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MOSQUITO  
PROMISE™  
PROGRAM

Terms and Conditions:
Any pest management professional or lawn care operator (PMP/LCO) licensed or 
certi�ed by an appropriate state, local or tribal agency agrees to provide a service 
ticket with the following information should a re-treatment be necessary within 
the 45-day interval:

• Use rate i.e. oz concentrate per �nished gallon  
• The amount of �nished product (gallons) per treatment per customer
• The approximate treated area ( sq. ft.) per treatment per customer
• Date, time and location of the service

Proof of purchase will be required.

If a PMP/LCO, who has followed all label instructions and the requirements of 
the Mosquito Promise Program, receives a complaint from a customer requiring 
a re-treatment, the PMP/LCO must contact their FMC Market Specialist within 10 
business days of the retreatment.

If FMC determines that a retreatment is valid, FMC will provide the appropriate 
quantity of Talstar Professional Insecticide to cover the retreatment of the account. 
Retreatment with Talstar Professional Insecticide may not occur less than 28 days 
after the initial application.

FMC will only provide replacement product to a PMP/LCO for re-application.  
No other costs associated with a retreatment arethe responsibility of FMC.

FMC reserves the right to investigate any performance complaint, verify any  
purchases made by a PMP/LCO, and/or modify or discontinue this Program at 
any time.

To �nd your local FMC Market Specialist, please visit 
www.fmcprosolutions.com

Program Details
Apply Talstar Professional Insecticide at a rate of 1 �. oz per 

1,000 sq. ft. approximately every 45 days to any residential, 

commercial, industrial, recreational, animal con�nement or 

livestock use site as the label permits. Talstar Professional 

Insecticide may be applied using a tank sprayer, backpack 

sprayer, ground sprayer or blower/mister.

Always read and follow label directions.  
©2017 FMC Corporation. All Rights Reserved. FMC and Talstar are 

trademarks of FMC Corporation or an a�liate.

fmcpestwire.com

@FMCpest FMCpest

fmcprosolutions.com

FMC guarantees 45 days of no call backs after Talstar® 

Professional Insecticide mosquito treatment within the Program Period.  

If any call-backs occur, FMC will provide the amount of Talstar Professional Insecticide needed to make 

a re-application to the treated area free of charge, as outlined in this Mosquito Promise program. 

Program Period:
2017 Mosquito Promise Program is valid March 1st, 2017 – 

November 30th, 2017. Talstar Professional Insecticide must 

be applied by November 30th, 2017. Always read and follow 

label directions.
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are solely responsible for servicing and claims, and pay the agency commission for policies sold. Prices, coverages, privacy policies and commission rates vary among these insurers.
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EDITOR’S

NOTE

A
s I boarded a flight from 

Cleveland to Fort Lauderdale 

with my family in January, I 

received a text message from 

an unknown number. “Good 

morning,” it read. “We are looking for-

ward to your arrival today. Thank you 

for your loyalty as a Hilton Member. Is 

there anything we can do before you 

check in? –Linda”

Yes, in fact, there were a few ques-

tions I had before I arrived. I quickly 

replied, asking for kid-friendly dinner 

recommendations and to con�rm the 

beach was in walking distance from the 

hotel. It was my daughters’ �rst trip to 

the ocean. I wanted to be sure the hotel 

was as close as I thought it was when 

I booked it, so we could beeline over 

there when we arrived. 

I had the information I requested 

before we even took off. 

Now, could I have accomplished the 

same thing with a simple phone call to 

the hotel? Of course. But the proactive 

text message hours before I arrived in the 

state—let alone on-site—felt effortless. 

A phone call feels like another “to-do.” 

Hospitality brands like Hilton are 

recognizing the bene�ts of texting, also 

known as short message service (SMS), 

because it’s familiar and ef�cient for cus-

tomers. For one, it eliminates the need 

for users to download an additional app. 

It’s also ubiquitous: Three-quarters of 

Americans are smartphone users and 

nearly all of them text, according to the 

Pew Research Center. 

Other industries are betting on SMS, 

too. I’ve been experimenting with a 

banking service called Digit over the 

last year to build up a rainy day fund. 

Digit essentially skims off the top of your 

checking account, saving a few dollars 

here and there that you wouldn’t oth-

erwise notice. You set it up online, but 

the rest of the interactions are through 

text messaging. If I need to know my 

balance, I send a text and get an imme-

diate answer. If I need to transfer the 

money back into my checking account, 

I send a text. Voila—my money is there.

There’s even a startup called 

Magic that serves as a mobile con-

cierge. Dubbed a “personal assistant on 

demand,” it’s a phone number you text 

to get anything you want, “hassle-free, 

24/7.” You’re billed $35 per hour plus a 

standard processing fee.

Landscape companies like Canopy 

Lawn Care—the subject of our cover 

story—that are incorporating texting 

into their operations from the outset are 

bound to get a leg up on their incum-

bent, slower-to-the-game competitors.  

Many say messaging is the future—

and not just for millennial clients. 

Simple and effective are two customer 

“wants” that know no generation.

Companies that make up the “on-

demand” economy—Uber, GrubHub 

and TaskRabbit and their counterparts 

in the landscape industry—are appeal-

ing for many reasons, but they aren’t yet 

tapping texts as their main form of cus-

tomer communications. They still rely 

primarily on their own web and mobile 

apps—and they may be missing out on 

customers who want to exclusively text 

with their service providers. 

You—as an owner or manager—

might be saying “my clients know they 

can text me anytime,” but how feasible 

or scalable is that? You can only handle 

so many messages and requests without 

losing your mind or dropping the ball. 

Got the 
message
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What’s the biggest barrier  
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when it comes to adopting  
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OUR MISSION: Landscape Management shares a  
comprehensive mix of content designed to stimulate 
growth and take our readers to their next level. 
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“Getting your 

human beings 

on board 

with the new 

technology.”

“Getting 

your people 

to accept 

change!”

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

“Employees  do not embrace change, especially when it comes to technology.”

“Bandwidth and mentality—meaning they underestimate the effort and time required… ”

There’s a new and  
better way to kill weeds.*

Corner the weed-free market with  

this affordable and effective hybrid 

selective herbicide.

CIVITAS WEEDfree BRAND™ Concentrate  
kills more than 60 listed broadleaf weeds without 

harming lawns.† The innovative Microtechnology 

enables the product to penetrate more efficiently into 

broadleaf weeds, resulting in no offensive odor and 

significantly less active ingredients required to kill 

weeds right down to the root. 

Take advantage of the first hybrid selective 

herbicide featuring Microtechnology. Stake your 

claim for a better solution with CIVITAS WEEDfree 

BRAND Concentrate today.

Civitaslawn.com

  * Compared with other products using the same actives.  

  † Important: Do not apply to Bentgrass and Floratam. 
See full list of controlled weeds and use directions on peel away label.

Patent(s): www.suncor.com/patents 
TM Trademark of Suncor Energy Inc. Used under license.

NOW APPROVED 
FOR CALIFORNIA

“Overcoming 

gravitational 

pull toward 

the status 

quo.”
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LOCATION Atlanta

COMPANY Ed Castro  
Landscape, Roswell, Ga. 

THE DETAILS The clients 
wanted a large space for 
recreation and entertainment, 
including an outdoor �replace 
where they could gather as a 
family. The steep hillside was 
causing drainage problems 
and limiting their ability to 
use the space. 

Erosion and runoff preven-
tion required the contractor’s 
diligent attention throughout 
the project. The slope limited 
the access to the rear yard 
to a narrow corridor around 
the end of the home opposite 
of the driveway. Ed Castro 
Landscape’s plan called for a 
bold solution—cutting out the 
steep hillside to create terraced 
entertainment spaces, a pool 
and additional gathering spaces 
above the patio. The shape of 
the hillside around the new pool 
terrace creates an amphitheater 
effect which, when coupled 
with the sound of running 
water from the pool scuppers, 
produces a serene environment.

The project earned Ed  
Castro Landscape a 2016 
Grand Award from the 
National Association of Land-
scape Professionals’ Awards 
of Excellence program.

PHOTO The formerly steep 
hillside facing the back of the 
home was transformed into a 
secluded oasis.

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

Not only is spring in the air but so is a great deal on a new ZTrak 930R or  

QuikTrak™ 652R mower. Because right now, we’re offering $300 off* these  

LQFUHGLEOH�PRZHUV��$QG�ZHŤUH�FRPELQLQJ�WKLV�VDYLQJV�ZLWK����ƟQDQFLQJ� 

for 48 months.*    *   Better yet, if you’re a GreenFleet Platinum 1 member,  

you can get an additional $400 off instantly.† See your John Deere dealer  

today for a deal on two great mowing machines. 

Get $300 off*plus 0/48 Month** Financing on a  

New ZTrak™ Z930R or QuikTrak™ 652R.

*Offer available March 1, 2017 - May 1, 2017 on a ZTrak™ Z930R  or QuikTrak™ 652R. Prices and models may vary by dealer. Savings based on the purchase of eligible equipment.  
 Offers available on new equipment and in the U.S. only. Prices and savings in U.S. dollars. See your dealer for details. 

**Offer available from March 1, 2017 - May 1, 2017. Subject to approved installment credit with John Deere Financial, for commercial use only. Up to a 10% down payment may be required.  
7D[HV��IUHLJKW��VHWXS�DQG�GHOLYHU\�FKDUJHV�FRXOG�LQFUHDVH�PRQWKO\�SD\PHQW��6RPH�UHVWULFWLRQV�DSSO\��VR�VHH�\RXU�GHDOHU�IRU�FRPSOHWH�GHWDLOV�DQG�RWKHU�ƟQDQFLQJ�RSWLRQV��LQFOXGLQJ�ƟQDQFLQJ� 
  for Consumer use. Available at participating dealers in the U.S. only.

†GreenFleet Platinum Level savings based on total units purchased. Amount shown in U.S. dollars is based on a Platinum 1 level discount for Z930R ZTrak™ or 652R QuikTrak™. Members per unit  
discount for an eligible sale is 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.

Keep Mowing

Spring May be Right Around the Corner,  
But This Offer is Right Here Now.

0% FOR 48 MONTHS

AND $300 OFF**+
 UP TO$400 OFF†

with GreenFleet™
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News

How-to’s
LANDSCAPE 

INDUSTRY 
TRENDS,

VIEWS 
AND TIPS

E
veryone has different reasons for loving Fridays.  

The employees of Deep Roots Landscape Contractors 

in Merritt Island, Fla., like the week’s bookend 

because it’s when they tackle less daunting tasks. 

“On Fridays or every other Friday, we’ll go out and 

complete one, two or three smaller jobs,” says Owner Matt 

Hall. “It’s nice to have a little buffer between large jobs 

and break from the job site. 

The guys appreciate 

being able to zone out 

for a little bit.”

The company, which 

performs installation jobs 

for a mostly residential 

clientele, completes projects 

like property cleanups or 

small paver installations. These jobs typically 

take anywhere from a few hours to a day 

instead of the three-to-seven-day jobs the �rm 

typically performs. 

While these jobs offer a decent pro�t 

margin, Hall says their primary purpose is 

to diversify.

“I don’t want to put all our eggs in one 

basket,” he says. “At any moment, new 

construction can come to a halt and the 

nice size landscape jobs can slow down. 

If we don’t have everyday homeowners 

needing work done, we’re kind of dead 

in the water.”

FRIDAYS
CASUAL

I don’t want 
to put all our 
eggs in one 
basket.

“ “

RECOMMENDER         ISSUE BRIEF         STEP BY STEP       NEW STUFF        SAFETYWATCH



What cleanup 
equipment do you 
prefer and why?

MIKE RUEGSEGGER
OWNER, MIKE’S LAWN SERVICE

GAYLORD, MICH.

“The (Grasshopper) PowerVac system works 

great. There’s not a better collector available—

even with wet leaves. By the time leaves fall in 

Michigan, snow is right behind it—sometimes just a 

couple weeks away. So there’s a limited window to get them picked 

up. The PowerVac does the job well.”

DREW STANDFUSS
PRESIDENT, GREENSCAPE LAWNS

MONTAGUE, MICH.

“JRCO rakes have allowed us to increase  

productivity dramatically while doing a  

quality cleanup job. We use 60-inch and 46-inch 

versions on our Exmark Lazer Z and Vantage  

mowers. It is an irreplaceable attachment in the spring. It does it all 

with an increased productivity level that hand labor can’t match.”
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news + how-to’s

ADVOCATE IN YOUR STATE

A
ll the focus is on Washington 
these days, and it’s easy to 
think that all the big, impor-
tant decisions happen there. 
But every year, our state leg-

islators take on thousands of issues. 
Much of their work occurs over a 
frantic six-month period. During this 
time frame, elected of�cials in state 
Capitols throughout our country 
make decisions that can have a direct 
impact on the lives and livelihood of 
landscape professionals.

Last year, NALP monitored more 
than 200 pieces of state legislation 
directly related to landscape profes-
sionals and the services they provide. 
Although it’s still early in 2017, it 
appears this year our state lawmakers 
will consider even more legislation 
related to the green industry. These 
include bills related to pesticide bans, 
water use, application rules, blackout 
periods and similar measures.

