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_ The Super Duty® Chassis Cab exudes power, starting with a best-in-elass 12 750- 1b

maximum payload rating* With its standard 6.2L V8, no other V8 gas- powered Class 3-5
chassis cab delivers as much work- bustmgtorque 430 th-t. of it, to be precise, For
truly outstandmg hauling: and towing capablhtues go with the available Power Stroke® .

V8 Turbo Diesel engme forabest-in-class gross, combination weight rating (GCWR) of -
- 40,000pounds. **t Add it all up,. and it's no wonderwhythe 2019 Ford Super Duty! F 550
a8 the winner of Work Truck Magazmes Commercnal Truck of the Year award.. -

~ Vehicle mgauabcafeamres and aftermarkete"; ipmm_
Classis3 wentional Chassis Cabs basec on Fordse .
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% Nutrients such as phosphorus and nitrogen
can promote excessive plant growth. Pg. 38
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Visit greenworkscommercial.com to find your local dealer

Visit www.shopgreenworksgear.com for apparel and merchandise
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EDITOR’S INSIGHT

9 bhorn@gie.net

Brian Horn
Editor. Lawn & Landscape

Maybe you have
already invested

in a software
program but want
to learn about it,
or you have no clue
where to start —
you'll find a home
at this conference.

Leadi T i
9

Coming soon

f there is a word I hear more than “labor”
when it comes to this industry, it’s technol-
ogy. Now that word can mean many things
to many people. Everything from software, to
drones, to battery-powered equipment, it’s a
word with many layers — all layers that people
in this industry are increasingly curious about.
A few months ago, we hosted a virtual confer-
ence which featured landscapers presenting on
how they integrated different technologies into
their companies. We had almost 700 people sign
up to attend. It was a sign to us that the people in
this industry want to learn more about the topic.
So, from February 19-21, we'll host our
inaugural Lawn & Landscape Technology
Conference in Orlando, Florida. The conference
will focus on presentations from green industry
professionals about how they have become more
efficient by using different technologies.
Whether it's going paperless, getting buy-in
from employees on new software, or converting
to an all-electric crew, the conference will give
you the opportunity to learn first-hand from
landscapers how to make a change.

forl contractors.

Maybe you have already invested in a software
program but want to learn about it, or you have
no clue where to start — you'll find a home at
this conference.

What will be most valuable is the networking
that will take place. Like-minded people from
the industry will be in one place and have the
opportunity to share ideas with each other on
a specific topic.

You can meet people from similar-size com-
panies, who aren’t a competitor, and pick each
other’s brains on what challenges and solutions
you've found with products or approaches.

There will also be an exhibit space where you
can speak with vendors and learn about what
they have available.

You can turn to pages 8 and 9 to see our ad
announcing the event. We'll have more details
at litechconference.com in the near future.

We are all really excited here at Lawn & Land-
scape to be able to bring focused education on
a topic you want to learn more about.

We hope to see you in Orlando this February.
— Brian Horn

5811 Canal Rd., Valley View, OH, 44125
Phone: 800-456-0707 Editorial Fax: 216-651-0830 Subscriptions & Classifieds: 800-456-0707
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Simply designed.
Simply used.
Simply put, it's a beast.

The Turfco XT8 is built to outwork, outlast, and outperform every other riding aerator on the market.
With auto depth, you can set it and forget it while you aerate up to 92,000 sq. ft. per hour. Plus,
it's built to protect the chain from dirt and let you mount a rider-controlled drop seeder attachment.
So you can handle the whole job in one simple pass. Call 800-679-8201 or visit turfcodirect.com
to discover why we've been a leader in selling direct for over 100 years.

TURFCO
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fsconserva

=% [rrigation

Take your business
to the next level!

With America’s
#1 Irrigation
Maintenance

franchise.

Conserva Irrigation has become the platinum
standard in the irrigation franchise business,
saving residential and commercial clients 40%
to 60% on their water usage. Recently honored
with the Irrigation Association’s Vanguard Award
for achieving conservation success with Target
stores, Conserva is the future of the business
and now is the best time to join us before
prime territories pass by.

As a part of our franchise system, we will help
you grow with:

- World class marketing and lead generation
materials

* Localized website, social media and
optimized search

- Comprehensive training in methodology,
installation, the Conserva proprietory sales
process and service

* Financial planning and review

GET MORE INFO HERE

AN IMPORTANT PART OF
OUTDOOR LIVING BRLN.’DS’

LGL INIDER
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FIVE THINGS YOUR
WEBSITE SHOULD SAY

Changing the way you look at your website’s
content can position you as a leader among
your competition. By Lauren Rathmell

Top 100 Executive Summit,
Marcus Sheridan said that
70 percent of the clients you

At Lawn & Landscape’s 2019

meet with have already decided if
they’re going to buy your service.

Sheridan, a full-time profession-
al speaker and also the co-owner
of IMPACT and River Pools and
Spas, encouraged attendees to
consider a different approach to
marketing their services. Simply
put, the work in closing sales and
building relationships starts on
your website. If you think like
a consumer, you'll realize buyers
care about five key things:

1. Cost

2. Problems

3. Comparisons

4.Reviews

5. Getting the best

“Your site content should be
80 percent aligned with those big
five,” he said. These topics move
buying decisions no matter what
the industry is.

If your site content doesn’t
answer those questions for the
buyer, you’re missing out on po-
tential sales. Here’s a few tips from
Sheridan to make your website a
channel for landing more sales.
With these in mind, he says he
was able to make River Pools and
Spas the most trafficked pool
installation website in the world.

ADDRESS THE COMPETITION.
This might seem counter-intui-
tive, but providing your site visi-
tors with a clear depiction of your
competitors will position you as
an expert in the field. Sheridan
created an article detailing his big-
gest pool installation competitors.
Instead of looking at it like free
publicity for the competition, the
page views showed he was getting
his audience’s attention.

THE ELEPHANT IN THE ROOM.
It may help to address some of
the negatives of the services you

MARCUS SHERIDAN, THE CO-OWNER
OF IMPACT AND RIVER POOLS AND
SPAS, SAYS THINKING LIKE A CONSUMER
WILL HELP YOU BUILD BETTER RELATIONSHIPS
AND CLOSE SALES ONLINE.
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offer. For the green industry,
this could mean not shying away

from the negative press surround- :

ing chemical use in lawn care.
KNOW WHAT PEOPLE ARE

idea of how your potential clients
are searching for services online,
you can cater your web content
toward those searches. Sheridan
said searches have shifted toward
more “me” specific queries. For
example, your audience is starting

» “

their search with “should I,” “can

I,” or “do I need” phrases.

BECOME THE MOST TRUSTED
VOICE IN YOUR MARKET.

“If they ask, you’d better

answer,” Sheridan said. If not,
i the potential customer will go
i somewhere else.

SEARCHING FOR. If you have an i

YOU NEED MORE CONTENT.
Sheridan shared a statistic
showing people who read 30 or
! more pages of a website will buy
{ the service 80 percent of the time.
: 30 pages may seem like a lot, but
! Sheridan also suggested having a
! role in your business strictly for
! content creation.

ASW DEBUTS NEW CTL
AT PRESS EVENT

The VT-70 High Output machine is the company’s

second vertical lift compact track loader.

By Jimmy Miller

GRAND RAPIDS, Minn. — Over

two years removed from produc-
ing its first vertical lift compact
track loader, ASV has done it

put machine.

The CTL was debuted at the

i company’s first ever press event
{ in May. Production Line Man-
i ager Buck Storlie said ASV had
again with its VT-70 High Out- plenty of radial-track models —
! seven to be exact — but wanted

LAWNANDLANDSCAPE.COM | JULY 2019 11
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"‘.. NET WT. 50 LBS. (22.7 KG.) A

PRODUCE A THICK,

GREEN LAWN

Fco-Blend

For a thick, healthy lawn that greens up fast, count on
Eco-Blend 16-2-3 fertilizer. It has the right amount of
iron for a quick green-up, and it's packed with organic
matter from biosolids and slow-release nitrogen from
the MESA® for sustained feeding. It's the ideal blend for
continued performance without surge growth. Learn
more at LebanonTurf.com or call 1-800-233-0628.

Lebanorilurf

Best of all Worlds®

000
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FERTILIZER PROGRAM'S

Take your Lawns
to the N/ Level

CIE+EXPO
Booth #11189

MOVING FERTILITY o AT

Company

1.855.606.3378
Greenecountyfert.com

Buy Direc v Direct Ship/Pick-up
Soil Amendments Orlando, FL + Salt Lake City, UT

High Performance Plant Nutrients
Fertilizers « Specialty Products
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to expand its vertical track offer-
ings to help people with high-lift
applications. He also said this
project took roughly 12 months
to complete, though ASV did
already have its VT-70, which it
launched in 2017, as the starting
point for designing the new High
Output machine.

