
SITEONE, GREENWORKS 
PARTNER UP
Greenworks Commer-

cial entered into a na-

tionwide distribution 

partnership with  

SiteOne Landscape 

Supply locations 

across the U.S.  

and online.

VANGUARD RELEASES 
OIL GUARD SYSTEM
Briggs & Stratton 

released its new 

Vanguard Oil 

Guard Sys-

tem for the 

Vanguard 

810 and Big Block 

engines. It will 

be integrated 

into Ferris 

commercial models 

for the 2017 season. 

The technology lets 

contractors operate a 

commercial mower for 

500 hours between oil 

changes—rather than 

the typical 100 hours.

A landscape company exec takes us back to the 

basics of cost-based estimating. BY MIKE VOORIES

I
n my two decades in the green 

industry, I’ve worked within local 

landscape companies of various 

sizes and national operations with 

multiple locations. I’ve made a liv-

ing working in the �eld; I’ve done sales 

and account management; I’ve been a 

manager and an owner. I’ve seen success, 

and I’ve also witnessed seemingly good 

companies go out of business. What I’ve 

learned is that landscapers are a dime 

a dozen, but business professionals in 

this industry are few and far between.   

A good landscaper knows when and 

where to use a honey locust instead of 

a red maple, whereas a good business 

professional knows exactly how much 

it costs to install a honey locust. A good 

landscaper knows the going rate for 

mulch installation in metro-Detroit is 

$45 per yard, whereas a good business 

professional knows exactly what it costs 

him to install said mulch, and then he 

charges accordingly after adding the nec-

essary margin to accomplish overhead 

recovery and desired pro�t. 

Can’t a good landscaper also be a 

good business professional? Of course; 

however, if sustainable success in 

business is your goal, let me 

suggest becoming a great 

business professional who 

happens to also be a darn 

good landscaper. 

Sustainable success 

comes from knowing 

your numbers. Beautiful 

landscapes are installed and 

well maintained by soon to be 

bankrupt landscapers every 

single day. Don’t be one of those guys.

‘KNOW YOUR NUMBERS’
A good business professional must have 

a clear understanding of his costs. First, 

his direct costs, then his overhead costs, 

and, �nally, his desired pro�t. When the 

topic of “knowing your numbers” comes 

up, landscapers are quick to spout-off 

their price per man-hour or their price 

per yard of mulch installed. Having a 

de�ned price you charge is not the same 

as knowing your numbers, unless of 

course the prices you charge have been 

reached by cost-based calculations. 

You might be saying to yourself, “This 

is common sense.” But what’s common 

sense is rarely common practice. Nearly 

every landscaper knows his prices, 

but a surprising few have a 

real understanding of their 

costs. This is backwards. 

How can a price be estab-

lished and given to a client 

without �rst knowing the 

true cost to perform the 

service? It can’t. 

I’ve heard flawed logic 

such as charging X per man-hour 

because “it’s the going rate in this 

area” or charging  X per yard of mulch 

installed with no explanation about how 

they came to the numbers, other than 

they’re “what the market will bare.” 

Pricing should be based on true costs, 

not what the client is willing to pay. 

What the client is willing to pay is not 

Mike Voories



You’ve got a job to do and Husqvarna has the machines to get it done. State-of-the-art 

ergonomics, rugged construction and innovative features, backed by industry-leading 

warranties – that’s how we do it. To get it done, get a Husqvarna.

THIS IS HOW WE DRIVE  
YOUR BUSINESS.

PZ 60
STARTING AT

$10,899.95
MSRP

HIGH PERFORMANCE CUTTING DECK 

The combination of the 6" deck depth, high 
performance blades and optimized deck baffles allow 
for exceptional cut quality and clipping dispersal.

SUPERIOR COMFORT
A vibration-isolated platform with 
ergonomically angled and adjustable  
steering levers provide optimal  
operator comfort.

COMMERCIAL GRADE ENGINES 

Husqvarna engines provide exceptional 
power and torque with fuel efficiency  
and reduced emissions.

For commercial landscape equipment sales and service, head to your local Husqvarna dealer.
Features shown not available on all models.

husqvarna.com

HEAVY-DUTY CONSTRUCTION 

Cutting decks are made from 7-gauge steel  
with a rolled front edge, 1.5" x 0.5" front  
and side reinforcement and heavy-duty, 
double-support scalp rollers.
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a mathematical equation we can use to 

maintain positive cash �ow or calculate 

our return on investment. 

Now, I know it’s important to under-

stand the market in which you operate, 

which of course includes competitive 

price points. If you need to adjust your 

costs to arrive near a desired price 

point, so be it. But it’s your exact costs 

that determine the price of a project. 

No two companies do their account-

ing exactly the same, and there are 

endless ways of doing a cost-based esti-

mate. I’ve seen landscape construction 

companies job cost so speci�cally that 

each vehicle and piece of equipment is 

costed to the job by the number of hours 

it’s estimated to be used, in addition to 

their materials and labor. While this 

approach is certainly doable, and even 

necessary in some cases, it requires 

knowing vehicle and equipment costs 

per hour of operation. It can get tricky 

if you don’t know how long a vehicle 

or piece of equipment will remain in 

service before being replaced, or how 

many billable hours will be sold for that 

vehicle or piece of equipment each year. 

How detailed you get when preparing 

your cost-based estimates is a matter 

of necessity and preference, and it’s 

company speci�c. What’s important is 

that we’re arriving at our prices based 

on our actual costs—however speci�c 

and detailed those may be. 

Voories is the COO at Brilar, a Detroit-based landscape 
maintenance and snow removal firm. He can be reached at 
mvoories@brilar.net. 

Continued from page 32
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Simple math
Here’s a basic method of cost-

based estimating anyone can 

use. Assume our vehicle, equip-

ment and fuel costs are rolled 

into overhead. We’re going to 

calculate our direct costs—the 

costs directly associated with 

performing our project. Our 

known overhead for this example 

is 30 percent (30 percent of all 

revenue pays for overhead) and 

our desired net profit is 15 per-

cent, so we must sell work at a 

45 percent gross margin.

1. Calculate direct costs.

Material cost:  $1,500

+ Labor cost:    $749

+ Disposal cost:  $50
_________________________

Total direct cost:  $2,299

2. Test your proposed sale 
price to see if it achieves an 
adequate gross margin. 

Sale Price: $4,184.18

- Direct costs: $2,299
_________________________

Gross margin: $1,885.18
 
3. Convert your gross margin 
figure into a percentage.

Gross margin: $1,885.18

÷ Sale price: $4,184.18
_________________________

Gross margin percentage: 45%

4. Subtract your overhead  
recovery from your gross  
margin percentage to  

determine net profit. 

Gross margin percentage: 45% 

– Overhead recovery: 30% 
_________________________

Net profit: 15%

CLEAN,
HEALTHY, 
SUSTAINABLE.

T H E  WAY  WAT E R  WA S  I N T E N D E D : Achieve a balanced 
aquatic ecosystem 
with water movement 
and proper aeration. 
Air-O-Lator has been 
the leader in water 
management for over 40 
years. We manufacture 
eco-friendly, high 
performance products 
that provide high oxygen 
transfer rates as well as 
moving large volumes of 
water -- keeping ponds 
and lakes clean, healthy 
and algae free.

www.airolator.com

800-821-3177

Having a defined price 

you charge is not the 

same as knowing your 

numbers, unless of course 

the prices you charge 

have been reached by 

cost-based calculations.

“

“



VANGUARD COMMERCIAL ENGINES OFFER MORE THAN 

JUST RELIABLE POWER TO KEEP YOU RUNNING. 

Technology, strength and support to take on the world’s most demanding job sites. Vanguard offers 

easier maintenance, 24-hour parts delivery* and innovations like Vanguard EFI—providing unmatched 

performance and efficiency. And all engines are backed by the largest sales, service and support 

network in the industry. Experience the power to get more done every day. 

PUT VANGUARD COMMERCIAL ENGINES TO WORK FOR YOU. Go to VanguardEngines.com to learn more. 
*Available in most states. 
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CRYSTAL CLEAR 
The only way Hinkle Hardscapes 

owner Zach Hinkle knew he could 
eliminate confusion was to rebrand.

I
t’s been one year since Zach 

Hinkle changed the name of his 

company, formerly K.C. Lawn & 

Landscaping, to Hinkle Hard-

scapes. Since rebranding, refocus-

ing and implementing new processes 

and procedures, business has never 

been better. Revenue is up; his design-

ers, crews and account representatives 

are happier and more ef�cient; and 

the company is attracting the right 

customers. For Hinkle, changing the 

name of his Riverside, Mo.-based 

company, which has served more than 

3,500 clients throughout the Kansas 

City area, was certainly a risk, but as 

it turns out, it was a risk worth taking.

