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Depend on America’s top-selling family of diesel utility vehicles to help you do it all. Whatever job you have to tackle, go farther 

and get more done with impressive towing capacities, hydraulic bed lifts, smooth-riding suspension systems and powerful gasoline 

and Kubota diesel engine options. Choose from a wide variety of available features and performance-matched attachments.  

© Kubota Tractor Corporation, 2017

KubotaUSA.com

Leaders of the Pack
KUBOTA RTV SERIES

See your local Kubota dealer for details.

Offer ends 9/30/2017.

$0 Down and 0%
A.P.R. Financing for 48 Months*

*$0 down, 0% A.P.R. financing for up to 48 months on purchases of select new Kubota RTV Series equipment from participating dealers’ in-stock inventory 
is available to qualified purchasers through Kubota Credit Corporation, U.S.A.; subject to credit approval. Some exceptions apply. Example: 48 monthly 
payments of $20.83 per $1,000 financed. Offer expires 9/30/17. See your Kubota dealer or go to www.KubotaUSA.com for more information. Kubota 
RTV Series is America’s best-selling diesel utility vehicle according to Power Products Marketing North American Utility Vehicle Market Reports, May 2016. 
Optional equipment may be shown.
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Neave Group  
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present virtual  
reality designs to 
clients (page 48).
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WORTH SHARINGONLINENOW

Start and i nish projects fast with our exclusive 

push-forward design and neatly deposited soil for 

convenient backi ll. With the compact size and easy 

maneuverability, you’ll get hassle-free operation and 

cutting speeds as fast as 30 feet per minute. 

Call 800-227-7515 today. Reach your ROI 

potential with Little Beaver’s Kwik-Trench.

See it in action at littlebeaver.com/kwik

Hydraulic
Earth Drills
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facebook.com/LandscapeManagement

twitter.com/LandscapeMgmt

linkedin.com/company/ 
landscape-management-magazine/

plus.google.com > 
Search “Landscape Management magazine”

instagram.com > @landscapemgmt

CONNECT

JuxtaposeJS Juxtapose allows you 
to compare two pieces of similar 
media, including photos and GIFs. 
Try out this free web tool—which 
works on all devices—and just 
imagine the interactive, before-and-
after project photos you could create 
to market your work to your clients 
and prospects. Free

Î If you don’t already,  

be sure to “like”  

LM on Facebook  

and check in on  

Monday evenings for 

our popular Question 

of the Week thread.  

We pose questions 

about stories we’re 

working on, topics 

in the news or que-

ries from your peers, 

and our followers 

comment with their 

views, experiences 

and advice. 

JOIN THE  
CONVERSATION



• Two diesel engine options and a gas 
 engine that is CNG/LPG capable

• Easy to drive: outstanding driver 

 visibility, excellent maneuverability 

 and tight turning radius

VISIT YOUR ISUZU DEALER AND ORDER YOURS NOW
Go to www.isuzucv.com or call  866-441-9638

for additional information on Isuzu’s full line of low cab forward trucks.

Vehicles shown with optional equipment; some equipment is dealer installed. N-Series and F-Series vehicles are assembled from component parts manufactured by Isuzu 
Motors Limited and by independent suppliers who manufacture such components to Isuzu’s exacting standards for quality, performance and safety. Please see your 
authorized Isuzu dealer for additional details. 

© 2017 ISUZU COMMERCIAL TRUCK OF AMERICA, INC.

• 4HK1-TC diesel engine delivers a low 
 cost of ownership with a B-10 Rating of 
 375,000 miles 

• 8 wheelbases accommodate a multitude
 of body choices from 14-30 feet in length

• Only Isuzu has a history focused on 

 LCF medium duty trucks with the    

 engines and cabs for vocational 

 bodies best suited for your business

ISUZU PROVIDES A FULL LINE OF CHOICES THAT DELIVER
OUTSTANDING PERFORMANCE AND A LOWER COST OF OWNERSHIP

VISIT US AT

BOOTH

5194

GIE

SHOW
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W
ant to make all your man-

agers self-conscious at 

one time? Talk to them 

about business etiquette 

at a company meeting.

That’s what our CEO did last month 

at our annual sales and editorial train-

ing meeting. I know his intent was to 

inform—not to make us squirm—but 

nothing ever has made me lash back 

through my career history and won-

der what faux pas I’ve committed like 

that meeting did. Walking out of the 

presentation, though, I felt prepared 

and empowered. Our CEO handed out 

a book called “The Essentials of Busi-

ness Etiquette: How to Greet, Eat, and 

Tweet Your Way to Success” by Barbara 

Pachter. It shares clear guidelines for 

nearly any situation you may encounter 

in the working world. I recommend you 

read it, or a similar guide on etiquette, 

and encourage your managers to, too. 

We assume certain things are com-

mon sense. But they’re really not. People 

come to work with their own set of man-

ners and habits. We assume they learned 

good form from their families or previ-

ous employers, but that’s a potentially 

brand-damaging assumption to make. 

Like loading a trailer or planting a 

tree, unless you instruct employees on 

the accepted way of doing things, you 

can’t expect they’ll know the protocol. 

Why not train your managers and 

salespeople on etiquette, so you’re sure 

to set them up for success? After all, 

they’re representing your brand at client 

dinners, chamber of commerce meet-

ings, association golf outings and more.

Here are a few tips I lagged from 

the book that could be a good starting 

point for an etiquette conversation with 

your team. 

Put your phone away. Don’t place 

your phone on the table during a meet-

ing or meal. Also, don’t text under the 

table during a meeting or presentation. 

Both are noticeable and distracting to 

the other people in the room.

Get name tags right. Name tags 

are often used at receptions and con-

ferences. Place your name tag on 

your right-hand side, slightly below 

the shoulder. This position makes it 

more visible when you shake hands. 

Keep your right hand free. Before 

you walk into a meeting, move anything 

you’re carrying to your left hand. When 

mingling, hold your drink in your left 

hand so your right hand is free and dry 

to shake hands. 

Add email addresses last. We’ve 

all sent an email too soon by mistake—

before we’ve inished writing and proof-

ing it. Even when replying to a message, 

it’s a good practice to delete the recipi-

ent’s address and insert it only when 

you’re sure it’s ready to be sent.

Avoid social media blunders. 

What you post on your personal 

accounts can get you in trouble profes-

sionally. Privacy controls are no guaran-

tee that something you post will stay pri-

vate. Don’t post offensive photos, videos 

or comments on any social media site. 

Don’t put people down, curse or make 

racist or other off-color statements. 

Even if you believe a book or talk 

about etiquette would be review for 

your team, I’d say go for it. You don’t 

know what you (or your staff) doesn’t 

know when it comes to decorum. And 

you never know who they’ll encoun-

ter when wearing your logo out in 

the world. 

Good 
  form

MARISA PALMIERI 
EDITOR

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



“Make sure 

employees 

sign and date 

that they 

read it.”

“Find a good 

template to  

work from;  

don’t reinvent 

the wheel.”

Landscape Professionals
Richard Bare 

Arbor-Nomics Turf 

Norcross, Ga.

Bill Bemus 
Bemus Landscape 

San Clemente, Calif.

Chris Joyce 
Joyce Landscaping 

Cape Cod, Mass.

Adam Linnemann 
Linnemann Lawn Care & Landscaping 

Columbia, Ill.

Jerry McKay 
McKay Landscape Lighting 

Omaha, Neb.

Greg Winchel  
Winchel Irrigation 

Grandville, Mich.

Industry Consultants
Dan Gordon 
TurfBooks 

Newton, N.J.

Kevin Kehoe 
3PG Consulting 

Laguna, Calif.

Phil Harwood 
Pro-Motion Consulting 

Farmington, Mich.

Frank Ross 
3PG Consulting 

Alpharetta, Ga.

Jeffrey Scott 
Jeffrey Scott Consulting  

Trumbull, Conn. 

Jody Shilan 
FromDesign2Build.com 

Upper Saddle River, N.J.

What’s your advice when 
it comes to implementing 

employee handbooks?

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

EDITORIAL 
ADVISORY BOARD

Q+
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“Have it 

reviewed by  

an attorney  

that specializes 

in HR.”

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

“When  

you are 

implementing 

or creating 

an employee 

handbook, always 

consult legal 

help.”

“Have  somebody within 
your organization own it and be responsible for implementing it  and following through!”

“A bad manual creates huge potential liabilities.”

“Make sure you run your manual past your attorney before publishing.”

“They’re nice 

to have, but if 

you teach your 

company culture 

correctly, then 

they aren’t really 

needed.”

Purchase a digital copy of the “Operating 

Cost Study for the Landscape Industry” 

today to measure your company against 

others in the industry to:

INFORMATION 
IS POWER

Prepared by

Brought to you by

$99 for NALP members

$199 for nonmembers

Get the Study Today: bit.ly/nalpbookstore

• Improve ei  ciency

• Boost productivity

• Help manage expenses

• Identify areas for 
revenue growth

ONE MOUNT BAR
GIVES YOU ACCESS TO 8 ATTACHMENTS

Heavy-duty Attachments
for Commercial Mowers

DO MORE WITH YOUR MOWER!

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

DETHATCHERAERATOR BLOWER BUGGY LEAF PLOW

SPREADERSPRAYER TRANSPORTERSPOT SPRAYER

Visit us at 

Booth #8054
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LOCATION Dallas

COMPANY Lawns of Dallas

THE DETAILS The homeown-
ers desired a backyard with 
a garden feel that could also 
serve as an entertaining 
space for the many func-
tions they host each year. 
They were open to start-
ing over with everything, 
except for a beloved live oak, 
which framed the existing 
garage and ofice. They were 
adamant about preserving 
and protecting this tree at all 
costs throughout the project.

To that end, Lawns of 
Dallas installed temporary 
irrigation for the tree’s 
root ball during construc-
tion, along with doing hand 
watering. The company also 
enlisted the services of a local 
tree irm for the proper root 
pruning needed when the 
new hardscape surfaces were 
installed.

The project earned Lawns 
of Dallas a 2016 Grand 
Award from the National 
Association of Landscape 
Professionals’ Awards of 
Excellence program.

PHOTO Note the large  
Cathedral live oaks, ‘Nellie R. 
Stevens’ hedge and planters 
with seasonal color, along 
with the evergreens and 
blooming azaleas (and pre-
served oak) in the foreground.

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

A MIGHTY 

OAK DICTATES 
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ON THESPONSORED BY STAGE

NEW PRODUCTS.
Compare and test new products, equipment and technology in 900 exhibits – indoors & out.

K E N T U C K Y  E X P O  C E N T E R    |    LO U I SV I L L E ,  K Y    |    ( 8 0 0)  55 8 - 8 767    |    W W W.G I E - E X P O.C O M

RUNAWAY JUNE            UNCLE KRACKER ALASKA & MADI V-GROOVETHE CRASHERS

EDUCATION.
Learn from experts and discover best practices from your peers.

Do it all … at your industry’s mega event.
OCTOBER 19-20, 2017

Build powerful connections. Plus, enjoy three nights of free concerts.
NETWORKING. 

$30
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We’re weaning 
ourselves off paper.“

“

t
he team at McKay Landscape Lighting in Omaha, 

Neb., is in lux between a legacy customer 

relationship management system (CrM) and 

a new, web-based ield service management 

program. It hasn’t been a lawless transition, but already 

they’re seeing eficiencies. 

“We’re weaning ourselves off of paper,” says Kim Moy, 

ofice manager.

the biggest impact of implementing the new ield service 

software, Service trade, has been the service technicians’ 

ability to pull up their clients’ account information on a 

tablet onsite and enter the work performed in real time. 

“Before, we printed the ticket, they would take a printed 

ticket out in the ield with them and then come back and 

enter everything on the computer,” she says. 

Now, the ofice staff also can see when staff members 

clock in and out of job sites, which is helpful if 

managers need to reroute someone to a different 

location. Most importantly, it prevents lost 

service tickets (thus, lost revenue). 

“tickets got left in trucks, ripped, 

disappeared,” Moy says. “And of course, 

there’s the danger of a customer not 

getting billed because we’ve lost the 

paperwork. Or the technician does  

the job, but it doesn’t get updated in 

the ofice, so another service tech 

might go out to do the job again.  

If that’s an annual service call, that’s 

an expensive mistake.”  

DATA
REAL-TIME



JON STANTON
SERVICE MANAGER, DREAM GREENER  
LAWN & LANDSCAPE

BETHEL PARK, PA.

“We like variegated boxwood, coral bells and Double 

Knock Out Roses. The Double Knock Out Roses give you 

blooms all summer with low insect and disease issues. The 

variegated boxwoods and coral bells give our clients year-round color, so 

when they come home in the winter, they have the same nice view as they 

do in the spring, summer and fall. Both of those are also deer resistant. 

There are other plants we use, but those are some of the pillars we like to 

build around.”

LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 201710

news + how-to’s

MARYLAND VICTORY

R
ecently, the industry had a 

major victory in the ight to 

allow professionals to man-

age landscapes according to 

best practices and federal and 

state regulations and not at the whim 

of local cities, townships or counties. 

Two years ago the industry was 

rocked by a ban in Montgomery 

County, Md., that forbid the use of 

commercial pesticide applications 

by lawn care professionals, but still 

allowed homeowners to use pesticides. 

The rule restricted professional com-

panies, while allowing homeowners 

to use the same products with no skill 

and no guarantees that they would 

follow the manufacturer guidelines.

This August, Montgomery County 

Circuit Judge Terrence McGann ruled 

in favor of the landscape professional 

community and struck down the 

countywide ban, explaining that “by 

generally banning the use of registered 

pesticides, the ordinance prohibits 

and frustrates activity that is intended 

to be permitted by state law, which 

conlicts with, and is thus preempted 

by state law.”

NALP members and its govern-

ment relations team were pleased that 

the opinion supported the notion of 

implied state preemption, guarantee-

ing that local jurisdiction follow state 

rules and stating, “While the ordinance 

claims to promote greater pesticide 

safety, its chaotic application is a blow 

to the uniformity of laws between the 

federal and state governments.”

This case is an example of why it’s 

vital to be informed, get to know your 

local legislators and speak up when 

issues arise that affect your company. 

It’s been a long ight for professional 

lawn care and landscape compa-

nies who do business in Montgomery 

County, but that effort has paid off. 

RECOMMENDER
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BY MISSY HENRIKSEN

Brief
Issue

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

your favorite  
to install 
and why?

SETH AMBROSE
PRESIDENT, WHISKEY CREEK  
LANDSCAPES & HARDSCAPES

RIDGELY, MD.

“We like the Nandina ‘Fire Power,’ ‘Otto Luyken,’ and  

‘Shamrock’ holly, primarily for their attractiveness 

in the landscape. When properly placed, we’ve found 

them to make a landscape pop. In addition, we’ve had no issues with 

any Nandina or the ‘Shamrock.’ Odds are very good you will find one— 

if not all—of them in our landscapes.

A Dream Greener 
Lawn & Landscape 

project showing two 
of its favorite plants, 

the boxwood 
and coral bells. 

Japanese maples 
are another go-to 
for the company. 



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

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

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

we gave one to 100 landscapers and asked them to put it through the wringer. After thousands of hours 

on the job, they proved the PRO Z could handle anything a day of landscaping might throw at it. 