Odds are that during this year’s 
state legislative season (often the �rst 
half of the year, but it depends on the 
state) elected of�cials in your state 
will consider a proposal that directly 
affects you or your business. That’s 
why it’s vital for you to get involved in 
the state legislative advocacy process. 
Without your voice, decision mak-
ers in your state may make choices 
based on misinformation or only 
part of the story. We need to ensure 
landscape professionals are sitting at 
the decision-making table—and not 
on the menu. Lending your voice to 
the cause is the best way to make sure 
decisions about issues that affect our 
industry are made with us and not 
for us. Getting involved with govern-
ment affairs committees in your state 
association and at NALP is a good 
way to learn about the issues and 
take action when needed. 
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BY MISSY HENRIKSEN

Brief
Issue

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

Dillon Schlimme, owner of Dillon’s 
Lawn & Landscaping in Clinton, 
Minn., relies 
on this 10-ft. 
homemade 
dethatcher, 
along with  
a few leaf 
blowers  
and mowers 
equipped with 
vacuums for 
cleanup jobs.



Memories are made in backyards. And green grass is a big part of it. 

Apply DURATION CR® controlled-release fertilizer. This polymer-coated 

enhanced effi ciency fertilizer precisely delivers nutrition so grass grows 

to be a sustainable source of pleasure and pride. With nutrient release of 

45, 90 and 120 days and fewer applications, you can tailor programs that 

create opportunities to add more customers or expand your list of services. 

Choose DURATION CR® fertilizer. To enhance their lifestyle. Your business.

Consult with your distributor for more applied advantages, or visit KochTurf.com/DURATIONCR.

DURATION CR® and the DURATION CR logo are trademarks of Koch Agronomic Services, LLC. Koch and 

the Koch logo are trademarks of Koch Industries, Inc. © 2016, Koch Agronomic Services, LLC. T&O-15-12049. Controlled-Release Fertilizer

Their lives. Your livelihood.

ENHANCE BOTH. 

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



How to prepare a 
business for sale

P
reparing to sell the 

business often isn’t an 

owner’s top priority. 

But all business owners 

will need to sell their company, 

transfer it to a family member 

or liquidate at some point in 

time. The need to sell a business 

is often triggered by unforeseen 

circumstances, such as a death, 

disability or divorce, which might 

add pressure and make effective 

planning dif�cult. 

The complications of daily 

operations also may keep business 

owners from effectively planning 

for the future. Taking basic steps 

in advance will help facilitate a 

smoother process and likely  

produce a better �nancial result 

when the time comes to sell.

As owners plan for the sale of 

their businesses, it’s important to 

assemble a trusted team of experts, 

including a lawyer, an accountant 

and a merger-and-acquisition 

adviser. This team will guide them 

through the process and help 

prevent mistakes. Taking steps 

to ready a business for sale will 

improve the value of the business 

and its marketability. Prepara-

tion can increase a company’s sale 

price and make it more likely to sell 

within a reasonable time frame.

Follow these three steps to  

successfully prepare a business  

for sale. 

SOURCE: Ronald Edmonds,  
The Principium Group

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

With an accountant, address and 
improve the quality and timeliness 
of the company’s financial 
information. A buyer could lose 
interest if financial reports aren’t 
expedient or it takes too long for 
the seller to answer questions.

Ð

news + how-to’s

STEP 1

Begin structuring the business to 
thrive without the owner involved. 
A buyer can better imagine taking 
over a business with a sound 
management team that can retain 
the company’s most important 
assets—its people and customers.

Ð

Focus on the health 
of the business while 
preparing it for sale. 
Contemplating a 
sale can cause a 
business owner to 
take his or her eye 
off the ball, but 
it’s important to 
continue to focus on 
growth, profitability 
and recurring 
revenue.

STEP 3Ð
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For over three decades, Exmark’s Lazer Z lineup has set the gold standard in 
zero-turn mower productivity and profi tability. Built for, and tested by,  the most 
respected commercial cutters on the planet, every Lazer Z is a result of our 
legendary heritage of innovation, durability, up-time reliability and comfort. Now 
designed for easier maintenance and longer life with 40 percent fewer parts, and 
then backed by a 5-year limited warranty* and the industry’s most comprehensive 
customer care team, our newest Lazer Zs are better than ever before.

Stop in to one of our 1,500+ servicing dealers today to experience, fi rst-hand, 
why Exmark mowers are purchased 2-to-1 over the next best-selling brand by 
those whose livelihoods depend on delivering the perfect cut.

Save 15% or more on our Fleet Purchase Program when you purchase 
as little as two Lazer Z riders!*

 *See your Exmark Dealer for complete Fleet Program and warranty details.

www.exmark.com



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.

1. POSI-TRACK VT-70
COMPANY: ASV

URL: ASVLLC.com

ASV introduced its first midframe 

vertical-lift compact track loader, 

the Posi-Track VT-70. The machine 

features a vertical lift loader 

linkage for applications requiring 

extended reach and level loads, 

such as loading pallets. The VT-70 

offers best-in-class rated operat-

ing capacity, cooling systems and 

hydraulic efficiency, according  

to the company. 

2. 35-HP DEBRIS LOADER
COMPANY: Billy Goat

URL: BillyGoat.com

Billy Goat’s 35-hp truck loader is 

designed to maximize loading and 

debris reduction. Powered by an 

electric-start Vanguard engine, 

the new unit features Billy Goat’s 

dual shredding system with a 

Piranha blade, 5,050 CFM of 

suction power and a 20-in. 

impeller with 18 cutting points.  

An optional highway-class trailer 

kit is prewired for easy towing  

and storage, and the optional 

exhaust deflector kit deflects 

debris for most efficient loading, 

the company says.

3. MASTER  
MANUFACTURING  
200-GAL.  
SPACE SAVER SPRAYER
COMPANY: Valley Industries

URL: ValleyInd.com

The Master Manufacturing 200-gal. 

Space Saver Sprayer features a 

plastic-coated Comet APS41 triple 

diaphragm pump with Duraphragm 

Technology and an oversized 

Honda GX200 engine. It introduces 

Valley Industries’ hose reel design 

with Hardcore Technology, which is 

made of aircraft-grade aluminum 

and features a chainless and 

sprocket-less direct drive system. 

LAUNCH PADNEW STUFF

news + how-to’s
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SAFETYWATCH

www.billygoat.comTake the chore out of the chore with Billy Goat!

“I cut my aeration time in half while putting 
more holes in the ground, pulling deeper 
plugs, reverse aerating, and never having  
to raise tines to turn. The One & Done  
aerator is a landscaper’s dream!”

    – Rich Clark, KC Lawn and Tree
   Overland Park, KS

Award Winning AE1300H  
Hydro-Drive, Hydro-Tine Aerator
U 30” wide aerating productivity and up to 4.3 mph
U Aerate wet or dry, saving time and maximizing productivity
U Variable Aeration Density (VAD™) offers 8 to 48 holes per  

square ft. in one pass
U In-ground turning for unmatched maneuverability
U Reverse aeration adds even more productivity
U FLEXTECH™ arms drive plug depths up to 2x that of drums
U Self-propelled variable speed hydro-drive takes the chore  

out of the chore
U 8 tines and 4 bolts offer fast and simple tine service

Add a chariot for larger open 
area aerations (PN: 362609)

Scan the QR code 
to see the “One & 
Done” video!

AERATION

EASY AS  

1-2-3  

FINANCING!

Watch and learn
Visit LandscapeManagement.net/SafetyWatch to 

view a video about aerator property hazards, and 

use it as a training tool for your team. 

Aerator  

property hazards
Avoid running an aerator with the tines down 

over hard surfaces or any surface you don’t 

want to aerate. It may damage the tines, and  

it may damage the ground surface. 
The tines may penetrate anything on or beneath 

the surface, including irrigation heads and lines. Be 

mindful: Most irrigation heads are at the edges of 

lawns and gardens. Keep an eye out for the heads 

as you work. Sometimes the heads will be marked 

with flags or paint but not usually. Report any dam-

age done to your supervisor. Walking the property 

prior to aerating may help you identify irrigation 

and other hazards.

Keeping the tines in a lowered position into the 

ground is a sensible way to “park” the aerator. This 

move will stop it from rolling on lawns unexpect-

edly. But lowering the tines on a hard surface like 

asphalt, cement or a truck’s bed may damage the SOURCE: Greenius

tines and the  

surface. Some 

managers con-

sider it OK to 

lower the tines 

on a medium density 

surface like a wooden trailer bed. Ask your  

supervisor what he prefers. 

Be careful when turning or maneuvering near cars 

or other valuable property. The aerator handle can 

easily scratch a car or building.

The aerator will move with considerable speed 

and force when operated at full ground speed. Be 

careful when reaching the end of a row or when 

turning, so you don’t allow the aerator to run into 

objects like cars or landscape plants. Slow down as 

you near the end of your pass.  
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T
here’s no shortage of ways to 

source landscape supplies nowa-

days. But where and how you 

buy has almost become as im-

portant as what you’re pur-

chasing. That’s one reason why many 

landscape contractors have come to 

increasingly rely on their distributors.

Distributors have responded by focus-

ing on becoming a landscaper’s primary 

stop by acquiring smaller companies 

across the industry, expanding their foot-

prints and providing a way for the owner 

to only deal with one rep for everything. 

Check out how a few landscapers lean 

on their distributors.

BUY IN BULK
It’s like shopping at Costco: The more 

items you buy, the cheaper each one 

becomes. You might not need 100 rolls 

of toilet paper right now, but if you have 

the storage and cash to purchase them, 

you’ll save more than if you bought a few 

rolls along the way. That’s the approach 

Ed Castro, president of Ed Castro 

Landscape in Roswell, Ga., has taken 

with buying from distributors—but, of 

course, on a larger scale. 

His company offers landscape de-

sign, installation, enhancement and 

maintenance. Its clients include high-

end residential, commercial proper-

ties for maintenance and public sites 

(municipalities, sports �elds, etc.). The 

company, which has a $9 million an-

nual revenue, uses Site One Landscape 

Supply for plants, chemicals, landscape 

supplies and Greenworks Commercial 

battery-powered products — in addition 

to getting equipment from other dealers.

His team buys more pieces equipment 

at once, instead of spreading out the pur-

chases when they’re needed. They’ve also 

started rotating out their equipment more 

often, which gives them better bene�ts 

from tax write-offs. 

From September to November, the 

company starts planning what to buy 

for the year, discussing and understand-

ing their needs, talking to vendors and 

identifying what they may buy in bulk. 

This purchasing approach is partly 

sparked by better cash �ow, Castro 

says, along with changes on the dis-

tributor side of things. Distributors 

are offering more incentives than 

they used to.

“If there’s an opportunity to get a 

small discount, we’ll do it,” Castro says 

about buying multiple products at once 

from a distributor.

He says his company also aligns its 

purchases with the distributors’ incen-

tive schedules. In the South, he says, 

most of the deals fall around February. 

Another contributor to this trend is 

how distributors and manufacturers as 

a whole have become more organized 

and connected to technology, Castro 

says. They’re tuned into what and when 

landscape contractors are purchasing 

and providing better incentives.

When deciding on the best payment 

option for their businesses, Castro en-

courages other owners to base it off of 

their growth plan.
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profit centers

Buying 
power
Incentives and industry 
insights strengthen 
landscaper-distributor 
relationships. 
BY LAUREN DOWDLE

ASK FOR HELP 
Green industry  
distributors often wield 
helpful information for  
landscape professionals. 

NEWSFEED
NEW MESOTRIONE HERBICIDE
SipcamRotam intro-

duced Lucto, a new 

preemergent and pos-

temergent herbicide 

containing the active 

ingredient Mesotrione. 

Lucto controls bent-

grass in some cool-sea-

son turfgrass species. 

WINFIELD SATELLITE IMAGERY
WinField United Profes-

sional Products Group 

launched the GeoTech 

insight platform—a sat-

ellite imagery program. 

GeoTech uses satellites, 

airplanes and drones to 

help turf managers iden-

tify and document plant 

health concerns, assign 

people to problem 

areas, design corrective 

solutions, make accurate 

input applications and 

keep track of results. 

MIST SPRAYER ACQUISITION 
Valley Industries  

acquired A1 Mist Spray-

ers, a Ponca, Neb.-

based company that 

makes mist spraying 

applicators for U.S. and 

Canadian customers.

Continued on page 20



STANDING BEHIND THOSE 

WHO GO BEYOND THE CALL.

You’ll stop at nothing to exceed your customer’s expectations. We think you deserve the same. 

At SiteOne,™ you’ll fi nd convenient locations and local experts—along with support that can only 

come from the green industry’s No. 1 supplier, whether it’s our unmatched product selection, 

exclusive training or help estimating jobs. Partner with us, and let’s become Stronger Together. 

SiteOne.com

Irrigation   I    Lighting   I   Turf & Landscape Maintenance   I   Nursery   I   Golf Course Maintenance   I   Hardscape   I   Pest Control
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“Cash isn’t always the best way 

to buy. Just because you have the 

money doesn’t mean you need to 

use it,” he says. “If you’re a growth 

company, use other people’s money. 

Keep cash, and use a �nance option. 

If you’re not growing, you’re better 

off paying it off with cash.”

He encourages owners—espe-

cially those running smaller compa-

nies—to focus on their credit scores. 