“I was a bit fearful because I had built 

something that people were accustomed 

to knowing,” says Hinkle, owner and 

project manager of the $2.5-million 

company. “But we are more focused 

now. We know who our clients are, and 

we are doing what we’re good at. When 

you put all that together, good business 

will come out of it.”

The evolution of Hinkle Hardscapes 

was a few years in the making. Hinkle 

started K.C. Lawn & Landscaping in 

2007 by providing landscape design and 

lawn maintenance services to mostly resi-

dential customers. In 2009, he decided 

to stop offering maintenance services 

and focus on hardscape and large-scale 

landscape installations. By 2010, Hinkle 

realized his true passion was creating 

outdoor living environments families 

could enjoy for years to come. With that 

epiphany, the company began to phase 

out its landscape installation services to 

become a true hardscaping �rm. Hinkle 

Hardscapes now constructs outdoor 

living spaces, �re pits, retaining walls, 

patios and other hardscape features 

for a 95-percent residential, 5-percent 

commercial clientele. The company only 

offers landscaping services as part of 

hardscaping projects. 

“I haven’t mowed a yard since 2009,” 

Hinkle says. “Our guys are concrete and 

stone guys—there are better people out 

there to put in your plants.”

But offering hardscape services un-

der the name K.C. Lawn & Landscaping 

created confusion and frustration for 

everyone involved. Customers would call 

wanting maintenance or landscaping, 

only to �nd out the company no longer 

offered those services. Employees spent 

too much time on dead-end leads and 

explaining the company’s new direction. 

For Hinkle, changing the company’s 

name was the only way to truly represent 

its new identity as a hardscaping �rm. 

After 90 days of communicating the 

name change through press releases, 

social media and on its website, K.C. 

Lawn & Landscaping began doing busi-

ness as Hinkle Hardscapes in November 

2015. The company retains K.C. Lawn & 

Landscaping as its corporate name for 

tax purposes and for its standing with 

the Better Business Bureau. 

“When we changed our name we 

could start marketing to people who 

What’s  
in a 

name?

NEWSFEED
2016 HNA AWARDS
Hardscape North 

America recognized 15 

projects for this year’s 

HNA Hardscape Project 

Award Winners. The 

winning contractors 

included Landmark 

Pavers, Bahler Broth-

ers, Legacy Paver 

Group, Monello Land-

scape Industries, Re-

Create Cos., Dreams-

capes, Paver Designs, 

Hain Enterprises, 

Surfaces Group, C.R. 

Schmidt, Outdoor  

Enterprise and more. 

WHEELBARROW 2.0
Yardmax released 

a Power Wheelbar-

row with a Briggs & 

Stratton engine. It’s 

equipped with a  

4.4 cu. ft. hopper  

and all-wheel drive. 

A lot, according to Zach 

Hinkle. He changed the 

name of his 9-year-old 

landscaping company 

to better align with 

his passion and the 

company’s focus.  

BY EMILY SCHAPPACHER

Continued on page 38
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Now available at

The Most Powerful

Cordless Commercial 

Tools on the Market

Find out more at www.greenworkscommercial.com

COMMERCIAL

GRADE POWER

FUEL AND

MAINTENANCE 

SAVINGS

ECO

FRIENDLY

CLIENT

FRIENDLY
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E A S Y  I N S TA L L AT I O N  I S  A  L O K .
Who says there are no sure things in construction? Hardscapes built and designed with VERSA-LOK are a cinch to go up quickly and 

easily. Our pinned in place design makes perfect installation and structural stability a sure thing. When you use VERSA-LOK, once it’s 

built, it’s built to last. And last. To create retaining walls, freestanding walls, columns, steps and ore with no need for special units, 

there’s only one product to trust. Simple, reliable and beautiful. That’s the VERSA-LOK promise.

To find out why landscape architects prefer VERSA-LOK, call (800) 770-4525 or visit www.versa-lok.com.

Mosaic Random  
Face Patterns

Freestanding  
Walls

Fully Integrated  
Stairs

Random-Pattern  
Tall Walls

Freestanding 
Columns

Multi-Angle 
Corners

were looking for what we have to offer, 

and there was no confusion,” Hinkle 

says. “We began to only get calls and 

leads for hardscapes. We didn’t have to 

explain what we do anymore.”

Hinkle says the rebranding process 

was “pretty seamless.” It began with 

internal brainstorming sessions about 

what the team wanted to accomplish by 

changing its name. The process included 

revised mission and vision statements, 

a new logo, a website redesign and a 

new web address. Hinkle also increased 

his marketing efforts through outlets 

such as Google AdWords, Facebook, 

Instagram and Pinterest and put a high 

priority on search engine optimization. 

He has an active blog on the Hinkle 

Hardscapes website, and he also recently 

wrote an e-book on how to construct 

outdoor living environments, which is 

now available on Amazon. While Hinkle 

says the company now receives fewer 

leads than it used to, all of these efforts 

help Hinkle Hardscapes connect with 

the right people at the right times. 

“We are ultra-focused on bringing in 

the right candidates for our salespeople,” 

Hinkle says. “We are now hearing from 

customers we are a good �t for, and it’s 

helped increase the quality of the leads.”

STREAMLINING SALES
Aside from the new name, the biggest 

change at Hinkle Hardscapes was 

the implementation of Infusionsoft, 

a customer relationship manage-

ment (CRM) software system that has 

streamlined nearly every aspect of the 

company’s day-

to-day opera-

tions. Operating 

as a “white-collar 

business within a 

blue-collar industry,” 

Hinkle says the system automates 

every process and interaction from 

the moment a potential client makes 

contact with the company. He spent 

most of 2014 creating different custom-

ized campaigns within the system—in-

cluding lead generation, appointment 

con�rmation, online scheduling and 

quote generation. Once a client has 

chosen to move forward with a project, 

an automated system orders supplies 

and clients can make payments online. 

Hinkle says company revenue is up 

Zach Hinkle

Continued from page 36

Continued on page 40



VEHICLE & ASSET TRACKING SOLUTIONS

Fleet Intelligence

GPS Insight works with landscape businesses that have fleets of vehicles and 
other mobile assets to solve your unique business challenges through increased 
revenue, reduced costs, and reduced risk.

a 866-477-4321  l GPSINSIGHT.COM
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60 percent since he started using the 

CRM system in March 2014.

“The automation factors make sure 

that all of our clients get treated the same 

way every time,” Hinkle says. “It’s allowed 

us to refocus employees in the of­ce to 

do other things because those everyday 

mundane tasks are now automated.”

With the automation of the company’s 

operational systems, Hinkle says it has 

reduced the possibility of human error 

and freed up more time for staff to pursue 

tasks more pertinent to the growth of the 

business. The system has been so effec-

tive for Hinkle Hardscapes that Hinkle 

recently became a certi­ed partner with 

Infusionsoft so he can share the cam-

paigns he’s created with owners of other 

hardscape and landscape companies. 

Through his newest venture, 

Hinkle Small Business, which 

he’s currently launching, he 

will work as a consultant to 

help other contractors stream-

line their marketing, sales and 

production efforts and grow 

their businesses. Hinkle Hardscapes’ 

marketing department also will help 

these clients grow their social media 

presences and learn to use marketing 

tools such as Google AdWords. 

“We want to help other contractors 

simplify their businesses and be able 

to spend more time with their families 

while still getting the reports they need 

to run their businesses,” Hinkle says.

For contractors wondering if rebrand-

ing is the right move, Hinkle advises 

them to go ahead and take the risk. After 

all, he says, it’s never 

bad business to make 

sure you’re market-

ing to the right peo-

ple, and that you’re 

offering pro­table services you’re truly 

passionate about.

“If you are ever wondering if it needs 

to happen, I would say go for it,” Hinkle 

says of rebranding. “We did it, and it’s 

been great ever since.” 

Schappacher is a freelance writer based in Cleveland. 

       BUILD IT  
The company is 
pleased with its 
investment in a CRM 
system with auto-
mated features.

Ð

Continued from page 38

P
H

O
T
O

: H
IN

K
L

E
 H

A
R

D
S

C
A

P
E

S



VISIT
ZORO.COM/LANDMANAGEMENT

       AND RECEIVE

ADD ZORO TO YOUR TOOLBOX
Ordering Ground Maintenance supplies shouldn’t be hard work.
You do enough of that already.

Huge product selection
(over 1 million and counting)

Helpful customer service

Net 30 terms available**

Great everyday prices

Trusted brands

Easy ordering

Fast delivery

FROM
AA BATTERIES TO Z-CLIPS,
ZORO’S GOT YOU COVERED.

zoro.com

© 2016 Zoro, Inc.