“That middle segment of ver-

tical lift track loaders, we see
the numbers out there,” Storlie
said. “It’s a high-volume class of
machines. There’s a lot of guys
in that.”

ASV will start production on

the VT-70 High Output this :

month and customers must ask
their dealers about a retail price.

The model is powered by a 74.3 :

horsepower, turbocharged Deutz :

engine and has a more comfort-
able cab than its predecessor. The
VT-70 High Output vehicle’s
rated operating capacity at 50
percent is 3,325 pounds and offers
a tipping load of 6,650 pounds.
The 15-foot track is entirely
composed of rubber compound
and co-polymer cords, plus it’s
shaped with all-purpose treads
to withstand work in any con-

Seasons Vehicles” brand name,
the machine is built to withstand
a range in temperature from
-30 degrees Fahrenheit to 118
degrees.

Storlie said the company has
plenty of clients in Texas and
a surprising amount in places
like Australia, but they also de-
signed the vehicle to withstand
cold conditions like those often
found at their 65-acre test facil-
ity in Grand Rapids, Minnesota.
The machine offers a side-by-
side cooling system with its
radiator and oil cooler.

Storlie said they also have

designed their machines to limit
damage to the ground, as the VT-
70 High Output machine pro-
duces 4.6 psi in ground pressure.

At one point during the press
presentation, Storlie showed a
video of one of their older ma-
chines doing a 360-degree spin

i on his own backyard turf to prove

he’s not worried about damage.

“Following (the original VT-
70), we started looking at, ‘How
can we continue to improve this?””
Storlie said. “We're looking at a
new engine configuration, more
cooling to cool the increased
horsepower, and more reliability
testing to make sure the machine
is capable of taking the things you
throw at it.”

NICE TO MEET YOU. On one of
its slides during the press event,
ASV displayed its full business
timeline, detailing each step of a
tumultuous journey.

“One of the biggest questions
that we get when we go into a
show or another event is, “Who
are you people?’” said Justin Ru-
par, the company’s vice president

i of sales and marketing,
dition. Staying true to its “All i

Forgive them for being con-
fused. In a way, the press event
also marked an informal rein-
troduction to the ASV brand.
It’s been a winding path for the

company, which first launched

35 years ago but was purchased
by Terex in 2008. ASV absolved
its branding to become a part
of Terex’s company. In 2014,
that acquisition became a joint
venture with Manitex, and a year
later, ASV was able to bring back
its original brand name.

“So at this point, we’re kind of
responsible for our own destiny,”
said Regan Meyer, ASV’s dealer

development and marketing

12 JULY 2019 | LAWNANDLANDSCAPE.COM
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manager. “That can be a really scary
thing, but it can be a really empowering
thing, too. There’s a lot of pride, there’s
a lot of fun in having that ASV brand
name back again.”

Meyer said the company has always
had loyalists dedicated to ASV through
all the name changes and rebrands, plus
she said ASV is particularly appealing to
the small business market. She said the
company had no dealers in 2015 when
they reintroduced the brand, but now
they’re up to roughly 280 and counting.

“There’s a lot of white space left
in the country we have yet to cover,”
Meyer said. “If a dealer isn’t within an
hour radius of you, it’s hard to get the
product, so we want to eliminate those
hurdles, get it where people can buy it,
as fast as we can.”

RISE PRESIDENT AARON HOBBS RESIGNS

Hobbs started his career at RISE in state government affairs
but has been president since 2010.

aron Hobbs, the president of Responsi-

ble Industry for a Sound Environment,

announced his resignation in June via
an email sent to RISE members.

“It has been a pleasure and honor to work
with, and for you, this past decade. We've
grown our industry, faced many challenges,
and enjoyed many successes,” Hobbs wrote
in the email. “You have a great team to carry
you into the future beginning with your
peers serving on the Governing Board and
Strategic Oversight Council and the staff
team in Washington.”

Hobbs started his career at RISE in state
government affairs and was then selected
to serve as president in 2010, taking over
for longtime leader Allen James. During
his tenure, Hobbs created a strategic plan
that has guided the organization’s tactical
investments for the past five years. Hobbs
helped lead the RISE team’s develop-
ment of the DebugtheMyths campaign,
the ANDnotOR campaign and helped
sharpen the issues management focus on
for specialty pesticides and fertilizer.

The RISE Governing Board has named

A HEALTHY POND BEGINS

WITH ATLANTIC'S PROFESSIONAL

AERATIO

« High output for larger water gardens and koi ponds
« Diffuser design maximizes water circulation

- High efficiency non-clogging diffuser tubing

« Kits include everything you need for installation

O Atlantic

P. 330-274-8317 | E. info@atlanticwatergardens.com

@000

NKITS B

VISIT OUR WEBSITE TO EXPLORE ALL OF OUR PRODUCTS
wWWW.ATLANTICWATERGARDENS.com
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IN'2010, HOBBS WAS SELECTED T0
TAKE OVER AS PRESIDENT AFTER
LONGTIME LEADER ALLEN JAMES.

ellowstone Landscape acquired Na- i

a transition committee that will be working tive Land Design earlier this year. The

with CropLife America to evaluate ways move expands Yellowstone’s growth
to enhance the service provided to RISE opportunities in Austin, Houston, and

McAllen, Texas.

“I met with a lot of great people

Members and the specialty pesticide and
fertilizer industry.

“As public challenges to our industry’s abil-
ity to do business continue to grow, our need stood out,” said Native’s founder, Ben
to work more closely, and more effectively, Collinsworth. “We have very similar
has never been greater,” members of the RISE operations, people, software, processes
Governing Board wrote in an email. “We and priorities. We are all very excited
welcome your thoughts as we move through to continue in this journey with Yel-
this process and look forward to hearing and lowstone and believe we will be able to
sharing more with you during the RISE an- mutually benefit each other for years

. . » »
nual meeting in August. to come.

YELLOWSTONE ACQUIRES TEXAS COMPANY

The Top 100 company added Native Land Design to its portfolio.

Native Land Design focuses on com-
mercial properties and was founded in
2001 with current revenue around $15
million and a staff of 250 people. All
employees at Native were retained fol-

i lowing the move and there is no brand
during the process and Yellowstone

change for Native currently underway.

Late last year, Yellowstone acquired
Somerset Landscape & Maintenance, a
$30-million company based in Chan-
dler, Arizona. Yellowstone ranked No.

{ 5 0n Lawn & Landscape’s Top 100 list
{ with 2018 revenue of $230 million.
! Yellowstone is based in Palm Coast,
i Florida, but has multiple locations.

Water is our most precious source of life and often it is wasted or misused.

Air-O-Lator’s Aquarian aerators help in wastewater management for irrigation

practices, keeping your water moving and oxygenated and providing you with
clean, healthy water for irrigation.

Contact an Air-O-Lator professional today!
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Reprints enable you to reuse
your article and simply place
it into the hands of your target
audience. Having been featured in
a well-respected publication adds
the credibility of a third-party
endorsement to your message.

Give yourself a competitive
advantage with reprints.

800-456-0707
reprints@gie.net
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SPERBER LANDSCAPE COMPANIES ACQUIRES KUJAWA ENTERPRISES

Owner Joe Kujawa joins Bruce Wilson & Co. as senior facilitator, Chris Kujawa becomes KEI president.

CALABASAS, Calif. — The recently launched
Sperber Landscape Companies acquired Kuja-
wa Enterprises, headquartered in Milwaukee,
Wisconsin. It was Sperber’s first acquisition :

after officially launching in early April.

As part of the acquisition, Chris Kujawa
will become president of KEI, replacing Sally
Kujawa, who retired. Joe Kujawa will stay on
as a strategic adviser, though he’s also joined
Bruce Wilson & Co., a consulting firm, as a
senior facilitator and practice leader.

“Our first acquisition is one that came
with careful consideration as it sets the tone
for the company culture we set out to create
with Sperber Landscape Companies," said
Richard Sperber, CEO of SLC. "KEI is a
natural fit, as it has been a family owned
and operated business since its founding
in 1926. “KEI has a reputation as a market
leader and as a company with strong values
and emphasis on taking care of its clients

and employees. We are excited to be a part i
of the continued growth and innovation of ;

such a special company.”

Adding 130 employees to the Sperber
Landscape group, the recent addition of KEI
expands SLC’s commercial landscape service
offerings into the Midwest. Sperber said he
plans for a seamless transition, as leadership
and branding remain unchanged under the
guidance of the Kujawa family.

Joe Kujawa said Sperber and his team’s
understanding of a service culture was a
major factor in the sale. Kujawa added that
the existing brand and employees at KEI will

THE ACQUISITION ADDS 130

EMPLOYEES TO SPERBER
LANDSCAPE'S GROUP. EXPANDING ITS
COMMERCIAL OFFERINGS IN THE MIDWEST.