Visit your local dealer to demo a PRO Z today.

CUBCADET.COM/PRO

“I’M TYPICALLY ABLE

TO DO AN EXTRA

ACRE PER HOUR.”

“TRULY AN 

OVERALL

IMPRESSIVE

DESIGN.”

“MAN,

THIS THING  

 IS A BEAST!”

© 2017 Cub Cadet

PRO Z SERIES



How to build  
a retaining wall 

R
etaining walls can add 

beauty to a landscape, 

enhance the value of 

a property and retain 

slopes to create usable, level ground. 

For stability, all retaining walls 

should be constructed with the 

thickness equal to one half of the 

wall’s overall height and should be 

built leaning back toward the slope 

about 2 inches per foot of height.
For walls taller than 2½ feet, the 

use of bonding stones and installa-

tion of a drainage system are neces-

sary for long-term stability. Bonding 

stones stabilize a wall and connect 

it to the slope that’s being retained. 

Drainage is critical, as hydraulic 

pressure can cause a wall to fail. For 

walls of any size, landscape fabric is 

necessary to stop soil from washing 

through the wall, creating erosion 

above and behind it.

Before beginning construction,  

it’s important to calculate the amount 

of materials needed. For stone, deter-

mine the length, width and height of 

the wall in feet. Average the width and 

the height if they are not consistent. 

Multiply the length, width and height  

to get the cubic footage. There are 

about 15 cubic feet in one ton of stone, 

so the next step is to divide the cubic 

footage of your wall by 15 to determine 

the quantity of stone needed in tons.

For landscape fabric, take the height 

of the wall, add 1.5 feet, then multiply 

that igure by the length of the wall to 

attain the square footage needed.

Follow these steps to properly 

install a retaining wall. 

SOURCE: Stone Plus Natural Stone Products  
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STEP 1

Dig a level-bottomed trench wide 
enough for the base stones to fit 
into. Compact the bottom of the 
trench with a hand tamper.

Start the wall’s second layer using 
a staggered pattern. Apply an 
adhesive to the bottom blocks and 
firmly lay the next layer of blocks 
on top. Continue this process until 
the retaining wall reaches your 
preferred height.

STEP 3Ð

STEP 4

Make sure the wall is level. Fold the 
landscape fabric over the top of 
the wall, trimming off any excess. 
Install the cap stones tightly with 
adhesive to hold down and hide the 
landscape fabric. 

Ð

Ð

STEP 2

Lay landscape fabric in the trench. 
Lay the base stones tightly together, 
covering the fabric to hold it in 
place. Ensure the foundation is level 
and stable by using shim stones 
and backfill to fill in voids and level 
individual stones. 

Ð

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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enough 
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1. EXPRESS MULCHER
COMPANY: Express Blower

URL: ExpressBlower.com

The Express Mulcher is a pneumatic 

blower built to apply mulches, 

playground chips, compost and 

other lightweight materials. It 

features the Hallco Live Floor with 

reversing capabilities for bulk 

offloading, a rear mount hydraulic 

hose reel and a polished aluminum 

material box. The Express Mulcher 

will be offered in two models: the SD 

with a 40 cubic yard level load 

capacity box and the EX with a 50 

cubic yard level load capacity box. 

Both can blow up to 60 cubic yards 

of material in an hour. 

2. X TWEEL TURF CASTER
COMPANY: Michelin

URL: MichelinTweel.com

This airless-radial caster tire-wheel 

assembly replaces the standard 

13X6.5X6 front caster tire and wheel 

on zero-turn mowers. Because the 

Michelin X Tweel Turf Caster has no 

air, it cannot go flat and it eliminates 

the need to maintain air pressure. It’s 

constructed with high-strength 

poly-resin spokes that carry the load 

and create suspension-like charac-

teristics for the front of the mower, 

the manufacturer says. 

3. RETRIEVER  
INSECTICIDE 
COMPANY: ArborSystems

URL: ArborSystems.com

ArborSystems' direct-inject chemi-

cal product is designed for use in 

the Wedgle Direct-Inject Tree 

Injection System for application to 

ornamental or nonbearing fruit and 

nut trees. Retriever contains the 

active ingredient acetamiprid and is 

formulated to translocate in the 

tree’s vascular system when 

injected. It controls aphids, caterpil-

lars, scale, Japanese beetles, leaf 

miners, leafhoppers and other pests. 

It’s available in 120 ml and 1000 ml 

Quick-Connect chemical packs. 

LAUNCH PADNEW STUFF

news + how-to’s
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CHECK OUT MORE NEW STUFF ONLINE 
To stay up to date on all the latest landscape 

industry products and services, visit 

LandscapeManagement.net/tag/product-news.

1



©2017 Cummins Inc.

Box 3005, Columbus, IN  47202-3005 U.S.A.

Next-Generation  Reliability  for  the  Next  Generation  of  Owners. You aren’t just buying a pickup truck for 

your business. You’re investing in your family’s future. That’s where having the reliability, durability and low total cost 

of ownership of a diesel engine make all the difference. With Cummins 6.7L Turbo Diesel or 5.0L V8 Turbo Diesel 

powering your pickup, you’re getting the beneit of nearly 100 years of continuous innovation from the diesel

leader, backed by unsurpassed support. See how Cummins can grow your business, at cumminsengines.com, 

or contact our product experts at 1-800-CUMMINS™ (1-800-286-6467).
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SAFETYWATCH

SOURCE: Greenius

Watch and learn
Visit LandscapeManagement.net/SafetyWatch to 

view a video about filling fuel containers, and use it 

as a training tool for your team. 

Fuel container  
filling tips
It’s important to train team members about 

fuel containers—sometimes called gas cans 

or jerry cans—that are typically used in the 

landscape business. They’re often red, and 

will have a “UL” mark designating them as 

safe to use for portable fuel storage.
Some cans will be a different color to denote a 

different fuel. For example, diesel fuel is sometimes 

stored in yellow cans. Remember, fuel cans should 

be marked in some way to distinguish the type of 

fuel in them. 

Here are a few filling tips:

⦁  Remove the filler cap slowly. Pressure builds up 

inside the tank in warm conditions, and pressure 

inside the tank need to be released slowly. 

⦁  Be careful to “ground” the can being filled—simply 

place it on the ground while mixing and filling.  

Otherwise, a static electricity charge can build up 

and possibly ignite 

fumes from the 

fuel. Do not fill the 

can while it’s in 

your hand or on a 

truck or trailer. Trucks with plastic bed liners 

are especially prone to a buildup of static electricity.

⦁  Do not talk on a cell phone while filling. In some 

places this is forbidden at service stations due 

to the possibility of an electrical charge from the 

phone igniting fuel vapors. In any case, you should 

be paying attention while filling equipment, not 

using your cell phone.

⦁  Do not fill equipment in a spot where a spill will 

cause permanent damage: for example, on a lawn 

or on asphalt. Filling on concrete is best.



profit

centers
IDEAS AND 

STRATEGIES 

TO KEEP YOUR 

DIVISIONS IN 

THE BLACK

IRRIGATION+ 

WATER MANAGEMENT

DESIGN/BUILD+

INSTALLATION

MOWING+LANDSCAPE 

MAINTENANCE

TURF+ 

ORNAMENTAL CARE

How to get the most 
out of your landscape 
design software 
investment. 
       PAGE 26<

P
H

O
T
O

: D
U

C
H

E
N

E
 D

E
S

IG
N

 S
O

L
U

T
IO

N
S

TIPS +  
 TRICKS



R
odney Creech always thought 

he would be a farmer. After all, 

his family farm goes back four 

generations. So it was a surprise 

when after college he found 

himself knee deep in the green industry.

“I technically had a lawn care business 

and didn’t even know it,” says Creech, 

owner of Lawn Plus in West Alexandria, 

Ohio. “I was licensed and insured but I 

had no name, no business model—I was 

just working out of the back of my truck.”

With a “love and passion for corn and 

soy beans,” Creech went to Morehead 

State University in Morehead, Ky., to pur-

sue an agronomy degree. One of Creech’s 

professors introduced him to 

turf science courses, dur-

ing which he developed 

a strong interest in turf 

management. After 

receiving a bachelor’s 

degree in agronomy 

and turf science in 1999, 

Creech returned home 

and took a job in agronomy 

sales at a local crop store and 

spent his evenings providing 

lawn care for his clients.

“I fell in love with the industry,” 

Creech says. “Never did I dream I would 

have a lawn care business, but when I got 

home from college I started caring for 

the lawns of my parents, their friends 

and people from church.”

Over time, Creech noticed how many 

people ultimately have bad experiences 

with their lawn care providers, and he 

began to realize that his accidental ca-

reer could turn into something real. He 

launched Lawn Plus in 2005, serving 

about 40 properties, with a mission to 

deliver high-quality service at affordable 

prices. He left the crop store to go full-

time in lawn care in 2007, and his irst 

employee (his dad) joined the company 

that year. By fall 2008 he was hiring 

part-time help. Today the $2.2-million 

company has 32 employees and offers 

85 percent lawn health services and 15 

percent pest control, tree and shrub 

care and athletic ield renovations and 

installations to a 75 percent residential, 

25 percent commercial clientele. 

“Most of the lawns I cared for were 

only receiving three to four applications, 

and I kept hearing from local people 

that their lawn care company was doing 

six to eight applications, calling them 

all the time and showing up when not 

needed,” Creech says. “It came to me that 

many of these people were being taken 

advantage of and spending too much 

money on too many applications from 

large corporate companies.
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An unexpected path
Rodney Creech turned his accidental lawn care business into 
a long-term, sustainable career. BY EMILY SCHAPPACHER

NEWSFEED
AN AERATION HOLIDAY
Ryan Turf named Sept. 

16 “National Aerate 

Your Lawn Day.” The 

“holiday” is a consumer 

awareness campaign 

the manufacturer says 

is an opportunity for 

lawn care professionals 

to educate homeown-

ers on the benefits of 

aeration. Learn more  

at AerateYourLawn 

Today.com. 

AERATOR ATTACHMENT
Exmark introduced a 

spreader attachment 

for its 30-inch stand-

on aerator, enabling 

landscape professionals 

to offer overseeding 

in conjunction with 

aeration programs. The 

spreader attachment is 

capable of carrying up 

to 80 pounds of seed 

and comes standard 

with a hopper cover to 

keep material dry dur-

ing transport.

Continued on page 20

        BUY LOCAL
Lawn Plus  
competes against 
national firms by 
“being better.” 

Rodney Creech



E N H A N C E D  E F F I C I E N C Y  F E R T I L I Z E R S  F O R  L AW N  C A R E

UFLEXX®

Stabilized Nitrogen

Up to 8 weeks

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

A BETTER WAY TO FERTILIZE is a trademark of Koch Agronomic Services, LLC. Koch and the Koch logo are trademarks of Koch Industries, Inc. ©2017 Koch Agronomic Services, LLC. T&O-2017-00022

XCU® 

Slow-Release Fertilizer

Up to 10 weeks

DURATION CR® 

Controlled-Release Fertilizer

Up to 45-180 days

You too can benefi t from

A Better Way To Fertilize.™

Visit KochTurf.com/UFLEXXAdvantages

Sarah Mack of Central Services Co. Inc. in Waukesha, Wisconsin explains how 

applying UFLEXX® stabilized nitrogen gives her company a competitive advantage.

“Before we brought it into our operation, I did some 

research and asked our suppliers what they would 

recommend. They told us about UFLEXX ®.

I noticed an extreme difference when we fi rst 

switched to UFLEXX ®, and now it helps us 

stand out.

Once our customers see how great the lawn 

looks, they are absolutely willing to spend the 

extra dollars.

We use it as a granular product for lawns that 

need a little extra help, or as a liquid product 

for lawns we fertilize routinely.

Because it’s so compatible, we have an 

edge in being able to mix with insecticides, 

herbicides and pre-emergent products.”

 “We trust UFLEXX® to deliver a 

healthy, beautiful lawn and our 

customers love that.”

T H E  P O W E R  T O  M A K E  T H I N G S  G R O W
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“Our goal is for our customers to have 

amazing experiences and to change 

their thoughts about the lawn care in-

dustry,” he adds. “We really challenge 

and embed it in our guys to be better.”

SMART DIVERSIFICATION
Creech is often asked why Lawn Plus 

doesn’t offer landscape maintenance 

services, but he knew from the start that 

he never wanted to mow lawns. He likes 

the knowledge and expertise that comes 

with providing specialized lawn care, 

and he knows that “a 16-year-old with 

a trailer and a mower” will never be his 

competition. Over the years, Creech has 

continued to think strategically about 

the services he offers. For years he had 

considered offering tree and shrub care, 

but knew he just didn’t understand the 

market well enough to dive in with 

conidence. Last year, Creech jumped 

on the opportunity to hire a tree care 

expert with 30 years of experience and 

a large existing client base. He says the 

new division was worth the wait. 

The company’s athletic ield renova-

tion and installation division is another 

relatively new addition. While Lawn 

Plus had serviced athletic ield turf for 

the past 10 years, three years ago the 

company invested in specialized equip-

ment to allow it to do any job pertaining 

to improving the safety or aesthetics of 

athletic ields. Creech says there is very 

little competition in this market and 

believes he has a leg up on the two or 

three local companies that provide ath-

letic ield renovation as their “bread and 

butter.” Lawn Plus focuses on providing 

savings to schools and municipalities 

that maintain their ields under strict 

budgets, and the company recently 

hired a full-time salesperson, a former 

baseball coach, to grow the department. 

To Creech, focusing more seriously on 

the athletic ield market not only made 

sense strategically, but was also an impor-

tant step toward diversiication. As more 

and more state and local governments 

pass laws on pesticide and fertilizer use, 

Creech says restrictions are always in the 

back of his mind. He now knows Lawn 

Plus will have a solid business unit that 

will survive should chemical restrictions 

impact the status quo. 

“I don’t know what the future holds 

in terms of pesticide use,” Creech says. 

“But we wanted to add a service to re-

duce our risk and give us options if one 

day we decide not to go the pesticide 

route anymore.”

REALLOCATING RESPONSIBILITIES
All of Creech’s growth and success did 

not come without challenges. After about 

six years of running multiple businesses, 

he began to feel the burnout that small 

business owners often face. Too many 

long days of acting 

as “accounts pay-

able and receivable, 

collections, techni-

cian, assessments 

– everything,” and 

Creech knew he 

needed help if the 

business was going 

to survive. In 2011 

he hired a family 

friend, Bob Brower, 

as general manager. 

Since then, Creech 

says Brower’s per-

sonality, honesty 

and strong work ethic have taken the 

business to a whole new level.

“I had to give something up and lawn 

care can be stressful,” he says. “But in-

stead I decided to hire the most amazing 

person ever. If you can hire someone 

who cares about the business as much 

as—or even more than—you do, do it.”

This reallocation of the company’s 

day-to-day responsibilities has allowed 

Creech the opportunity to step away 

from the business and focus on other en-

deavors. Following in the footsteps of his 

grandfather, Creech has become active in 

local and regional politics. He served for 

several years as a township trustee and 

is currently a county commissioner in 

Preble County, Ohio. His goal is to serve 

in the Ohio state legislature by 2022.   

“I’ve been bitten by the political bug,” 

Creech says. “The freedom I have from 

Lawn Plus has allowed me to do some-

thing I love.”