IÓä¯��vv�Þ�ÕÀ�w�ÀÃÌ��À`iÀ����fxä�
���
Õ
�«ÕÀV	>ÃiÃ°��>Ý�
Õ
�Ã>Û��}Ã��v�fÓ]äää°�
�ÌiÀ�V�`i�
>L�Ûi�>Ì�V	iV��ÕÌ°���
�Ì���i�­£®�ÕÃi�«iÀ�VÕÃÌ�
iÀ°��>Þ���Ì�Li�V�
L��i`�Ü�Ì	�>�Þ��Ì	iÀ�
«À�
�Ì���Ã��À�`�ÃV�Õ�ÌÃ°�"À`iÀ�
���
Õ
��Ã�ÀiµÕ�Ài`���iÝV�Õ`��}�Ì>Ý�>�`�Ã	�««��}°�"vviÀ�
>Þ�
��Ì�Li�>««��i`�Ì��«ÀiÛ��ÕÃ�«ÕÀV	>ÃiÃ°�*À�
�Ì�����Ã�����ÌÀ>�ÃviÀ>L�i°
"vviÀ�Û>��`�Õ�Ì����iL°�n]�Óä£ÇpiÝ«�ÀiÃ�££\x��«°
°�
/°

II-Ì>�`>À`�VÀi`�Ì�ÌiÀ
Ã�>Ài�f£]äää�Ü�Ì	�Îä�`>ÞÃ�Ì��«>Þ°�
Ài`�Ì��Ã�ÃÕL�iVÌ�Ì��<�À�½Ã�VÀi`�Ì�
«���V�iÃ�>Ã�`iÌiÀ
��i`�vÀ�
�Ì�
i�Ì��Ì�
i�����ÌÃ�Ã��i�`�ÃVÀiÌ���°�<�À��ÀiÃiÀÛiÃ�Ì	i�À�}	Ì�Ì��
ÌiÀ
��>Ìi�Ì	�Ã��vviÀ�>Ì�>�Þ�Ì�
i�>Ì��ÌÃ�Ã��i�`�ÃVÀiÌ���°

Enter code at checkout  |  One time use code. 
Offer valid until Feb. 8, 2017 11:59 p.m. CT*

STOCKUP32



F
inding the right balance between lowering a site’s wa-

ter usage and maintaining a large plant palette isn’t a 

one-and-done job. 

Gone are the days of the “set it and forget it” mindset 

when it comes to landscape water management—

especially with water for urban landscapes becoming more 

limited. Instead, take an active approach by using irrigation 

monitoring systems, communicating with those walking the 

sites and establishing practices. But how can you go deeper 

and actually re�ne your landscape irrigation method?

In an Oct. 21 webinar with the Irrigation Association (IA), 

“Re�ning the Landscape Watering Coef�cients for Your Sites,” 

Mark Crookston, irrigation management department manager 

for Northern Water in Berthoud, Colo., shared this equation 

to calculate soil water depletion (see key for de�nitions) so you 

can make appropriate adjustments to your watering strategy:

ET=ETo x (KvKdKs+Ke) x Kmc

Here are the six components (in the order of the equation) 

of determining a landscape’s evapotranspiration (ET) that 

you need to verify and re�ne so you can improve ef�ciency.

1. REFERENCE ET (ETo)
Use the best available data source, whether it’s from a 

nearby weather station, on-site air temperature sensor or 

the internet. Just remember there is lag time between what 

happens and the response, Crookston 

says: The data are normally good 

when averaged during a five- to 

seven-day period.

If you rely on a local weather sta-

tion, make sure it’s in an open area 

over well-watered vegetation that’s 

away from buildings and pavement. 

An on-site air temperature sensor can 

include a sunlight sensor and smart irrigation controllers. 

Figures you will �nd on the internet aren’t site speci�c; they 

are typically an average for a large area.

2. FACTOR FOR VEGETATION TYPE (Kv)
Vegetation categories include trees, shrubs, ground cover, 

annuals, mixture (trees, shrubs and ground covers), cool-

season turfgrass and warm-season turfgrass. 

You can choose the Kv for high performance, accept-

able appearance or low maintenance, depending on the 

client’s expectations. Trees, for example, are 0.90 to 0.95 

for high performance, 0.70 to 0.75 for acceptable perfor-

mance and 0.45 to 0.50 for low maintenance. (See the IA’s 

“Irrigation, Sixth Edition” for all plant categories and 

performance levels.)

3. FACTOR FOR PLANT DENSITY (Kd)
Consider the collective leaf area of the plant’s covering or 

IRRIGATION+WATER MANAGEMENT

profit centers

How to identify and adjust key irrigation parameters for efficiency.

BY LAUREN DOWDLE 

CIT: IRRIGREEN SAVES WATER
The Center for Irriga-

tion Technology (CIT), 

an independent tester 

and evaluator of irriga-

tion equipment, found 

IrriGreen’s Genius Irri-

gation System used 40 

percent fewer gallons 

of water while increas-

ing soil moisture by an 

amount equivalent to 

its competitors. 

AMERICA, THE BEAUTIFUL
Rain Bird is participat-

ing in a renovation 

effort at the National 

Mall in Washington, 

D.C., which experi-

ences damage from 

3,000 permitted 

events and 33 million 

visitors each year. Rain 

Bird products—includ-

ing the company’s 

Smart Pump, Rain 

Watch, IC System 

with Stratus II control 

software and Smart 

Weather products—

have been integrated 

into the 18-acre  

restoration.

NEWSFEED

Deep-rooted  
   equation
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KEY

ET: Evapotranspiration

ETo: Reference ET for a short 
crop (usually clipped grass)

Kv: Factor for vegetation type

Kd: Factor for plant density

Ks: Factor for plant water stress

Ke: Factor for evaporation 
from wet surfaces (both soil 
and plant)

Kmc: Factor for microclimate
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the shading area of the ground. The value, which can be 

measured directly, will range from 0 to 1, with 1 being when 

70 to 80 percent or more of the ground is shaded at midday.

4. FACTOR FOR PLANT WATER STRESS (Ks)
This component is determined by the amount of soil moisture 

depletion, so you’ll need to determine the root zone depth, 

plant available water per inch depth and the fraction of water 

that can be extracted without plant stress (p). The p variable 

ranges slightly from 0.4 (annuals and cool-season turfgrass) 

to 0.6 (trees and shrubs).

Here’s how to determine Ks:

TAW (total available water) - depletion root zone

(1-p) x TAW

5. FACTOR FOR EVAPORATION (Ke)
This number can jump to 1.35 following wetting events (both 

rain and irrigation). Roots typically grow during the spring, 

so don’t short them of water during that season. Adjust the 

watering amounts slowly so the roots don’t get stressed.

Also, don’t just increase 

irrigation runtimes and 

frequencies to fix prob-

lems. That approach can 

increase evaporation from 

wet surfaces and make 

more gallons necessary 

to avoid stress. Instead, 

you need to identify and 

implement the correct solution for the speci�c landscape. 

Remember: Whatever level you water to will become your 

new root zone.

6. FACTOR FOR MICROCLIMATE (Kmc)
It will increase during harsh conditions like direct sunlight 

near pavement, re�ective windows and windy conditions. 

Shade, being shielded from wind and areas away from hot 

or dry surfaces will decrease this factor. This factor needs to 

be adjusted to match the site’s conditions. 

Dowdle is a freelance writer based in Nashville.

pro.wilburellis.com

For information only. Not a label. Prior to use, always read and follow the product label directions.  WILBUR-ELLIS logo, Ideas to Grow With, and WIL-GRO are registered trademarks of Wilbur-Ellis Company LLC. K-0916-065

WIL-GRO® - A Dry Fertilizer Leading Line-Up

WIL-GRO is a premier product line of dry granular nutritional products designed specifically for professional 
turf and ornamental markets. WIL-GRO contains uniformly-sized materials which can be blended with other 
controlled release nutrients, micronutrients, value added and plant vigor ingredients in a process that includes 
screening and dust reduction, to meet quality assurance standards.

Contact your local Wilbur-Ellis representative and ask how WIL-GRO fertilizer can help your operation thrive!
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Scott Burk, 
president/CEO  

of Scott’s 
Landscaping, 

Centre Hall, Pa.
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Y
ou are sitting at a Sunday 

dinner with your wife 

and friends when you 

get a noti�cation from 

your security provider. 

The smoke detectors at 

the headquarters of your 

landscape business are ringing. You 

think it’s probably a false alarm, so 

you don’t worry. This wouldn’t be 

the �rst time the alarm has gone off, 

especially on a windy day. I’ll check it 

out after dinner, you think. 

Then, you get a call. Three smoke 

and heat detectors have been trig-

gered and alarms are sounding at 

your business. ADT is wondering if 

you’d like them to call the authorities. 

If all three detectors are going off, 

you know it’s not a false alarm. “Yes,” 

you say. “Call the �re department.”

You leave the dinner and drive to 

your of�ce, three miles down the road. 

When you arrive, smoke is billow-

ing out of the windows. You’re smart 

enough not to go in. You make a dif�-

cult call to your wife. “It’s real,” you say. 