LAWNANDLANDSCAPE.COM | JULY 2019 15
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continue to serve the Milwaukee market.
Joe Kujawa will serve as a member of

Wilson’s senior team and will be respon-
sible for helping Bruce Wilson & Co.

i bring to life the goals outlined for strategic

growth across all its service offerings. He
will also provide executive leadership in
implementing a growth vision for peer

only proven
solution fora

Permaloc’s patented permeable restraint system is the only proven edging
system for restraining permeable pavers. Independent testing demonstrates
our system provides 5X the strength of a traditional spiked in place system. The
completely integrated system allows a long-lasting, damage free installation.

* Unique, integrated restraint/capture plate/geogrid system acts in concert with
the paver installation, reducing time and expense, while providing the most secure
permeable restraint system available.

BRICK PAVER
* Fast and easy installation requires no additional FEAO B
tools, and eliminates the need for additional base /

material and compaction. s

-GEOGRID

: é g
No need for bulky, expensive concrete curbs, which cAPTURE

require a separate contractor and are damage prone.

* High quality aluminum parts outperform inferior
plastic parts with a bonded grid proven to separate. £

For more information on Permaloc’s
permeable restraint system:
& 800.356.9660 O
S

permaloc.com

rmaloc

USTAINABLE EDGING SOLUTIONS

group education events and industry rela-
tions. He will consult with snow market
leaders on winter services strategies and
companies facing the unique challenges of
a family-owned business.

“We are all delighted to welcome Joe to
our team as we work together to bolster
our expertise and strengthen our position
as one of the top-ranked growth consultants
in the green industry," said Bruce Wilson,
the company's lead growth strategist. "Joe’s
own experience in CEO peer groups, his
formidable industry relationships, and his
depth of expertise will help us serve our
clients in whatever capacity we can be
most useful — whether as a trusted advi-
sor to CEOs and leadership teams or as a
hands-on coach."

“Making this career move aligns my
personal beliefs with an organization
that values and facilitates learning, and
the transformational power continuous
improvement has on the business environ-
ment," Joe Kujawa said. "I’'m excited to be
using my experience to help other snow and
landscape companies inspire their teams,
achieve their goals, and connect people,
processes and technology to improve their
financial performance.”

In addition to Joe’s contributions to the
landscape and snow industries, he serves
as planning commissioner for the Village
of Elm Grove, Wisconsin, and is a former
member of the board of directors for the
Sharon Lynne Wilson Center for the Arts
in Brookfield, Wisconsin.

He will also be part of Bruce Wilson &
Co.’s column in Lawn & Landscape, which
you can read in this issue on pg. 20. LaL

JOEKUJAWA WILL HELP IMPLEMENT
A GROWTH VISION FOR BRUCE
WILSON & CO.'S GROUP EDUCATION EVENTS
AND INDUSTRY RELATIONS.
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TRAVELS WITH JIM follows Jim Huston around
the country as he visits with landscapers and helps them

TRAVELS WITH JIM

understand their numbers to make smarter decisions.

A MILLION MORE

¢ [ LITERALLY JUST GOT OFF THE TELEPHONE with a young green

industry entrepreneur. We’ll call him George. He’s been in business for five years

and has one two-man mow crew and one two-man enhancement crew. His complaint

was that he wasn’t making any money and that he could barely make payroll.

George talked with my assistant,
Ashley, last week and she set up
today's telephone consultation as
he thought that he could not afford
to have me consult with him on-
site. (Actually, he couldn't afford not
to work with me, otherwise he'd
probably be out of business by the
end of this year). Ashley gave me
some preliminary information about
George and his company. | imme-
diately knew what the problem was
and was looking forward to working
with this young man. | also knew
that if George would implement
what | fold him, it would put an
extra $1 million in his pocket within
the next 12 to 15 years.

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

| asked George if he was mar-
ried, had a significant other or a
girlfriend. The answer fo all three
questions was “no.” | told him
that was a good thing because he
couldn't even afford Happy Meals at
McDonald's if he went on a date.

The good news was that, if he did
what | fold him fo do, he'd be able to
go on a very expensive date. | knew
that a turn-around for him was possi-

Crew average wage $17.50

10% overtime factor $1.75

10% Rick factor $1.75
Sub-total $21.00

25% Labor burden $5.25
Sub-total $26.25

x by 20 man-hours/day x 20 Crew paid for 10 man-hours/day
Sub-total $525.00  Cost of field labor with burden/day

F-250 crew truck w/ trailer $112.00 $14/hour x 8 hours/day

Edger, trimmer or blower $10.00 $5/hour x 2 hours/day
Sub-total $647.00 Total direct cost (TDC)/day

G&A overhead cost/man-hour  $240.00  $12OPH x 20 man-hours
Sub-total $887.00  Break-even point (BEP)

20% net profit margin (NPM)  $222.00

Daily Crew Rate

18

$1,109.00 Callit $1,100 per crew day
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ble because he was in a great market
near Washington, D.C., and the same
changes have helped hundreds of
other green industry contractors
improve their bottom line.

HOW IT WORKS IN THE FIELD.

| started with his single two-man en-
hancement crew. His pricing needed
to be as the chart to the left shows.

ANALYSIS. | told George that he
needed to charge $1,100 per crew
day or $550 per man-day. That
translates to $55 per man-hour or
$no per crew-hour. And he needed
to charge $55 per man-hour for all
twenty man-hours. This would give
him a 20 percent net profit margin
which was realistic for this kind of
work in his market. If he needed

to get a bit more competitive,

he could drop his man-hour rate

to $50 or $100 per crew-hour or
$1,000 per crew-day.

George told me that he was
already charging $55 per man-hour.
But as it turned out, he was only
charging $55 per man-hour for 8
man-hours per day per man, not 10.
He was not charging for two crew-
hours per day or $220.

2.0 MHRS PER DAY X 2 MEN X $55
=2.0 X 2 X 55 = $220 PER DAY

CONCLUSION. George and

| spent about an hour on the
telephone. To his credit, he had a
good man-hour rate as long as he
was charging the client for all 10
man-hours per day per man. But
he wasn't. He was underpricing
his enhancement crew by at least
$200 per day. Let's see now.
$200 PER DAY X 22 DAYS

PER MONTH X 9 MONTHS

= $39,600 PER YEAR

Add in a similar shortfall for his
mowing crew.
$39,600 X 2 = $79,200
$1,000,000 + 79,200 = 12.6 YEARS
In a little over twelve years,
George would make an extra $1
million. He'd not only enhance
his clients’ property, but he'd also
enhance his bottom line if he imple-
ments what | showed him. With an
extra $1 million in his pocket, he not
only could afford a high-maintenance
girlfriend, he could also afford me.
Not bad for a one-hour phone call.
Contact me at the email address
below for a free copy of the work-
sheet that | used to calculate the rates
in this article. L&t

Contact Jim Huston
at jhuston@giemedia.com
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We made Lawn Buddy for you! Our simple-to-use software is
advanced enough to manage all aspects of your lawn care
& landscape business but simple enough to fit in the palm of
your hand. From estimating & invoicing to generating new
customers & managing existing ones, we’ve got the tools to
move your business forward.

For more info visit us at
www.lawnbuddy.com
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¢ THERE ARE MORE THAN JUST FINANCIAL ISSUES to consider when

transitioning a family business. Beyond the mechanics of how to transfer ownership

or sell the business to the next generation, the real challenge for a parent is less

about the logic than the emotion. Owners tend to kick the can down the road and

assume they can work it out when the time comes. This can be very frustrating and

unfair to the next generation as well as to the business itself.

The best successions are a result
of good planning, open communi-
cation among all parties and under-
standing everyone's expectations.
Many business owners assume that
one of their children will take over
the business in the future. Before
getting emotionally invested in this
outcome, make sure that this is
their dream as well.

ENGAGE ALL STAKEHOLDERS.
This step is critical. These include
children working in the business
(regardless of role), children not

in the business and even their
spouses. Grandchildren and

other close relatives may also be
considered depending on their age
and career goals.

As one of the primary stakehold-
ers, you will want to address all con-
cerns, regardless of whether or not
you agree with them. Be prepared

JOE KUJAWA

is a senior facilitator
with Bruce Wilson &
Co. and former owner
of a family business.

to deal with issues including equal
versus fair, egos, money, family
dynamics and timing, among others.
Many owners have the bulk of
their wealth tied up in the business
and everyone will have a different
view on what they think is fair.
You will need fo reconcile how the
owner gets paid for the business
so that they can afford retirement,
how wealth is transferred from
the company to their estate fo be
shared by all the children, and how
to not hamstring the next genera-
tion by removing all of the cash
from the business so it can keep
going strong.