And if they have questions or aren’t 

sure about something like logistics, 

they can turn to their distributor 

for support.

“Use your distributors as a re-

source—not just because they are 

close by and convenient,” Castro says. 

“We learn a lot from those guys.”

For example, Castro and his team 

talk with their SiteOne rep about 

what tree sizes are going to be available and what they will 

cost so they can more accurately spec projects for clients. 

They can also �nd out when certain pieces of equipment 

are about to change in price or be discontinued, he adds.

STAY STOCKED
A strong distributor partnership is also a theme with Darrin 

Selking, president of Landscape Illumination in Valparaiso, 

Ind. Landscape Illumination specializes in architectural, 

landscape and seasonal lighting for residential and com-

mercial properties.

His distributor, Automatic Irrigation Supply, got him 

interested in outdoor lighting. And after working together 

for 16 years—and Automatic Irrigation Supply providing 

90 percent of its products for projects—they have a solid 

system in place.

“They make deliveries to our facility three times a week,” 

Selking says. “I rely on them to stock and have available what 

we need on a daily basis.”

Although his distributor hasn’t changed through the years, 

the way Selking and other professionals approach pricing has.

“Because a lot of items are available online these days, 

distributors in general I believe have to stay on top of the 

price they are charging for their products because contrac-

tors do shop and compare one distributor to another,” he 

says. “We as a company sit down with our distributor on a 

yearly basis to review where we are cost wise on a per-item 

basis to make sure they’re competitive.”

Continued from page 18

   Cash isn’t 

always the best 

way to buy. 

Just because 

you have the 

money doesn’t 

mean you need 

to use it. 

—ED CASTRO 

“
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At Nufarm, we know a better tomorrow takes  
more than quality solutions. That’s why we’re  
growing more than an innovative line of plant 
protection products. We’re also growing  
communities, educational opportunities,  
and friendships.

Learn how we can help you grow better.  

NUFARMINSIDER.COM

THE COMPANY 

YOU KEEP. 

NUFARM.COM/US ©2016 Nufarm. Important: Always read  
and follow label instructions. Last Call™ is a trademark of Nufarm. 

OFFERING COMPLETE PLANT PROTECTION 

NUFARMINSIDER.COM

ONE CALL WEED CONTROL  

FOR COOL-SEASON TURF

Exclusively from Nufarm, Last Call™ knocks out  
more than 40 grassy and broadleaf weeds –  
LQFOXGLQJ�GLIƓFXOW�PLG�WLOOHU�FUDEJUDVV�

PROJECTEVERGREEN.ORG

Continued on page 22



Simply put, we make it easy to run your business. We pride ourselves in offering  

superior products, the most variety, and one of the best fleet programs around.  

We have an extensive sales and servicing dealer base that exceeds 5,000 locations 

nationally, backed by our dedicated dealer support team. Give your business the 

edge, with superior performance, experienced sales and expert service that  

only Husqvarna can deliver. We’re the key to your success.
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A WELL-RUN  
BUSINESS RUNS  
ON HUSQVARNA.

*Some restrictions apply. Ask your dealer for complete program details. 

INDUSTRY-LEADING INNOVATION 

Over 325 years building tools  
that are powerful, ergonomic  
and packed with innovation. 

PROGRAMPROGRAMPROGRAM

HUSQVARNA FLEET DISCOUNTS*

Provides commercial customers a  
volume discount on major purchases  
of new Husqvarna equipment. 

SAVE  
UP TO 
20%*

WITH DISCOUNT  
PERIODS UP TO  
24 MONTHS

AUTHORIZED DEALERS, TRAINED  
TECHNICIANS AND GENUINE PARTS

Providing sales and service excellence with  
quick access to genuine Husqvarna parts.
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Continued from page 20

PREMIUM SCIENCE  

WITH PREMIUM VALUE

pro.wilburellis.com 

Find your local specialist at locations.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 LINK are registered trademarks of Wilbur-Ellis Company LLC. K-0117-518

LINK® products are high-quality liquid nutrients which provide a customizable 

agronomic package to enhance nutrient uptake and plant vigor while meeting the 

specific needs of your turf and ornamental plants. LINK provides premium science 

with premium value, linking your needs to a solid nutrition program. Your Wilbur-Ellis 

representative is your “LINK” to help you with all of your plant nutrition needs.

Selking adds it’s not just about 

getting a good price. It’s also about 

the distributor having the product 

in-house and ready when he needs it.

He says he also enjoys distributor 

bene�ts like being able to warehouse 

products his company uses regularly, 

having someone with knowledge 

about the products they use and �nd-

ing out about new products that are 

coming out. Distributors can give 

landscaping companies that extra 

edge they’re after.

“My distributor even provides em-

ployee training and educational semi-

nars to help us in areas that we need 

more knowledge in,” he adds.

Just like landscape contractors are 

trying to stand out from the pack, dis-

tributors are doing the same to attract 

and keep customers 

and encourage more 

purchases.

“Within the past 

few years, our dis-

tributor has started 

a rewards program 

similar to what your 

major credit card companies offer,” 

Selking says. “You accumulate points 

based on purchases and then you can 

use them to purchase items, just about 

anything. A few years ago, I purchased 

a hot tub with my points I received 

from them. They also throw a yearly 

party for all of their customers as a way 

of saying thank you for your business.”

More distributors are blurring the 

line between business and personal 

life—the same way many successful 

contractors do with their clients. 

The industry is built on relation-

ships, not just projects and results. 

And distributors are proving to be 

an important part of that equation 

for many.

To pick the right distributor, Selking 

offers this simple advice: “Find a com-

pany who provides you with a fair price, 

the support and knowledge of the prod-

uct you need to grow your business to the 

level you want to grow it too,” he says. 

Dowdle is a freelance writer based in Nashville.

IN STOCK 
Contractors 
say availabil-
ity is often  
as important 
as price.
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Specticle®   & Celsius®—
When Weeds Don’t Grow, 

Your Business Can.

Bayer CropScience LP, Environmental Division, 2 TW Alexander Drive, Research Triangle Park, NC 27709. 1-800-331-2867. www.backedbybayer.com. Bayer, the Bayer cross, Celsius® and Specticle® are registered trademarks of Bayer. 
Not all products are registered in all states. Always read and follow label directions. ©2017 Bayer CropScience LP.

The Bayer herbicide portfolio featuring Specticle and Celsius 

offers more than just outstanding pre-emergence and post-

emergence weed control, it offers peace of mind. Fewer weeds 

mean fewer call backs, and fewer call backs can lead to more 

business referrals. When weeds don’t grow, your business can.

Visit backedbybayer.com/lawn-herbicides to learn more.

Follow us on Twitter @BayerLawn



Gasoline blended with more than 10 percent ethanol 

continues to pose a risk to contractors who aren’t 

educated about its harmful effects on landscape 

equipment engines. BY EMILY SCHAPPACHER

    Confusion  
  at the pump

W
hen consumers arrive at 

the gas pump, they have 

more fuel choices now 

than ever before. And 

while these alternatives 

and biofuels may be fraught with good 

intentions of being gentler on the envi-

ronment, Kris Kiser sees a major prob-

lem with this abundance of options: It’s 

putting contractors and their outdoor 

power equipment at risk. 

“Most outdoor power equipment is 

not built and warrantied to run on fuel 

with more than 10 percent ethanol, or 

E10,” says Kiser, president and CEO of 

the Outdoor Power Equipment Institute 

(OPEI) in Alexandria, Va. “But ethanol 

proponents want to sell E15 and higher, 

so they tout the bene�ts, rarely men-

tioning its negative impacts on small 

engine equipment. The challenge is 

consumers still aren’t being educated 

to the level required.”

E15 hit the market in 2011, and has 

since been approved by the U.S. Envi-

ronmental Protection Agency (EPA) for 

use in �ex-fuel vehicles and in light-duty 

conventional vehicles of model year 

2001 and newer. E10 remains the limit 

for older passenger vehicles and for 

nonroad vehicles and machinery that 

use gasoline, such as lawn mowers, 

motorcycles and boats. Industry experts 

argue these  approvals are not common 

knowledge, particularly among home-

owners and green industry laborers. 

OPEI and other industry experts say 

this lack of education can result in 

improper fueling that can damage or 

destroy small engines. 

Ethanol settles out of gasoline, at-

tracts moisture and, in suf�cient quan-

tities, corrodes engine parts. This can 

leave the consumer with costly repairs 

or replacements that are not covered by 

warranties—not to mention the lost prof-

its caused by the equipment downtime.

“E15 was put on the market without 

any warning,” says Kim Rominger, presi-

dent and CEO of the United Equipment 

Dealers Association in Dublin, Ohio. 

“The education wasn’t done upfront to 

let consumers know that (certain fuels) 

aren’t going to work in their units, and if 

they ruin their equipment that way the 

warranty won’t cover it.”

Manufacturers are also concerned 

about the effects E15 fuel can have on 

consumers’ equipment. Laura Timm, 
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MOWING+LANDSCAPE MAINTENANCE

NEWSFEED
BOB-CAT ACQUISITION 
Schiller Grounds Care 

acquired the assets of 

Eastman Industries’ 21-

in. commercial mower 

family. The mower line, 

which features cast 

aluminum decks and 

optional three-speed 

transmissions, will be 

added to Schiller’s Bob-

Cat brand of commer-

cial mowers. 

KUBOTA GAINS AUTONOMY
Kubota Tractor Corp. 

agreed to enter an  

alliance with Smart Path 

Systems for its preci-

sion guidance technol-

ogy products. This 

technology enables 

the use of autonomous 

steering of Kubota 

equipment through a 

web-based portal.

BARGAIN SHOPPING
New membership site 

Contractor Supply Club 

claims to sell parts and 

tools to landscape con-

tractors at better prices 

than eBay with $7.99 

flat-rate shipping.



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.
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The right oil, spark plugs, and 

filters matched to your engine for 

fast, accurate tune-ups right out 

of the box. No guesswork, wasted 

time, mistakes or misfits. For a 

correct job every time, in less 

time, Keep it genuine Kawasaki.

kawasakienginesusa.com
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vice president of corporate communi-

cations and public affairs for Briggs & 

Stratton Corp. in Milwaukee, Wis., says 

research shows that Americans continue 

to choose their gasoline based on price 

and do not pay much attention to the 

warning labels found on pumps. 

“Consumers are ill-equipped to make 

smart decisions about new gasoline 

choices entering the marketplace, such 

as fuel blends greater than 10 percent 

ethanol,” Timm says, adding Briggs & 

Stratton recommends contractors use a 

fuel stabilizer to help mitigate the risks 

of gasoline blended with ethanol. “When 

your engine isn’t running properly, that 

causes downtime, which means less 

time working. This is a big problem 

for contractors who are trying to earn 

a living cutting lawns.”  

According to 2016 national polls by 

Nielsen/Harris and OPEI, consumers 

remain confused about the changing 

fuels marketplace. Just 31 percent of 

poll respondents knew that gasoline 

blends in excess of E10 are harmful to 

outdoor power equipment. Five percent 

knew that gasoline blends in excess of 

E10 are not approved for use in small 

engines, and 60 percent of poll respon-

dents assumed that any retail fuel is safe 

for any type of engine. 

“Because outdoor power equipment 

is so vital to any landscaping business, 

it’s imperative that contractors talk 

with their workers about safe fueling,” 

Kiser says. “You don’t want an expen-

sive repair bill because someone makes 

a mistake and puts the wrong gas in a 

mower and damages or destroys it.”

Going forward, OPEI is focusing on 

educating contractors and consumers 

on proper fueling for outdoor power 

equipment through its “Look Before 

You Pump” program, a free consumer 

and dealer educational campaign. 

Launched in 2013 in response to the 

increased availability of higher ethanol 

fuel blends at gasoline �lling stations, 

the campaign provides free download-

able resources to help educate consum-

ers about safe and proper fueling and 

to encourage dealers, suppliers and 

manufacturers to initiate conversations 

about proper fueling with consumers. 

The campaign is supported by 

several retail stores such as Lowe’s, 

Walmart and True Value Co., and is 

identifiable by a red warning hand 

symbol indicating “OK” for 10 percent 

ethanol and “No” for mid-level ethanol 

blends, like E15, E30 and E85. “Look 

Before You Pump” reminds consum-

ers that it’s harmful and illegal to use 

higher than 10 percent ethanol gas 

in any outdoor power equipment or 

other nonroad product, such as boats, 

snowmobiles and motorcycles, with the 

exception of “�ex-fuel” engine products. 

OPEI supplies additional free materials 

and videos in English and in Spanish 

at TinyURL.com/EthanolEducation. 

“We want to protect our custom-

ers to ensure they are getting the best 

running, highest quality equipment 

possible,” says Timm. Briggs & Strat-

ton is one manufacturer that has part-

nered with OPEI on the “Look Before 

You Pump” initiative. “We have been 

working very closely with our dealers, 

Continued on page 28

Continued from page 24

Ethanol proponents want to  

sell E15 and higher, so they tout 

the benefits, rarely mentioning  

its negative impacts on small 

engine equipment.