You feel helpless as you wait for the �re 

trucks to arrive and watch the orange 

glow of �ames grow in the night.

Don’t think this could happen to 

you? Until Nov. 10, 2013, neither did 

Scott Burk, president and CEO of 

Scott’s Landscaping in Centre Hall, 

Pa., �ve miles from State College. 

“At that point, there was never 

a thought of giving up, but I didn’t 

know what the future held,” Burk 

says. “Will we be half the size? Is our 

company going fail?”

Scott’s Landscaping could’ve been 

one of the 40 percent of businesses that 

shutter in the wake of a �re, according 

to the Federal Emergency Manage-

ment Agency. Instead, it grew by 20 

percent the year of the blaze. This 

year, the company— which draws 40 

percent of its revenue from construc-

tion, 30 percent from erosion control, 

20 percent from maintenance and 10 

percent from its nursery and serves 

a 60 percent commercial, 40 percent 

Scott’s Landscaping recovered 
—and grew—after a fire  

three years ago. Could you?  
BY DILLON STEWART

DISASTER Multiple 
fire companies, with  
13 tankers and aerial  
support, fought 
the fire at Scott’s 
Landscaping for more 
than six hours before 
it was manageable.

than ever
Stronger 
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residential clientele—is on track to 

do more than $9 million, a $3 million 

bump in revenue since the �re. 

The road to recovery was not easy, 

but Burk did have some luck on his side.

“We were somewhat prepared 

on the IT side—we had our data 

backed up—but a lot of it was luck,” 

Burk says. “I never sat down and had 

meetings and thought about what we 

were going to do if something like 

this happens. I was thinking about 

growing the company.”

Scott’s Landscaping’s survival is the 

exception to the rule. Companies with-

out some sort of plan in place often 

end up failing after a disaster like a 

hurricane, �ood or �re, says Scott Teel, 

vice president of marketing at Agil-

ity Recovery, a post-disaster recovery 

services provider.

If a disaster af�icts your business, 

do you have a plan to fall back on?

“People plan for growth or retire-

ment, but almost nobody plans for a 

�re, a �ood or something devastating 

to happen,” says Burk. “If you walk 

out of your of�ce today, lock the door 

and can never walk into that build-

ing again, what’s your backup plan? 

Because that’s what happened (to me).”

Assessing the damage
In the small town, word of the �re 

got around as it burned. About 20 

employees showed up that night to 

offer support. Windy conditions 

fanned the �ames, and multiple �re 

companies with 13 tankers and aerial 

support struggled to put it out. The 

8,500-square-foot wood structure 

burned uncontrollably for six hours. 

The employees pulled equipment 

parked outside away from the blaze, 

but there wasn’t much else they could 

do. A �reman drove a hydroseeder, 

covered in �ames, through a garage 

door to safety, and the machine was 

salvaged. Once the �re became more 

manageable, employees were able to 

remove other equipment and a few 

water-logged �le cabinets. 

Melany Tapia, owner of Tapia 

Technology Consulting, the IT com-

pany that handles Scott’s Landscap-

ing’s data, remembers getting a call 

from Burk at 3:00 a.m. the night of 

the �re. She began implementing a 

recovery strategy immediately. 

Recovering the company’s �les and 

data was Burk’s No. 1 concern—and 

rightfully so. According to a report 

from technology research �rm the 

Gartner Group, 43 percent of compa-

nies closed immediately after a major 

loss of computer records. Another 

51 percent permanently closed their 

doors within two years—leaving a 

mere 6 percent survival rate.

The company’s server was operat-

ing as the responders fought the �re, 

but the water from the hoses shorted 

the system. While the server was 

destroyed, the hard drives within 

it were recoverable. The company 

used a mirrored tape drive backup, 

an of�ine 6-terrabyte storage system 

that copies and stores the entirety of 

a server. The drive held the company’s 

�les, customer data, payroll informa-

tion, emails and every other shred 

of vital information. Tapia always 

kept one copy off-site, so it would be 

unharmed in situations like this. The 

duplicate drive was up-to-date within 

“IF YOU WALK OUT OF YOUR OFFICE TODAY,  
LOCK THE DOOR AND CAN NEVER WALK INTO THAT 
BUILDING AGAIN, WHAT’S YOUR BACKUP PLAN? 
BECAUSE THAT’S WHAT HAPPENED (TO ME).”
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a week, which is probably enough 

for most landscape businesses, Tapia 

says. A bank, on the other hand, with 

large amounts of data changing by 

the second, might need a minute-to-

minute backup. 

“You have to look at your business 

and decide how much data you can 

stand to lose,” she says. 

Within 48 hours, Tapia would 

have Scott’s Landscaping’s network 

back up and running. Its email was 

functional within a few hours. The 

company was even able to bill clients 

and process payroll that Friday, �ve 

days later. In the aftermath of the �re, 

Burk says it was comforting to know 

the company’s data were safe. 

“First and foremost, protect your 

data and have it off-site,” he says, when 

asked how businesses can prepare 

for similar situations. “Knowing I 

wouldn’t lose more than maybe 10 

days was some peace of mind. Melany 

(Tapia) was instrumental in getting us 

back up and running. We’re so lucky 

we had a great IT person.”

Rebuilding,  
stronger than ever
Burk left the scene at 3 a.m., as the �re 

died down. Knowing his data and �le 

recovery efforts were in good hands, 

Burk’s focus would soon turn to get-

ting operational again. He returned to 

the scene after just two hours of sleep 

and was greeted by a pleasant surprise.

“The guys were there the next 

morning and said, ‘Hey, we’re going to 

work,’” Burk says. “I don’t think I ever 

had to convince our people that we 

were going to recover. It was enlight-

ening to see how our guys responded.”

The �re was concentrated in the 

administrative of�ce and repair shop, 

which were consumed down to the 

concrete slab. Most employees went to 

work sifting through the ashes, salvag-

ing equipment, documents or anything 

else valuable and intact. Some pieces, 

like the hydroseeder, a main compo-

nent of the business’s service offerings, 

survived the �re. Luckily, the majority 

of Burk’s equipment was parked away 

from the of�ce and shop. This included 

its trucks with enclosed trailers, which 

stored most of its tools. The separation 

left them mostly unaffected by the �re. 

With what it had, Scott’s Landscaping 

sent out three of 20 crews on service 

runs less than 24 hours after the �re. 

On day two, 15 crews went out for jobs. 

Sure, the �re took some smaller tools, 

which the company leaned on a rental 

house to replace, and a few trucks, 

Ride-On Spreader & Sprayer  |  Spreaders  |  Sprayers  |  Zero-Turn Mower Attachments  |  Accessories & Mounts

Height adjustable 
boom kit

17-gallon 
capacity tank

3.0-cu-ft 
capacity hopper

Adjustable-pressure 
electric spray pump

The TurfEx TT5000 Ride-On 

Spreader/Sprayer caters to 

nearly any sized property…

sprays and spreads materials 

faster, yet more precisely…

and empowers you to do more 

jobs in less time, with less 

manpower and equipment. 

It’s one small step for your 

operator, but one giant leap for 

your operation.

BIGGER PROFITS
STEP UP TO

By Stepping Onto the New 

SEPARATION Scott 
Burk says keeping his 
equipment in different 
areas on the property 
helped avoid an even 
more devastating loss.
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which the company made do without 

until it could buy new ones, but the 

meat and potatoes of the company’s 

production capabilities remained. By 

the end of the week, Scott’s was fully 

operational.

“We could still do the work,” Burk 

says. “We had our tools. We had our 

trucks. Our guys knew what to do. We 

just didn’t have an of�ce or a shop. If 

anything, that was the part of this story 

that was lucky. We didn’t plan that. ” 

Not everyone who experiences a 

disaster is that lucky, says Teel. While 

he didn’t work with Burk, he works 

with many companies before and 

after disasters. Teel says Burk quickly 

responded to two vital post-disaster 

questions: “What are my critical busi-

ness functions?” and “How do I pro-

tect the biggest sources of revenue?” 

By salvaging equipment and sending 

crews out immediately, he was able to 

cater to his most valuable accounts. 

Some companies affected by disaster 

take massive equipment losses that 

aren’t easily replaced.

Think about out how you would 

replace the equipment you use on 

a daily basis, Teel says. Talk to your 

equipment vendors and discuss the 

hypothetical situation. Find out if they 

have the ability to deliver new or used 

equipment in a moment’s notice. In 

some cases, they might not know, and 

it could spark a similar conversation 

between the dealer and the manufac-

turer. Teel suggests putting a plan in 

place with your dealer to set up a short-

term lease agreement should disaster 

strike. It also helps to develop formal 

relationships with a rental company to 

replace incidentals quickly. 

Another strategy is to lean on 

nearby landscape companies—

maybe fellow members of state or 

regional associations you belong to 

or even a rival company—to hire as 

a subcontractor or to borrow equip-

ment from. To place a customer in 

the hands of a competitor may go 

against a business owner’s com-

petitive nature, but serving clients 

should be your main priority. 