Because of his “great team that is 

moving in the same direction,” Creech 

now spends less than two hours a week 

involved with Lawn Plus. But he is still 

passionate about the business and its 

path forward. He describes the company 

as a “well-oiled machine” and cites the 

changing millennial workforce—whose 

members are not as keen as past gen-

erations on working overtime and on 

weekends—as its biggest challenge. It’s 

a challenge, like all the others, the com-

pany is ready to face head-on. 

“Our biggest challenge is the younger 

workforce—they are great, hardworking 

guys but they are not putting in a ton of 

extra hours,” Creech says. “But instead of 

having 25 employees working 60 hours a 

week, we just have more people working 

40 hours a week, which we are OK with.

“We are constantly trying to improve 

and learn and adapt,” Creech adds. “Re-

ally, the hard work is done—we have 

everything in place. We’re just going to 

keep doing what we’re doing and im-

prove upon it.” 

Schappacher is a freelance writer based in Cleveland.

Continued from page 18
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DIVERSIFY 
Seeding, 

renovation 
and athletic 

fields are just 
a few ways 

Lawn Plus has 
branched out.



1. Identify problem weeds.
Don’t waste time and money trying to 

control the wrong weeds. It’s important 

to know your offenders ahead of time. 

Here are some weeds you can target 

with a fall application: 

• Winter annuals, including chickweed, 

henbit and speedwell. They germinate in 

late summer and fall, survive through the

winter and produce seed in the spring.

• Perennial weeds, such as dandelion, 

white clover and broadleaf plantain. 

They live for more than two years and 

reproduce by seed and the spread 

of vegetative parts. It is best to use 

systemic herbicides as they control 

the plant — roots and all.

2. Note weed hot spots.
Identify the places where you’ve had 

diffi culties in the past. These weak spots 

will indicate when you should start your

broadleaf weed control program in the fall.

3. Select the proper herbicide.
If you make your application prior to 

germination, you’ll want to use a 

preemergence herbicide, such as

Dimension® or Gallery® specialty

herbicides. Gallery prevents broadleaf 

weeds that germinate in the fall, 

winter and spring. Dimension controls 

crabgrass and other grassy weeds. In 

the North, lawn care operators can make 

preemergence applications as early as 

Labor Day. In warmer climates, they can 

apply as late as October.

If you are targeting perennials or 

weeds that have already germinated, 

try Defendor® specialty herbicide, a 

postemergence herbicide that works at

preemergence timing. When applied in 

late fall or early spring, it will eliminate 

plant growth and prevent bloom. 

4. Determine application timing. 
This step gives you your application 

window for the most effective control. 

Preemergence herbicides should 

be applied two weeks prior to weed 

seed germination. If you are using a 

postemergence herbicide, such as

Defendor, you can make applications 

into late November.

Get a jump-start on your busy season 
and begin your weed control program 
this fall. For more tips on how to reduce 
callbacks and grow your business, visit 
PanoramaProvesIt.com. 

ADVERTORIAL

FOUR STEPS 
TO COMBAT 
SPRING 
WEEDS NOW

®Trademark of The Dow Chemical Company (“Dow”) or an affi liated company of Dow. State restrictions on 

the sale and use of Defendor and Dimension specialty herbicide products apply. Consult the label before 
purchase or use for full details. Always read and follow label directions.

©2017 Dow AgroSciences LLC   T14-000-003 (09/17) BR   DATOTURF7068

DANDELION, A PERENNIAL,
OVERWINTERS IN THE TURF.

HENBIT IS A COMMON
WINTER ANNUAL.

WHITE CLOVER, A PERENNIAL,
THRIVES IN COOL TEMPERATURES.

Did you know that fall is the perfect time to treat for spring weeds? Summer 
herbicide applications have likely burned down top growth, but weeds will reappear 

once air and soil temperatures start to drop. With warm days and cool nights, weeds 
begin to store energy and send it to the crown and roots — and the herbicide moves 
with it, making it an ideal time for application. Many annuals and perennials will be 
present in the turf during this time, giving you the perfect opportunity to attack a broad 
spectrum of weeds. Follow these handy steps to create a fall weed control plan:
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MOWING+LANDSCAPE MAINTENANCE

A
s you plan the future of your 

landscape management busi-

ness, it’s important to recognize 

that crew size drives profit-

ability. If your crews are too 

big, you don’t make money; if they’re too 

small you don’t make money. 

Setting up your crews for the right size 

inluences how proitable you 

are, but establishing the 

crew numbers to ensure 

you’re operating at peak 

eficiency is a complex 

thing. For starters, you 

must calculate how 

much revenue you need 

per person to cover all your 

overheads and make the proit 

you want. To get to that num-

ber, you need to factor in four variables. 

1. Equipment. The amount of 

equipment you have on the truck dic-

tates how much revenue that equipment 

must produce to cover its own cost, and 

it also governs crew numbers. 

For example, if you have a three-

quarter-ton truck and a two-axle, 18-

foot trailer with three mowers on it, this 

equipment is ixed overhead you have to 

pay for no matter what. So, depending 

on what your inancials look like, you 

need to produce X dollars of volume to 

pay for that equipment. To produce that 

volume, you need X number of people 

in that truck.

Now, here’s a key point on the subject 

of equipment expenses as well as other 

business costs: You cannot charge the 

customer for ineficiencies. 

Think about it this way: Say you 

just started out and bought a 48-inch 

mower, which will only cut grass so 

fast. Then you go out to price a job that 

really requires a 72-inch mower, which 

is 33 percent more productive than a 

48-inch mower. 

You must bid the job based on that 

72-inch mower, because your competi-

tion certainly will. 

Then, if you win the job, you must de-

cide whether you want to buy the 72-inch 

mower, and if you do, you need to start 

looking for work that its that size mower. 

It all comes down to having the right 

equipment for the jobs, and the right 

jobs for your equipment.  

2. Route density. The distance 

between your job sites also plays a role 

in crew size. The farther apart the prop-

erties are, the fewer crew members you 

want in the truck, because you’re pay-

ing each of those people for travel time, 

and you don’t want to pay for any more 

unproductive time than you need to.

3. Property/job size. If you have 

small jobs, you can’t send a ive-man 

crew to do them, because all their bud-

geted hours get sucked up by travel time. 

Mike Fitzpatrick

Continued on page 24

NEWSFEED
ROBOMOW JOINS MTD
F. Robotics Acquisi-

tions, the makers of 

Robomow, is now a 

subsidiary of MTD 

Products, parent  

company of Cub Cadet. 

The transaction closed 

July 2. Robomow’s 

operations will remain 

headquartered in Israel. 

Financial details of the 

transaction were not 

disclosed.

BRIGGS EXPANDS MOWER OPS
Briggs & Stratton Corp. 

will move produc-

tion from its facility 

in Munnsville, N.Y., to 

neighboring Sherrill, 

N.Y., to expand capacity. 

The Munnsville facility 

produces commercial 

zero-turn mowers 

under the Ferris and 

Snapper Pro brands 

and consumer zero-

turn mowers under its 

Simplicity and Snapper 

brands. Some produc-

tion will begin in the 

spring, and it will be 

fully operational in 2019.

One size doesn’t fit all
Follow these guidelines 

from U.S. Lawns to help 

determine your ideal 

maintenance crew size.

BY MIKE FITZPATRICK 

SIZE MATTERS 
Mower size is one 
factor contractors 
should consider 
when determining 
crew numbers. 



NOW IT’S 

YOUR TURN

1.888.922.TURF   |   www.jacobsen.com

To Cut with Jacobsen® Quality and Prestige

InCommand™ Console 
Key-less ignition, SoftStart 
clutch engagement, and more

Parker® HT Transmission 
Super smooth steering and 
1,000 hour oil change intervals

PerfectTension™ 
Optimal belt tension to 
increase belt life expectancy

Suspension Seat 
Full suspension seat for 
ultimate comfort all day

48-, 54-, 60-in Decks 
7 gauge welded deck with deep 
deck design for more volume

NEW ZT600™

48-, 54-, 60 in width-of-cut

The new ZT600™ zero-turn mower offers Jacobsen® cut quality trusted 
at prestigious greens spaces like Pebble Beach and the White House.

AFNAF  Contract F41999-10-D-0007

U.S. General Services Administration 
Contract GS-07F-0013M (utility vehicles)
Contract GS-06F-0042K (turf equipment)

Contract 070313

©2017 Textron Specialized Vehicles Inc. All rights reserved.
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On the lip side, if you’re serving a 

bigger job site, ive crew members may 

be perfect. You can get the whole job 

done in one day, so you’re not paying the 

extra hours and a second day’s worth of 

travel time for the crew to go back and 

inish the work.

4. Customer expectations. Know-

ing your clients’ expectations is another 

critical element. If you have a property 

that you could send 10 guys in and be 

inished in a day, but your customer 

expects to see your crew there every 

day, that’s a whole different dynamic. 

In this situation, it would be better 

to set up an onsite caretaker and just 

have the mow crew come through and 

spend a few days cutting the grass. 

That way you can be efficient with 

your equipment (it’s not just sitting on 

the job site all week) and you’re still 

meeting the customer’s need to have 

you there every day.

Or how about a scenario where 

you’re running three-man crews, but 

you take on a big job where you’re ex-

pected to arrive on the job site and do 

all the work in a day. You must send a 

bigger crew to make that happen, so 

be prepared.

WHAT TYPE OF WORK  
SHOULD YOU BE SELLING?
When you’re irst starting out, the jobs 

you bring on will automatically dictate 

your crew numbers, but as your busi-

ness matures you’ll ind that your targets 

start to shift. 

Just be aware. If your average crew 

is three people, don’t take on a bunch of 

postage-stamp jobs that only need one 

or two guys to get the work done. You’ll 

have too many people on the property 

(not to mention that you’ll be paying 

for ever-ineficient travel time). On the 

other hand, you know you have that 

three-man crew, so don’t target custom-

ers with big properties that need to be 

inished in one day. 

If you’re running all ive-man crews, 

look for jobs where you can park that 

truck all day and all ive of those guys 

can stay busy and not have to travel 

anywhere else.

Or, your goal may be to have several 

different sized crews so you can serve a 

variety of customers.

The most important point here is be 

selective about what type of work you take 

on and target work that its your model. 

In the end, it’s all a matter of under-

standing how to balance route density, 

travel costs, equipment expenses, prop-

erty sizes and customer expectations. 

This is U.S. Lawns’ proven formula to 

determine more eficient crew numbers 

and ultimately, achieve higher proitabil-

ity. It can work for your business, too. 

Fitzpatrick is vice president of U.S. Lawns, an Orlando, Fla.-
based commercial landscape maintenance franchise system. 

Continued from page 22

profit centers

MOWING+LANDSCAPE MAINTENANCE

P
H

O
T
O

: U
.S

. L
A

W
N

S

OPTICS 
Contractors 
should consider 
client expecta-
tions about crew 
sizes and service 
frequency. 

844-720-4CAT
offers@clevelandbrothers.com
Offer valid from July 1 to December 31, 2017 on Towmaster T-14D 16” large drop deck trailer. 
Upgrades hold no cash value. See your local Cleveland Brothers representative for complete details. 
Campaign ID: 00001114

www.ClevelandBrothers.com

LOAD UP AND GET TO WORK WITH A NEW 

TOWMASTER
®

 TRAILER

$7,894 WITH FREE
UPGRADES

• Tool box lid

• Two additional
D-Ring tie-downs

• PA State inspection

Compliment your new machine with a Towmaster T-14D 16’ large drop-deck trailer



Call 800-242-5562 
    Quali-Pro.com

Innovation you can apply.

Quali-Pro is a registered trademark of the Adama Group Company. Contact your local distributor or Quali-Pro representative for more information. 

This product may not be registered in all states, please check the Quali-Pro website or the state’s department of agriculture for registration information.

Fahrenheit™

Dicamba + MSM    Fast acting, broad-spectrum weed control

Put weeds 
in their place. . .Fast
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T
o Patrick DuChene, choosing the 

right landscape design software 

program is only half the battle.

“The software is important, 

but it’s more about how you 

use it,” he says. 

Landscape design software can be a 

costly investment, so it’s important for 

contractors to make sure they’re using 

it to its full capabilities. 

Here, three landscape design profes-

sionals offer advice for getting the most 

out of your landscape design 

software program of choice. 

DO YOUR RESEARCH 
DuChene, owner of 

DuChene Design So-

lutions in Somerville, 

N.J., began using Dy-

naScape Design & Busi-

ness Management Software 

in 2003. He has since become 

an expert on the product and works with 

DynaScape to offer in-person and online 

training courses. He also helps demo 

the software in the DynaScape booth 

at green industry trade shows. DuCh-

ene provides designs and 3D modeling 

to landscape contractors who serve a 

primarily residential clientele. 

DuChene’s first piece of advice is 

for contractors to decide what exactly 

they want the software to do and what 

feature will have the biggest impact on 

their design process, and then identify 

programs that specialize in that feature. 

At the same time, he advises contrac-

tors not to buy a program with too many 

extra bells and whistles they will never 

use. Too many features will drive up the 

cost and will make the program more 

dificult to learn. 

Because each program’s design 

elements differ, it’s also important for 

contractors to make sure the program 

represents them graphically and the 

look of the inished design will impress 

their clients.  

“You want to igure out what function 

you want the software to do for you and 

then ind the program that does that the 

best,” DuChene says. “Once you do that, 

you really need to discipline yourself to 

learn the function and the software.”

DuChene says he’s always surprised 

by the number of contractors who invest 

in landscape design software but then 

don’t take the time to master the pro-

gram. He adds that there are a number 

of different avenues contractors can take 

to learn the software, including videos 

and webinars. Most software providers 

also will hold onsite training events for 

Continued on page 28
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Design software to-do’s
Landscape professionals 

offer tips and tricks for 

getting the most out of 

design software.
BY EMILY SCHAPPACHER

NEWSFEED
CASE ADDS EXCAVATOR 
Case Construction 

Equipment added the 

CX145D SR minimum-

swing radius excavator 

to its D Series lineup. 

The CX145D SR was 

designed to provide 

ample digging and 

lifting power in a small 

footprint. It has an 

operating weight of 

32,100 pounds and a 

102 hp Tier 4 Final en-

gine, as well as bucket 

digging forces up to 

21,400-foot-pounds, 

Case says. 

UNDERCARRIAGE UPGRADE
Bobcat Co. introduced 

a new compact track 

loader 5-Link torsion 

suspension undercar-

riage. M2-Series T870 

compact track loaders 

are the first loaders 

manufac-

tured with 

the new un-

dercarriage.

Patrick DuChene

TASK ORIENTED 
Design experts  
recommend land-
scape companies 
choose software 
by first considering 
what jobs they need 
their program to do.



VISIT US INDOORS AT BOOTH 52160.

Get your chance to operate the most productive fl eet in landscaping. 

Check out the Bobcat displays at GIE+EXPO, and get behind the 

controls of a NEW R-Series compact excavator, a T870 compact track 

loader with the NEW 5-Link torsion suspension undercarriage, or a 

powerful Bobcat® mini track loader.

DEMO THESE THREE MACHINES – OUTSIDE AT BOOTH 7701-D.