—KRIS KISER

“

“



Kawasaki EFI Engines
Unrivaled skill, strength and smarts. It defines both you and your engine: 

the new Kawasaki EFI series. Integrated electronic E-Governor matches fuel-

injected power and efficiency to changing turf and terrain, for productivity 

that does you proud. In top-end FX and FS models for top performers. 

www.kawasakienginesusa.com/efi
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When Barry Wynn started Wynn’s Intensive Lawn 

Care, he bought his spray equipment from us 

because we were just three miles down the road. 

Now, more than 30 years later, he’s found a few 

more reasons to do business with us. 

For starters, he likes the way we build our 

products – not just the 48 man-hours that go 

into making each of our spray units – but also 

our strong Tuflex® tanks, long-lasting cast-iron-

and-steel Bean® pumps, reliable Honda® motors 

and hose reels so durable they set the standard 

for military applications. 

Add full service and lifetime phone support,  

and you can see that we’re just as committed  

to Barry as he is to us.

BARRY WYNN, CEO
WYNN’S INTENSIVE LAWN CARE  

- DOUGLASVILLE, GA

To learn more about our products,  

visit our website or give us a call.

HOW BARRY’S 3-MILE DRIVE TURNED 
INTO A 30-YEAR COMMITMENT

© 2017 Graham Spray Equipment

retailers and industry associations to educate consumers 

about the different fuel blends that are available at their 

local gas stations.” 

Organizations and manufacturers are also involved with 

legislative efforts surrounding the use and availability of E15 

and other alternative fuels. OPEI continues to monitor de-

velopments at the EPA and other federal organizations and 

to serve as a voice for the outdoor power equipment indus-

try and its advocates. OPEI has called on the EPA to ensure 

American consumers are aware of E15’s effects on small 

engines and submitted comments regarding the agency’s 

Renewable Fuel Standard Program: Standards for 2017 and 

Biomass-Based Diesel Volume for 2018. Kiser says OPEI will 

be watching closely as the new presidential administration 

takes of�ce. Timm says several bills related to the Renewable 

Fuel Standard were introduced by the last Congress that could 

have potentially changed the landscape of ethanol in the fuel 

marketplace, but these bills will have to be reintroduced in 

the new Congress in order to move forward.  

“It is too early to tell yet whether there will be any legisla-

tive efforts that would potentially be able to help the situa-

tion,” Timm says. “In the interim, we will continue to work 

on educating and protecting consumers.”

Rominger says the legislative and educational efforts 

that have taken place over the past several years have made 

a “huge difference” in the number of landscape contractors 

who are aware of E15 and its detrimental effects on their 

equipment. While manufacturers are researching and  

developing equipment that will eventually be compatible with 

E15, there will still be countless pieces of older equipment 

in the �eld that will not be up to date. So for now, education 

continues to be key. 

“I wouldn’t say alternative fuels cause more harm than 

good, but it’s all about education,” Rominger says. “There 

is good and bad in everything. But the main thing is to  

allow time for manufacturers to catch up with the new fuel 

technology and for the end user to be educated about what 

is out there.” 

Schappacher is a freelance writer based in Cleveland. 

Continued from page 26

      Consumers are  

ill-equipped to make smart 

decisions about new 

gasoline choices entering 

the marketplace. 

—LAURA TIMM

“

“



REDEFINE 

YOUR MOWING 

EXPERIENCE

A mower built to give you an unparalleled mowing experience 

is coming to a Dixie Chopper dealer near you. Elevate your ride 

with the smoothest steering, excellent hillside stability, and 

deep deck for heavy-duty mowing. See the new BlackHawk HP 

online or at your local Dixie Chopper dealer today. 

dixiechopper.com   | 765.246.7737

with the new BlackHawk HP from Dixie Chopper

Suspension Seat – Full suspension 
for ultimate comfort

Parker® HT Series – Smooth 
steering and 1,000 hour oil 
change intervals

OCDC – Foot-operated discharge 
chute to control grass clippings

InCommand Console – Keyless 
ignition, SoftStart clutch 
engagement, and more
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W
hen it comes to your 

marketing scheme, “don’t 

walk over dollars to get 

to pennies,” says McKay 

Landscape Lighting 

Owner Jerry McKay.

Marketing was the theme at The 

Lighting Summit, held Jan. 18-19 in 

Omaha, Neb. For the fourth annual 

event, McKay Landscape Lighting—

which performs 100 percent landscape 

lighting services to a mostly residential 

clientele—welcomed 21 landscape light-

ing professionals from 19 companies. 

Educational sessions included interact-

ing with the media, building your web-

site into an effective online storefront 

and an inside look at McKay Lighting’s 

in-house marketing strategy.

“Marketing is kind of a focus (of 

this event) every year, instead of being 

product-centric or technical, because 

I think what’s happened within our 

industry is if you can’t market your 

company and sell and create a good �a-

vor for your employees, it really doesn’t 

matter (what else you do),” McKay says. 

“If we can help these guys build their 

business, it’s gratifying for me.”

McKay Landscape Lighting’s market-

ing plan, which the company handles in-

house, concentrates on three segments: 

new customers, strategic partnerships 

and existing customers.

While strategic partners, such as con-

struction and design/build+installation 

companies, and a steady stream of new 

customers are essential, one area not 

to forget is the existing customer base, 

McKay says. His company draws 55 

percent of yearly sales from existing 

or past customers. Strategic partners 

bring in 24 percent and new customers 

account for 21 percent of sales. 

“It’s easy to get caught up with always 

chasing the new, shiny rock, but existing 

customers have already made the deci-

sion to spend money here,” says McKay. 

“So often in business you already have 

the answer. There are customers right 

in front of you. They’re in your existing 

database already.”

For example, one McKay customer 

had halogen lights installed 10 years ago. 

After �ve years, the customer added a 

patio to his home and hired McKay to 

illuminate the space with string lighting. 

Last year, McKay sold the customer on 

the bene�ts of LED lights. He decided to 

upgrade his decade-old setup to an LED 

one. Satis�ed, he asked McKay to look at 

his second home out of state. This year, 

McKay will tackle that project. Without 

generating one new lead, the company 

sold four projects in 10 years. Plus, with 

Light up sales  
  with existing clients BRIGHT IDEA 

Jerry McKay focuses 
his marketing efforts 

on existing clients, 
who account for 55 

percent of sales. 

Ð

NEWSFEED
OWNERSHIP CALCULATOR
Case Construction 

Equipment’s new  

Total Cost of Owner-

ship Calculator  

provides  insight into 

lifetime ownership 

costs. The free pro-

gram is found at tco.

casece.com.

FX SMART CONTROLLER
FX Luminaire released 

the Luxor Linking and 

Satellite controller, 

designed to let users 

easily manage up to 

nine Luxor ZD and 

Luxor ZDC sites.

WAC UNVEILS MINI ACCENT
WAC Landscape 

Lighting launched its 

Mini Accent, which is 

used up or down and 

is made of solid die-

cast brass or corrosion 

resistant aluminum.

Insights from the fourth annual The Lighting Summit, 

hosted by McKay Landscape Lighting. BY DILLON STEWART

Continued on page 32
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an upgrade, the customer essentially 

hired the company to maintain the 

system for the next several years, which 

brings in an extra $5,000 a year, he says. 

McKay says frequent marketing 

interactions and reminders drove the 

additional business.

“He paid attention to social media 

and to what Danielle (Hagemeier, the 

company’s in-house marketing direc-

tor) is doing on the blog, discussing the 

bene�ts of upgrades,” he says. 

The company didn’t always focus on 

existing customers. Before it tracked 

sales closely, McKay Lighting spent 

nearly 70 percent of its marketing bud-

get attracting new customers. Today, the 

company has reallocated funds, spending 

about 50 percent of the marketing budget 

on existing clients. Much of this approach 

centers on social media, email blasts and 

producing blog content. These campaigns 

are often cheaper than other methods, 

taking little more than man-hours. 

The company also produces a slew of 

print materials, like holiday cards and 

calendars featuring McKay Landscape 

Lighting projects. One campaign that 

worked well was a side-by-side photo of 

a home before and after it was upgraded 

from halogen to LED lights. The com-

pany even found success using YouTube 

videos to educate customers about how 

to �x certain elements of their systems 

and other customer education efforts. 

“You need to at least continue to have 

a dialogue with your existing client and 

analyze where your marketing dollar 

goes,” McKay says.

An added bene�t, selling to and deal-

ing with existing customers is much 

easier, McKay says. If the company gets 

a bid in front of an existing customer, 

it’s almost a sure deal.

For one, existing clients are savvier. 

Questions like “How long will the ground 

will be torn up?” are already answered. 

Veteran customers experience less 

sticker shock, as they know what lighting 

projects cost and understand the value 

they bring to their property. 

On the operational side, there are few 

surprises. Crews already know where 

the transformer is and where wire is 

laid. In an upgrade, the project is mostly 

planned. It’s merely a face lift, done by 

replacing equipment. A typical job is just 

a little bit of rewiring and plugging back 

into the existing transformer. 

McKay says, “It’s, honestly, probably 

�ve times easier than dealing with a new 

customer.” 

LEARN WHY PRO LANDSCAPE DOES IT BETTER   

prolandscape.com  |  800-231-8574 | sales@prolandscape.com

instant gratification
Your customers want it, 

PRO Landscape lets you deliver it.

In the office or on the go, PRO Landscape has all the tools you need to create winning designs.

Continued from page 30



The right tools can take your ideas further – so configure an M2-Series 

loader that’s perfectly tailored to bring your designs to completion.

 Build the ultimate landscaping machine today: 
Bobcat.com/LMQuote

1.877.745.7813

Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions, engines, and engineering, proudly serving  
customers and communities for more than a century.  
Bobcat®, the Bobcat logo and the colors of the Bobcat machine are registered trademarks of Bobcat Company in the United States and various other countries.   
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Y
ou might call Michael Haynes 

both a student of and a teacher 

for the irrigation industry. He 

and a partner built one com-

pany—All About Irrigation in 

Greenville, S.C.—before selling it in 

2012. Soon after, he started up another, 

All Green Irrigation in Columbia, S.C. 

He’s been operating it as a one-man 

show, and he’s set to hire a few techni-

cians this year. 

Haynes also runs the website Pro  

Irrigation Training, and has shared his 

craft with 2,600 students from all over 

the world over the last four years.

“I do it because these guys just need 

help,” Haynes says of his target mar-

ket—irrigation maintenance profession-

als. “I’ve been trying to get some of my 

knowledge out because there’s nothing 

(training-wise) in the irrigation market 

that can get someone off the ground.”

Here, he shares his truck setup, 

which he says is maximized for ef�-

ciency and pro�tability. 

IRRIGATION+WATER MANAGEMENT

profit centers

Why one irrigation 

maintenance pro forgoes 

a trailer and avoids 

supply-house stops.  
BY MARISA PALMIERI 

HUNTER INTROS PRO-HC
Hunter Industries  

unveiled the new  

Wi-Fi-based Pro-HC 

controller, built to 

work with its Hydra-

wise web-based  

software. The control-

ler allows users to 

select a local weather 

station and set  

watering triggers for 

predictive watering 

adjustments. The  

Pro-HC is offered in  

either six-, 12- or 24- 

station fixed indoor 

and outdoor units. 

ASIC HONORS
The American Society 

of Irrigation Consul-

tants (ASIC) will honor 

Brian Vinchesi of  

Irrigation Consulting 

with its Roy Williams 

Memorial Award at this 

year’s National  

Conference in Seattle. 

The award is given for 

significant contribu-

tions to the irrigation 

industry by an indi-

vidual, organization  

or business.

NEWSFEED

Simple  
 setup
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        BED TIME 
“I have a Dodge Ram 2500, but I’ve seen guys even in smaller pickup trucks be able to organize  
efficiently,” Haynes says. “I don’t have a trailer. I know guys like to carry lots of stuff on them, but 
they’re a high theft target. And the wear and tear on the vehicle over time is something to consider.” 

Ð

        TOTE-ALLY EFFICIENTLY 
“I have three large lockable totes,” he says. “One is filled with tools. One is filled with PVC—99 
percent of the systems here are constructed with PVC. The third one is just valves, poly parts, spare 
stuff, risers and expandable couplings. All my drip parts are in a tote inside of there. I keep a pretty 
extensive selection of drip and microsprays.” 

Ð
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The key? You’re only making 

money when you’re serving a cus-

tomer—not standing in an irrigation 

supply house.

“I see other companies’ trucks with 

two milk crates with $20 worth of 

parts in them,” Haynes says. “I wonder 

how they get anything done.”

His says his average job is $190 

per maintenance visit, which in-

cludes about �ve or six heads and 

some drip parts. If the guys with 

the milk crates are using similar 

parts at every stop, he �gures they 

must be going to the distributor 

every day—a practice that doesn’t 

translate to pro�ts. 

“I’ve seen dif ferent types of  

homemade things work out well,” he 

says, referring to vans with shelving, 

compartments and other rigs. “In 

my opinion, it’s just a matter of how  

organized you are about keeping your 

inventory �lled.” 

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 

        A LOOK BACK 
“Inside the cab of my truck I keep the heads, timers, nozzles in a tackle box, pump parts and a wire 
tracker up underneath the seat,” Haynes says. “There’s also safety gear, bug spray, sunscreen—all 
the things a contractor needs.” 