“You can’t just call your custom-

ers and say, ‘Hey guys, sorry we can’t 

be there for a couple months,’” Teel 

says. “The bottom line is you have to 

�nd a way to keep on keepin’ on.”

Within two weeks of the �re at 

Scott’s, news reports spread through 

the community and the state. Busi-

nesses across Pennsylvania, includ-

ing competitors, reached out to the 

company to offer support. Since 

Scott’s Landscaping’s biggest woes 

were in the of�ce, not in the �eld, the 

company didn’t accept much help. 

But that doesn’t mean Burk didn’t 

appreciate the offers. 

“It was kind of humbling to see fel-

low landscapers say ‘Hey, can we loan 

you equipment or help you with proj-

ects?’” says Burk. “On Friday, we were 

all competitors, hopefully friendly, but 

we were competing for jobs. Then this 

happens and they’re saying, ‘What can 

we do to help and support you?’”

Back it up
If you’re not backing up your files 

and hard drives, stop reading 

this article now and go do it. It’s 

vital to survival, stresses Melany 

Tapia, owner of Tapia Technol-

ogy Consulting. IT support is vital 

to any business with more than a 

few computers, but even compa-

nies with one or two are better off 

safe than sorry, she says. Unlike a 

chemical applicator or irrigation 

professional, IT specialists are not 

required to have a license, so do 

your homework by talking to some 

of a prospective hire’s other clients. 

But for those of us who can’t 

take good advice, here are a few 

things you can do to make sure 

you’re protected:

⦁ Cloud-based backup: Online, 

could-based services charge 

monthly and perform nightly system 

backups, saving your files and data 

to the cloud. These are good options, 

but Tapia says the backbones of the 

networks often aren’t fast enough 

to do an online backup. If you have 

a fiber optic internet connection, 

an online backup is probably OK, 

but if you’re using a DSL modem, 

for example, you’re connection isn’t 

strong enough to back up everything 

you have.

⦁ External hard drives: An external 

drive is your other option. Buy two 

external hard drives the same size 

or bigger than the hard drive you’re 

attempting to back up. Swap them 

out once a week, and keep one off-

site. Services like Windows Backup 

and Restore will help you run a 

total backup of your hard drive. 

⦁ Vital information: If you’re using 

an online backup on a poor internet 

connection, focus on backing up 

vital information, such as Quick-

Books or other financial data, and 

purchase an external hard drive to 

back up everything else.

⦁ Remember to test: No matter 

what you’re using, it’s important 

to run tests. Tapia has worked with 

companies that had backup systems 

in place, only to realize once a test 

was run that something had gone 

wrong and the system hadn’t backed  

up anything for years. Attempt to 

recover a file from whatever backup 

system you’re using at least once a 

month to test the system. 



NOVEMBER 2016  |  LANDSCAPEMANAGEMENT.NET 49

Customers also heard the news. 

The company received numerous 

calls and emails asking if it was still in 

business. While going out of business 

never crossed Burk’s mind, clients had 

questions. Burk knew the company 

needed to launch an outreach strategy 

to reassure its client base. It launched 

a marketing campaign: “Rebuilding 

stronger than ever.” For the next year, 

the company’s newspaper ads and 

radio spots featured the tagline.

“The public knew about the ­re 

and knew it was devastating,” he says. 

“The community really reached out 

and was very generous. There was a 

tremendous outpouring of support.” 

A new normal
Once the crews were operational and 

the administrative crisis was averted, 

­nding permanent residence for 

Scott’s Landscaping was the owner’s 

heftiest task.

The operation was split up for a 

month after the ­re. Even though the 

building was gone, the external com-

ponents of the business—like plant 

material, topsoil, mulch and equip-

ment—were still at that site. Produc-

tion crews reported to that site, while 

administrative employees worked 

from home or in a temporary build-

ing Burk rented, many miles away. 

Finally, Burk had a modular 

of­ce—a custom, prefabricated 

temporary of­ce building—brought 

on-site.  It had to be equipped with 

brand new cubicles, desks, comput-

ers, ­le cabinets, copiers and more, 

which took time. Power, internet and 

heat weren’t up and running immedi-

ately either. By mid-January, two and 

a half months after the ­re, the tem-

porary of­ce was ­nally running at 

full capacity. Still, it was pretty close 

quarters. Three designers shared 

one of­ce and Burk worked out of 

the kitchen—hardly the de­nition 

of comfort. In all, including set-up 

prices and a year of monthly fees, the 

temporary of­ce cost the company 

about $50,000. 

“It was much less comfortable than 

we were used to, but at least everyone 

was back together,” Burk says.

Almost immediately after the 

­re, Burk began meeting with an 

architect to start designs for the new 

844-800-0802
www.ClevelandBrothers.com/LM-BCP
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Scott’s  
Landscaping’s 
new building, 
located on the 
same footprint, 
has double the 
office space.
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structure the company would build. 

He hung each updated blueprint 

on the wall in the modular of�ce, 

instilling hope in his team. They 

started from ground zero. Not even 

the concrete slab from the original 

building was savable.

Burk had a commercial business 

insurance policy, which covered the 

structure, contents and more against 

�re and other threats. He also had an 

inland marine policy, which pro-

tected his equipment. Pretty quickly, 

his insurance company, the Hart-

man Agency, told him he’d receive 

full bene�ts. The building was a total 

loss, so there weren’t any disputes, 

Burk says. He was well covered, espe-

cially since the building insurance 

had been evaluated and updated the 

year before. 

Still, he wishes he paid closer atten-

tion to certain aspects of his policy, 

such as the contents insurance. 

Contents insurance is “everything 

that would fall out if you turned your 

building upside down and shook 

it,” Burk says. He estimates he took 

about a $500,000 loss on contents. 

The company was insured for 30 

cents on the dollar. For a little bit 

more, he could have had much better 

protection. As your business grows, 

Burk says, it’s easy to forget to update 

certain 

aspects of 

your insur-

ance, but it can be vital to survival.

As the claim money came in, Burk 

saw an opportunity for a facilities 

upgrade. Insurance matched what 

he lost, and he used those funds as 

a springboard to expand. He also 

secured loans from various banks.

“At �rst we thought about build-

ing the same building, but we were a 

different company,” Burk says. “We 

were a $2 million dollar company 

when we built it. At that point, we’d 

grown to $6.5 million. So we built a 

better, larger building.”

In January 2015, the company 

moved into the newly constructed 

9,500-square-foot building on 

the footprint of the former Scott’s 

Landscaping headquarters. Under-

standably, Burk was afraid of 

another wood structure. So, he built 

a steel-reinforced masonry building 

with double the of�ce space, a second 

story, additional restrooms and a 

shop similar to the one that was lost. 

“It was a huge relief to put the 

chapter of the �re behind us,” Burk 

recalls. “I felt like I could �nally get 

back to the day-to-day of running 

our business and helping it grow.”

There is still no of�cial record of 

what caused the �re. The best guess 

is the wind downed a power line, and 

the back surge damaged an electrical 

wire and sparked a �re, Burk says, but 

he admits he’ll probably never know. 

He also can’t really put a number 

on what was lost. If he could, it likely 

wouldn’t be accurate, he says. There are 

certain things you can’t put a price on.

“How do I put a price on the time 

me and my employees spent?” he 

asks. “I’d drive myself crazy if I sat 

here and thought about that.”

It doesn’t matter much now. When 

he looks back at the �re, he doesn’t 

see loss. Instead, he remembers the 

staff members that rallied around 

their company.

“I don’t think we lost or ill-per-

formed on one contract,” Burk says. 

“It brought the staff closer together 

because they understand what it took 

for us to get to this point.” 

Maximize  
your claim
It typically takes about 30 days to 

file an insurance claim and another 

30 to receive payments, says Loretta 

Worters, vice president of commu-

nications for the Insurance Informa-

tion Institute. If you’re ever in this 

situation, take the following steps to 

maximize your insurance claim:

⦁ Make temporary repairs—Board 

up blown out windows to make sure 

rainwater stays out, put tarps over 

sensitive equipment and take other 

steps to prevent additional damage.

⦁ Take pictures—It’s an important 

step, Worters says. Be sure to take 

detailed photographs of structural, 

equipment and any other damage. 

The more detailed, the better. 

⦁ Gather as much documentation 

as possible—The insurance agency 

is going to want to see everything. 

Collect tax records, receipts and 

any telling information about the 

event. For example, Scott’s Land-

scaping’s IT consultant was able to 

show the exact moment the fire hit 

by tracking the servers, which was 

helpful during the investigation. 

This information will be valuable to 

show proof of loss when the agency 

conducts its inspection.

UP TO DATE As you 
grow, make sure 
your insurance policy 
grows, too, Scott 
Burk says. 