OUTDOOR BOOTH

7701-D
INDOOR BOOTH

52160

TRY THE LATEST BOBCAT
EQUIPMENT AT GIE+EXPO.

MT85 MINI TRACK LOADER

E35 COMPACT EXCAVATOR T870 COMPACT TRACK LOADER

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.
©2017 Bobcat Company. All rights reserved. | 57167



LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 201728

users who would beneit from face-to-

face instruction. 

“Once people get into the program 

and they start to realize how much time 

it saves them, it becomes addicting,” says 

DuChene. “They don’t want to go back.”

DuChene also advises contractors 

to look for landscape design software 

that can execute multiple tasks within 

the same program. He says one of Dy-

naScape’s biggest selling points is that 

it integrates landscape design, estimat-

ing and job costing into one program. 

“A lot of contractors are designing in 

one program, calculating estimates in 

another, like Microsoft Excel, and then 

typing up the estimate in yet another 

program, such as Microsoft Word. It 

gets very disconnected and ineficient,” 

he says. “The more you can stay in one 

pipeline, the better.”

PRACTICE, PRACTICE, PRACTICE
Ken Henriksen, president of Three Broth-

ers Property Service in Farmington, 

Conn., says his company investigated 

different landscape design programs by 

watching YouTube videos and began us-

ing Pro Landscape Design Software last 

year. Before that, the company had done 

all of its designs by hand. Henriksen says 

the decision to switch to a software 

program was driven by the 

need to have better visu-

als to present to clients. 

Since using Pro Land-

scape, the company’s 

job closure rate has 

increased from 30 per-

cent to between 50 and 

60 percent. Three Brothers 

Property Service provides 

60 percent maintenance and 

40 percent design/build services to an 

80 percent commercial, 20 percent 

residential clientele. 

“We needed to get into the new pro-

gram because customers love to see 

visual things and it’s an easier sell,” 

Henriksen says. 

For contractors who are new to 

landscape design software, Hen-

riksen advises them to “practice, 

practice, practice.” Designers at 

Three Brothers Property Ser-

vice learned the program using 

photos of their own homes and 

landscapes before using it on 

client projects. They also used training 

videos provided by the vendor. 

Henriksen also suggests getting a 

program that helps contractors better 

communicate with their clients. He es-

pecially likes Pro Landscape’s proposal 

builder feature that includes the names, 

prices and care instructions for each plant 

included in the design. The ability to use 

a photo of the client’s house and to add 

and take out elements gives customers 

a clear, detailed image that helps them 

visualize the inal outcome.

“We wanted to be able to communi-

cate on the customer’s level through what 

they see,” Henriksen says. “Maybe they 

see a lower on the DIY Network and now 

we can say to them, ‘This would look good 

here,’ or, with the click of the mouse, ‘Here 

are some different options.’ The proposal 

builder helps on the sales end by giving 

the customer a lot of information.”

ALWAYS UPDATE
Amber Kurian, co-owner of Green In-

spirations Landscaping in Whitemouth, 

Manitoba, Canada, has used Realtime 

Landscaping Architect software for the 

past six years. She says the company 

primarily uses Mac computers but, after 

doing some research, she found only two 

Mac-compatible landscape design pro-

grams, both of which had poor reviews. 

They purchased a PC speciically to use 

their new landscape design software 

program. Green Inspirations Landscap-

ing provides 60 percent design/build, 25 

percent maintenance and lawn care, 7.5 

percent tree removal and 7.5 percent snow 

removal services. The company offers 

its design/build services to a 95 percent 

residential, 5 percent commercial clien-

tele, and its lawn maintenance and care 

services to a 60 per-

cent residential, 40 

percent commer-

cial clientele. 

“We went with this one because it had 

good reviews and was as close to a profes-

sional product that we could get without 

using AutoCAD,” says Kurian, who does 

most of the company’s designs. 

Kurian recommends contractors 

take advantage of the program’s annual 

updates provided by the manufacturer, 

which, for the Realtime program, cost 

$100 per year. These updates ensure 

they’re always working with the most re-

cent version of the program and they don’t 

miss out on new functions and features. 

For example, this year the manufacturer 

provided an update that made it easier 

to design on properties with grades and 

slopes, something Kurian says was dif-

icult to do in the past. The upgrade pro-

vides more points to allow the designer to 

make the grade or slope look smoother. 

“There aren’t always new features, 

but there are usually new ways of doing 

things,” Kurian says. “They also add more 

objects you can put into the landscape, 

such as new trees or new paving stones.”

Simplicity also was an important 

feature for Kurian when selecting land-

scape design software. She didn’t want 

something that would take hours to ig-

ure out how to use, and she also wanted 

something that would provide quick 

solutions for their clients.

“If you want to put together some-

thing quickly for a client, it has to come 

together quickly,” she says. “You can’t be 

sitting around on the computer while 

your client is waiting.” 

Schappacher is a freelance writer based in Cleveland.

Continued from page 26
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Ken Henriksen

Ð

       QUICK FIX 
Finding an easy-
to-learn program is 
important for some 
design teams.



Progressive Casualty Ins. Co. & affiliates. Business insurance may be placed through Progressive Specialty Insurance Agency, Inc. with select insurers, which are not affiliated with Progressive,  
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.



L
andscape design software has 

proven to be a valuable tool for 

contractors, giving them a way to 

show clients what their projects 

will look like once installed.  

But with irrigation design programs, 

it’s more about the calculations, parts, 

water flow, pipe layouts and sched-

ules than showing aesthetic value. To 

better manage all the components of 

an irrigation design/install 

project, many landscape 

contractors are turning 

to irrigation software.

The irrigation soft-

ware products are 

adapting to better meet 

contractors’ needs with 

new features, as these pro-

fessionals as explain.

WHAT LANDSCAPERS ARE USING
The type of irrigation design/install 

software landscape contractors opt for 

mostly depends on the size and scope 

of their projects and if it’s going to help 

them streamline the design process.

Matthew Copp, PLA, ASLA — prin-

cipal-in-charge of MRC Landscape 

Architecture — says he turned to irriga-

tion software to become more eficient 

with his projects.

Located in Oxford, Miss., his com-

pany is a full-service land planning and 

landscape architecture irm that offers 

design services for drainage, planting, 

irrigation, hardscape, outdoor living, rec-

reational and public spaces. It provides 

design services for commercial, public 

and residential properties and has an 

annual revenue of less than $250,000.

“Even though we had integrated our 

own symbols and styles into standard 

CAD programs over a decade’s time, we 

realized that our process or system for 

landscape and irrigation design was be-

coming very ineficient,” Copp says. “Mak-

ing revisions to a plan were taking as long 

or longer than the original design.”

They looked at numerous software 

options and talked with other profes-

sionals, eventually choosing Irrigation 

F/X from Land F/X, mainly because 

of its functionality and user support.

“The software utilizes ‘projects,’ and 

the user inputs information and pref-

erences into a given ‘project’ and that 

information is used as a base for all the 

work generated on a speciic design or 

project,” Copp says.

It also allows users to input project-

speciic data that helps with pipe, valve 

and pump sizing, he says. There are 

ways for contractors to generate sched-

ules for materials, water usage and 

watering, and they can all be exported 

to spreadsheets, Copp says.

“If changes need to be made to a 

design for whatever reason, the user 

can very efficiently make revisions 

and—with a few clicks of a mouse on 

the irrigation toolbars—regenerate new 

irrigation schedules,” Copp says.

Gus Wesson, a licensed landscape 

architect, certiied arborist and director 

of leisure services for the city of Gulf-

port, Miss., also has used Irrigation F/X, 

along with AutoCAD as a base program.

IRRIGATION+WATER MANAGEMENT

profit centers

What’s new with 

irrigation design 

software and how 

contractors are using it. 

BY LAUREN DOWDLE

RIGHT TOOLS 
Like other irrigation 

components, soft-
ware won’t solve all 
your problems. It’s 

only one tool.

FRANCHISES AVAILABLE
Conserva Irrigation is 

accepting potential 

franchise candidates. 

Russ Jundt founded the 

Richmond, Va.-based 

company in 2010. The 

company is seeking 

single- and multiunit 

operators with a range 

of experience levels, as 

well as those looking for 

add-on or conversion 

business opportunities. 

Potential franchisees 

should be willing to in-

vest between $43,550 

and $80,250.

IRRIGATION SCHOOL
The Irrigation Asso-

ciation launched an 

elementary school  

lesson plan. Focusing 

on grades three through 

five, the curriculum 

shares the benefits and 

history of irrigation,  

including agriculture 

and landscape. The 

program was rolled out 

to more than 10,000 

schools in four states: 

California, Florida, Texas 

and Nebraska.

NEWSFEED
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Streaming 
services

Matthew Copp
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“AutoCAD was the only program I 

used personally to complete construction 

drawings, so it was just an easy move to 

continue working in that program for 

irrigation,” Wesson says. “Irrigation F/X 

automates the irrigation design smoothly 

in AutoCAD once you have everything 

integrated and set up correctly.”

He says he never truly invested in 

Irrigation F/X because the majority of 

his work didn’t involve irrigation, so 

he mainly used AutoCAD to produce 

drawings. 

“This just requires more in-the-ield 

knowledge of irrigation instead of trust-

ing in a preset program,” Wesson says.

While there are lower-cost software op-

tions, Wesson says he doesn’t feel like those 

are as accurate — although they might be 

ine for designing smaller systems.

“There are other options available 

that are more economical and probably 

a bit easier to learn,” Wesson says. “How-

ever, I would only recommend these for 

small designs that the contractor would 

personally be using for cost estimating 

and if they were installing it in-house.”

He recommends investing in an 

AutoCAD-based software for any 

designs that are going to be included 

in construction documents for bid or 

were consistently large in scale.

“But the key is to remember that 

software is only a tool, so the user must 

have the knowledge base to create the 

proper design,” Wesson adds.

FINDING THE RIGHT SOFTWARE
Just like any other computer-based pro-

gram, it’s important to ind irrigation 

design software that’s regularly updated 

to meet hardware and user requirements.

Copp notes Irrigation F/X’s updates 

and modifications—like user com-

mands, symbols and schedules—are 

based off of user input.

Other design options like DynaScape 

Design also see a steady low of updates. 

DynaScape has an irrigation layout and 

design component and includes tools to 

calculate length of pipe, count parts and 

a way to export parts lists to MS Word 

or Excel. Users with DynaScape Design 

and Manage360 can transfer their irriga-

tion plans to their cost-based estimate to 

streamline the process.

DynaScape recently has added the 

ability to create takeoffs, material lists 

and purchase orders to its software, 

says Joe Salemi, DynaScape product 

marketing manager. The software has 

some new irrigation symbols, as well.

There’s no one-size-its-all answer for 

which irrigation design software is best 

for a given contractor. It comes down to 

what they want to use the software for, 

desired features, their budgets and if the 

product will grow with them in the future.

“Are they needing something simple 

to help with basic system calculations 

for design/build, or are they wanting a 

program that will do a complete set of 

plans that can be used for hard bids?” 

Copp says. “It may be better to invest in 

a software that is more than what they 

currently need and grow into the pro-

gram rather than outgrow the program.”

Another consideration is the soft-

ware’s system requirements and if the 

contractor’s computer has adequate 

hardware to smoothly run the program, 

Copp adds.

Deciding which features and capa-

bilities are must-haves is also important 

when narrowing down the search for 

software—and Salemi says the most 

important thing to conirm is that the 

software can easily count all the irriga-

tion parts. That allows users to quickly 

produce a material list for estimating 

and ordering, helping to streamline 

the process.

But no matter the software product, 

irrigation design/install software is a 

way to make companies more eficient 

in something they’re already doing.

“What we need to remember is that 

the software is just a tool,” Salemi says. 

“While there are best practices and tech-

nical expertise built in, the tool relies on 

the designer to create the most effective 

irrigation system for the client.” 

Dowdle is a freelance writer based in Nashville.

Continued from page 30
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The key is to remember 

that software is only a tool, 

so the user must have the 

knowledge base to create 

the proper design.

—GUS WESSON 

“
“

        PLAN IT 
Symbols and parts 
lists are a software 
consideration. 

Ð
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How an employee handbook can make your life easier  
and improve productivity. BY PHILLIP M. PERRY

A helping  
Hand(book) 
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W
hat commonly 

neglected business 

tool can help your 

workplace run more 

smoothly, orient new 

employees quickly 

and reduce your risk of costly legal 

battles? If you guessed “the employee 

handbook,” you’re right. Too often 

given short shrift, this vital document 

can play a vital role by communicat-

ing workplace policies and employee 

responsibilities. The result can be a 

more productive organization and a 

more proitable business.

“Employee handbooks are 

extremely important for businesses 

of all sizes,” says James Potts, CEO 

of the Pasadena, Ca.,-based human 

resources consulting irm Potts & 

Associates. “They can help everyone 

work more eficiently.”

The same handbooks that help  

veteran workers understand your 

business policies can be especially 

valuable for recruits. 

“Giving your handbook to selected 

applicants can be beneicial in land-

ing the best employees,” says Rich-

ard Avdoian, an employee develop-

ment consultant in St. Louis. “Many 

times the ideal candidate has multiple 

offers, and your handbook can tip the 

balance in your favor by communicat-

ing the beneits of joining your team.”

The employee handbook, along 

with the job description, can set the 

framework for inducting new people 

into your business, adds Avdoian. “It 

communicates the company mission, 

states expectations and outlines ben-

eits. And it sets the tone for a coop-

erative ‘we’ culture.” 

Once aboard, the new employee 

should receive a handbook as part of 

a thoughtful orientation. 

“The new employee should be 

given a tour of departments and be 

introduced to their managers,” says 

Avdoian. “This communicates the idea 

that each individual is part of a larger 

organization and is equally important 

in the success of the company.”

There’s one more beneit of a well-

written handbook: reduced legal risk. 

Suppose, for example, one of your 

customers is harmed by an employee 

impaired by alcohol or drugs. Having 

a record of an anti-drug policy can 

help mitigate liability. 

“When you get sued, the irst ques-

tion an attorney will ask is ‘did you 

have a policy covering this?’” says Bob 

Gregg, co-chair of the employment 

practice law group at Boardman & 

Clark, based in Madison, Wis.

At small irms, where supervisors 

have limited time to communicate all 

the vital information employees need, 

handbooks can help ill the gap. At the 

same time, they communicate a valu-

able business image. “Like a website, 

an employee handbook is an expected 

part of today’s business operation,” 

says Avdoian. “It tells everyone you are 

serious about your organization.”
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Continued on page 37

WHAT GOES IN THE EMPLOYEE HANDBOOK?
employee handbook policies will be as varied as businesses themselves.  

You should consult with your attorney to understand what should (and should 

not) be included. Here are some questions that handbooks often answer:

⦁ What is your policy on sick leave and vacation? On attendance and tardiness?

⦁ may employees drink alcohol at lunch? Will you be testing for drug use?

⦁ Will the employer be inspecting desks, email and voicemail messages?

⦁ What insurance and other beneits will employees enjoy?

⦁ How can employees ask for pay corrections related to overtime?

In addition to the above, many handbooks clearly lay out policies prohibit-

ing workplace harassment, as well as the gathering of any genetic or family 

medical information.