Ð

CHECK IT TWICE 
“I keep a week’s worth of inventory 
or more. If you have to make a stop at 
the parts house, know what you need 
before you get there,” he says. “I’m 
kind of old school. I keep all my  
inventory on paper. It’s printed from  
a document on my computer, which  
I update, but I keep physical lists on 
my truck. I put check marks on parts  
I used on that stop.”  

Ð
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  The 

Hunt Davis, 
CEO, Canopy, 
Raleigh, N.C. 

yan Winkel, oper-

ations specialist 

for Canopy Lawn 

Care, squints at 

his computer, 

straining to see 

a blue Post-it 

stuck to a contract that’s been 

scanned into the company’s 

system. The note was an add-

on to a contract that belonged 

to Grass Monkey, a Raleigh, 

N.C.-based company Canopy 

recently acquired. Winkel 

is entering the company’s 

former accounts into the data 

management software that 

serves as Canopy’s backbone. 

From what Winkel can see, 

only a small strip of low-tack, 

pressure-sensitive adhesive 

was keeping a vital portion 

of this client’s contract from 

falling to the wayside. Not 

to mention, the information 

hardly lives in a space that 

will allow it to be easily com-

municated to a crew member 

serving the property.

“This is the type of thing 

that lives in our tech stack 

and is seamlessly communi-

cated to whoever is servicing 

that customer,” Winkel says, 

explaining the difference 

between the old way of doing 

things and Canopy’s way. 

It’s a perfect example of 

how the landscape industry, 

which has been relatively 

untouched by technology, 

is prime for disruption. 

If it’s up to Canopy 

CEO Hunt Davis, 

his residential land-

scape maintenance 

company based in 

Raleigh, N.C., will be the 

one to shake things up.

Canopy employs a team 

of software engineers, which 

spends each day creating, 

improving and re�ning the 

technology the company is 

built around. Davis believes 

if Canopy’s software and 

operations are constructed 

to be “scalable” and it puts a 

new face on the industry for 

customers and employees, 

the company can build a 

national brand by consolidat-

ing the residential mainte-

nance segment and dominat-

ing the market.

“The landscape industry 

is a $76 billion industry and 

residential is 31 percent of 

that, but you only have one 

company focused on residen-

tial that’s over $16 million,” 

says Canopy CEO Hunt 

Davis, referring to Mariani 

Landscape in Chicago. “It’s 

such a fragmented industry 

that’s ripe for consolidation. 

It only takes $10 million to 

get into the top 150 land-

scape companies in the 

country. That’s so crazy.”

To the industry veteran, 

this 37-year-old executive 

might sound smug when he 

says he’s building a national 

brand. But Canopy is not 

your average landscape �rm, 

and Davis is not your average 

landscape contractor. 
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With a tech 
startup 
approach, 
Canopy seeks 
to shake up 
the residential 
landscape 
maintenance 
industry with a 
national brand. 
BY DILLON STEWART

disruptor



“WE LOOKED AT ALL OF THE  

IRRIGATION CONTROL OPTIONS,  

AND WE CHOSE HYDRAWISE.”

Alfred and Tony Dilluvio 

Aqua Turf Irrigation, New York, USA 

RELY ON HYDRAWISE WHEN 

CUSTOMERS DEMAND THE BEST

These days, modern homes aren’t just beautiful — they’re high-tech.  

Alfred and Tony know that their clients don’t want  just any controller  

for their irrigation management needs. They want the best.  

Discover awesomeness at hydrawise.com ►



Going into its second year in busi-

ness, the company is already projecting 

2017 revenue at $5 million—halfway to 

breaking into the LM150. 

It also has $4 million in funding 

from investors that include Lowe’s 

Home Improvement; venture capital-

ists from New York, California and 

North Carolina; and angel investors 

including foreign billionaires—all of 

which have goals as lofty as Davis’. 

“I don’t think there’s any reason 

why there can’t be a national brand 

for residential maintenance,” says 

Chris Langford, managing director, 

Lowe’s Ventures, the retail giant’s 

af�liate dedicated to investing in “the 

most innovative and disruptive tech-

nologies in retail and home improve-

ment.” “Most other industries, even 

some pockets of other home services 

companies, have national brands. I 

would expect Canopy to be in that 

same vein. I think that’s what success 

with this looks like, and I think there 

is a very clear opportunity.”

But opportunity alone didn’t 

entice Davis to leave a lucrative job 

as an investment banker to start up 

a landscape company. His bachelor’s 

in engineering from North Carolina 

State University makes him a prob-

lem solver, the CEO says. Looking at 

the industry, he sees a poor employee 

experience and a painful customer 

experience—something he and his 

wife went through as �rst-time home-

owners. Those, he says, are problems 

worth solving. 

Who is Hunt Davis?
Canopy’s headquarters is located in 

a two-story townhouse a few miles 

outside Raleigh, N.C. Inside the front 

door, Davis greets visitors from his 

stand-up desk, which �ts the restless 

owner. Davis appears to subscribe to 

the “geniuses thrive at messy desks” 

theory. His is covered by papers; a pile 

of iPads in blue cases adorned with 

Canopy stickers; jars of peanut but-

ter and protein shakes for his “bursts 

of creative energy” and two computer 

monitors atop coffee-can stands.

One of the screens is showing a 

video recap of the company’s �rst 

holiday party in December. Davis is 

beaming and �ghting back a tear.

“I’ve watched this, like, 50 times,” 

he says. “We gave each employee a 

unique superlative, and nearly every 

employee in the company was in 

attendance. It was such a special day.”

Davis’ life didn’t always look like 

this. Five years ago, he wore $500 

suits to work every day—not the blue 

jeans, button-down shirt and Canopy-

branded Patagonia vest he wears today. 

As managing director and 

partner of FMI Capital Advisors, an 

investment-banking �rm in Raleigh, 

he used his MBA from Wake Forest 

University. The global �rm handles 

deals that range from $20 million to 

$100 million. It was a lucrative gig, 

and had tragedy not struck, he might 

still be there today. 

On October 14, 2012, Davis’ brother 

George Merrill Davis III was killed in 

a car accident. At the time of his death, 

Davis III was 34 and general manager 

of Stone Bros. & Byrd, a century-old 

landscape and farm supply store 

owned by their father. The store is an 

institution in the town. Just over the 

left �eld wall of the Durham Bulls’ old 

ballpark, the store, brandished with 

a funky mural of plants and insects, 

can be seen in the background of the 

ZERO-TURN MOWERS

Z MASTER
®

TORO.COM/ZMASTER

When you can’t be out making 

money, you’re losing it. So choose 

the mowers that pay o�  with 

longer life, fewer repairs and less 

downtime. Toro® Z Master mowers 

deliver outstanding quality of cut, 

commercial-grade durability and 

comfort to help you get more

done every day.

ON SELECT Z MASTER MOWERS

O� er runs February 1 – May 31, 2017

Only at participating dealers

*O�  manufacturer’s suggested promotional price.

Cover Story

Business Breakdown
COMPANY: Canopy Lawn Care

HEADQUARTERS: Raleigh, N.C.

EMPLOYEES: More than 40

REVENUE: $5 million  

(projected 2017)

SERVICE: Residential maintenance 

(includes chemical application, 

mosquito control, aeration and 

overseeding and mulching)

CUSTOMER MIX: 100 percent  

residential

Continued from page 36



movie “Bull Durham,” based on the 

minor league team.

After his brother’s death, Davis 

ruminated on his life. He saw the joy 

owning the store brought his father 

and his brother. He wasn’t going back 

to sweeping �oors or stocking shelves, 

but he wanted more ful�lling work.

During his last year at FMI, Davis 

was investing in Pack Purchase, a 

web-based on-demand home service 

platform that connected local provid-

ers with customers. Davis’ roots are 

enmeshed in startup culture. During 

undergrad, he tried his hand at a few 

new ventures, which are prevalent in 

“The Triangle,” an area that’s become 

a startup destination thanks to the 

college towns that make up its three 

points—Durham (Duke); Raleigh 

(N.C. State) and Chapel Hill (UNC-

Chapel Hill). Pack Purchase, though 

still in its R&D phase, seemed like the 

change of pace he was seeking.

“I loved investment banking, but 

it was a very bottom-line driven busi-

ness,” he says. “(With Pack Purchase) 

I found an opportunity to create and 

solve this problem for people. That 

was really exciting to me.”

Davis became CEO of Pack 

Purchase in 2015. While he had a 

nest egg and could’ve returned to 

investment banking whenever, the 

move was a lifestyle change. He sold 

the BMW and started riding the bus 

to save money. The rides changed 

his perspective, he says. In his new 

role, he spent time researching the 

service industries. 

He saw an injustice 

in how employees 

were paid, treated 

and denied upward 

mobility. “How 

could you build a 

career this way?” he thought.

Pack Purchase quickly evolved into 

Canopy, launching in its current form 

in 2016, but the experience taught 

Davis the importance of a rewarding 

employee experience. It also in�u-

enced his decision to build a company 

from the ground up—not serve as a 

middleman developing software.

“This industry is known for high 

customer churn and high employee 

churn,” Davis says. “We believe we 

can improve both of those by using 

technology, but technology doesn’t �x 

some of the fundamental problems in 

industry, like culture, communication 

and the treatment of workers.”

Canopy culture
Today, an employee-centric focus 

remains. Canopy �eld workers 

don’t report to a shop each morn-

ing. Instead, they depart from home, 

where their equipment is parked at 

night. Industry incumbents might 

question how you can foster company 

culture with a “lone-wolf” approach, 

but employees say it doesn’t hinder 

camaraderie. Digital communica-

tion over channels on web message 

platform Slack, which is built into 

Canopy’s tech stack, creates a richer 
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GRANDSTAND STAND-ON MOWERS

O� er runs March 1 – May 31, 2017

Only at participating dealers

*O�  manufacturer’s suggested promotional price.

CONNECTED 
Canopy’s 
field culture is 
largely forged 
in a digital 
space on its 
in-house app.

P
H

O
T
O

: J
A

S
O

N
 A

R
T

H
U

R
S

, J
A

S
O

N
A

R
T

H
U

R
S

.C
O

M



40 LANDSCAPEMANAGEMENT.NET  |  MARCH 2017

sense of community than any company they’ve ever 

worked for. 

“If you read through that entire (Slack) channel, 

you would see encouragement and support,” says 

Foster Nichols, sales manager. “All the folks in the 

of�ce and our �rst core team of employees in the �eld 

have been intentional with fostering that environ-

ment. You will �nd companies with a great of�ce 

culture—that exists—but to have a great �eld culture 

in our industry—that’s special.”

Take the story of Area Lead Brandon Juarez. Last 

year, his daughter fought a respiratory illness, forcing 

him to take extended time off. Juarez says some of 

his past employers would have terminated him over 

the missed time. At Canopy, he was met with com-

passion. Some fellow crew members even asked to 

donate paid time off or stay late to cover his routes. 

Culture isn’t just kindness and understanding, 

however. Canopy’s structure offers a chance to build 

a career and wealth, Davis says. While he declined to 

share what an average production team member—

known as a Canopy Pro—makes, he says the company 

pays at or above industry standards. Employees also 

Continued on page 42

Cover Story
Some industry stalwarts have feared disruption by the on-demand 

economy—the so-called “Uber of the landscape industry.” Com-

panies like LawnStarter, Lawn Guru and Plowz/Mowz have hit the 

market in recent years but haven’t become the transformative force 

some expected. Davis doesn’t think they ever will be.

“It’s not a good business model,” he says. “None of those will end 

up working out. I’m willing to make that claim.” 

Davis should know. Prior to its current incarnation, his Canopy 

Lawn Care tested an on-demand home service model called Pack 

Purchase starting in 2014. The application served those looking for 

landscape, construction, cleaning and other home services. 

“We spent a lot of time and money in R&D mode, and we tested 

an on-demand model,” he says. “Strategically they don’t make sense. 

Landscape maintenance is a recurring business.”

Existing on-demand sites use an intermediary business model, 

which means they’re essentially middlemen. They’re great for 

adding a few extra jobs to your route, but they’re nothing more 

than another lead-generation outlet, Davis says. You don’t have 

control over the customer experience and you can’t capture the 

recurring revenue. 

On the contrary, Canopy is a full-stack startup, a term popular-

ized by tech entrepreneur Chris Dixon. Rather than selling soft-

ware for existing companies to implement, the full-stack startup 

approach is to build an end-to-end product or service.

Dixon compares Microsoft to Apple. Microsoft started out building 

operating systems and applications, like O�ce, and relied on part-

ners’ hardware to give those products a home. Apple took a di�erent 

approach by building the hardware, the operating system, the apps 

and the retail experience, Dixon says. They built an end-to-end expe-

rience. Dixon would say the existing on-demand sites are Microsoft. 

Canopy is Apple.

A full-stack startup
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earn performance-based incentive compensation based on 

metrics, like monthly customer ratings, and Canopy Pros are 

also compensated for upselling customers on additional ser-

vices in the �eld. Some employees even earn stock options.

Most importantly, Davis says, employees don’t have 

a ceiling that naturally occurs at many smaller land-

scape companies. For example, Juarez, a 25-year-old 

with eight years of industry experience, has already gone 

from apprentice to area lead, leading a whole network of 

Canopy Pros and gaining ownership in the company.