TRANGITIONING FROM ONE GENERATION TO THE NEXT
PRESENTS EVEN MORE CHALLENGES THAN A TYPICAL

OWNERSHIP CHANGE.”
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BE FLEXIBLE AND DEFINE ROLES.

The transition plan should include
a timeline with room for flexibility.
Many owners have been known to
agree to a deadline only to find out
they are not ready fo let go when
the time comes. While the final
decision on timing comes down
to the current owner, they must
recognize the impact a delay has on
the business and the family.

Buyers must realize they
can't force an unprepared seller;
buyers get to decide if it is worth
the wait. It is best fo define clear
roles and responsibilities for both
generations. These definitions
should evolve over time, giving
increased responsibility and
authority fo the next generation. It
helps prepare them for leadership
by giving them training, tools and
skills needed to be successful, and
it allows the exit generation an
opportunity fo build trust in the
new team while gradually reducing
their daily responsibilities.

CONSTANTLY COMMUNICATE.
Throughout the process, communi-
cation is critical between genera-
tions and stakeholders. It can also

be helpful to find a trusted friend or
colleague fo review ideas or con-
cerns. Several of my peer groups
have multiple family businesses

in the same group going through
the transition simultaneously.

A very healthy dialog happens
between the owners in sharing
their challenges of the transition
and of the next generation sharing
their frustrations transitioning into
leadership.

Transition meetings scheduled
away from the office with an
outside facilitator or continuity
consultant can be a great way to
minimize frustrations by identifying
and resolving conflicts and issues,
tracking progress and adjusting the
plan as necessary.

Family-owned businesses are the
backbone of the landscape industry.
Transitioning from one generation
to the next presents even more
challenges than a typical ownership
change. Following these guidelines
won't eliminate all problems and
hurt feelings, but it should help
minimize them. L&L

Contact Joe Kujawa
at bwilson@giemedia.com
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The Z-MAX is our Iai'gest and most productive sprayer. It is
large enough to handle commercial sites, but nimble enough
for residential properties. The zero-turn maneuverability
makes it simple to navigate the tightest and most challenging
areas. Z-Spray is committed to delivering performance and

- excellence in all our products, parts and service.
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CREAM OF THE CROP

CREAM OF THE CROP features
a rotating panel from the Harvest Group,
a landscape business consulting company.

JUNTENT MARKETING

* WHETHER YOU’RE BUILDING OR RE-DESIGNING your company

website, there’s more to the project than meets the eye. A shiny new home page,

flashy photos and clever headlines are the wrapping paper to your website.

However, the “content” found on your home page and linked areas of your

website represent the prized gift. And it will be coveted as the gift that keeps

on giving as long as you care for it.

Keeping your website relevant
and current is a never-ending
challenge. It requires long-term
thinking, and, contrary to popular
belief, there's no silver bullet. It
takes creativity, attention to defail,
consistency and substance. It's called
content marketing.

Content marketing includes the
creation and sharing of online con-
tent or stories such as videos, blogs,
and social media posts.

It does not explicitly promote
your company brand; rather, it's
intended to stimulate interest in
your products or services. Useful
content to attract and refain your
target audience should be a core
essential of your company's market-
ing efforts.

Ultimately, you're providing in-
formation to help your prospects and
customers solve issues or fill needs.

WHAT IS AND ISN'T

CONTENT MARKETING?

Content marketing is:

+ Educational. It's not about the prod-
ucts the company sells, coupons, efc.

+ About your audience...what do
they care about?

« Consistent.

CINDY CODE
focuses on marketing
and public relations
for the Harvest
Group.

Content marketing is not:
+ Product brochure and/or product
descriptions.
« Static.
+ Focused on making sales.
Content not only reinforces your
company's message and demon-
strates your expertise to current
and pofential clients, but it can also
deliver additional benefits.
« Content can give you
a recruiting edge
« Content can help boost
company morale
« Content opens up lines
of communication
« Content fosters trust

7 KEYS FOR EFFECTIVE
CONTENT MARKETING

1. Create a plan for a targeted
audience: Rather than leaping in feet
first, take time to identify your target
audience. Is your company focused
on residential, commercial or both?
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What do you want your prospects
and customers to know about your
business? How are you solving prob-
lems for your audience? Before you
begin, create an editorial calendar
with a list of topics and where and
when you will post them.

2. Learn where and when to post:
Building your website content takes
priority over social media content.
Your first priority is to make sure your
website reflects your story and your
"why." That's because all of your
marketing efforts should drive leads
back to your website.

3. Quality over quantity: It's not a
numbers game. Perhaps you'll start
with one to two new website posts
a week to give you experience and
confidence then grow from there.
The more good content that appears
on your website, the more you'll
have to work with for your social
media posts.

4. Experiment and mix up your
social media content: Spice it up.
Studies show that people frequent
social media fo be entertained. Even
when posting about fopics that seem
less than exciting, you can still make
them stand out. Use photos, videos,
links, surveys, polls and questions.

Engagement is an ongoing task. You
can't post 1 or 2 items and expect to
have success. Make it a priority.
5. Focus on people, not search
engines: Often, businesses spend
too much time trying to beat the
search engine algorithms. Focus
your time and energy on creating
intelligent content that appeals to
your customers.
6. Optimize your content with key
words: Key words are those that you
identify internally and through re-
search as the best key words fo drive
traffic to your site. Using these words
consistently but not excessively will
help your website gain more atten-
tion and click throughs.
7. Test, analyze and improve: Mea-
sure your contents’ success against
business drivers; things that matter
to the success of your business. Cre-
ate something people like and click
on and they'll want more.
Remember, it takes time, atten-
tion and dedication. Don't continue
to think you can get by without
a content marketing strategy. It's
clearly needed in today's marketing
world. LaL

Contact Cindy Code
at harvest@giemedia.com
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WATER ISSUE
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The advanced irrigation
technologies designed for
large, commercial properties
and golf sites have seeped
intfo the residential space with

simpler-to-use platforms.
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Story by Kristen Hampshire -« lllustration by Christina Chung



LAWNANDLANDSCAPE.COM

« All-Weather Performance
« Built-In Theft Protection

« GPS Assisted Navigation

« Quiet Operation with No Emissions

Connect with HusqvarnaUSA

+ [o ] v

Shifts personnel to
more profitable tasks

Professional quality
cutting in all conditions

Advanced remote management
with Husqvarna Fleet Services”™

Husqvarna

READY WHEN YOU ARE



HUSQVARNA.COM

YOU KNOW WHO’S STANDING at your front door because your :

smart doorbell shows you. Fido won’t go thirsty because you received an

alert that the dog dish is empty that triggered a refill. Your laundry is washed

— the machine just texted an update to your phone.
And, more good news, you saved your customers 40 percent on their
water bills this year because of a smart irrigation controller with con-

nected components that shut off the system based on soil moisture and

weather conditions.

For some time now, remote access with Wi-Fi enabled irrigation con-
trollers has been the norm in the golf and commercial space. But now,
homeowners with modest-sized residential lawns can affordably connect
their sprinkler system controllers with technology platforms that give them
a similar power to adjust run times and identify system problems.

“Everyone wants to manage their lives remotely,” says Ben Sacks, associate
product manager of controllers at Hunter Industries. “Irrigation contractors
have a huge opportunity to sell the dream of controlling and managing your
irrigation system from your phone.”

2019 | LAWNANDLANDSCAPE.COM

From soil sensor technology to connected
flow sensors, and dashboards that give irriga-
tion contractors tools to remotely managing
customers’ sprinklers, the world of Irrigation
IoT (internet of things) is now available and
affordable for homeowner clients. Irrigation
contractors can provide more responsive,
thorough customer service when their clients
are on board.

“We are seeing technology that was expen-
sive technology in the golf, agricultural and
commercial markets get refined and drop into
the residential segment,” says James Harris,
global product manager of IoT controllers
at Rain Bird. “As technologies continue to
improve, it becomes more affordable for
homeowners to have advance benefits.”

SMART SOIL SOLUTIONS. Soil science and
soil awareness is the next frontier in the
residential space, says Orion Goe, Toro’s
marketing manager for commercial and
residential irrigation.

Soil moisture technology is an expected
practice in the golf and sports field spaces.
“Professional grounds managers have been
using soil moisture sensors for a number
of years to look at soil temperature, min-
eral content, soil moisture and a number
of variables that, while important, probably
is information overload for the residential
customer,” he says.

Not to mention, the technology was cost-
prohibitive for a typical homeowner until
recently, when simplified and connected soil
sensing technology came on to the market.
“Now, soil sensor technology has reached a
scale where it is accessible and cost-effective
for residential contractors and their home-
owner customers,” Goe says.