“ON FRIDAY WE WERE ALL COMPETITORS, 
HOPEFULLY FRIENDLY, BUT WE WERE COMPETING FOR 
JOBS. THEN THIS HAPPENS AND THEY’RE SAYING, 
‘WHAT CAN WE DO TO HELP AND SUPPORT YOU?’”
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The Bermuda Triangle of 

keeping clients happy isn’t 

hard to understand, but it 

is tough to navigate. Can 

your company pull it off?

      PAGE 54
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MYSTERY
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insider

PRACTICAL 
ADVICE FOR 
RUNNING A 

PROFITABLE 
COMPANY
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Is the ‘Trump deduction’ 
available to you?

business insider

The author is a CPA who caters 
to landscape and lawn care firms. 

Reach him at dan@turfbooks.com.

BY DANIEL GORDON

BUSINESS BASICS: NUMBERS
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D
uring the presidential election 

season, one issue that came 

up was whether or not Donald 

Trump paid any taxes. I have 

no insider information on his 

taxes, but as a CPA, I can come up with 

a scenario where it would be perfectly 

legal if he didn’t. 

Can a landscape or lawn care busi-

ness owner avoid taxes the same way 

Trump might have? I’m not sure you 

can employ all the strategies Trump 

has used, but you can use some of 

them. As a real estate professional, he’s 

accorded special rules for deductions 

under the tax code. Many of these rules 

are designed to promote the develop-

ment of real estate, which is consistent 

with maintaining a healthy economy.

In reaction to the small portion 

of Trump’s 1995 tax return that was 

obtained and released by The New York 

Times, many pundits said Trump’s 

use of tax loopholes were scandalous 

tactics created for the rich by the rich. 

The Times article suggested that rich 

folks use partnerships, limited liability 

companies and S corporations to 

minimize taxes and to limit liability. 

This is true. Rich businesspeople use 

pass-through entities, but so do ordi-

nary businesspeople. These strategies 

are open to everyone and are used at 

one point or another by most prudent 

businesspeople.

The most talked about strategy 

Trump employed is the net operat-

ing loss (NOL) deduction. An NOL 

is a loss. Plain and simple, expenses 

exceed revenues for a period. If you 

have a real economic loss, perhaps 

a rough year, using an NOL may be 

bene�cial. If an NOL is incurred, the 

government will allow a taxpayer to 

offset it against taxable income in a 

different period. The rationale is that 

when taxpayers are making money, 

they pay their annual taxes. So when 

they lose money, they should be able to 

get some relief. Instead of each tax year 

standing alone, the NOL rules consider 

multiple periods as a taxpayer’s busi-

ness progresses. The good news is that 

if you lose money, you can use the NOL 

to get a tax break. The bad news is that 

you lost money! 

Here are answers to a few other 

questions. As with any tax or legal 

strategy, you should do your research 

and speak to a CPA or tax attorney to 

determine what’s appropriate for you.

WHO IS ELIGIBLE TO CLAIM AN NOL?
⦁  Individuals (You don’t need to be 

a business to claim an NOL. From 

what I can tell, Trump’s NOL was 

on his personal return.);

⦁  Owners of sole proprietorships;

⦁  Owners of pass-through entity 

interests, such as partners in 

partnerships, members of limited 

liability companies or S corpora-

tion shareholders; and

⦁  C corporations. 

The most common causes of 

individual NOLs are business losses; 

casualty and theft losses; and losses 

from pass-through entities.

HOW DO YOU KNOW IF YOU HAVE AN NOL?
On your individual tax return, follow 

these steps to determine if you have an 

NOL and what you need to do:

1. Compete your 1040 individual tax 

return and look at line 41 (the line that 

subtracts itemized deductions from 

adjusted gross income). If this number 

is negative, you may have an NOL.

2. If line 41 is negative, complete IRS 

form 1045 (application for tentative 

refund), which after doing some  

calculations will determine if you have 

an NOL and how much it is.

3. Prepare and �le a 1040X  

(individual amended tax return) to 

claim your refund.

4. If the NOL is not used up by the 

two preceding years, carry it forward 

against future income (up to 20 years).

A C corporation is not a pass-

through entity. Therefore, when there 

are losses, the C corporation generates 

its own NOL, thereby reducing taxes 

for the carry back/carry forward peri-

ods at the corporate level rather than 

passing to shareholders. The NOL is 

calculated on the corporate tax return 

and is maintained there each year with 

a supporting schedule showing any 

amounts used to offset tax liabilities.

USING AN NOL TO REDUCE TAXES
An NOL can be carried back two years 

and/or carried forward to be netted 

against future income for up to 20 

years. In carrying it back two years, 

you need to amend those two  

previous tax returns. Why would you 

want to carry it back? It seems like 

a lot of work. Well, if you paid taxes 

in either of those two years, you can 

claim the NOL on your amended 

return and get an immediate refund 

rather than waiting until the future to 

offset against future income. In other 

words, you can get immediate cash. 
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Navigating the 
Bermuda Triangle

business insider

LET’S GROW

The author, owner-manager of 3PG 
Consulting, is a 25-year industry veteran. 

Reach him at kevinkehoe@me.com.

BY KEVIN KEHOE

I
n case you haven’t noticed, the 

number of companies doing 

more than $1 million in annual 

revenue is growing signi�cantly. 

In addition, the number of large 

companies growing via acquisition has 

increased, as have the number of once 

small mid-size companies ($3 million 

to $5 million) now achieving revenue in 

excess of $10 million annually.  

The smaller company always seems 

to have a place within a narrow market 

and does well. But how will the larger 

companies reconcile size with service 

and navigate what I like to call the Ber-

muda Triangle? (See �gure at right.)

Will they maintain that small com-

pany service experience as they grow? 

It seems obvious that you lose some 

intimacy and connection when you 

grow—maybe clients lose the ability to 

call the owner anytime or the ability 

to talk to the same person handling 

orders. Or maybe it’s the ease of get-

ting on the schedule at short notice.  

These small company advantages 

are great selling points against big 

companies. And conventional wisdom 

says they’re dif�cult to maintain as 

success turns into more sales, growth 

and impersonality. You lose the 

personal touch. But given the success 

of many of the larger companies in 

creating a service culture today, is this 

actually the case? 

What’s happening now is the 

bigger guys are learning how to turn 

personality-driven touch into process-

delivered touch. Personal touch works 

great at low volumes where there is 

less total information to manage and 

fewer decisions to be made, so reaction 

time can be fast and usually accurate. 

And, yes, customers love that.

With growth there’s more total 

information to process, more decisions 

to make and more people involved in 

making them. As a result, response 

times slow down and customers are 

less happy. But think about it: The  

reason the small company outper-

forms is usually because of a few 

superstars on staff who make it  

happen. They are smart, work hard 

and can juggle lots of information. 

Of course, as the company grows, 

you don’t and can’t have an entire 

staff of natural superstars. It just 

doesn’t happen. So, how will the large 

companies address this challenge? 

They have to navigate the business 

trade-offs in the Bermuda Triangle, 

making the business and investment 

choices to turn small company inher-

ent advantages into large company 

sustaining advantages. 

This approach requires process-

delivered touch systems built on a 

common software database that man-

ages and shares the increase in total 

information easily and in real time 

and, at the same time, provides dash-

board reports about the key customer 

transactions, so any staff member 

trained in the company’s service goals 

can respond like a superstar quickly.

There is a win-win to this 

approach. First, the customer is happy 

getting small-company service from a 

large company. Second, the employee 

is thrilled because he or she feels like 

a pro having done a great job and 

maybe even getting great feedback 

from the customer. 

In a process-delivered touch system, 

everyone can be a superstar. Issues 

(requests and complaints) are assigned 

and addressed rapidly, services are 

delivered as promised, and staff can 

begin to anticipate needs based on the 

latest quality assurance or site-walk 

conditions. A dream? Maybe. But peo-

ple are working on such things right 

now as our great industry continues to 

invest in tools and systems to profes-

sionalize everything we do.

To keep that small company feeling:

1. You have to migrate from being 

superstar-reliant with a low-overhead 

staf�ng structure to an information 

system that makes the regular staffer 

perform like a superstar.

2. You must move from recovery to 

anticipation. It’s easier to lose and 

recover a customer when you’re 

smaller, but it becomes very expensive 

as you grow. Systems and processes 

that monitor customer satisfaction 

provide data for staff to win at the 

retention game.

3. You need to incorporate software 

that provides speedy and accurate 

information. Larger companies  

simply cannot rely on superstars 

(there are not enough of them). 

They must rely on ordinary people 

performing in extraordinary ways 

consistently and intelligently.