“There’s pride in working for the Canopy banner,” says 

Lowe’s Ventures’ Langford. “There’s a legitimate career 

path and people are incentivized either through some level 

of ownership in the company or just this potential to grow 

within a career that has often been limited because of the 

fragmentation of (the industry).”

Other than the obvious business opportunity, Lang-

ford says this culture is part of what attracted Lowe’s to 

Canopy. He also believes this factor is what will help the 

company grow and attract the top talent in the industry. 

“How do you get the best people?” he says. “Well, if there 

are regions to manage and national accounts to manage, 

then there are all these other ways that you can go from 

the �eld into the of�ce and grow within your career.”

The customer experience
The technology-based Canopy experience is present from 

�rst contact by a potential customer through daily main-

tenance. It’s not “on-demand,” but it offers the expedient 

response modern consumers have come to expect. 

In the sales and marketing of�ce, Nichols runs point on 

a digital channel called Intercom, a third-party application 

that has been integrated into Canopy’s tech stack. Think of 

Intercom as a shared inbox that everyone in the company 

can access. Someone in the sales of�ce constantly monitors 

this inbox, even on the weekends. The company advertises 

Continued from page 40
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a 30-minute response but averages 15. 

Internally, they strive to be faster, and 

Davis awards the in-house team with 

a Friday lunch if the weekly average is 

less than 10 minutes.

Behind Nichols, salesman Brian 

Lattimore is preparing a quote, which 

only takes a few minutes. Traditionally, 

landscape companies perform bids 

on-site, in-person. Instead, Lattimore 

pulls public property data to outline 

the property, tracing around shrubs 

or hardscape features to measure the 

turf, and feeds the dimensions into 

Canopy’s custom tool, which uses a 

proprietary algorithm to formulate a 

quote. On average, the “deluxe” plan, 

which includes mowing, edging, blow-

ing, cleanup, weed control fertilization, 

bed maintenance, leaf removal, aera-

tion and overseeding, mosquito control 

and pruning, costs $299 a month. The 

company offers two cheaper packages, 

and customers can also choose which 

service they want a-la-carte, even if it’s 

only mowing. 

“A lot of companies won’t even see 

a request until the owner has time 

to check his email, which might not 

happen until Friday afternoon,” Davis 

says. “Then the company has to send 

someone out to the property to do a bid 

in person. It might be two weeks before 

the customer gets a bid.”

Once the customer signs on, 

technology continues to improve the 

daily experience. A client is noti�ed 

via text message when a Canopy Pro 

is en route. The message includes a 

link to a webpage, including a photo 

of the Pro, a description of that day’s 

services and a prompt to provide 

any requests or concerns. Custom-

ers may also text a response. After 

the job, Canopy Pros typically knock 

on the door to tell the homeowner 

they’ve completed the work and ask 

if there is anything else they can do. 

Some customers prefer not to speak 

with the Pro, and if that’s the case, 

it will be documented in the app. 

Even with all the technology and the 

ability for streamlined communica-

tion between customer and company, 

many Canopy customers still appre-

ciate the human touch. 

Once the job is complete, the Pro 

uploads photos of the work and sends 

a summary to the customer, who is 

encouraged to leave a rating out of 

�ve stars and a comment. This instant 

feedback is vital to the company’s oper-

ations, and it makes the homeowner 

feel like he or she is being heard. 

The Canopy experience provides 

a seamless customer experience, 

and behind the scenes, it allows the 

company to run lean and ef�ciently. 

E�cient operations
At the headquarters, two large tele-

vision monitors hang on the wall in 

an operations command center. The 

operations team oversees its entire 

�eet from these two screens.

One depicts a weather map, on 

which the company monitors incom-

ing weather to quickly pivot its routes 

and avoid problem areas. It’s also used 

to pull up company metrics, displayed 

in charts and graphs. The other moni-

tor is a split screen. Half of the screen 

is a grid depicting each Canopy Pro’s 

hour-by-hour schedule. The other half 

is a color-coded map that shows where 

each crew member is in real time and 

the route he or she is scheduled to hit. 

“This view allows us to rearrange 

our schedule in a moment’s notice,” 

says Josh Nance, operations manager. 

“If one guy is swamped or something 

is taking longer than expected and it 

looks like another guy is going to get 

done a little bit early, we can drag and 

drop a job to tack it onto the other guy’s 

schedule. If we see some rain is going 

to hit a particular area at a certain 

time, we can rearrange the schedule 

to make sure we hit that area �rst and 

then move somewhere else.” 

Continued from page 42
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While Canopy prefers to have 

the same employee serve the same 

customer to form a relationship, every 

employee is capable of doing every 

service the company offers. During the 

apprentice stage, employees ride along 

with an experienced Pro for no less 

than two weeks, and often up to several 

months, to learn the ins and outs of 

the technology and the services before 

going out on their own.

Furthermore, Canopy’s employee-

facing app gives a Pro without experi-

ence on a property all the details 

he or she needs to ensure there’s no 

difference in service. Any prefer-

ences—these often include things like 

“don’t apply fertilizer in the backyard 

where the dog plays”—are docu-

mented within the app, and photos of 

past work or problem spots are held 

on the customer’s page within. Each 

time Canopy works on a yard, the 

client service is improving incremen-

tally through documented nuances. 

If the property is unfamiliar to him or 

her, the Canopy Pro will often shoot 

a quick message to headquarters 

through a Slack channel. This group 

chat is available to the operation cen-

ter and all crew members. Any extra 

tips from either the typical crew mem-

ber who services the yard or from the 

headquarters will typically arrive by 

the time the employee gets on-site. 

Instead of 

driving into the 

shop, driving out 

to a job and then 

back into the 

shop at the end of the day, Canopy 

Pros depart from home each morn-

ing. The command center aims 

to set up routes that minimize 

the distance the Pro is traveling 

from home. The average Canopy 
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@FMCturf FMCturf fmcturfwire.com

fmcprosolutions.com

DON’T LET LAST YEAR’S SEDGE  
BE THIS YEAR’S PROBLEM

Source: Tumbleson & Kommedahl, 1961

In one year, one sedge 
tuber can become 
6,900 NEW TUBERS..

“
”

Auburn University Virginia Tech

p
e

rc
e

n
t 

co
n

tr
o

l

0

20

40

60

85

100

2008 University Trials

9
6

 D
A

T

1
5

2
 D

A
T

9
0

 D
A

T

1
2

1
 D

A
T

Proven Preemergent Sedge Control

Echelon
1st Rating

Echelon
2nd Rating

Applied at typical 

Round 2 preemergent 

application timing 

for each region

MARCH 2017  |  LANDSCAPEMANAGEMENT.NET 45

EYE IN THE SKY 
Flat-screens let 
the ops team 
oversee Canopy’s 
every move. 

P
H

O
T
O

: J
A

S
O

N
 A

R
T

H
U

R
S

, J
A

S
O

N
A

R
T

H
U

R
S

.C
O

M



46 LANDSCAPEMANAGEMENT.NET  |  MARCH 2017

employee drives no more than 2-5 

miles per day.

The Pros park a company-issued 

Ford F-150 with a 12-foot trailer in 

their driveway. The �eet is managed by 

Enterprise Fleet Management. Each 

trailer contains a standardized setup 

of a 48-inch John Deere zero-turn 

mower, Stihl handheld tools, a Honda 

walk-behind, a sprayer, chemicals and 

nearly 250 other tools—everything 

needed to perform any task.

When the Canopy Pro starts the 

day, he or she simply hits a clock on 

the Canopy app downloaded on a 

company-issued iPad or iPhone. This 

sends the automated message letting 

the �rst client know he’s on his way. It 

also noti�es the command center that 

the employee is reporting for duty. 

COO Keith Freeman, who spent 

years with TruGreen LandCare, says 

the traditional landscape model cre-

ates a route system that resembles 

a web and prioritizes the customers 

closest to the shop because it costs the 

company man-hours and fuel to reach 

customers who are further away. The 

Canopy model lets the company offer 

an equivalent 

experience to all 

customers without 

losing ef�ciency. 

“Now, we have 

someone embedded right there near 

the customer,” says Freeman. “If we 

have a service call or a customer that 

requests a meeting, we can do it within 

hours, which simply delights the cus-

tomer. In a branch-based model, it’s a 

lot more dif�cult to pull that off when 

customers are further away.”

How they’ll grow
While the company continues to bring 

on new Canopy Pros, its national 

growth plan relies on entering new 

markets through two types of acquisi-

tions. The �rst type is acquiring resi-

dential maintenance accounts from 

full-service or primarily commercial 

companies that are looking to divest 

this segment of their businesses. 

Daniel Currin’s Greenscape, 

another Triangle-area company, is an 

example of this �rst type of company. 

Founded in 1979 by Currin’s father, 

Michael, the original business focused 

on residential construction with main-

tenance on the backburner. 

Once Currin took over and partly 

due to the recession, the focus quickly 

turned to maintenance and commer-

cial accounts. Raleigh came out of the 

recession earlier than most, Currin 

says, and the company ballooned by  

$5 million from 2011-2016. 

In 2016, Greenscape brought in 

about $15 million. Still, the residential 

part of the business only represented 

about $1 million. This side of the busi-

ness was going through what Currin 

calls “a slow death.” He wanted to sell it 

off, but he didn’t see another company 

in the area that could take on the work. 

“We just didn’t have an exit 

strategy,” he says. “We decided we 

weren’t going to invest in this business 

anymore, but we’ll still take care of 

the customers. It occurred to me that 

when you do that, the customer isn’t 

important. You’re just doing the mini-

mum from month to month.”

He started having coffee with Davis 

as peers leaning on each other for 

advice. Shortly, he realized there was 

an opportunity here.

“Here was this guy who’s trying to 

do (residential maintenance) super 

well,” he says. “You have this guy say-

ing, ‘We are going to do the best we 

can, with the best trained people, the 

best technology, the best trailer and 

the best equipment.’ Here we are, we 

just want their money. It’s a horrible 

business plan. So I thought, ‘Man, my 

(residential) customers would be better 

off with the Canopy team.’”

So, Canopy acquired Greenscape’s 

residential accounts in late 2016. The 

company is not disclosing terms of 

acquisition deals, and Greenscape’s 

deal is unique because Currin is serv-

ing as an investor. He says the sale 

was a short-term risk, but a chance to 

focus his company in the long term. 

“Now when we get a residential 

call we say, ‘No problem, we will just 

switch you over to Canopy,’” he says. 

“It doesn’t take much time—no visit, 

not even a qualifying conversation 

anymore. Now, we can put that time 

towards future sales.”

Grass Monkey, mentioned earlier, 

represents the second type of company 

Canopy wants to acquire—businesses 

with $1 million in revenue or less. 

Davis believes Canopy can offer 

these companies a service. He says 

many landscape professionals just 

want to be in the �eld getting dirty—

not in the of�ce stressing about 

cash �ow. His offer is this: Canopy 

handles equipment, capital, market-

ing, taxes, generating leads, hiring, 

training and on boarding—and 

you get back to what you do best: 

landscaping.

“We don’t talk to landscape  

companies who need more customers; 

we talk to landscapers who need help 

running their business,” says Davis. 

“We’ve created an end-to-end solution 

that takes the business side off the 

table and enables our guys to do the 

work that they love to do.” 

Cover Story

WEB EXTRA
Visit LandscapeManagement.com/
Video to get a behind-the-scenes 
look at the Canopy operation. 

Built to scale
Part of Canopy Lawn Care's growth 
strategy hinges on its structure—the 

foundation for which is the Canopy Pro, 
company lingo for a production sta� 
member. Here's the current structure, 

which CEO Hunt Davis says will change 
as the company expands. For example, 
he foresees the Market Leads eventually 

reporting to a regional manager. 

CANOPY PRO
Approximately five Canopy Pros  

report to each Area Lead.

AREA LEAD
10 Area Leads report to  

each Market Lead.

MARKET LEAD
These managers report to  
the Director of Operations.
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T
hink about your last major 

purchase. Whether it was a 

product like a vehicle, appli-

ance or computer or a ser-

vice like pest management, 

electrical work or a plumbing repair, 

did you purchase the most expensive 

option you could �nd, assuming it 

was the best overall value? If you did, 

you’re in the minority of all purchas-

ers. Few buyers purchase the most 

expensive option available. 

Alternatively, did you purchase 

the least expensive option you could 

�nd, assuming it was the best over-

all value? If you did, you also are in 

the minority. Some buyers purchase 

the least expensive option available, 

but most do not. Most purchases are 

made somewhere in the middle of the 

price range. 

Why would it be any different for 

landscape and snow contractors? It’s 

not. The highest priced option and 

the lowest priced option fail to attract 

the majority of the purchasers.  

Developing a pricing strategy 

begins with the recognition that 

price matters but only as it relates 

to bene�ts. Value is the difference 

between the overall cost of owner-

ship and the overall bene�ts of own-

ership. Price never stands alone. The 

often-repeated statement of “price is 

all that matters these days” is simply 

untrue. This statement re�ects a lack 

of awareness of the reality that exists 

in the buyer’s mind.