Goe calls soil moisture information a “vi-
tal sign” of turf health. It’s a sign that most
homeowners completely ignore because resi-
dential customers generally base their opinion
of turf health on grass color. But what lies
beneath, as irrigation contractors know, can
significantly alter how often an irrigation
system actually needs to run.

So, there is a significant potential for
residential customers to save on water bills if

PHOTOS COURTESY OF HUNTER INDUSTRIES
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their system is detecting soil moisture levels
and adjusting run times accordingly.

When smart soil sensors were implemented
on customers’ irrigation systems — turning the

water on or off based on data — customers’
average annual water savings was 25 to 35
percent. Savings were a bit less if the system
already had a weather station in place.

The sensor is wirelessly connected to the ir-
rigation controller, and an irrigation contrac-
tor can simply push it into the ground with
no digging required. Installation is simple,
and the information is power.

“When we know how the soil is doing, we

have a better indication of turf health, which

helps contractors better manage the turfand

save water,” Goe says.

KNOW THE FLOW. Flow sensors that were
previously reserved for larger commercial
properties have come down to the residential
market, and Harris says this is an untapped

opportunity for irrigation contractors and

their homeowner clients. “With a (connected)
flow sensor, a controller can be notified of the
average amount of flow that should be going
through the system, and when it knows that
average, it can monitor for situations where
that amount is lower or higher,” Harris says.
High flow can indicate a leak or break.
Perhaps a component is dislodged or broken.
“This can waste a lot of water, and on top of
that, it can damage property,” Harris says.
A controller with a flow sensor can detect
high/low water flow and react by shutting
down specific, affected zones. “We have
tried to design the flow sensors so they are
very simple to use,” Harris says. Basically,

once connected to the controller, the low

sensors “memorize” the flow for each wa-
ter station. After this initial setup, which
happens automatically, the system begins
monitoring flow.

“So, it’s easy to be use, and it’s almost an
insurance policy against high-water events,”
Harris says. “Contractors should make sure
that customers are aware of flow sensors
because it’s a real benefit, and it can help
contractors improve their relationships with
customers.”

Flow sensors that were previously
reserved for larger commercial properties
have come down to the residential market.

CONNECTED TO SAVINGS. Wireless water

management is not only accessible for home-
owners — it’s the way of the future, and can

contractors can market system upgradcs to

. customers, who will realize an ROI because :
- during the course of a year, those who adopt
these technologies see big savings on their :
- water bills. :

“It’s a paradigm shift,” Sacks says, adding

that there are some potential obstacles to
implementing wireless irrigation systems.
Namely, when connectivity to Wi-Fi is
spotty, homeowners might require a Wi-Fi
booster or extender, or they might need to
reposition a router to improve a connection.

irrigation upgrades save water and give
customers a real-time connection to what’s
going on with their systems, but contractors

can generate more revenue when clients :

adopt the technology. Irrigation technicians

can manage multiple properties from a single

platform, Sacks says.
“You can see all of your customers at
a glance,” Sacks says. “The system has vi-

. sual indicators so you can see Mr. Smith’s
residence is red and that means you need
to send him a text or email and say, ‘Check
* can be,” Goe says. “We're all in business to

your router or controller,” or you can send
a notification that his system has high flow.
You have the ability to gather information

The latest smart
controllers can
be paired with
soil monitors
and flow sensors
to provide
clients and
techs with all the
information they
need remotely.

about each individual property.” Some

- homeowners might want to control their own
- systems and appreciate the notifications. Oth-
be a major labor-saving, efficiency tool for :
irrigation contractors. Sacks points out that
- can be adjusted remotely.

ers prefer an irrigation contractor to field and
act on the alerts, and this is possible. Systems

“The ability to monitor and interact with
a system remotely from off-site via a phone,
tablet or computer is a big step forward,”
Goe says. “In essence, you can do everything
remotely that you would do on location, save
installing new hardware. You can program

- systems, check their status — those capabili-

ties are literally in the palms of a contractor’s

hands, and that is a value-added piece for

: homeowners.”

Goe likens it to a virtual checkup. Rather

- than spending time on a site that’s up and
ON CALL, REMOTELY. Not only do smart

running efficiently, they can focus on areas
that require improvement for saving water

and improving plant health.

Contractors can be first to recognize an
issue rather than waiting for a customer call.
“It’s valuable when a contractor can say, ‘Hey,
I noticed something is happening to your ir-

. rigation system, can I come out?” Goe says,

“as opposed to a homeowner calling to say,
‘Something’s wrong with my system. You
need to come out.’

“This technology positions irrigation con-
tractors to be the best service providers they

help homeowners so they can enjoy their
- landscapes.” Lat
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iy .S FEW WEEKS AGO, Kansas

hie Lavis addressed a room full of

ers and contractors to give them
o irrigation work.
s — pun intended — that she was
ater down” the presentation to
othing went over anybody’s head.
ation she shared would give them

kground knowledge to keep their

and that’s about it. But some of :

ors seemed to already know how :
Lavis told them, and they clearly :

d in the industry for several years
enty of experience.

Story by Jimmy Miller

Yet what Lavis could still teach them was
equally important, and when questioned
about it, it was something the contractors
weren’t confident in answering. Lavis says
many of them all knew the how — but the
why they did each step was lost.

“Lalways tell my students if you know how
to do something, you’ll have a job,” Lavis
says. “If you know why, you’ll be the owner
or the boss.”

Lavis teaches landscape management at
Kansas State, including an irrigation basics
course that’s mandatory for each student.
They cover as much basic information as she
can cram into a semester and it still feels like
it’s not enough time to dig deep. Lavis says it’s
essential information for any of her students
because “pipe doesn’t know where it is.”

In other words, it doesn’t matter if you
manage a golf course, a nursery, or maintain
residential lawns. You've got to know enough
of the basics to field questions from clients
and best serve them.

“Of course, you can learn these things (in

PHOTOS COURTESY OF WALLA WALLA COMMUNITY COLLEGE




the field),” she says, “but you're going to be

way ahead if you know the why’s.”

A LIMITED CHOICE. Lavis says her students :

that expressed interest in irrigation tech
work are usually recruited aggressively. But

students who want to actively seek out a de- :

gree specialization in irrigation management

have limited choices: They could go to Walla :

Walla Community College in Washington
or Modesto Junior College in California,
which just launched its new program.

And that’s about it, Stockdale says.
“We wrestle with, “Why aren’t people beat-

ing down the door?”” says Dave Stockdale,
the director of Walla Walla’s Water & Envi-

ronmental Center. “Any of the students we
graduate get picked up instantly with jobs.”

Walla Walla offers a variety of programs :
relevant to irrigation, butits irrigation manage- :
ment degree is a two-year Associate’s degree :

that’s focused on training people to work
in agricultural, residential and commercial
careers. The college has offered the program

Most horticulture programs only touch on
irrigation basics, this despite the fact there are
plenty of jobs in irrigation available for graduates.

Walla Walla Community College is one
of the only colleges or universities in
the country that offers a specialized
irrigation degree.

LEFT: Students learn how to install drip
irrigation with a hands-on exercise.

since 1977 and students must be physically :

present in class to attend.

However, the school also just started its
short certificate program that students can

take online this fall. Stockdale says it focuses

on five key areas: irrigation principles, fluid :

dynamics, pump applications, drip irriga-

tion and irrigation design. At the end of :

the full academic year — which is how long
it’ll take for students to complete the course

i — there’s a capstone project that must be
- completed to receive the certificate.

This could be good for incumbent workers
who want to further their irrigation educa- :
tion, Stockdale says. The online component,
though rigid in class sequence, allows for :

more flexibility in scheduling as students can
do this on their own time.

Students will send photos and videos of :

them implementing the knowledge from
online courses to professors for homework

: assignments, so Stockdale says students will

still receive the hands-on experience required
to learn irrigation techniques.

: KNOWING THE MARKET. Lavis agrees that
i there are plenty of open irrigation jobs, but
i shealso thinks another part of the problem
. is that students don’t know those jobs exist.

“When most students come into our

. program specifically or they’re on the K-
© State campus and they hear about horti-
i culture, most of them have no idea of the
. opportunities,” Lavis says. “Most parents,
. when they sit in my office, are flabbergasted
- when I say, ‘Your student will probably
- get at least six job offers and will make a
- good living.””

And for those who are getting into ir-

rigation anyway, Stockdale says prospec-
: tive students are just learning on the job
. instead of in the classroom. While they
. both acknowledge there are some benefits
i to this experiential learning, Lavis says
students are missing a tremendous amount
. of knowledge by not taking the degree and
‘ going into the field anyway.