The next few years will be inter-

esting as service overtakes price as 

the sustainable advantage. Don’t 

miss the boat. 
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Give customers 
what they  
want

THE BERMUDA TRIANGLE

Keep  
costs low

React 
quickly



A
fter 30 years of serving the 

same client demographic—

upper-middle-class residen-

tial—Dave Freeman, owner 

of DC Freeman, based in 

Millburn, N.J., says he felt “stuck” in 

a certain niche. With referrals being 

what he calls his “bread and butter,” 

Freeman was challenged to ­nd a way 

to climb into a higher socioeconomic 

bracket to generate better referrals.

Having had a few truly wealthy 

clients in the mix over the years, Free-

man knew that’s where he could get 

the “best bang for his buck” in terms 

of both how much he can charge and 

the level to which he can take his cre-

ativity. He decided to target his mar-

keting straight to these clients instead 

of sending out the same old mailers 

and coupons he had in the past. So, 

Freeman sought out a professional 

graphic designer to create a high-end 

trifold brochure that communicated 

his company’s message and was also 

“great eye candy,” he says.

“My average job probably checks 

in at about $15,000 to $25,000, 

but I was shooting for four to ­ve 

$50,000-plus jobs with this effort,” 

Freeman says.

Of course, a high-quality mar-

keting piece was no small invest-

ment. The designer charged $5,000 

to $6,000 per brainstorming and 

production round, and there were a 

total of three rounds. At that price, it 

was imperative that the investment 

was worthwhile, Freeman says.

After creating the promotional 

piece, Freeman worked with a mail-

ing list company to distribute it. He 

chose a radius around his work area 

and mailed his pamphlet to 10,000 

owners of homes worth $5 million 

dollars or more. He wanted to start 

the campaign when people are 

“dreaming of the end of winter,” he 

says. Ultimately, the direct mailers 

went out in March, April and June. 

He hit the same list several times 

because “you never know who is 

bringing in the mail each month.”

In the end, Freeman got 30 calls 

and ­ve jobs from the mailing and 

two of those clients have already 

recommended him to a friend. He 

says it’s a good start. The key, Free-

man says, was being prepared for 

the meetings he landed. 

“I used the mailings to get my 

foot in the door, but it was showing 

up to the meetings well-prepared 

that really seemed to engender the 

con­dence for these people to hire 

me,” Freeman says. “While listen-

ing is always my No. 1 endeavor in 

initial meetings, I really spent some 

time ­guring out what I wanted to 

project in return. This is something 

I’d not always thought about to the 

extent I should have.” 

To communicate the message he 

really wanted to, Freeman says he 

spent a lot of time thinking about info-

mercials and how they use psychology 

to sell an audience that they “know 

so well.” His advice to others looking 

to work up to higher end clientele is 

to consider what motivates people in 

their area. He says it all comes down to 

targeting the demographic and truly 

knowing your client. 

“This really seems to be pushing 

me in the direction I’d like to go,” Free-

man adds. “It’s not magic. Like any 

other new endeavor, it’s going to take 

time. But it has certainly paid off.”

From the calls he’s gotten so far, 

Freeman says he’s recognized that he 

needs to “tweak some of the verbiage” 

in his mailer, and he plans to do that 

in the upcoming off season.

He adds: “You can bet I’ll be send-

ing out another round of pamphlets 

next spring.” 

Payton is a freelance writer from Philadelphia.
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CASE STUDY: PROBLEM SOLVER

How one business 
owner landed larger, 
higher profile jobs 
with direct mail.  
BY CASEY PAYTON

COMPANY: DC Freeman

HEADQUARTERS: Millburn, N.J.

EMPLOYEES: Seven to eight

REVENUE: $750,000 to $850,000 

SERVICE MIX: 70% design/

build+installation; 30% specialized 

maintenance (no mowing)

CLIENT MIX: 90% residential  

BUSINESS BREAKDOWN

Moving 
on up
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The owner of DC 
Freeman got the jobs 
he wanted by targeting 
high-end clients with a 
new marketing piece. 
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EUROSTONE PAVERS
COMPANY: Willow Creek Paving Stones

URL: WillowCreekPavingStones.com

Suitable for both traditional and permeable  

applications, Eurostone pavers feature the  

texture of natural stone and are available in five 

colors: Mocha, Bleu, Crème, Black and Brik. The 

pavers are engineered 7 cm thick and are avail-

able in three sizes (approximately 5 by 6, 5 by 9 

and 5 by 13 in.) to create easy-to-install patterns 

for a natural appearance, the company says.

THERMAPANEL
COMPANY: Therma-Hexx

URL: Therma-Hexx.com

Made in the U.S., ThermaPanel is a solar-heating, 

snow-melting, patio-cooling product for use with 

paver, stone, poured concrete and other surfaces. It 

melts snow on exterior surfaces using low tempera-

ture heat sources such as geothermal energy, waste 

energy, stored thermal energy or high-e�ciency 

conventional heat sources.

Ð

Ð

HARDSCAPE SUPPLIES

PRODUCT FOCUS

Ð

WATER-RECYCLING PERMEABLE  
PAVEMENT SYSTEM
COMPANY: Belgard

URL: Belgard.com

Particularly in hot climates with lower humid-

ity, water mist can significantly reduce the 

ambient temperature of a localized outdoor 

area. An alternate option to a traditional 

water-misting system is to install a water-

recycling permeable pavement system that 

incorporates a water feature. The paver  

system (pictured: Subterra pavers) can  

collect and recycle rainwater and provide a 

fun activity for kids, all while releasing mist 

into the air that will help alleviate the heat.
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13-0-3  
FERTILIZER 
WITH  
HUMIC DG
COMPANY:  

The Andersons

URL: AndersonsPlant 

Nutrient.com

This 13-0-3 fertilizer  

contains 11 percent Humic DG 

granules. Humic DG granules contain 70 percent 

humic acid (A&L method) and 10 percent humic acid 

precursor. Featuring DG technology, these granules 

rapidly disperse into thousands of microparticles 

upon contact with moisture, o�ering a greater  

surface area for soil activity, according to The 

Andersons. Humic DG granules deliver improved 

fertilizer e�ciency, soil moisture retention and 

increased uptake of nitrogen. The product contains 

ammonium sulfate-coated slow release nitrogen and 

53 percent biosolids for uniform nutrient release.

Ð

DURATION CR FERTILIZER
COMPANY: Koch Turf & Ornamental

URL: KochTurf.com

Duration CR controlled-release fertilizer, manufactured by Koch Turf &  

Ornamental, is an enhanced e�ciency fertilizer designed to meet varying 

and changing needs of turfgrass. The patented, durable polymer coating 

delivers proven, consistent release of nutrients for 45, 90 and 120 days. This 

means fewer applications per season. With Duration CR fertilizer, nitrogen 

use can be reduced by up to 40 percent because of less potential loss due 

to leaching, denitrification and volatilization, Koch says. Release of nutrients 

depends on soil temperatures, so it can be applied in the fall, reducing fertilization 

workload during the busy spring season.

         15-0-1 HI-SOL ORGANIC NITROGEN
COMPANY: Nature Safe

URL: NatureSafe.com

Nature Safe’s 15-0-1 Hi-Sol Organic Nitrogen fertilizer, a 

dry-flowable product, is listed with the Organic Materials 

Review Institute. It’s an ideal tool to spoon feed organic 

nitrogen applications for organic turf through irrigation 

systems, drip lines or spray tanks, the company says. The 

product contains 0.2 percent iron along with 1 percent 

soluble potassium that is naturally chelated. The protein 

concentration of this product exceeds 92 percent. It’s 

available in 40-lb. bags.

FERTILIZERS

Ð

BUSINESS SOFTWARE

ÐONLINE TRAINING
COMPANY: Greenius

URL: GoGreenius.com

For more than eight years LS Training—now Greenius—has 

supported landscape and snow removal companies with 

online training tools. Each of the 30 lessons in the train-

ing system consists of three components: an online training 

video, an online exam and a practical training checklist. All 

videos are formatted to be viewed on mobile devices. The 

subscription-based system o�ers monthly or upfront pay-

ment options and a 60-day money-back guarantee.

Ð
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PRODUCTS + SERVICES 
FROM LANDSCAPE  
INDUSTRY SUPPLIERS

Software that’s flexible enough to design on any 

platform, powerful enough for any job, and created 

so that your profits are as beautiful as your proposals.

This is PRO Landscape.

prolandscape.com  |  800-231-8574

sales@prolandscape.com

Flexible. Powerful. 
Profitable.

FOR INFORMATION ON ADVERTISING IN THE 
LMSHOWCASE SECTION, PLEASE CONTACT:

Craig MacGregor 
cmacgregor@northcoastmedia.net, 216-706-3787

Jake Goodman 
jgoodman@northcoastmedia.net, 216-363-7923
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cscoular@northcoastmedia.net, 216-363-7929
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Quickly plant 

annuals

What’s in your 

fertilizer?

Irrigation 

system  

startups

Employer  

  of choice

To recruit and retain 

workers, smart landscape 

companies leverage 

culture, compensation 

and technology.