Remember, the total cost of owner-

ship includes time spent with sales-

people and account managers, setup 

costs, installation costs, costs involved 

with learning, ongoing educational 

costs, repair costs and more. The total 

cost of ownership may greatly exceed 

the transaction amount. Buyers will 

always factor the total cost of owner-

ship into their decision-making pro-

cess. Often, it’s done subconsciously, 

without much awareness that it’s hap-

pening. Similarly, the total bene�ts of 

ownership may be much greater than 

the obvious bene�ts listed. The greater 

the total bene�t and the less the total 

cost, the more value.  

In the landscape/snow industry, 

price may very well be the primary 

decision-making criteria for a speci�c 

property or customer segment, but it’s 

certainly not all that matters for the 

market as a whole. 

DEVELOP CREATIVE STRATEGIES
Within each market segment, there 

are rich opportunities to develop and 

implement creative pricing strate-

gies with a keen eye toward achieving 

pro�t objectives. Pricing strategy is not 

dictated by the market or by the buyer; 

it’s dictated by the seller. 

Earlier in my career, I had some 

interesting experiences providing 

estate care services in an af�uent  

market segment. These folks valued 

their time and the hassle-free enjoy-

ment of their property. They wanted 

to be able to play golf, entertain 

friends and family and relax. The last 

thing they wanted to do was man-

age contractors. The more proactive 

and productive we were, the more 

our clients could enjoy their beautiful 

properties. The less visible we were, 

the less we were on their minds. Price 

was never part of the conversation. 

This segment called for a unique pric-

ing strategy to ensure we captured all 

the revenue we could without taking 

advantage of the situation or violat-

ing our client’s trust. 

I also have experience providing 

commercial landscape maintenance 

and enhancement services in a com-

petitive market where price mattered 

immensely. We devised creative, 

thoughtful and intentional pricing 

strategies to successfully acquire and 

renew properties, while maximizing 

enhancement opportunities—with-

out exposing ourselves along the way. 

I’ve encountered many contrac-

tors who are discouraged when it 

comes to pricing. They feel the walls 

closing in on them by downward 

price pressures and rising operat-

ing costs. If they lose a contract, they 

assume it was because of price, but 

it rarely is. When you lose a contract, 

it often means you were outsold. 

Price never matters on its own. It 

only matters as part 

of the value equa-

tion. Don’t buy the 

lie that price is all 

that matters. 

A better option is to develop  

pricing strategies within de�ned cus-

tomer segments to position yourself 

for success. Each market segment 

has its own unique value equation. 

Learn what it is. Understand the 

price elasticity that exists. Study the 

competition. Position yourself with a 

creative, thoughtful and intentional 

pricing strategy that re�ects your 

cost structure, pro�t objectives and, 

most of all, the bene�ts offered. 
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business insider

The author is president and CEO  
of Pro-Motion Consulting. Reach 

him at phil@mypmcteam.com.

BY PHIL HARWOOD 

BUSINESS BASICS: PLANNING
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Plan your 
pricing strategy

WEB EXTRA
Visit the Web Extras section at 
LandscapeManagement.net 
for Harwood’s list for pricing 
strategy considerations. 



Dimension

AndersonsPlantNutrient.com

For Turf, Ornamental & Nursery 

Powered by dispersing granule (DG) technology, Dimension DG granules provide excellent control of 

a wide variety of grassy and broadleaf weeds in landscape beds, turf, flowers and ornamentals. 

DG granules are uniform, dust free and easy to spread and provide superior control vs. traditional inert 

carriers. After being watered in, these granules disperse through mulch, soil and turf quickly with no 

particle run-of or visibility. Dimension DG is a cost-efective option for pre-emergent weed control.



E
minent business thinker Peter 

Drucker is known for saying 

“Culture eats strategy for 

breakfast.” He believed culture 

trumped all.

His words are taken as gospel. This 

thinking is misplaced when it comes 

to small and midsize green industry 

�rms. Here’s what I’ve found to be true.

Most �rms in our industry spend 

more time focusing on culture than 

strategy. A good strategy is missing.

Owners in the green industry 

care greatly about their people—

sometimes to a fault. Many land-

scape and related service companies 

have grown organically without a 

particular strategy.

At least half of these companies 

are under performing, and many 

owners are greatly underpaying 

themselves, due in part to a lack of a 

good company strategy.

Even larger corporations have to 

balance culture and strategy to survive. 

Their struggle is twofold: get everyone 

on the same page and �gure out what 

page that is. This topic of culture came 

up when Dan Ariens, president and 

CEO of Ariens Co., spoke to some of 

my Leader’s Edge peer group mem-

bers last year. “We challenge ourselves 

to balance our culture with a constant 

pursuit of perfection,” he said. “Bal-

ancing the expectations of world class 

performance requires a discipline to 

a strategic plan while we measure the 

accountability of the plan through our 

cultural eyes.”

WHICH COMES FIRST? 
Many landscape business owners will 

tell you that having a stronger culture 

is their biggest challenge. A third of 

my clients come to me with that goal 

in mind. In fact, that’s the reason I 

published, “Become a Destination 

Company,” because of the need in our 

industry for attracting better employ-

ees and creating a stronger culture. 

Yet, what I �nd missing from most 

companies is a clear and compelling 

strategy. If your strategy is fragile, 

confusing or ever-changing, it will 

greatly weaken your culture.

Ultimately, culture and strategy 

reinforce and support each other. 

Having a healthy culture allows you 

to implement your strategy at 10 

times the speed with a much higher 

chance of success. Conversely, having 

a targeted and well-implemented 

strategy allows your company to 

achieve more, which then attracts 

more successful people. 

So which should you focus on 

�rst? Give priority to whichever 

is weakest. If your culture is 

weaker and unaligned, focus there 

to shore it up.

A SUCCESSFUL GROWTH STRATEGY
To grow in pro�tably, you need good 

marketing, sales and service.  

Sustainable growth, however, 

requires more than just hiring 

another salesperson or increasing 

your pay-per-click budget. 

You need a cohesive approach 

that builds and grows your entire 

company. Here’s my �ve-step busi-

ness-building strategy. Follow this 

recipe and you will achieve more.

1. People strategy: Attract, retain 

and surround yourself with the right 

team of people; put them in the right 

seats, and empower them to excel.

2. Operational and systems 

strategy: Put proven systems in 

place to make your people more ef�-

cient. You need both people systems 

and production systems.

3. Marketing and sales strategy: 

With improved productivity, you now 

need to close more sales to keep up 

with the expanded capacity. Most 

companies can sell at a higher margin 

when they get focused on their ideal 

client and how to serve that client.

4. Feedback strategy: Control 

your business in real time with the 

right metrics and key performance 

indicators. 

5. Accountability strategy: Ensure 

accountability and seamless execution 

of your systems. This is the glue that 

keeps everything humming. Develop 

daily, weekly, monthly and quarterly 

accountability systems for success.

Your company is like a sports car. It 

needs a set of balanced tires to main-

tain traction around sharp corners at 

fast speeds. The same goes with your 

company. If you want to win the race, 

make sure your strategy addresses all 

�ve points, with buy-in from all your 

employees. Full speed ahead—see you 

at the checkered �ag! 

Balancing culture  
and strategy

business insider

LET’S GROW

The author is owner of Jeffrey Scott 
Consulting, which helps landscape  

companies grow and maximize profits.  
Reach him at jeff@jeffreyscott.biz.

BY JEFFREY SCOTT

Which comes �rst?

© 2017 Jeffrey Scott

LANDSCAPEMANAGEMENT.NET  |  MARCH 201752

Culture Strategy



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 877-477-2690  l GPSINSIGHT.COM

Call today to ind out what makes GPS Insight different 
from every other GPS tracking company -or- visit our 
website to see how we will make your job easier. 



W
hat started as a one-time 

celebration to reward 

the team for a job well 

done has turned into a 

monthly event for A+ 

Lawn & Landscape, headquartered in 

Des Moines, Iowa.

A few years ago after a good month, 

management rewarded the team with 

a barbecue. It was a hit—more well-

received than anyone anticipated. 

According to Shawn Edwards, 

managing partner, the feedback was, 

“I wish we did this every month,” 

which prompted the company to make 

team dinners a recurring event.

That was �ve years ago. Edwards 

says the monthly tradition contin-

ues, but now it’s more about showing 

thanks than giving a reward.

“After the success of the �rst dinner, 

we started doing it as a monthly event 

but for no reason—just to show our 

appreciation,” Edwards says. “When 

you start tying it to numbers or hav-

ing to hit a certain mark, we decided 

it loses something. It’s not the same as 

just showing appreciation. We wanted 

show them how much we care.” 

Each month A+ has a theme  

dinner—it could be hot dog night, soup 

night or something else—cooked and 

served by management for the rest of 

the team. When the company tried 

Mexican night, Edwards says they 

decided to have it catered since it would 

be complicated. Surprisingly, despite 

the delicious food, bringing in a caterer 

all but ruined the event, Edwards says.

“That was something we 

learned—one of the things the 

employees liked so much about the 

dinner was the managers and the 

owners cooking for them,” Edwards 

says. “(When it was catered) the 

interaction between management 

and employees just wasn’t the same. 

The real key is that we’re out there 

cooking for them.”

Employees are off the clock during 

the dinners, which usually start at 3:30 

p.m. “Most eat and play to win prizes,” 

he says. Each dinner features contests 

(think: water balloon tosses) for a $25 

gift certi�cate. One requirement is 

employees must pair up with someone 

from a different department. 

“With 100-plus employees, there’s 

not a lot of opportunity to get to 

know people outside of your depart-

ment other than this monthly event,” 

Edwards says. “It’s been really great 

for2 building our team culture and 

having the departments work better 

together.” 

For other businesses considering a 

monthly team dinner, Edwards says 

the key to success is “participation.” 

It’s easy for employees to stand on 

the sidelines, but it’s important that 

everyone joins in, he says.

“We basically say they can’t eat 

till they play,” Edwards says, laugh-

ing. “Honestly, the event loses 

something if peo-

ple aren’t getting 

involved, so you 

have to �nd a way 

to get everyone to play the games 

and participate in the fun.” 

Overall, Edwards considers these 

events to be a small monetary invest-

ment—about $8 a head. The real 

investment is the time involved. But 

that’s also what makes it special, 

Edwards says.

“It’s the owners and managers  

giving their time to cook and partici-

pate in the dinner and games that 

makes this event such a hit with the 

employees,” he says. “It opens doors—

letting management get to know their 

people and vice versa. That’s really 

important to the success of your com-

pany culture.” 

Payton is a freelance writer based in Philadelphia.

Appreciation celebration

business insider

Why one landscape 
company turned a 
one-time thing into  
a monthly event. 
BY CASEY PAYTON  
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CASE STUDY: OUR WAY

COMPANY: A+ Lawn & Landscape

HEADQUARTERS: Des Moines, Iowa

EMPLOYEES: 100+

REVENUE: $9 million

SERVICE MIX: 35% lawn care, 25% land-

scape, 20% maintenance, 20% irrigation

CLIENT MIX: 80% residential,  

20% commercial

One of A+ Lawn 
& Landscape’s 
monthly team 
meals featured 
a dunk tank. 



To be bigger, faster and stronger. This is why I do it.

ZD1500 Series

*$0 down, 0% A.P.R. financing for up to 36 months on purchases of new Kubota equipment (excluding VS Series) is available to qualified purchasers from participating dealers’ in-stock 
inventory through 3/31/2017. Example: A 36-month monthly installment repayment term at 0% A.P.R. requires 36 payments of $27.78 per $1,000 financed. 0% A.P.R. interest is 
available to customers if no dealer documentation preparation fee is charged. Dealer charge for document preparation fee shall be in accordance with state laws. Inclusion of ineligible 
equipment may result in a higher blended A.P.R. 0% A.P.R. and low-rate financing may not be available with customer instant rebate offers. Financing is available through Kubota Credit 
Corporation, U.S.A., 3401 Del Amo Blvd., Torrance, CA 90503; subject to credit approval. Some exceptions apply. Offer expires 3/31/2017. See us for details on these and other low-rate 
options or go to www.kubota.com for more information. Optional equipment may be shown. 

See your local Kubota dealer for details.
Offer ends 3/31/2017.

$0 Down and 0%
A.P.R. Financing for 36 Months*

© Kubota Tractor Corporation, 2017

kubota.com

Kubota ZD1500 Series zero-turn mowers are big, strong and powerful. 
These precision-focused machines use advanced technology and Kubota diesel engines to deliver superior performance 
and supreme comfort. Equipped with a 72" ACS™ Kubota PRO deck, deluxe air-ride suspension seat and hydraulic lift, 

the ZD1500 Series is the perfect addition to any professional crew.
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VANTAGE X 
SERIES
COMPANY: 

Exmark

URL: Exmark.com

The Vantage X-Series 

stand-on mower features 

Exmark’s patented Enhanced  

Control System, which improves operator ergonomics, 

comfort and control. The suspended operator platform 

quickly folds for convenient trailering. The 48-, 52- or 

60-in. UltraCut Series 4 cutting decks feature mainte-

nance-free sealed bearing cutter housings. Kawasaki 

and Kohler engine options are available.

         POWERED BAGGER ATTACHMENT
COMPANY: Toro

URL: Toro.com

The Powered Bagger attachment for GrandStand and 

GrandStand Multi Force helps e�ciently collect grass  

clippings while taking advantage of all the benefits of 

a stand-on mower. The compact design of the side-

mounted, soft-twin bagger and vertically mounted blower 

allow for maneuverability in tight spaces and maximum 

visibility during operation. 