Developing a 
handbook is an 

ongoing process, 
says Jay Long, 

vice president of 
human resources 

for Ruppert 
Landscape.
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Turf is your canvas and every landscape is a masterpiece. It takes uncommon 

skill, premium equipment and one brand of engine: Kawasaki. Nothing else 

gives you the tight precision, efficient power and final results to impress 

your most demanding critic: yourself. www.kawasakienginesusa.com



Chris Parsons (right) runs Parsons 
Grounds Maintenance in Akron, 
Ohio, with his brother, Greg Parsons 
(center), and his wife, Tammy Parsons 
(left). All three are veterans of the  
U.S. Marine Corps. 

How did you get involved with 

GreenCare for Troops?

When I irst retired from the military I 
did volunteer work with an organization 
called Team Rubicon, which does 
disaster relief. Starting the business, I 
didn’t have the time anymore to deploy 
for a few weeks at a time to disaster 
zones, so I thought, is there any way 
the company could volunteer? I did a 
web search and Project EverGreen’s 
GreenCare for Troops quickly popped 
up. This is our second year. 
We have two (accounts) 
currently. I’ve done both 
plowing and mowing.  

Why volunteer?

It was ingrained in me 
growing up that volunteering 
is a civic duty—whether it’s volunteering 
at a soup kitchen or donating landscape 
services for those in need.

How do you make it work?

I really don’t worry about the cost at 
all. It’s worth it in the end no matter 
what the cost is. I offer to take care 
of properties within our work area. If 
we’re going to be working in those 
neighborhoods, I might as well swing 
through and spend some time helping 
these veterans. 

➜ Read more at  

KawasakiEnginesUSA.com/Power-Of-One

ADVERTORIAL

COVER THESE TOPICS
The employee handbook is not a “one 

size its all” affair. Every organiza-

tion has its own requirements, and 

only your attorney can tell you what 

you should include (and omit) to be in 

compliance with the law. Neverthe-

less, there are some topics common 

to many handbooks. For a rundown, 

see the sidebar, “What goes in the 

employee handbook?” on page 34.

Here are some remarks about the 

more sensitive topics:

⦁ Email. Even if allowed to use per-

sonal devices for business purposes, 

employees have no right to privacy 

regarding any business emails that 

go through those devices, or any 

personal emails that go through the 

business system. 

“Your policy should state that  

your business owns all emails that go 

Continued from page 34

Tom Pilon
Owner
Perfect Earth Landscape
Louisville, Ky.

LM: What’s your approach to an employee handbook?

TP: Our employee handbook is not just a one-time use 

document that’s handed out to each employee upon hiring. It has been 

very helpful throughout the seasons when an issue comes up. We have kept 

it detailed, simple and clear—without being a micromanaged procedure 

manual. It mainly serves as a reference guide for us and our employees, so 

everyone is one the same page. Written documentation is important and 

each new hire is given an updated handbook to review and sign. On the first 

page we say, “The guidelines presented in this handbook are not intended  

to be a substitute for sound management, judgment and discretion.”

LM: What topics do you include?

TP: It covers many different topics, including our company philosophy, 

compensation, standards and expectations, benefits and more.

LM: How and when it is distributed? How often is it updated?

TP: It’s distributed to a potential new hire at the first interview, in person.  

We go over it briefly and I highlight some of the more important parts (safety, 

attendance, pay periods, personal conduct, paid holidays and time-off poli-

cies). They must return the final page—signed—and they keep the handbook. 

I update the handbook about two or three times a year, as issues come up 

or I think of something to add. For example, I’ve added a stricter “no show, no 

call” policy. Next up, I plan on creating a more structured bonus policy, as well.

LM: What advice do you have for other companies implementing a handbook?

TP: Definitely have one! It sets a professional tone. 

Refer to it. As an owner, check in on the document and refresh yourself,  

so you don’t get caught off-guard on your own policy. This recently happened 

to us this summer with regard to paid vacation. The handbook helped to 

smooth things out. 

Touch on workplace safety, for sure, but have a separate safety program 

in place. 

Be specific with workday policies, such as smoking, start times, shop 

rules and cell phone usage.

Don’t focus too much on punishment. Outline the rules and reinforce 

kindly when issues come up. —Marisa Palmieri

Handbook  

Q&A
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over your business system, even 

personal ones,” says Gregg. 

“Employees should not use the 

system for anything they do not 

want company management 

to see. They should also be 

informed that even if they hit 

the delete key the emails will be 

retained on the company hard 

drive or in the cloud.” 

⦁ Overtime. The 2004 revisions 

to the Fair Labor Standards Act 

created a “safe harbor” from 

liability for unpaid overtime 

when employers have adequate 

policies granting employees the 

opportunity to request wage 

corrections. “If you do not have 

such a policy employees can sue 

you for unpaid overtime with-

out telling you irst,” says Gregg. 

“On the other hand, if you have 

a clear, correctly worded policy, 

you can win the case.”

⦁  Privacy statement. 

“Include a statement of your 

right to inspect comput-

ers, desks, and telephones,” 

advises Gregg. “If you don’t 

have it you can be sued for 

invasion of privacy for looking 

through what you considered 

company property.”

⦁ Compliance with the 

Genetic Information Non-

discrimination Act (GINA). 

State that your business will 

not collect any genetic or fam-

ily medical history informa-

tion from employees. This will 

give your organization a “safe 

harbor” against a lawsuit for 

discrimination based on such 

knowledge.  

“You should also tell medical 

providers you do not want infor-

mation about your employee’s 

family medical history,” says 

Gregg. When communicating 

with your business about medi-

cal topics, the providers should 

use general language. For exam-

ple, the physician might state 

“Mary has a serious medical 

condition” rather than “Mary is 

absent for a heart condition that 

is common to her family.”

WHAT TO OMIT
Handbooks can be a two-

edged sword. While they can 

help protect you from charges 

of discrimination or other ille-

gal personnel acts, they can 

also create legal problems of 

their own. “Handbooks can be 

dangerous if you don’t know 

what you are doing,” Gregg 

says. He gives one example: 

Including poorly written 

statements in your handbook 

can affect the “employment at 

will” status normally enjoyed 

by businesses. “It’s easy to fall 

into the trap of creating a  

contract of employment.” 

For example, you may be 

tempted to include morale-

boosting statements such as 

“You will always be treated 

fairly here” or “We know you 

will enjoy your long-term 

employment” or “Our policy is 

to promote from within.” These 

can end up coming back to 

haunt you later when a disgrun-

tled worker sues for a perceived 

violation of promises that he or 

she considers contractual.

There’s more. “Avoid fall-

ing into the trap of including 

policies that are not required 

by law,” says Gregg. “Suppose, 

for example, your business has 

only 30 employees. You are not 

required to comply with the 

Federal Family and Medical 

Leave Act (FMLA), which only 

applies to businesses with 50 

or more employees. Including 

a page about compliance with 

the FMLA can create a condi-

tion in which you are covered 

by that law even if you nor-

mally would not be.”

Continued on page 40

Jay Long
Vice president of  
human resources
Ruppert Landscape

Laytonsville, Md.

LM: What’s your approach to handbooks?

JL: Developing our policies and procedures and 

getting them down in an official handbook has 

been, and continues to be, an ongoing process. 

The first few years we were in business we were 

focused on the basics of our everyday business—

keeping customers and employees onboard, 

trying to succeed and be profitable—so it was 

only after we started to achieve a certain level 

of success and started branching out that the 

idea of writing things down occurred to us. Our 

handbook has developed into a tool to provide 

our employees with the information they need to 

be successful and to provide our company with  

a consistent approach to the business.

LM: What topics do you include?

JL: Our employee handbook contains our 

mission and values—the philosophies by which 

we run the business. Beyond that, it helps 

communicate our benefits (insurance, time 

off, 401(k), etc.) and expectations (reporting 

times, safety, uniforms, etc.) 

LM: How and when it is distributed?  

How often is it updated?

JL: Every new employee receives a copy 

of the handbook when they are hired. All 

employees receive copies of or access to 

new versions when they are created. Gener-

ally, the hard copy is revised every few years. 

Any handbook, however, is a living, breathing 

document so keeping track of policies and 

procedures that change is important.

LM: What advice do you have for other  

companies implementing a handbook?

JL: Three things. 1). Start with the basics. It 

can be an overwhelming project, so provide 

enough detail to articulate both the employers 

and the employee’s responsibilities, but don’t 

include so much information that it’s over-

whelming for the creator or the reader. 2). Use 

positive language. Rules and expectations can 

have a lot of “don’t” language. Always try to 

use positive statements when communicating 

your expectations. 3). Have an attorney take a 

look. It’s a must these days, as there are many 

places we can get tripped up compliancewise. 

—M.P.
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And watch out for seemingly 

innocuous requirements that can 

land a business in hot water. “Some 

policies that seem good on their  

surface can violate federal, state or 

local laws,” says Potts. “For example, 

an employer might state that depart-

ing employees must turn in company 

property such as cell phones or lap-

tops before a inal check is cut. That 

can be illegal in some states.” Employ-

ers with operations in more than one 

state face special hurdles, he adds. 

“A policy that is legal in one state may 

violate the law in another.”

In a related area, be aware of city 

and state laws and regulations that can 

require you to follow speciic policies 

and prohibit others. 

“Many cities have laws covering such 

areas as family and sick leave,” says 

Beth Brascugli De Lima, president and 

principal of HRM Consulting in  

Murphys, Calif. “We are seeing this 

trend grow very quickly, especially in 

the larger urban areas.”

Some policies are best left out of 

the manual altogether. Suppose an 

employee will be late coming to work. 

Whom should they call? And how far in 

advance? These are speciics that you 

might want to communicate orally, to 

avoid tying down your operations to pro-

cedures you might want to change later 

in response to changing conditions.

Chris + Sarah Coleman
Four Seasons Nursery  
& Landscape Services
Bel Air, Md. 

LM: What’s your approach to an employee handbook?

SC: The handbook was one of the first things we wrote up 

when we purchased the company from my mother-in-law four years 

ago. I took what I knew from being in a totally separate industry and the 

experiences and stories I’d heard from Chris over the years and figured 

out where to start. Chris was involved in the business when my in-laws 

owned it, and I was a government contractor. Neither one of us had any 

kind of experience running a business whatsoever.

LM: What topics do you include?

SC: Compensation, benefits, holidays, parental leave, those kinds of 

things. We had a workman’s comp issue come up, so now we have a 

policy on that. No matter what, you may not come back to work until 

you have a clear doctor’s note. 

LM: How and when it is distributed? How often is it updated?

SC: When employees come in to fill out paperwork after they’re hired, 

we provide a copy of the handbook. I used to read through it with 

everybody, but now it’s up to 15 pages, so they can take it home. But 

they have to sign a form saying they’re responsible for anything in the 

handbook. We’ve made some addendums, like a drug and alcohol 

policy and how we reimburse for education, so we had a company 

meeting, explained the addendums are policies and they had to sign 

off on those. Then we added them to the handbook at a later time.

It’s updated quarterly and reviewed once a year. We make sure the 

attorneys check it over. I deal with HR, but I don’t have an HR back-

ground, so we need to make sure we’re compliant. 

LM: What advice do you have for other companies  

implementing a handbook?

SC: Definitely have a drug and alcohol policy. Be very clear on your 

leave policy, and include dress code, if you have one. —M.P.

Handbook  
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SELLING YOUR 
BUSINESS?
Exiting your business does not 
have to feel like a solo jump.

www.mypmcteam.com

Learn how the Pro-Motion Consulting team can 

help you develop exit strategies and solutions to 

maximize the value of your company.

SIMPLIFY YOUR EXIT STRATEGY

The decision to sell your company is 

one of the most difi cult decisions 

you will make in your life. The very 

best time to sell your company is 

when three variables — marketplace, 

business and personal timing — 

are at their peaks. Rarely do these 

variables peak at the same time. 

Your task in selling your i rm is to 

determine when you believe each of 

the three variables will combine to 

maximize the value of your company.

MARKETPLACE TIMING
Marketplace timing can be linked 

to several factors, but the two that 

generally have the greatest impact 

on the sale price of a business are 

the condition of the economy and 

the availability of similar companies 

— both of which are out of your 

control. The good news is that you 

can determine when to enter the 

“For Sale” marketplace. While you 

wait, differentiate your company 

from similar i rms already for sale.

BUSINESS TIMING
Selling your business at i nancial 

and operational highs is difi cult to 

arrange and emotionally taxing to 

actually pull the trigger. But that is 

often when it will bring the greatest 

purchase price.

Measuring and maximizing the 

market value of your company 

involves many factors: current and 

projected i nancial performance, 

cash l ow, margins, equipment 

condition and value, strength of 

management staff, status/existence 

of renewable contracts, client mix, 

your transition plan, deal structure, 

and the perception/reputation 

of your i rm in the marketplace. 

We can help.

PERSONAL TIMING
Are you ready to retire? Owners who 

plan carefully in advance of the exit 

date are most ready when the time 

comes and are best able to leave 

on their terms.

An exit plan is a comprehensive 

multifaceted written document that 

allows a business owner to efi ciently 

transition out of his current i rm into 

the next phase of his life. Do you 

have an exit plan? If not, consider 

assembling and maintaining an exit 

plan as part of your annual i nancial 

document preparations.

How do you maximize the 

value of your company? Make 

your company as attractive 

as possible. Emphasize deal 

structure not sale price. 

What is most important to 

a buyer? Sellers often assume 

buyers are most concerned 

with past i nancial performance.  

However, sophisticated buyers 

are more concerned with 

future revenues. 

What is the most important 

decision for the seller? You will 

only sell your company once 

so it is imperative to surround 

yourself with competent 

advisors to maximize the value 

of your company.

CRUCIAL 
QUESTIONS

1 2 3
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MAXIMIZE THE VALUE OF YOUR BUSINESS 
BEFORE YOU BEGIN THE SALE PROCESS

STEP-BY-STEP PROCESS
There is a step-by-step process 

to maximizing the value of your 

business before you place it for sale.  

The professionals at Pro-Motion 

Consulting are experienced in every 

step of the process and can offer 

advice and suggestions to boost your 

i rm’s appearance and attractiveness 

to prospective buyers.

THE PRO-MOTION TEAM 
APPROACH ONE-STOP SHOP
The Pro-Motion Consulting team has 

vast experience assisting companies 

with building their revenue streams, 

improving operations and increasing 

margins. Regardless of our clients’ 

size, our experts provide a one-

stop shop for their exit planning 

needs, including sales development, 

strategic planning, operations, legal, 

tax planning and more.  

CUSTOMIZED SOLUTIONS
Every business is slightly different. 

Different businesses require different 

solutions to make them attractive 

to potential buyers. At Pro-Motion 

Consulting we recognize that not all 

businesses are the same. We will 

embrace the uniqueness of your 

company’s attributes and customize 

a plan to bring you maximum value 

at the point of sale.

THE TRANSITION PROCESS
Just like all businesses are slightly 

different, not surprisingly, so are 

the needs of their owners. Every 

business owner has different goals 

and objectives as they begin the 

process of selling their business. 

Pro-Motion Consulting understands 

these differences and tailors exit 

strategies to i t each specii c situation.

OUR TEAM OF EXPERTS

Phil Harwood

MBA

Managing Partner

Kent Kohn

MBA, CEBS,

CEPA, CM&AA

Senior Consultant

Jacob Stewart

JD, FINRA 65

Senior Consultant

Dana Davis

BA, CA, CH

Senior Consultant

THINKING ABOUT SELLING 

YOUR BUSINESS?