“There’s a lot of people that think, ‘I

- don’t need a college degree for that. Why
. would I spend all that money?’” Lavis says.
: “So it’s (about) refreshing people on why

that college degree is valuable.”

Lavis says contractors should work with
universities and high schools to show the
job opportunities available in the field.
She also recommends attending events like
the National Collegiate Landscape Com-
petition to specifically talk about career
opportunities.

Stockdale says irrigation is more compli-
cated than people realize, so they’re often
overwhelmed early in their careers as irriga-

¢ tion technicians because they didn’t spend

enough time learning about the principles
that could be taught in classes. If they
took the chance on that education though,
Stockdale says he’s confident they’d pick up

. the necessary information to work at and
. possibly lead successful companies.

“I think there’s more to it than people

- realize, which is why people aren’t pursuing

(education),” Stockdale says, “but if they
pursue it, they’ll realize they can become
an expert and a leader in an industry that is
still growing.” et
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An lllinois contractor invented his own

stormwater management system to collect

and harness the power of rainwater.

Story by Arricca Elin SanSone




PHOTOS COURTESY OF KEVIN McCLAIN

Kevin McClain started examin-
ing the available stormwater management
systems that his company, Southside Land-
scaping, were required to use on construction
projects and found them lacking. “I felt there
were some real improvements that could be
made to what was out there,” he says. “Some
of the things I began recommending to the
engineers on specific sites were implemented,
but I felt I had more to bring to the table.”

Specifically, McClain installs his recently pat-
ented invention, the Storm Water Interceptor.

McClain began educating himself in the
fields of civil engineering, fluid processing
and soil science in an attempt to understand
how to best manage stormwater. “In most
states, you're mandated legally to manage
stormflow. You have to do something. You
can use a pond, permeable pavers, a bioswale,
rain garden, or other choices to minimize
the impact of the site,” McClain says. “But
rainwater harvesting will pay you back. That’s
the only system that will do so.”

What really pushed him to focus on rain-
water harvesting and stormwater manage-
ment was a trip out west in 2005. “I visited
a preserve for the wild American Mustang in
South Dakota, and I saw how the Cheyenne
River that passes through the area was silty
and turbid due to environmental damage,”
McClain says. “They were trucking water in
for these horses from Wyoming. It was an
eye opener. I felt I had to do something.”

McClain started designing his Storm Wa-
ter Interceptor shortly after that. The system
collects rainwater from the roof or areas such
as permeable paved surfaces. Water is then
directed into large underground storage
chambers. The tanks range from 5,000 gallons
to 742,000 gallons, with 15,000 to 21,000
gallons being an average size. After filtering,
the collected water is used for irrigation. For

There are plenty of options to manage stormflow,
but McClain says his system is the only one that
will pay you back with rainwater harvesting.

Following a trip to a wild American Mustangs preserve in South Dakota, McClain educated himself
in civil engineering, fluid processing and soil science to invent the Storm Water Interceptor.

every gallon of water that goes through the ir-
rigation system, 65 percent is recaptured into
underground storage within 24 hours.

The entire system is fully automatic, as are
its supporting subsystems, which McClain
also developed. This includes components
such as underground tank disinfection,
above-grade water disinfection and auto-
matic irrigation head cleaning. Control panels
monitor issues like water purification and,
as necessary, manage movement of water to
irrigation or stormwater management.

While irrigation manufacturers have fo-
cused on making systems as efficient as pos-
sible, McClain says his system is an alternate
approach. “Our initial product, rainwater, is
free. We clean it up, we use it for irrigation,
collect it again, and we clean it up and use

it again. So, we're saving domestic water fees
and taxes and reducing the amount of water
on the stormwater discharge side,” he says.
What McClain says is particularly note-
worthy about his system is the patented
bounce water filtration system. “Bounce
filtration is unlike other filter methods; it uses
water velocity and water movement to filter
rainwater,” McClain says. “Bounce filtration
is the key to rainwater harvesting. If you can’t
get the water clean enough to use, there’s no
sense collecting it in the first place.”
McClain’s company designs and builds
all components for each system in-house.
To date, he’s installed more than 30 systems
for projects ranging from athletic fields to
private residences. He believes that single-
Continues on pg. 62
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Though the droughts are over, contractors
know they could find themselves right back
amidst a drought at any time in the near future.

Though the droughts are officially over, the
effects linger into the summer work season
for contractors, especially as they could find
themselves right back amidst a drought atany
time in the near future.

A POLITICAL PUSH. McFadden says in gen-
eral, the issue of water infrastructure being

ignored for so long might have been most
problematic during the drought. He says
some estimates show that older pipes beneath
the ground leak over 10 percent of the water
brought through them, meaning it’s being
absorbed back into the dirt.

Among other issues, McFadden believes
that infrastructure had never been on the

forefronts of anybody’s minds until the
drought became historically long.

“It’s nota glitzy or sexy project to talk about.
‘We're going to put new canals in,” nobody
wants to talk about that,” McFadden says.
“But we're going to build a high-speed bullet
train from one end of the state to the other
for $100 billion, that gets people’s attention.”
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McFadden says the state noticed its heat
signature rise once turf was removed, so
while he believes water was likely conserved
by taking this drastic measure, the long-term
unintended consequence was contributing
to warmer temperatures.

In Las Vegas, the city is paying homeown-
ers to get rid of their lawns and replace them
with artificial grass to save water. McFadden
says this is a hypocritical practice.

“It looks really good to take (a) lawn out
and replace it with rock, but don’t touch the
casinos because that’s a big tax revenue for us
and the state,” McFadden says. “It’s a political
football, but I think it’s driven some technol-
ogy improvements on the irrigation side for
homeowners. It certainly has for agriculture.”

Like McFadden, Giarde is unsure how
many people will turn back now and replant
their lawns with the drought’s official conclu-

Turf removal might have conserved
water in California, but also contributed

sion. Some clients didn’t want so much turf,
some want native plants and some are leaning
into their environmental surroundings with
bare front yards.

“You’re always going to have clients
who turn around and say, ‘Yes, I live in Los
Angeles but I want a lush, green, lots-of-turf
English garden,”” Giarde says. “And you can
meet with those clients and you can talk
about lots of ways that can be achieved using
techniques, irrigation strategies, current tools
and products that are available to you that will
still minimize the water use.”

COMMON GROUND. Naylor, owner of
Naylorscapes based in Sunset, Utah, says
his business grew up with the drought. He
started Naylorscapes about 10 years ago
when the drought had just started to get bad
and he says his company has been pushing

to arise in temperatures in the area.

for smart water use ever since.

“We have no plans to change how we oper-
ate,” he says. Naylor has worked to educate
clients on common myths: A popular one he
battled is that more grass means less mainte-
nance, because “all you have to do is mow.” A
larger issue centered around clients asking to
use culinary water for their sprinkler systems
instead of the secondary water from the city.

“They hear that the secondary water is
what causes diseases or staining or they don't
want to clean out their filters,” he says. And,
of course, he explained to his clients that less
grass is less maintenance.

“The more grass you have, the more time
you spend on a weekly basis. You have to
mow it, you have to water it, you have to
fertilize it. You have to go through and fix
any dry spots,” Naylor says. “And at the end

of the year you spend, I'm going to say two

spicler

PROFESSIONAL REMOTE CONTROLLED MOWERS

Spider remote controlled mowers are highly
productive on all terrains, including slopes up
to 55 degrees. The patented drive system
allows for every move to be productive,

making short work of the toughest jobs.
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to three hours or even more, maybe three to
four hours a week just on the grass.”

Naylor also tries to encourage his clients to
install drought-resistant landscapes through
education. “Ninety-five percent of the time,
it’s an eye-opening experience for (the cus-
tomer),” he says. He also does his part to keep
up on the latest water conservation efforts by
attending educational seminars and meetings.

“We keep ourselves educated on the sub-
ject and that's the most important tool that
we have,” Naylor says. “(We're) constantly
changing to be able to adapt to the weather
conditions that are around us.”

Naylor has created some hard and fast
rules to accommodate the lack of water. For
example, the company simply won’t install
grass in park strips, the area between a side-
walk and a street. “You can’t just install what

»
‘)

the customer wants (during a drought),” he

Alec Naylor says contractors have a
responsibility to keep up on water conservation
practices and educate others about droughts.

says. Only smart controllers are installed on
irrigation jobs, and the company installed a
drip irrigation system that will only water
plants in a flower bed, avoiding water being
wasted on ground covers.

“Sprinkler system designs have made a 180
in the area in the last 20 years,” Naylor says.
“Luckily, we were able to take advantage of
that from day one to make sure that we made
it a priority that all of our sprinkler systems
are well designed and very efficient.”

City officials are spending more time
patrolling for code violations like watering
outside time restrictions, and Naylor says he’s
seen more citations being issued.