Ð

ÐSTAND-ON MOWERS

PRODUCT FOCUS

Ð

QUIKTRAK MOWERS
COMPANY: John Deere

URL: Deere.com

Equipped with a 7-gauge, 52-in. Mulch on Demand (MOD) 

deck, the 652R MOD and 652R EFI MOD QuikTrak stand-

ons allow operators to switch 

between mulching and side dis-

charging without leaving the 

mower, saving cleanup time by 

keeping clippings o� sidewalks 

and driveways and out of 

mulch beds.

QUICKCAT MOWER
COMPANY: Bob-Cat

URL: BobCatTurf.com

QuickCat stand-on mowers are available in 36-, 48-, 52- 

and 61-in. decks. They feature fast mowing and transport 

speeds, exclusive Zero-T 

drive tires, a true-float-

ing DuraDeck  

cutting system  

and a 6-year/ 

2,000- hour 

“Mow With  

Confidence”  

limited  

warranty. 

Ð

Ð

Ð

STANDER ZK MOWER
COMPANY: Wright Commercial Products

URL: WrightMfg.com

The platform of Wright’s Stander ZK zero-turn mower 

is easy to step o� of to exit or pick up debris, and a 

5-gal. debris container is included. The 52-, 61- or 

72-in. Aero-Core deck, push-button deck lift, 25.5- 

or 27-hp engine, mowing speed of 12.5 mph and fully 

independent left/right hydro systems all contribute to 

the mower’s productivity.



•Cost-E�ective. A little goes a long way.  The low cost 
of this Dicamba + Sulfonylurea (SU) herbicide formulation 
improves your bottom line.

•Simple. One bottle treats one acre. No more complicated 
dilution rations.

•Flexible.  Fahrenheit produces results in temperatures as low 
as 50 degrees.

•E�ective.  Faster visible activity in just 7-10 days that 
reduces the amount of callbacks. 

Contact your Quali-Pro representative for more information on Fahrenheit 
Herbicide.  This product may not be registered in all states, please check the 
CSI website or the state’s department of agriculture for registration information.

Quali-Pro is a registered trademark of the Adama Group.

Herbicide 
Fahrenheit™

Call 800-242-5562 
www.quali-pro.com

Innovation you can apply.

TIME IS

INTRODUCING
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FERRIS SRS-Z1 SOFT RIDE STAND-ON 
COMPANY: Briggs & Stratton Corp.

URL: FerrisMowers.com

Available with Briggs & Stratton Vanguard or Kawasaki engines, the 

Ferris SRS-Z1 features a compact footprint, with 36- or 48-in. mower 

decks. The adjustable operator platform uses suspension technology 

to optimize operator comfort and increase productivity. A three-

position speed control setting and integrated forward and reverse 

levers with stabilizer bars provide smooth operation.

SPREADERS AND SPRAYERS TT5000 SPREAD-N- SPRAY 
COMPANY: TurfEx

URL: TurfExProducts.com

The TT5000 features a standard 

height-adjustable boom kit that maxi-

mizes spray width while minimizing 

waste. Driven by a 7-hp Subaru EX210 

engine with electric start and a 0.95-

gal. fuel tank, its Peerless transmission 

has two  

forward 

gears, neutral 

and reverse, 

with a top 

operating 

speed of  

5 mph.

TURFCO T3100
COMPANY: Turfco

URL: TurfcoDirect.com

The Turfco T3100 can treat every-

thing from small lawns to sprawling 

commercial properties, with  

simple, intuitive controls. With  

its 3-in-1 tank, it can treat up to 

132,000 sq. ft., yet still fit through  

a 36-in. gate and hug every hill.

EXMARK  
SPREADER-SPRAYER
COMPANY: Exmark

URL: Exmark.com

The Exmark Spreader-Sprayer’s Lean-

to-Steer controls o�er one-handed 

control of steering and forward/reverse 

speed, leaving the other hand free to 

manage spread or spray system  

controls or use the easy-access spray 

wand. Selectable narrow and wide spray 

nozzles increase versatil-

ity. Dual induction nozzles 

inside the 20-gal. 

tank keep  

materials in 

suspension.COMPLETE LINE OF COMMERCIAL 

SPREADERS AND SPRAYERS

GROUNDLOGICINC.COM  |  877.423.4340 

PATHFINDER

VENTURE 220

ROVER XR

Ð

Ð

Ð

Ð

PRODUCT FOCUS



It aerates up to 92,000 sq. ft. per hour. You can set the auto depth once and 
it holds all day. Plus, the chain comes protected so dirt can’t clog up the drivetrain. 
"À�Þ�ÕÀ�Ü�À��`>Þ°�/�i�>����iÜ�/ÕÀvV��8/n�>iÀ>Ì�À°�µÕ�««i`�v�À�ivw�V�i�VÞ°�

Call 800-679-8201 or visit turfcodirect.com to learn more. 

Now you can put 
“cruising” and “aerating” 
in the same sentence.
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JRCO BROADCAST SPREADER
COMPANY: JRCO

URL: JRCOInc.com/LMM

JRCO has broadcast spreader attachments to fit zero-turn, stand-on and walk-

behind mowers and utility vehicles. The heavy-duty, corrosion-resistant broad-

caster spreads granular and pelletized fertilizer, seed and ice-melting pellets. 

An electronic speed control maintains spread pattern widths from 5 to 24 ft.  

A sealed, quick-disconnect wiring harness is standard.

INSECTICIDES

TOPCHOICE  
INSECTICIDE

COMPANY: Bayer

URL: BackedByBayer.com

TopChoice is a low-dose, non-

bait insecticide, providing single-

application control of fire ants 

for up to 12 months. It controls 

existing colonies, prevents new 

infestations and is formulated 

specifically for broadcast appli-

cation with commercially avail-

able spreaders.

ACELEPRYN  
INSECTICIDE 
COMPANY: Syngenta

URL: GreenCastOnline.com/Acelepryn

One application of Acelepryn (April to 

mid-June) provides season-long con-

trol of white grubs, billbugs and sur-

face-feeders, like turf caterpillars. With 

its active ingredient, chlorantraniliprole, 

Acelepryn can also be applied to trees, 

shrubs and ornamentals to help control 

landscape pests like Japanese beetles, 

webworms, lace bugs and aphids. 

ZYLAM LIQUID  
SYSTEMIC INSECTICIDE
COMPANY: PBI-Gordon

URL: GordonsProfessional.com

Zylam controls more than 100 

listed insects, including aphids, 

bagworms, Japanese beetles and 

scale, and it provides season-long 

control of emerald ash borers. 

When applied through bark band-

ing or soil drench, it can save labor and equipment costs 

while protecting the tree from insects and drill damage.

TAURUS TRIO G
COMPANY: Quali-Pro

URL: Quali-Pro.com

Quali-Pro’s Taurus Trio G combines 

three active ingredients (fipronil, 

bifenthrin and Lambda-cyhalo-

thrin) into one uniform granule to 

deliver fast and long-lasting con-

trol. This broad-spectrum insecti-

cide features a no-dust formula and 

o�ers up to 12 months of fire ant 

control in a single application. 

ONE MOUNT BAR
GIVES YOU ACCESS TO 7 ATTACHMENTS

Heavy-duty Attachments
for Commercial Mowers

DO MORE WITH YOUR MOWER!

(866) 537-6238 |  JRCOINC.COM/LMM

DETHATCHERAERATOR BLOWER BUGGY

SPREADERLEAF PLOW SPRAYER TRANSPORTER

Ð

Ð Ð

Ð

Ð

PRODUCT FOCUS
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PRODUCTS + SERVICES 
FROM LANDSCAPE  
INDUSTRY SUPPLIERS

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

Chris De Cicco 

cdecicco@northcoastmedia.net, 

216-337-4417

Chloe Scoular 

cscoular@northcoastmedia.net,  

216-363-7929

Power Pro 50 Ultra

Make Strides

4 Stroke Honda engine                               120 lb. hopper

All stainless steel construction                    4 MPH ground speed

                 Increased Productivity

LT Rich Products, Inc.

www.z-spray.com

(877) 482-2040

When issues about pesticides and fertilizers
pop up in your neck of the woods, you don’t  
have to address them alone.

RISE Grassroots Network

DebugTheMyths.com

1156 15th Street, N.W., Suite 400 Washington, D.C. 20005

(202) 872-3860

pestfacts.org/grassroots
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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

confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confidential and always FREE.

1740 Lake Markham Road
Sanford, FL 32771

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

www.florasearch.com

LANDSCAPEJOBS.COM
IRRIGATIONJOBS.COM 
TREECAREJOBS.COM 

GREENINDUSTRYJOBS.COM
Jobs & Resumes

for Industry Pros.

1-717-479-1850

1139 E. Dominguez St. Unit A, Carson, CA 90746

IRRIGATION TECHNICIAN

RESUMES email to:  paulw@fslandscape.com Call (909) 851-3763

INTERVIEWS:  Tuesday’s 7:00am to 9:00am Full-Time, $14-$18/HR

Large Landscape company is seeking experienced Irrigation Technicians with valid driver’s license.
Must have a minimum of 3-5 years of previous experience. Qualifi ed females are encouraged to apply. 

RESUMES email to:  greg@fslandscape.com Call (925) 786-2780

43197 Osgood Rd., Fremont, CA  94539

SPECIAL PROJECTS LEADER

$15-$25/HR

Large landscape company is seeking experienced installer of plants and irrigation.
Must have a minimum of 3-5 years of previous experience. 

 

PLACE  YOUR  

AD  TODAY!

HELP WANTED

RESOURCES

The ad index is provided as an additional service. The publisher 
does not assume any liability for errors or omissions.
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landscapemanagement.net

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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WORDS OF WISDOM  “As a leader, your life is full of choices. When in doubt, do the right thing. You never 

know who is watching.”  •  “Always continue to learn. Your knowledge is one of the only things people can 

never take away from you.”  •  “If you want to be an expert, be an expert. Don’t wait for the title or the 

opportunity to come to you. Take it.”

“Before college, I worked 
at Bath & Body Works, 

Best Buy and places  
like that. I learned retail 

was not for me.”
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backstory

“I worked at Dowco 
throughout college.  
I commuted—it was  

30 minutes away. I had  
a big interest in sales.  
At that time, we didn’t 

have a super strong sales 
machine; sales kind of 

trickled in. I had a passion 
for setting up the system.” 

BUSINESS DEVELOPER 
DOWCO ENTERPRISES

CHESTERFIELD, MO.

INTERVIEW BY MARISA PALMIERI

Kelly’s podcast picks:
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EDUCATION

Lafayette High School

Wildwood, Mo. 

Class of 2006

Lindenwood University

St. Charles, Mo.

Bachelor of Arts 

Business Management

Class of 2011

WORK EXPERIENCE 

2002-2007 
Dowco Enterprises 

Administrative Assistant

2008-2010 
Dowco Enterprises 

Account Manager

2011-2012 

Director of Sales & Marketing

2012-Present 
Business Developer

“I don’t know if that’s  
the best title. I would say I’m 
really the brand experience 

manager. I’m the first point of 
contact for all new employees  

and our new clients.”

Kelly Dowell
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2015-present 
Volunteer 

Big Brothers Big Sisters  
of America 

2016-Present 
Host/volunteer 

National Association of  
Landscape Professionals  

Young Professionals  
Networking Community

+
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“My passion right 

now is making sure 

everything we do is 

standardized and 

automated, so we 

can have consistent 

results and it’s 

scalable. Earlier 

this week, we put 

our employee 

orientation online.”

i-BTU�ZFBS�*�SFBE����

CPPLT��*U�T�NZ�HPBM�UP�

BMXBZT�CF�SFBEJOH�w



Taurus and Combination Chemistry are both registered trademarks of Control Solutions, Incorporated.

• Fipronil, Bifenthrin, and 
Lambda-cyhalothrin, are 
combined in one uniform 
granule to deliver fast and 
long-lasting ire ant control.

• Verge™ No-dust formula 
keeps applicators clean 
throughout treatment.

• Three proven active 
ingredients with two modes 
of action you can count on.

•A broad-spectrum 
insecticide that reduces 
callbacks, saving you time 
and money.

• Up to one year Fire 
Ant control in a single 
application.

The ONLY Granule on the market containing 

3 Active Ingredients utilizing Combination Chemistry®

TAURUS® Trio G 
with Verge™ Technology

Innovation you can apply.

www.controlsolutionsinc.com
www.adama.com

Find Us On

Control Solutions, Inc.

Deliver the granule to the ants....

NOT YOUR PANTS.



KohlerEngines.com/EFI

Power or fuel savings—that was your choice. Until now. Say hello to the    

all-new Command PRO® EFI 824.    With best-in-class* torque and horsepower, 

it’s ready to take on any terrain. And with the $600/year† you save on fuel, it’s 

the most fuel-efficient engine we’ve ever made. Man, it’s good to be king.

*Class defined as vertical shaft, commercial 800- to 875-cc gasoline engines. †Compared to a 
comparable KOHLER carbureted engine under comparable loads and duty cycles. Based on 600 
hours of annual operation.