Call or email to set up a free, 

no-obligation consultation:

Kent Kohn

Kent@mypmcteam.com

262-675-4105

EDUCATED. 
EXPERIENCED.
COMMITTED. www.mypmcteam.com

262-675-4105

GETTING ORGANIZED 
TO SELL
Business owners are experts at what 

they do. They work years and often 

spend entire careers building their 

businesses until it is time to move 

on to another chapter in their lives 

or retire. Unfortunately, there can 

be pitfalls when selling a business.

To maximize the return on all the 

years of hard work, it is imperative 

for business owners to surround 

themselves with experienced 

professionals to guide them through 

the business sale process.

You only get one shot to sell your 

company. The Pro-Motion Consulting 

team knows what makes a company 

attractive to a potential buyer. We help 

business owners organize all aspects 

of their businesses to help them get 

top dollar at closing and reap the 

maximum return for their years of 

hard work and perseverance. 

The Pro-Motion Consulting team 

knows what makes a company 

attractive to a potential buyer. 
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That last point suggests a larger 

issue: A handbook can end up creating 

too many restrictions. Indeed, that’s 

the reason why some companies eye 

them with suspicion. 

“Many employers fear getting 

locked in to the handbook’s word-

ing,” says Potts. “But that problem 

can be avoided if the handbook is 

written correctly.”

As the above comments suggest, 

writing an employee handbook can be 

a challenging task. “It’s a mistake to 

try to write the handout on your own,” 

says Avdoian. “If you don’t have a 

human resources professional on your 

staff, you need to consult an HR expert 

and make sure an attorney reviews the 

document so you are in compliance 

with federal, state and local laws.”

ALL ABOARD
The employee handbook does not 

have to be a big glossy production. It 

can be as simple as a half-inch thick 

three-ring binder of pages covering 

the core issues. But once that docu-

ment is completed, make sure every-

one reads it and signs a document 

stating so. Then make sure everyone 

understands the policies must be  

followed consistently.

“The most common mistake is 

creating an employee handbook and 

then not following it,” says De Lima. 

“Often this is because supervisors are 

not well trained and do not under-

stand the importance of consistency.” 

The result, says De Lima, can be a 

costly lawsuit. “Suppose Employee 

A is treated one way when violating 

a policy and Employee B is treated 

another way,” she says. “If Employee 

B is a protected class under equal 

opportunity laws, he or she may have 

a cause for action.” Laws on the fed-

eral level, and often on the state and 

local levels, prohibit discrimination 

by such characteristics as race, reli-

gion, sex and national origin. 

SMART ROLL OUT
Has your business operated for years 

without any handbook at all? If so, 

introducing a new one can create a 

morale issue when employees feel 

as though they are being force fed a 

whole new slew of workplace rules. 

To avoid this, introduce the hand-

book as a tool for enhancing the 

working environment. 

“I would introduce a new employee 

handbook as part of a morale-boost-

ing celebration of the progress being 

made by the business,” says Avdoian. 

He suggests distributing the handbook 

at a company luncheon, for example, 

using words such as these: “Thanks to 

everyone in this room we have grown 

to the point where we can further 

ine tune our business. We are now 

distributing an employee handbook. 

Most of you already know about our 

beneits, but perhaps you have for-

gotten some of them. This handbook 

includes all of them in one place and 

outlines the company’s expectations 

for the future.”

UPDATE REGULARLY
Researched, written, published,  

distributed and signed off on. Once 

you have completed the employee 

handbook cycle you have positioned 

your business to operate more efi-

ciently and proitably. But the hand-

book is not a “set it and forget it” affair. 

Laws, regulations, and workplace 

conditions undergo constant change. 

Keep asking this question: Does our 

handbook wording need to be altered 

to relect new realities?

“It’s critical to review your hand-

book on a regular basis,” advises 

Gregg. Add policies that relect new 

challenges and opportunities. And 

toss those no longer valid. “Clean 

out your policies like you would old 

clothes from your closet,” he says. 

“Handbooks should not be designed 

by hoarders.” 

Perry is a freelance writer based in New York. 
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W
hen I was graduating 

from college in 1984 

with my undergraduate 

degree in business and 

marketing, I had no clue 

that I would have a career in the green 

industry. I was simply looking for a 

company that would provide me with 

an opportunity, that would invest in 

me and provide me career potential. 

In return, I would give the company 

my dedication. This seemed like a fair 

trade, and it led me to the beginning 

of a green industry career of more 

than 32 years now (and counting). 

I believe there are many prospec-

tive employees who feel the same way 

I did. Show them a good opportunity, 

explain how you will support them 

and invest in their future. People are 

looking for a place to call home, and 

it’s up to us as employers to show them 

what their new home looks like. 

Put yourself in the shoes of a  

person who just graduated from  

college or high school and is looking to 

start a career. The pressure is on. Par-

ents, grandparents and other people 

in his or her life are watching, hoping 

that the outpouring of support they’ve 

provided leads to something great. 

Landing the big career job is step one, 

although many times the “big” career 

job isn’t all that big.   

My irst “big” career job was an 

entry-level management trainee 

job with a regional lawn and gar-

den retailer. My irst day consisted of 

loading bags of cow manure into the 

trunks of people’s cars, among other 

things. Not so glamorous. Not very big 

at all. However, I had been provided a 

clear vision of the career path I was on, 

and so it didn’t matter what tasks were 

required of me. I was all in because I 

knew the path entailed learning how to 

perform the tasks that I would be man-

aging. I’m glad that I started at the bot-

tom. It’s much more rewarding to look 

back on my career and know that noth-

ing was handed to me. 

KEEP PROMISING EMPLOYEES ON TRACK
Like many of you, I paid my dues. But, 

what kept us on track? Why didn’t we 

bail along the way? There are three 

essential ingredients that made all the 

difference: career laddering (vision 

casting), professional development 

plans and feedback sessions. Let’s look 

at each in more detail. 

Before I worked one day in the 

green industry, a highly-skilled 

recruiter cast a vision of the future for 

me. He captured my attention—not 

only with a job offer—but with a vision 

of a career. The steps were laid out in 

front of me. I had a sense of timing for 

each step. All I had to do was make a 

decision to get started down a path. 

This is commonly called career ladder-

ing. Try it. It works. It is the irst essen-

tial ingredient. 

The second essential ingredient 

is a professional development plan. 

Before I even accepted the job offer, I 

knew what type of training and devel-

opment I would receive over the next 

few years. Professional development 

was not an option. It was expected—

required to advance in the company. 

It was obvious to me that the com-

pany was prepared to invest in me 

and my future. 

I see many companies that take 

a different approach with profes-

sional development. They may invest 

in certain high-potential people but 

not everyone, creating an “us versus 

them” situation and negative feelings 

of favoritism. Investments are small 

and inconsistent. Sending everyone 

to a local trade show once a year, for 

example, has limited impact in the 

long term on a person’s career. Unfor-

tunately, this type of short-sightedness 

is the norm in our industry. Profes-

sional development does cost money, 

but what’s the alternative? 

The inal ingredient is a regu-

lar feedback session to review career 

progress, discuss obstacles and iden-

tify support needed. These meetings 

are an honest conversation between a 

person and his or her boss. They’re not 

intended to be formal performance 

reviews and should not involve discus-

sions about compensation. They’re 

informal, organic and positive. 

I’ve had the opportunity to work 

with (and for) some 

of the best people 

I’ve ever known. 

The feedback I’ve 

received from them 

has guided me, corrected me and chal-

lenged me to be my best. Sometimes 

feedback is tough to hear. However, 

I’d rather hear the truth about the 

situation—even if it hurts—so I can 

respond accordingly, especially when 

it involves my career. Honest, trans-

parent, regular feedback is critical. 

How can we grow careers? We can 

do so by providing well-laid-out career 

paths, professional development and 

honest feedback along the way.  
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The author is president and CEO  
of Pro-Motion Consulting. Reach 

him at phil@mypmcteam.com.
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S
alespeople dread taking time 

out of their schedules to attend 

meetings because most meet-

ings don’t add enough value to 

their sales—or to your bottom 

line. Here’s a solution.

To hold a great sales meeting, 

start with the primary ingredient: 

great salespeople. They come in 

two lavors: strong and natural (see 

“Pyramid of Salesperson Success”). 

Strong salespeople love the chal-

lenge of selling your services at the 

price you need to earn a healthy 

proit. They relish the competitive 

nature of sales. They do not get 

thrown off base by objections, 

linches or challenges to their value. 

They have an abundance mindset.

The natural salesperson is a 

young or untrained salesperson that 

brings natural selling talent and 

would beneit from mentoring and 

training on your value proposition 

and your sales/estimating processes. 

If your salespeople come in the 

third lavor—weak salespeople—

then your sales meeting may not have 

enough of an impact. These so-called 

salespeople tend to sell at discounts 

or allow the price of a job to be 

beaten down. They get overwhelmed 

easily, and they are probably on the 

wrong seat on the bus. 

Next, you need clear sales goals and 

metrics to review at each meeting. How 

is each person selling compared to his 

or her own monthly goals and com-

pared to how he or she did last year?

This step is followed by a review 

and discussion of each salesperson’s 

pipeline (visits, calls and proposals). 

Depending on the type of selling they 

are doing, this should be tracked 

and reviewed. Even the best per-

forming salespeople need to be held 

accountable to regular reporting of 

their progress. If nothing else, it’s 

inspiring for the natural salesperson. 

AGENDA ITEMS
You also should have space on your 

meeting agenda for these discussions:

1. Have each person check in at 

the beginning of the meeting with his 

top 5 percent and bottom 5 percent, 

i.e., their biggest wins and their most 

important issues they are dealing 

with. This will give you a quick sense 

of the mood of the room and create 

talking points that can be addressed 

in or outside the meeting.

2. Keep white space each week on 

your agenda, so you can take time 

as a group to tackle and explore one 

or two big issues. Here is a list of 

potential issues.

⦁  Representing the brand;

⦁  Teaching costs and how they are 

developed;

⦁  Cross selling among other  

departments;

⦁  Qualifying “green light” leads;

⦁  Role playing on dificult issues past 

or upcoming;

⦁  Identifying enhancement and upsell 

opportunities (and the process);

⦁  Relationship building and enhanc-

ing (making deposits in your 

clients’ ‘bank accounts’);

⦁  Using an upfront contract; and

⦁  Addressing sticking points in your 

sales process.

3. Remember to spend time cel-

ebrating the wins, paying out bonuses 

and announcing new incentives. Sell-

ing is all about going from conidence 

to conidence. As a sales leader, your 

job is to pump up the conidence of 

your sales team and keep the excite-

ment lowing. While it’s true you 

can’t motivate a salesperson who is 

naturally unmotivated, you can create 

a fun, competitive and inspiring envi-

ronment to help your good become 

great and your best get better.

Breakthrough idea: A great sales 

meeting cannot turn a weak sales-

person into a strong one. To drive 

performance, focus on hiring sales-

people who have proven potential, 

and then invest in mentoring and 

training them.

Take action: To be successful at 

abundance selling do three things: 

⦁  Know your costs and be conident 

in them;

⦁  Have a smooth selling process 

with no gaps that will lose a client’s 

interest; and

⦁  Spend the majority of your time 

building relationships with quali-

ied, “green light” prospects. 

Sales meetings that  
drive performance

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

LANDSCAPEMANAGEMENT.NET  |  SEPTEMBER 201746

PYRAMID OF 

SALESPERSON 

SUCCESS
© 2017 Jefrey Scott Consulting

STRONG
salesperson:

loves challenge,
sells clean and profitably

NATURAL salesperson: young,
hungry, natural skills, has potential

WEAK salesperson: overwhelmed, discounting,
beat up, lacks abundance mindset, on wrong seat



You take care of your customers... We’ll take care of your business!

Brand New!
• Site Walk App for smart phones

• Equipment Management Module

• Snow Subcontractor Management

Come meet the Aspire Team in Louisville!  

Go to www.youraspire.com to reserve a seat for  

our GIE 4.0 Launch Party & Demo.

The only completely mobile integrated, 

and fully trained and supported landscape and 

snow software system is now even better.

Introducing

ASPIRE
VERSION 4.0



T
here’s no question that a 3D 

design rendering can close a 

deal. Without a picture, many 

clients struggle to visual-

ize what you’re proposing. 

But even a picture has its limits, 

according to Neave Group Outdoor 

Solutions, which is using an emerg-

ing technology—virtual reality—to 

bring its landscape designs to life in 

a way that wows and sells. 

“I have yet to demonstrate it to 

someone who was not amazed,” 

says Senior Pool Design Lee Kind, 

who’s also a technology guru and 

introduced virtual reality (VR) to the 

company. “Everyone who sees their 

project in virtual 

reality is blown 

away.”

Still, Kind says 

VR, which is the 

computer-generated simulation of a 

3D environment that can be inter-

acted with by a person using special 

equipment like a headset—is not 

without its kinks. 

The biggest issue is clients some-

times get nauseated by the feeling of 

moving around in a virtual world. 

Kind says that he always gives the 

client a “warning” and points out 

that roughly one out of every four 

people tends to get a “seasick type of 

feeling” from the technology. It’s eas-

ily remedied by taking a break. 

But Kind says even the clients 

who’ve felt sick are still impressed. 

“It gives them a better understand-

ing of what the project will really look 

like when it’s inished,” he says. “Ren-

derings can’t give you the heightened 

sense of understanding that virtual 

reality will—because with virtual 

reality you’re in the drawing. You can 

actually walk around in the space.”

Implementing VR has meant 

investing in Oculus Rift goggles, 

which cost about $500, as well as 

a “gaming laptop,” which typically 

runs around $2,500. 

The larger investment is in time. 

“Whereas an average rendering 

might have taken me 10 to 20 hours 

outside of using virtual reality, a vir-

tual reality design is going to be more 

like 20 to 30 hours of design time,” 

Kind says. “That’s because every detail 

has to be precise. On a rendering, the 

client wouldn’t notice one small thing 

out of place, but in a virtual world, they 

will. You can’t have a boulder loating 

in the sky, for instance.” 

Because of the high level of detail 

required, Kind says it’s too time 

consuming for smaller projects. But 

it’s absolutely something he’ll do for 

a large project—and it pays off.

“I have a higher closing ratio 

when I use the virtual reality than 

when I do not,” Kind says. “That 

makes the time investment worth it 

for a larger project.” 

Kind says implementing VR capa-

bilities also has kept the company on 

the “cutting edge”—

a place where he 

says it’s always been 

and makes an effort 

to stay.

“I started using 3D rendering 

software back in 2006 when it was 

still brand new at that point,” Kind 

says. “Now 3D has become common-

place—almost expected—and virtual 

reality is the new cutting-edge tech-

nology. If it follows the same pattern 

as 3D, it will become more common-

place down the road when something 

else takes its place—maybe holo-

grams or another new technology. 

Our goal is always to keep up with 

what’s new.” 

Payton is a freelance writer based in Philadelphia. 