Chris Joyce and 

Derek Varney,  

Joyce Landscaping, 

Marstons Mills, Mass. 
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Empowered 
to grow
Focus and a positive 

company culture drive 

business at Blades of Green.

Mark Leahy 

(left) and Brad 

Leahy, owners 

of Blades 

of Green in 

Edgewater, Md. 

GET GREAT LAWN STRIPES P 14     CONSIDER A GPS SYSTEM P 51

Eric Remeis 
(right), president of Yard Solutions near Columbus, Ohio, and one of his mentors, Elliott Tobias.

July 2016

Adding a  
tree service

Are you on Instagram?

Zika virus  strategies

Landscape pros and their mentors prove the value of these relationships. 
                VOL 55, ISSUE 7landscapemanagement.net

Who’s your mentor?
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[ Online ]  

Be featured in  
Landscape Management!

We’re always looking for great 

reader stories to tell. That’s why 

we’ve created a space on our 

website to invite you to share 

your article ideas, growth stories, 

letters to the editor, press releases and more. 

Visit LandscapeManagement.net/BeFeatured for more  

information or email your thoughts to LM Editor Marisa Palmieri 

at mpalmieri@northcoastmedia.net.
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Every month the Classified
Showcase offers an up-to-date
section of the products
and services you’re looking
for. Don’t miss an issue!

ADVERTISING
INFORMATION

Call Chloe Scoular
at 216-363-7929,
FAX: 216-706-3711,
E-MAIL: cscoular
@northcoastmedia.net

Payment must be received by the
classified closing date. We accept Visa, 
MasterCard, and American Express.

Mail LM Box # replies to:
Landscape Management Classifieds,
LM Box #____
1360 E. 9th St., Ste. 1070
Cleveland, OH 44114
(please include LM Box # in address)

PLACE YOUR AD TODAY!

HELP WANTED

FLORASEARCH, INC.
In our fourth decade of performing

confi dential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confi dential and always FREE.

1740 Lake Markham Road
Sanford, FL 32771

407-320-8177 * Fax: 407-320-8083
E-mail: search@fl orasearch.com

www.fl orasearch.com

LANDSCAPEJOBS.COM
IRRIGATIONJOBS.COM 
TREECAREJOBS.COM 

GREENINDUSTRYJOBS.COM
Jobs & Resumes

for Industry Pros.

1-717-479-1850

Keep your
business growing.

Advertise in 

Landscape Management

Call Chloe Scoular

216-363-7929

Fax: 216-706-3711

E-Mail: cscoular@

northcoastmedia.net

Issue Date Ad Closing

January  12/8

February  1/6

March  2/1

BUSINESS FOR SALE

FOR SALE: 

COMPLETE LAWN/LANDSCAPE/ 

SNOW REMOVAL BUSINESS

PRIME LOCATION NORTHERN WEST VIRGINIA  

Owner wanting to retire. A premier company with 
excellent reputation. Over 30 years in business.  

A fully sta�ed e�cient experienced team.  
Approximately 200 weekly/bi weekly commercial 

and residential accounts. Year round income 
includes snow removal. Average annual gross sales 

are 700k - 800k a year with a net income  
averaging 200k - 225k a year. Sale price 995k 

includes trucks, lawn, landscape, snow equipment 
and 2 properties. 1 property includes  

commercial building. Prime location in Northern 
West Virginia. Owner will help with transition. 

Asking 995k. Price is negotiable.  
Call 1-681-315-8803.

BUSINESS OPPORTUNITIES

SW Florida 
Lawn/Landscape Businesses

#6732 Price: $195K|Net: $80K
#6730 Price: $500K|Net: $118K
#6734 Price: $699K|Net: $268K
#6641 Price: $6.0M|Net: $680K

…Plus Many More

Contact 
Corporate Investment  

Business Brokers
(239) 936-1718

floridabusinessbrokers.com 
wesellbusinesses@businessbroker.com

All Landscape Management classifi eds are posted online. 

landscapemanagement.net

DID YOU KNOW?



 “In 2014, I made the 
decision to step away 

from design and focus 
on working on the 

business rather than 
in it. I had to give up 

what I loved the most in 
order to create the best 
future for everyone in 

my organization.”

WORDS OF WISDOM  “Understand your purpose. Everyone knows what they do, and most understand how they do it. 

But few really understand why they do what they do (to quote Simon Sinek). You should communicate your purpose and 

vision to everyone in your organization and attract those who share the same core values and vision.”  đ  “The primary 

responsibility of a good leader is to be a servant to those you wish to lead. A good leader is a coach and a mentor and 

one who genuinely wants to see people grow and develop into the best they can be.”  đ  “Growth is a tool to provide 

opportunities for success among every member of your organization.”
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John Puryear

backstory

PRESIDENT
PURYEAR FARMS
GALLATIN, TENN. 

INTERVIEW BY MARISA PALMIERI

An avid walker, 

Puryear logs 

about 20 miles 

per week. 

“I am involved with the local historical 

society ... My daughter, Anna Lee 

Puryear, and I performed a speaking 

role in the annual candlelight 

cemetery tour.”
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EDUCATION
Friendship Christian High School

Lebanon, Tenn. 

Class of 1984

University of Tennessee  

Knoxville, Tenn.

Bachelors of Science in Ornamental 

Horticulture + Landscape Design, 

minor in Business 

Class of 1989

WORK EXPERIENCE

1989-1991 
J&W Custom Landscaping  

Sales & Design 

Gallatin, Tenn.

1991-present 
Puryear Farms 

Founder/President 

Gallatin, Tenn.

2005-Present 
Planning Commissioner  

City of Gallatin, Tenn. 

2011-Present 
Municipal Board of Zoning 

Appeals Member 

City of Gallatin, Tenn. 

“It was a very small 
company with under 
10 people. I brought 
professional design 

skills to the table and 
helped to grow that 

business.”

Puryear spends 25 percent 
of his time serving on local 

boards and committees  
and volunteering.  

“That desire to serve the 
community has become a 

part of the company culture 
we’ve built here at Puryear 

Farms,” he says. 

“In addition to 

landscaping, I wanted 

to farm the land that’s 

been in our family 

for almost 100 years. 

We planted our �rst 

crop of tree and shrub 

liners in 1991. The 

deer harvested much 

of it a month later, but 

we kept at it.”

The Tennessee Nursery & Landscape 

Association named Puryear Farms  

its 2016 Landscape Contractor of  

the Year. Puryear says it’s an honor  

for the company, which marks its  

25th anniversary in 2016.



INTRODUCING A MOSQUITO   
REPELLENT THAT ACTUALLY  
REPELS MOSQUITOES.
We get it. People don’t believe in mosquito repellents. Why should they? For decades, they’ve been 

sold novelty after novelty promising a mosquito-free life. Clip-ons. Sprays. Lotions. Zappers. Wipes. 

Fogs. It’s like a gift shop of mosquito broken promises. So we understand there’s a bit of mistrust 

when it comes to mosquito repellents. That’s why we put the Haven Mosquito Repellent System 

through a series of tests using EPA guidelines and interviewed customers. Now, we can proudly tell 

you that Haven fixtures are effective at repelling over 90% of mosquitoes with just the flip of a switch.



SEE WHY CUSTOMERS LOVE HAVEN 
AT NUTONE.COM/HAVEN



INTRODUCING NUTONE® HAVEN™  
MOSQUITO REPELLENT SYSTEM.

   

   
   
    
    

   
ixture and repeated this night after 
    
     
     
efective at mosquito repellency.

      
     
   
     


  


Since each Haven ixture creates a 
  
      
  
     
     
     
backyard is inally back.

     
    
    
      
   
ixture provides 110 square feet 
    
    
      


The Haven ixture silently releases 
 

 
    
  





Now backyards have a powerful new weapon 
in the fight against mosquitoes.
Introducing NuTone® Haven.™ The irst, and only, low-voltage mosquito repellent 

system. With just the lip of a switch, Haven releases an odorless, invisible vapor 

that repels up to 92.5% of mosquitoes. Each ixture provides 110 square feet  

of protection that lasts all season long.* Finally, backyards have a better way  

to defend themselves. See how to defeat mosquitoes at nutone.com/haven.

*90 days at 2.4 hours per day.



Weekend warriors know the difference between lawn mowers that 

make child’s play out of yard work and those that are mere toys.  

They trust the equipment backed by a reliable Honda Engine.  

That’s because Honda GCV160 engines pack power, legendary 

performance and quiet operation into a lighter weight that increases 

fuel efficiency, and user satisfaction. Go with the engine that tells your 

customers they’re getting the very best — Honda Engines.

Learn more at  
engines.honda.com

 For optimum performance and safety, please read the owner’s manual before operating your Honda Power Equipment. ©2016 American Honda Motor Co., Inc.

Without a 

your customers see this:

Honda  
Engine,