The company plans to continue their water
smart, drought tolerant practices even with
the drought technically over.

“When we do have a good year for water
like we have this year, it seems to me that

people kind of forget about years past, so
I still plan to go forth with the other water
conservation efforts,” he says. “It’s up to
landscape contractors to implement these
practices in their business. We have a kind
of responsibility in the industry to be at the
forefront of this issue, not only in Utah, but
across the United States. We need to keep up
on education in the subject.”

In the long run, Naylor says it’s the busi-
nesses that recognize their role in the environ-
ment that will withstand the test of time —and
Mother Nature.

“The contractors that do keep up the
education and keep up the efforts are going
to be the ones that make it in the long run,”
Naylor says. “Because Utah is a desert state
and always has been, and we're just lucky
enough some years to have more water
than usual.” LaL
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WY
SURROUNDINGS

A healthy body of water
begins on the land around it.

Story by Paul Conti

WHILE ALL LAKES, stormwater ponds, '
wetlands and fisheries are susceptible to water
quality problems without proper manage-

ment, the cause of these issues doesn’t always
originate within the body of water.

Pond maintenance companies know that :
these complications often begin outside of the
water. During precipitation events, water fol-
lows the course of gravity, either seeping into
the earth to replenish groundwater or running

across the ground as surface water runoff.

The area of land that directs flowing water
to lakes and ponds is called a watershed. As
water travels across the watershed, it picks up
and carries whatever is in its path, which can

pose an enormous threat to your waterbody.

UNDERSTANDING EUTROPHICATION.

Surface water runoff often carries fertilizers, :

animal waste, loose soil and organic matter

like leaves and grass clippings, plus other de-
bris. Upon entering a waterbody, the undesir-
able nutrients that comprise these substances

are released into the water, initiating a danger-

ous cycle: Nutrients such as phosphorus and
nitrogen can promote excessive plant growth

and algae blooms.

As large volumes of plants and algae
decompose over time, they are transformed
into sediment and release additional nutrients

into the water. Increased sediment levels
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By leaving a large strip of unmowed native
plants around a waterbody, surface water runoff
can be slowed and filtered before it enters the water.

BEFORE

Shoreline protection and restoration along with being proactive about aeration, nutrient
remediation and water quality testing can lead to successful freshwater management.

further decrease water depth and volume.
As depths become shallower, sunlight is able
to penetrate throughout the entire water
column, which warms the water and fuels
additional plant and algae growth through
photosynthesis. This entire process is known
as eutrophication. When the process is further
expedited by human activities like urban de-

velopment and pollution, it’s often referred

to as cultural eutrophication.

NEGATIVE EFFECTS. The eutrophication
cycle does not just pose a danger to the long-
term health and aesthetics of your waterbody;
it also creates potentially deadly conditions
for fish and small beneficial organisms. Dur-
ing plant decomposition events, dissolved
oxygen in the water column is consumed by
bacteria. When dissolved oxygen is consumed
at high rates, fish and other aquatic organisms
will become stressed and can even die. Shal-
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low waterbodies, particularly in
the summer, are at the highest risk
due to the inability of warm water
to hold dissolved oxygen. In order
to protect lakes, stormwater ponds
and other aquatic resources from
the negative effects of eutrophica-
tion, communities should always
be cognizant of surrounding land
use practices — starting around
the shoreline of your waterbody.

SLOWING DOWN. Establishing
and maintaining a vegetative
buffer is highly important in pro-
tecting a waterbody from surface
water runoff and outside con-
taminants that tend to promote
eutrophication. By leaving a large
strip of unmowed native plants

around a waterbody, surface water

runoff can be slowed and filtered
before it enters the water. Many
of the nutrients in the surface
water runoff will be taken up by
rooted plants in the vegetated
buffer. Vegetative buffers produce
long, deep roots, which are also
extremely important in stabilizing
banks and preventing erosion.

If erosion problems cannot be
solely addressed with a beneficial
vegetative buffer, several methods
can be employed to help repair
and stabilize your bank. Some
property managers find success
by installing rip-rap, deflectors,
erosion mats and plantings along
the shoreline to hold sediment in
place. Coconut “coir” logs can
also provide short-term shoreline
stability. However, one of the
latest and most comprehensive
restoration methods is the in-
troduction of a bioengineered
living shoreline, which utilizes a
biodegradable woven mesh that s
anchored to the earth and filled
with soil to rebuild and stabilize
eroded banks for several years.

Depending on your state’s per-
mitting requirements, sediment
that has accumulated locally in the
pond can be dredged and placed
inside the woven material. Grass
or other plants are then planted
on top, ensuring protection from
erosion in the future. This both re-
claims lost water depth by remov-
ing excess sediment and rebuilds
and stabilizes the shore bank,
allowing for optimal aesthetic,
recreational and ecological use.

BE PROACTIVE. Shoreline protec-
tion and restoration are critical
aspects of a successful freshwater
management program, but they
will not alone ensure your long-
term goals are achieved. In order
to maintain a healthy waterbody,
one should also maintain a healthy
watershed by limiting fertilizer
use, confirm septic systems are
functioning and properly dispose
of pet waste, leaves and grass clip-
pings. Proactive measures, like
aeration, nutrient remediation and
water quality testing should also
be taken within the waterbody to
further prevent ongoing problems.

BECOME THE TEACHER. The last
piece of the puzzle is education.
Educate your clients about the
direct impact they have on sur-
rounding aquatic resource and the
small steps they can take to prevent
algae and aquatic weed growth. By
taking a proactive, custom aquatic
management approach — designed
with the help of a professional lake
manager — you can reduce eutro-
phication and prolong the health,
beauty and function of your lake
or stormwater pond for years to
come. L&L

Paul Contiis an environmental scientist
and regional manager with
SOLitude Lake Management.
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is a national trade association of pesticide and fertilizer
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A SNOW . It
[ REPORT

THE CASE
FOR SNOW
RELOCATION

Consider these scenarios when

removing and relocating snow

piles for a client. By Jerry Schill
fa commercial client has limited space for
storing and/or staging snow or large piles,
then they need to be aware of the unsafe
conditions these piles pose to the general
public. These heaping mounds of snow and ice
provide contractors with an opportunity to offer
hauling and relocation services to move these
piles to another location on their property or
offsite to a snow disposal facility.

Here are three scenarios to point out to prop-

erty owners that help make the case for snow pile
relocation and removal.

UNWANTED ATTENTION. What may seem
like innocent winter fun could be a death trap
for children and even adults. Although they may
look hard and sturdy, large snow piles contain
soft spots or pockets of air that can lead to sink
holes. Kids, especially, can fall in, causing the
pile to collapse, trapping them and leading to
suffocation. If they survive, long-term exposure
can result in hypothermia.

Furthermore, while building snow forts and
making snow angels in piles at the apron of
condo or apartment complex driveways, chil-
dren typically do not pay attention to vehicles

s
and snowplows as they approach. It’s very dif- s o
; ; : ; : ; tis o :

ficult for drivers to see over piles while children Removingand o8

. : : relocating snow =
are playing. They often have to plow into the pile | = = ol -

_piles can avoid X -

to move snow away from the street. The result “ potential hazards o —=
is often a serious injury to anyone on the pile. on properties. - g

A
[

’? PHOTOS COURTESY OF Sf{)ﬁILL GROUNDS MANAGEMENT
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Get With
The Program

The Snow Magazine Podcast, hosted by Editor Mike Zawacki,
is an episodic series of 20-30-minute audio interviews in
MP3 format focused on a variety of industry-related topics,
trends, best practices, business management strategy and
philosophy, and personalities.

All episodes are FREE and available to readers on the Snow
Magazine website, as well as a variety of popular podcast
hosting site, including:

iTunes | Google Podcasts | Spotify | Anchor | Breaker | Pocket Casts | Radio Public

Just type “The Snow Magazine Podcast” into their search function.

SNOW —

OPERATIONS

Removing large snow piles can help prevent refreezing issues, which pose
significant dangers to pedestrians as the area becomes slick.

PILE PLACEMENT. In the event of
a snow storm, plow trucks should
be cautious about what areas snow
is piled to avoid creating potential
hazards. Piles should be away
from stop signs, fire hydrants,
street corners, driveway aprons
and handicap accessible locations.

They should also be kept as far
away from entry and exit points
of buildings in the event of an
emergency. These piles make
entering and exiting a facility
extremely difficult and unsafe for
EMS providers when responding
to emergency calls. The relocation
or removal of these piles allevi-
ates any possible obstruction of
signage or lot entryways.