Virtual 
sales

business insider

How an emerging 
technology helps one 
landscape company 
sell more jobs. 
BY CASEY PAYTON  

BUSINESS BREAKDOWN
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WEB EXTRA
View a virtual reality 
property walkthrough video 
in the Web Extras section at 
LandscapeManagement.net.  
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CASE STUDY: OUR WAY

COMPANY: Neave Group Outdoor  

Solutions

HEADQUARTERS: Wappingers Falls, N.Y.

EMPLOYEES: 83

ANNUAL REVENUE: $10 million

SERVICE MIX: 26% pool installation,  

9% landscape design/build, 65% main-

tenance services

CLIENT MIX: 72% residential,  

28% commercial

Neave Group 
Outdoor 
Solutions is 
using Oculus Rift 
goggles to sell 
large projects.





RT-75
COMPANY: ASV

URL: ASVLLC.com

The RT-75 compact track loader’s Posi-Track 

undercarriage provides high ground clear-

ance and superior traction for a variety of 

conditions, including fragile turf, mud, wet 

ground, slopes, ice and snow. It comes  

standard with 18-in. wide tracks, resulting in 

a ground pressure of 3.6 psi.

COMPACT TRACK LOADERS

PRODUCT FOCUS
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DL450 
COMPANY: Case Construction Equipment 

URL: CaseCE.com

Nicknamed “Project Minotaur,” the DL450 

brings together the footprint and perfor-

mance of a compact track loader with the 

power and dozing characteristics of a bull-

dozer. At press time, the machine was still 

in the concept phase and has more than  

30 new patents pending. It was introduced 

at the ConExpo-Con/Agg in March to kick 

of Case’s 175th anniversary.

200 SERIES UPDATE
COMPANY: New Holland

URL: NewHolland.com/na

The 200 series of compact track loaders fea-

tures a low-proile undercarriage design, with 

track frame upgrades to models C227, C232 

and C238. Angled track frame covers decrease 

mud and material build-up with dozer-style 

angled track frame and material scrapers, while 

duo-cone oil lubrication face seals ofer greater 

reliability and lower maintenance costs.

Ð

Ð

Ð
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331G & 333G
COMPANY: John Deere

URL: JohnDeere.com

These G-Series compact track loaders were inspired by exten-

sive feedback from John Deere customers. They feature more 

power, lift height, dump clearance and reach and 40 percent 

more breakout force than their predecessors, John Deere says. 

The track frames are 6.75-in. longer for stability and balance.  

A two-speed drivetrain is standard with speeds of nearly 8 mph.

T650
COMPANY: Bobcat 

URL: Bobcat.com

Combining power, lift and reach, this vertical 

lift compact track loader handles heavy  

materials and clears tall truck boxes. It  

features a Tier 4 engine; a large, comfortable 

cab; wide visibility; panoramic serviceability 

and multiple grease points and attachment 

versatility, Bobcat says.

Ð

Ð

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

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

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

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

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

Mosaic Random  
Face Patterns

Freestanding  
Walls

Fully Integrated  
Stairs

Random-Pattern  
Tall Walls

Freestanding 
Columns

Multi-Angle 
Corners



MOWER ENGINES
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GXV160
COMPANY: Honda

URL: Honda.com

Honda’s HRC216K3HDA 

Commercial Series lawn 

mower is powered by 

the Honda GXV160, a 

vertical shaft engine 

that Honda says  

delivers smooth, quiet, 

reliable, fuel-eicient 

power and low emission 

levels. The four-stroke engine incorporates a precision 

camshaft design, ofering precise valve timing and 

optimal valve overlap for fuel eiciency.

BRIGGS & STRATTON PROFESSIONAL 
SERIES 1000 ENGINE 
COMPANY: Toro 

URL: Toro.com

Toro TimeMaster 30" mowers are now equipped 

with a Briggs & Stratton Professional Series 

1000 engine, ofering increased gross torque 

and displacement compared to previous 

models. It boasts a Super Lo-Tone engine 

muler and a dual-sealing, commer-

cial-grade air management system. 

The ReadyStart system is  

standard, eliminating the 

need to prime or choke 

the engine.

Ð

YAMAHA V-TWIN EFI ENGINES
COMPANY: Gravely

URL: Gravely.com

At press time, the Yamaha MX775 V-Twin EFI 29-hp and 

the Yamaha MX825 V-Twin EFI 33-hp engines can be 

ordered on the following zero-turn commercial mow-

ers: Gravely Pro-Turn 260 (29-hp engine), Gravely Pro-

Turn 452 (29-hp engine), Gravely Pro-Turn 460 (33-hp 

engine) and the Gravely Pro-Turn 472 (33-hp engine). 

7500 SERIES PRO
COMPANY: Kohler 

URL: Kohler.com

Designed from the rugged, commercial Kohler  

Command Pro EFI engine, and made in the U.S., the 

engine is available with up to 27 hp. Consistent-Cut 

power keeps users cutting in tall, wet grass. The engine 

adjusts to gas with ethanol up to E10. Kohler estimates 

up to a 12.5 percent fuel savings.

Ð

PRODUCT FOCUS
Ð

Ð



Alban CAT
www.albancat.com
Baltimore, MD
800-492-6994

SINCE 1927

Foley, Incorporated 
www.foleyinc.com
Piscataway, NJ

732-885-5555

SINCE 1957

Giles & Ransome Inc. 
www.ransome.com
Bensalem, PA

877-RANSOME

SINCE 1916SINCE 1948

Cleveland Brothers 
www.clevelandbrothers.com
Murrysville, PA
844-800-0802

Milton CAT
www.miltoncat.com
Milford, MA

866-385-8538

SINCE 1960

H.O. Penn Machinery
www.hopenn.com
Poughkeepsie, NY

844-CAT-1923

SINCE 1923

© 2017 Caterpillar. All Rights Reserved. CAT, CATERPILLAR, BUILT FOR IT, their respective logos, “Caterpillar Yellow,” the “Power Edge” trade dress as well as corporate and product identity used herein, 

are trademarks of Caterpillar and may not be used without permission. www.cat.com / www.caterpillar.com

ONE MACHINE. ONE FLEET.
Performance matched work tools equip one machine to do it all.
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Ready to learn more?  
Visit www.NECatDealers.com/bcp  
to view our complete equipment line-up. 

Brushcutter

Mulcher

Grapple Bucket

Grapple Rake

Stump Grinder

Bucket

Hammer

Pallet Fork

Blade

Drum Compactor

Trencher

Backhoe

Auger

Power Box Rake

Landscape Rake

Landscape Tiller

Angle Broom

Utility Broom
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Site Prep

Change attachments and equip your 
skid steer loader to mow, mulch, move 
material and even grind stumps. 

Flatwork & Foundation 

Give your machine the tools to smooth 
dirt, spread gravel fill and transport 
palletized cinder block.

Structure & Utilities

Use your skid steer loader to not only 
move structural materials, but to also 
trench and dig for building utilities.  

Landscape

All skid steer loader attachments swap 
out in minutes so you can quickly move 
from task to task, leveling dirt, removing 
rock, setting sod and planting trees.

Clean-Up & Maintenance

Choose to sweep or collect debris with 
specialized skid steer loader brooms,  
and dump scrap material with a variety  
of buckets.

5

A

3
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PRODUCTS + SERVICES
FROM LANDSCAPE 
INDUSTRY SUPPLIERS

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

Chris De Cicco
cdecicco@northcoastmedia.net, 216-337-4417

Jake Goodman
jgoodman@northcoastmedia.net, 216-363-7923

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

Chloe Scoular
cscoular@northcoastmedia.net, 216-363-7929

1994Since

www.ecolawnapplicator.com1-866-ECO-LAWN (326-5296)

Compost
Pelletized Products
Sand
Crumb rubber

LET'S SPREAD WITH EASE!

THE ECO 75 IS A UNIQUE ATTACHMENT
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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

Looking to hire?

Reach thousands of professionals  

in your industry by placing a  

classiied ad. 

HELP WANTED

Reach Thousands of Industry  
Experts by placing your ad in  

Landscape Management’s  
Classified section

www.americanlawnsprinklers.com 

Full-service irrigation company located in 
Youngstown, Ohio are looking to hire full-time, 
experienced technicians. Must have minimum 
3 years industry experience.

Positions require valid driver’s license, ability to 
diagnose and solve problems in the ield, and 
communicate issues and solutions to customers 
on site.

Background check and drug testing required.  

Pay hourly commensurate with experience and 
ability.

Email resume to AmericanLawn@sbcglobal.com 
2560 Main Ave. SW, Bldg. C 
Warren, OH  44481

Join NaturaLawn of America
he company that changed the Green Industry!

If you enjoy training and motivating others,  
have 3-5 years real life experience in business  
marketing, are about solving problems - not  

inding faults, we want to speak with you! 

NaturaLawn of America is a franchise system and 
has lead the industry in pioneering safer lawn care 

for over 30 years. We currently support over 85 
operation centers in 24 states and are actively  

recruiting for people with strong business  
operations and marketing skills to be part of the 

corporate support staf. 

Complete Beneit Package:
•Major Medical & Health
•Paid Vacation
•Paid Sick Time
•401-K with Match
•Ownership Options
•Moving Allowance

his is a corporate staf position headquartered in 
Frederick, MD. 

Salary commensurate with experience.  

Please email your resume in strict conidence to: 

PC@naturalawn.com  
www.naturalawn.com

RESOURCES

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

May 2016 VOL 55, ISSUE 5

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?

[ 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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Huston purchased the 
North American division 
of ISS Grounds Control in 
2016. “Buying a company 

that was in business 
since 1974 was really a no 
brainer. I’ve been here so 
long, and I’ve seen every 
aspect of the business. 

The challenge was buying 
it and cash flow, but ISS 
really helped me out on 

the purchase.” 
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backstory

OWNER/PRESIDENT
GROUNDS CONTROL

Phoenix, Ariz.

inTerVieW BY MArisA PAlMieri

“I’m a diehard 

Cardinals fan.  

I like my 

Diamondbacks, too.”
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“In 1990 I came to Terrain 
Systems to work with 

Dale Micetic. He was here 
through the Sanitors and 
ISS days and retired in 

2012. He’s a mentor and a 
big part of my success.”

“Safety is our No. 1 priority—

employees go along with that.” 

educATion

Woodbridge High School

Irvine, Calif.  

Class of 1983

Arizona State University

1983-1985

WorK exPerience

1986-1990 
ValleyCrest Landscape 

Estimator 

Phoenix

1990-1995 
Terrain Systems 

Estimator/Sales & Marketing 

Phoenix

1995-2005 
Terrain Systems/Grounds Control 

Sr. Project Manager/ 

VP of Sales & Marketing

2005-2014 
ISS Grounds Control 

General Manager

2014-2016 
ISS Grounds Control 

Managing Director

2016-present 
Owner/President 

Grounds Control

Todd Huston

“I went to ASU to become 
an architect. I felt like 

school wasn’t my thing.  
I took a job at  

ValleyCrest in 1986.  
I learned a lot there.” 

Words of WisdoM  “Always be fair and true to yourself, your employees and your clients. Always give them what 

they expect—both employees and clients.”  •  “one of my mottos is ‘building your dream.’ ultimately, you have to keep 

the architect happy. That’s where the project starts.”  •  “‘if you don’t ask, you don’t get’ is one of my favorite sayings.  

if you ask for something, most of the time people say ‘yes.’”

Huston with his son, Cory (far 

left); wife, Kellie; and daughter, 

Taryn (far right). “Just being 

around family and friends  

is something I love more  

than anything. And I  

play a lot of golf.”

Terrain Systems was 
acquired by Grounds 

Control, the landscape 
subsidiary of Sanitors  
in 2002. “My passion  

is more construction than 
maintenance, but I like 
maintenance because 
it pays the bills. When 
Sanitors bought us, we  

got more into that.”

Grounds Control/
Sanitors was  

acquired by ISS,  
an international facility 
services firm, in 2007.



Sept. 1st - Dec. 8th

Call 800-242-5562

Innovation you can apply.

LEARN MORE - SimplyGrowTogether.com

All Quali-Pro branded
products through authorized

Quali-Pro Distributors.

Quali-Pro.com | ControlSolutionsInc.com

PURCHASE INCENTIVE DOUBLED

Sept 1 - Oct 31



* Class defi ned as vertical-shaft, commercial 800- to 875-cc gasoline engines

TALL GRASS WILL SOIL ITSELF.

There was a time when overgrown turf could parade around like a county fair pageant 

queen. Cocky, self-assured, untouchable. Then you came along. You got a ZTR 

loaded with a KOHLER® Command PRO® EFI 824-cc engine. And with best-in-class 

torque,* there’s nothing it loves more than decapitating tall, wet grass. Rest in peace, 

little green friends. Rest in peace.

From engines to generators, we give the world power. 

KOHLERPOWER.COM



OFFICIAL

IN PARTNERSHIP WITH CO-LOCATED WITH

A SUPPLEMENT TO

Get an up close—and hands-on—look at new equipment in Louisville, Ky., Oct. 19-20. 

OUTDOOR  
MUST-SEE 
EXHIBITS GUIDE

See  
demo map on center spread!



Innovative Productivity
™

www.FerrisMowers.com

At Ferris®, we provide commercial landscaping equipment that helps you work faster, while accomplishing more with greater 

ease. We do this through our industry-leading innovation, uncompromising performance and quality.

Suspension Technology
Ferris Mowers with patented suspension technology will give you a noticeable improvement in your mowing productivity. 

Advanced Cutting
The iCD™ Cutting System was engineered to produce the best possible cut in 

a multitude of conditions. The deck design and extra wide discharge opening 

allow for a more even and greater dispersal of clippings. 

60% Oil Maintenance Savings*

A first-of-its-kind solution for the commercial turf market, the Oil Guard system 

offers major productivity gains by allowing you to operate your mower for 500 hours 

between oil changes and save 60% on Oil maintenance per season per unit.*  

 *Cost savings based on standard oil maintenance with 100 hour interval versus Oil Guard System 500 hour service interval. Available on select models.

Visit us at GIE+EXPO!  
Outdoor booth: 6470-D   Indoor Booth: 5052



Buffalo TurBine
180 Zoar Valley Rd., Springville, NY 14141

Phone: 716-592-2700

Website: BuffaloTurbine.com

 Twitter.com/BuffaloTurbine

GIE+EXPO 2017
Demonstration area
KentucKy expo center

6356D

Buffalo Turbine
ouTdoor BooTh 6356d  t  indoor Booth 8206

B
uffalo turbine has been manu-

facturing turbine style debris 

blowers since 1945, which are 

made using high-precision 

machined components resulting in 

long-lasting dependable products. 

these turbine units are being used 

worldwide by thousands of golf 

courses. Buffalo turbine’s product 

line allows companies to allocate 

employees to tasks that are usually 

unable to be addressed because 

of a lack of man power and time, 

improving the overall aesthetic 

appeal of the final product. the 

diverse product line provides cus-

tomers with the ability to choose a 

product that best suits their appli-

cation and various budgets. if you 

are ready to start making quick 

work of tasks that would normally 

cost your company more time and 

effort, now is the time to check out 

Buffalo turbine!

Buffalo turbine has continued 

to strive for industry progres-

sion. examples include, the first 

self-contained tow-behind turbine 

debris blower, first pto turbine 

blower and first wirelessly con-

trolled rotation nozzle.

At this year’s Gie+expo, Buffalo 

turbine will have its full product 

line of debris blowers. the Cyclone 

KB4 is the still the most popular and 

versatile turbine style debris blower 

in its class. over the years, com-

petition has introduced products 

similar to the cKB4. Buffalo turbine 

wants its customers to know that if it 

doesn’t say Buffalo turbine, it’s not 

a Buffalo Blower! Buffalo turbine 

has continued to adapt and improve 

the variety of blowers it’s been mak-

ing over the 70 years and doesn’t 

want customers buying a second 

class product. Although the cKB4 

is the most popular machine, there 

are many more products, both more 

and less powerful. the mega Blower 

and the Cyclone squared units are a 

couple of the most powerful turbine 

blowers in the industry with 37 hp 

engines. these units are perfect for 

large clean up jobs, making these 

jobs much quicker and easier to 

accomplish. the Cyclone Pto only 

requires 20 hp at the pto and is 

the lightest (240 lbs.), most power-

ful turbine style pto driven debris 

blower in the industry. the Hydraulic 

unit is very popular among munici-

palities and sports facilities, and it 

includes a quick attach bracket to 

skid steers. the Cyclone 8000 was 

designed with the homeowner and 

landscaper in mind. this unit is built 

tough and is strategically priced to 

fit most budgets. 
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Cub Cadet
5903 Grafton Road, Valley City, OH 44280

Phone: 330-558-4286

Website: CubCadet.com

 Facebook.com/cubcadet/

 Twitter.com/CubCadet_USA

  Instagram.com/cubcadet_usa/  
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6052D

Cub Cadet
OutdOOr bOOth 6052d  t  indoor Booth 5116

C
ub cadet® is bringing pro-

tested, pro-approved strength 

and durability to Gie booth 

#5116, where landscapers will 

have the opportunity to see the 

new pro hW™ hydro walk-behinds 

and the pro Z™ commercial zero-

turn mowers. 

designed and tested with the 

help of professional landscapers, 

the pro hW and pro Z Series are 

the epitome of durability. the new 

pro hW hydro walk-behinds come 

equipped with a 10-gauge deck 

with reinforcements and a cutting 

deck heavy enough to stand up to 

abuse while performing exception-

ally. exclusive maneuverability fea-

tures give this walk-behind mower 

stability on hillsides, easy-touch 

steering and easy maneuverability 

over curbs. 

in the pro Z 500, 700 and 900 

Series models, the heavy-duty 

build is highlighted by the triple-

7-gauge steel cutting deck — the 

thickest and strongest in the 

industry — featuring a 1/4" rolled 

leading edge and 5/16" steel side 

reinforcements. Along with being 

built to endure daily abuse, the 

pro Z body will show less wear-

and-tear over time thanks to an 

automotive-grade “e-coating” cor-

rosion defense.

Across the pro lineup, you’ll also 

find new heavy-duty spindles — a 

standout feature when compared 

with similar models. the robust 

spindle housing is designed to take 

on more impact and abuse from 

professionals. the two double-row 

ball bearings in the spindles are 

sealed, making them contamina-

tion-free and maintenance-free, 

reducing downtime. 

Beyond its incredible durabil-

ity, the pro Z series delivers the 

professional-grade performance 

and comfort you expect. triple 

high-lift Marbain blades and a 

rear striping roller (standard on 

the 700 and 900 Series) deliver a 

consistent professional cut. opt for 

a model with larger fuel capacity 

or an efficient eFi engine, and you 

can increase your productivity day 

after day. And standard high-back 

suspension seats with armrests 

across the entire lineup make a hard 

day’s work more comfortable than 

it should be.

While you’re exploring the pro 

Z Series, you’ll want to enter for 

a chance to win cub cadet’s 

heavyweight commercial zero-

turn mower — the pro Z 900. 

the flagship series of the pro Z 

lineup, the pro Z 900 sets new 

standards for strength, perfor-

mance and comfort. the best-in-

class triple-7-gauge deck, steel 

frame and beefy front-end con-

struction are built to withstand 

the most demanding usage. A 

high-horsepower engine and 16cc 

transmission provide top speeds 

of 14 mph. And the comfort-

enhanced pro Z 900 L features 

performance-tuned lap bars, an 

isolation-dampening foot pan 

and an isolated air-ride suspen-

sion seat for a ride that takes it 

easy on you in even the roughest 

conditions. 

Be sure to visit the cub cadet 

booth for your chance to win the 

mower that’s been called “a beast.”
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Exmark  
manufacturing
2101 Ashland Avenue, P.O. Box 808 

Beatrice, NE  68310

Phone: 402-223-6300

Website: Exmark.com

 Facebook.com/ExmarkMowers

 Twitter.com/ExmarkMowers

GIE+EXPO 2017
Demonstration area
KentucKy expo center

7444D

Exmark Manufacturing
OutdOOr bOOth 7444d  t  indoor Booth 7080

Legendary Products.  
Evolutionary Designs.
For more than 35 years, exmark 

Manufacturing has been building 

the world’s best commercial mow-

ers and lawn care equipment. today, 

exmark remains committed to devel-

oping innovations that increase the 

productivity, efficiency and profit-

ability of landscape maintenance and 

lawn care professionals.

Next-Generation Exmark RED 
Technology – Available on 
Gasoline- and Diesel-Powered 
Lazer Z Models
exmark has introduced its next-

generation red technology on 

select 2018 Lazer Z diesel and Lazer 

Z S- and x-Series models. designed 

to give users an increased ability to 

control mower performance and 

efficiency, with the ability to better 

track machine health and mainte-

nance needs. red technology uses 

an electronic governor (eGov) and 

electronic Fuel injection (eFi) to 

increase engine responsiveness, so it 

can react more quickly to changing 

mowing conditions. this enhanced 

ability to deliver the right amount 

of power at precisely the right time 

retains engine rpM for more con-

sistent cut qual-

ity. it also allows 

a red-equipped 

mower to operate 

at a lower, more 

efficient rpM range 

to reduce fuel con-

sumption. red technology also 

includes an exclusive clutch Saver, 

which momentarily reduces engine 

rpM during blade engagement and 

disengagement. this significantly 

increases clutch life while still allow-

ing on-the-fly engagement.

All-New Lazer Z Diesel  
Zero-Turn Riding Mower  
Raises the Productivity Bar
the all-new exmark Lazer Z diesel 

zero-turn rider is the answer for 

landscape professionals that need 

maximum productivity and power to 

make quick work of large properties 

and challenging cutting conditions. 

Available with exmark’s new 96-inch 

flex wing cutting deck and state of 

the art red technology-equipped 

yanmar liquid-cooled diesel engines, 

the new Lazer Z diesel is the most 

productive zero-turn mower exmark 

has ever produced. the design of 

the Lazer Z diesel places the engine 

and radiator lower in the chassis for 

improved handling and stability. 

A direct-coupled engine and trans-

mission eliminates drive belts for a 

more robust, efficient drivetrain that 

reduces maintenance-related down-

time. in addition to the rear-discharge 

96-inch ultracut flex wing cutting 

deck, the Lazer Z diesel is also avail-

able with side- or rear-discharge 

ultracut cutting decks in 60- or 

72-inch cutting widths. exmark 

designed the Lazer Z diesel to deliver 

superior operator comfort, with a full-

suspension operator seat and isola-

tion mounts in the drivetrain, under 

the seat and below the footboard. 

each Lazer Z diesel model comes 

with the industry’s best warranty – 2 

years, no hour limitations, or 5-years, 

2,000 hours. see exmark’s latest 

innovations at Gie+eXPo 2017.
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AREA HOURS:

thursday, oct. 19, 9 a.m.–5 p.m.

Friday, oct. 20, 9 a.m.–4 p.m.
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John Deere
2000 John Deere Run, Cary, NC 27513

Phone: 800-537-8233

Website: Deere.com

 Facebook.com/JohnDeereUSCA/

 Twitter.com/JohnDeere
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7834D

John Deere
ouTDoor booTh 7834D  t  indoor Booth 1110

T
his year John deere will offer 

attendees an opportunity to 

put its latest equipment offer-

ings to the test at its outside 

demo booth during 2017 Gie+expo 

in Louisville, Ky. Showcasing a vari-

ety of commercial mowing and com-

mercial worksite product offerings, 

including zero-turn and stand-on 

mowers, compact utility tractors, 

skid steers, compact track loaders 

and compact excavators, attendees 

will be able to demo equipment, 

experiencing the power and comfort 

that professional landscape contrac-

tors expect in John deere machines.

John deere will showcase sev-

eral models from its expansive 

commercial mowing line, includ-

ing the Ztrak™ 

zero-turn mowers 

and Quiktrak™ 

stand-on mowers. 

Several models 

from the John 

deere  commercial 

Mowing line will 

be available for 

attendees to 

take for a spin, 

including models 

equipped with 

the Michelin® x® 

tWeeL® turF, an 

airless radial tire 

sold exclusively  

by John deere. unlike traditional 

pneumatic tires, the MicheLin x 

tWeeL turF virtually eliminates 

tire downtime and is nearly main-

tenance free. now available for 

standalone purchase, the x tWeeL 

turF has the same dimensions and 

bolt pattern as a standard 24x12x12 

tire, and features automotive rub-

ber technology, allowing the tread 

to last up to three times longer than 

standard turf tires.

John deere will also have select 

models from its Quiktrak stand-on 

mower and commercial Walk-

Behind mower lines, allowing pro-

fessional landscape contractors 

to try out a variety of equipment 

offerings during the show.

in addition to the commercial 

mowing products on display in the 

outdoor demo area, John deere 

will have several models from its 

commercial worksite products line-

up, including skid steers, compact 

track loaders and compact wheel 

loaders. When combined with the 

John deere commercial mowing 

line of equipment, John deere 

offers professional landscape con-

tractors equipment solutions to 

meet all of their business needs.
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Kubota  
tractor corp.
1000 Kubota Drive, Grapevine, TX 76051

Phone: 1-888-4-KUBOTA

Website: KubotaUSA.com

 Facebook.com/KubotaTractor

  @kubotausa

GIE+EXPO 2017
Demonstration area

KentucKy expo center

7400D

Kubota Turf Equipment
outdoor booth 7400d  t  indoor Booth 5094

K
ubota knows that when it 

comes to turf equipment, 

precision, performance, ver-

satility and durability matter. 

that’s why our customers continue 

to choose Kubota’s intelligently-

engineered line of zero-turn and 

walk-behind mowers, utility vehi-

cles, tractors, pendulum spreaders 

and construction equipment. 

For beautiful landscapes and 

professional turf care, Kubota’s 

zero-turn mowers feature big-

ger engines, wider mower decks, 

enhanced comfort and advanced 

technology to achieve optimal 

results in commercial projects.  

For turf equipment that exceeds 

your high expectations — count  

on Kubota. 

NEW 21" Commercial Lawn Mowers 
(WG6-21/WGC6-21)
Kubota’s neW 21" commercial  

lawn mowers feature ergonomic 

controls for easy operation and 

comfort and a combined cutting, 

mulching and bagging performance 

for professional landscape services.

⦁  Kawasaki FJ180 commercial  

duty engine

⦁  high Vacuum, rear discharge 

Mower deck

⦁  3/4" - 4" deck height 

Adjustment range

⦁  3-Speed Gear drive 

transmission

⦁  cast Aluminum deck and Wheels

⦁  Serviceable Aluminum Wheels 

with dual Ball Bearings and 

replaceable Wheel treads

NEW Z700
Kubota’s neW Z700 zero-turn 

mower is designed to continue the 

performance and durability of our 

commercial turf products that lawn 

care professionals have come to 

expect. 

With a new 

standard 

premium 

Suspension 

Seat, the 

Z700 

delivers 

premium 

comfort at 

a competitive price. 

⦁  neW premium Suspension Seat

⦁  competitive pricing For 

Maximum return on investment

⦁  3" Suspension travel Vertical

⦁  6" Seat travel (Fore & Aft)

⦁  Low center of Gravity for 

improved Stability

Contact Kubota
Visit KubotauSA.com to locate one 

of Kubota’s dealerships to demo 

our line of commercial turf equip-

ment, and be sure to stop by a 

Kubota booth at the show!
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PermaGreen
5609 Murvihill Road, Valparaiso, IN 46383

Phone: 800-346-2001

Website: permagreen.com

 Facebook.com/GoPermaGreen

 Twitter.com/GoPermaGreen
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7436D

PermaGreen
OuTDOOr bOOTh 7436D  t  indoor Booth 1030

S
top by the permaGreen™ 

booths to check out the 

flagship triumph Spreader 

Sprayer, as well as, the new 

battery-powered reCHARGE™ 

Sprayer for LeSco® push 

spreaders and the revolutionary 

BreAKTHRU™ Agitator for LeSco® 

and permaGreen™ 3-hole spreaders.

PermaGreen™ Triumph  
Spreader Sprayer
the permaGreen™ triumph is 

the industry gold standard of 

spreader sprayers. it features 

exclusive, patented features, such 

as SmartSteer™ power-assist steer-

ing, automatic pressure regulation 

based on fixed ground speeds, and 

dropdown handles. 

the triumph is designed to treat 

nearly every property size, from 

small residentials with 36" gates to 

large multi-acre properties. Spread 

and spray at the same time and 

cover 3,650 square feet per minute 

(an Acre in 15 minutes). 

permaGreens are backed by a 

60-day moneyback guarantee, plus 

a 15-month bumper-to-bumper 

warranty and 24-month warranty 

against corrosion failure.

RECHARGE™ Sprayer
the well-balanced 2.25-Gallon 

reCHARGE ™ eliminates the costly 

second trip across your accounts 

by providing 8,500 square feet  

of liquid coverage while leaving 

room in your hopper for a bag of 

dry product.

A low-drift spray nozzle pro-

vides a 9-foot pattern, and a spray 

gun is included for trimming. the 

spray switch can be mounted on 

either handle. A battery charger is 

included to recharge the battery 

at the end of the day, each charge 

provides 100,000 ft² of spray-

ing capacity. the entire kit comes 

completely assembled and ready 

to install in minutes without drilling 

any holes.

BREAKTHRU™ Agitator
the patent-pending BreAKTHRU™ 

Agitator is guaranteed to reduce 

clogging of your LeSco® and 

permaGreen™ 3-hole spreaders. the 

unique claw design sweeps the inside 

of the hopper openings, breaking 

up clods and maintaining and even 

flow in all types of weather. the 

BreAKTHRU™ is backed by a 90-day 

moneyback guarantee and can be 

ordered direct or through participat-

ing dealers nationwide.
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WE’RE ROLLING OUT  
THE NEW STANDARD  
IN MOWING.

WHY HUSQVARNA FOR YOUR BUSINESS? 

Simply put, we make it easy on you. We are the masters of cutting and pride ourselves in offering superior products, a wide 

variety of new professional mowing equipment, and one of the best leet programs around. Our dealer support is extensive, 

providing all the necessary tools to position you for success. Our sales and servicing dealer base exceeds 5,000 locations 

nationally, and all certiied service centers provide quick turn-around so your business does not have to stop. If you want 

easy ownership and easy operation, then Husqvarna is the answer for your business.

Visit us and see all the exciting new products for 2018  

BOOTH #9094 INSIDE  |  BOOTH #7800D OUTSIDE

www.husqvarna.com 

Connect with Husqvarna USA 

#HusqvarnaPro