REFREEZE. Throughout the day,
the sun heats the surfaces around
the pile causing them to melt. The
water generated from these piles
will naturally make its way to a
low spot or drain. As the sun sets
temperatures begin to cool, this
creates refreeze and icy condi-
tions. As a result, parking lots,
sidewalks, driveways and road-
ways can become extremely slick
and dangerous to pedestrians.
When possible, piles should
always be placed close to the high
side near a drain to capture the

water as it melts. As a precaution-
ary measure, the area around
the piles may need to be salted
to eliminate slippery conditions.
Again, removal of these piles miti-
gates the potential for refreeze and
conditions for an unnecessary, and
avoidable, slip-and-fall incident.

Properties such as condomini-
ums, townhomes, apartments,
retail and even large manufactur-
ing and industrial sites that oper-
ate 24/7 all benefit from snow
removal, relocation and hauling
services.

With this in mind, these three
real-world scenarios make a solid
case for contractors to work with
clients to address these potential
problems, either at contract time
or during the snow season if
unseasonable winter conditions
result in a large number or sized
snow piles on a property.

Typically, I provide these
services upon client request and
charge based on a time and mate-
rial basis. I prefer to do the work
in off hours (typically overnight)
and use large semi and tri-axle
trucks as well as front-end load-
ers to load, move, and stack snow
and ice material. LaL

Jerry Schill is president and co-owner
of Schill Grounds Management.
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Q&A WITH THE EXPERT
MOBILEBNDW I REMOGVAL SOFTWARE

What is FieldVision

by DTSI Mobile Snow
Removal software?
A: FieldVision by DTSI is a
mobile application that runs
on both iPhone and Android
phones. FieldVision enables
field crews to document their
snow removal operations with
before and after photos and
video and to record the details
of the services performed.
The services can be viewed
as they are being performed
and automated notifications
can be setup to notify your
clients of services as they hap-
pen. FieldVision maintains a
complete history of all services
performed on a property so
that the service records can be
retrieved at any time, All ser-
vices recorded by field crews
are stored in the cloud so there
is no expensive hardware to
buy and manage. FieldVision
can completely eliminate
manual paperwork and will
work for any size company.

Why should | use it

for Snow Removal
operations?
A: The two biggest problems
for snow removal contractors
are lawsuits from slip-and-fall
claims and the problem of
getting paid for all of the work
you do. FieldVision solves
both problems by having

O&A WITH

Founder, DTSI Software

k CO Bank & Trust 2016 Sno.

Media

Notes

Serviced by-JDoe
Temperature: 0 - 10
Snow Depth: 4°-8*
Snow Falling: Lightly

Date Completed

Jan6, 2017

T&M plowing hours

T&M shoveling hours

Ice melt used in pounds

crews take before and after
photos of all services, record-
ing the services performed
and any materials used,
recording the weather condi-
tions and other site conditions
that are crucial to proving

that you did the job accord-
ing to the scope of work, With
the information collected by
FieldVision you can prove to
your clients that you did the
work and you can protect your
company and clients from
slip-and-fall lawsuits.

What is the cost

of the software?
A: FieldVision is the most eco-
nomical and yet productive
mobile snow removal software
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ABC Self Storage

available. Depending on the
features you want to use, the
cost is between $50 and $200
per month for your entire
company (including vendors
and customers). There are no
additional per-user fees, no
setup fees and no long term
contracts required.

Can | customize
FieldVision for my
company's specific needs?

A: Yes, Not every company
operates the same way so
FieldVision was designed

to be fully customizable.
Whether you provide services
on a per-service basis or on

a time and materials basis or
both, you can easily custom-

ize FieldVision to suite your
company’s needs.

How can FieldVision

save time and
make my company
more efficient?
A: With the FieldVision Man-
agement Console, your staff
can drastically reduce the time
it takes to review your crews
work and generate customer
billing and crew/vendor pay-
ment reports. You can easily
generate invoices and send
them directly to QuickBooks.
One large FieldVision user re-
ports that it used to take three
people over a week to process
and invoice the snow paper-
work for one thousand snow
removal services. Now, with
FieldVision, it takes only one
day for one person to process
the same number of services!

Is FieldVision

only for Snow
Removal services?
A: No. FieldVision is used by
a wide range of companies
that perform other services
when they are not doing snow
removal operations. Because
FieldVision is so easily custom-
ized it is used by many other
types of service companies in
the fields of landscaping, jani-
torial, HVAC, roofing, property
management and others.
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At some point you honestly
just have to admit you
need tools to manage your
business in the field.

KELLY FOSTER, Owner,

Ground Source
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DOWNLOAD THE APP FOR FREE
GET STARTED IN 15 MINUTES OR LESS
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Q&A WITH THE EXPERT

SNOWFICE MANAGEMENT PLATFORM
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What are the primary

challenges facing snow
removal contractors?
A: We know from experience just
how challenging snow and ice
management is. From dealing with
extreme weather events, seasonal
labor requirements, and exposure
to significant liability, it’s more like
fighting fires than mowing lawns.

What makes YETI stand
out from the crowd?
A: Built by seasoned snow
contractors, YETT's integrated

&A WITH

software platform has been designed
to help you effectively manage the
inevitable challenges of winter
before, during, and beyond the
season. YETI facilitates pre-season
site inspections, site map creation,
and route planning. Its advanced
real-time planning dashboard gives
ops teams critical data and the
flexibility to reallocate resources and
modify plans to ensure your success
during highly stressful events. YETI
also manages scheduling, billing,
subcontractor invoicing, and
payroll—it’s a full cycle solution.

Route
planning

Site maps

1

Planning
Improve operational
efficiencies

‘ 3

Crews + Equipment
Leverage all
your resources

Advanced real-time
planning dashboard

A

P

Client

Weather
forecasting

2

Snow +

Ice Management
Rely on real-time
data to maximize
crew outputs

activity
reporting

&

Client Management
Improve relationships
and reduce liability risks

Crew +
subcontractor
scheduling +
dispatching

Equipment
tracking
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Service
verification
reporting,
image
+ location
history

Client site,
contacts,

Founder, YETI Snow + Ice Management System and CEO, Cassian Commercial Services

Does YETI reduce liability risks?

A: YETI significantly reduces exposure to slip
fall claims by delivering service verification using
GPS, photos, and geofencing. This combined with
weather forecast tracking provides invaluable
data to protect against claims.

What ROI can | expect?

A: YETI users have reported savings of thou-
sands of dollars in missed revenue and improved
operational efficiencies in their first season. Its
pricing model is based on the number of sites
managed—cost per site can amount to less
than a cup of Starbucks coffee per month. And
protecting you from slip-fall claims can save you
hundreds of thousands of dollars.

How long does it take to get YETI set up?

A: Subscription to YETI includes tools,
training, and support. We take care of importing
client, employee, equipment, contractor, and site
information for you to minimize disruption to
operations, and your client support specialist will
work with you real-time to get you up and run-
ning quickly and smoothly.

| subcontract, can YETI help me?

A: YETT's integrated platform manages subcon-
tractors just like your own teams, including real-time
crew reports and location data during events. It then
provides the details you need to bill your clients as
soon as the work is performed and verify subcontrac-
tor invoices. No more waiting for subcontractors—
you'll have the information at your fingertips.

In the summer my company does

landscaping, can YETI work for both?
A: YETI is fully customizable and can manage
services you perform during the rest of the year,
such as landscaping, construction, and more.
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Get the full picture . it
e o

ariciies -

sky-rocket this season-:

YETI snow management system, built by experienced snow
contractors, has all the bases covered—we get your business.
YETI makes building accurate site maps and route planning
quick and simple—making you and your crews readier than ever
for snow season. And when it’s time for action, YETI's advanced
real-time dashboard gives your ops team full control to react
swiftly and move resources where and when they are needed-
snow season no longer has to mean chaos.

Have you seen YETI yet?
Find us at ASCA Snow Show, booth #200 for a

t 833 201 7674 e support@yetisnow.com

w yetisnow.com
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DIRECTOR’S NOTE

ARE YOU

You won'’t leave the 2019 Snow
Show with dull information.

By Kevin Gilbride

ike with a lot of things nowadays,
there are some everyday business terms
that just seem out of place in today’s
modern world.

Take the phrase “trade show,” for example.
Those two words conjure up images of bored
conventioneers slowly proceeding up and down
aisles to collect mundane product literature
that, frankly, bores them to tears. In fact, their
attendance is likely just an excuse to get away
from the office for a few days. Viva, Las Vegas!

I don’t know of any organization or
professional association that puts on “trade
shows” anymore. And if they do, then they’ll be
going the way of the dinosaur before too long.

Industry groups, like the Accredited Snow
Contractor’s Association (ASCA), are more
interested with providing its attendees with
an “experience.” We fully understand your
time is a precious commodity and there
needs to be a return on your investment to
warrant your attendance. It’s a tall order
to meet, therefore the event must not only
meet, but exceed expectations.
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EXPERIENCED?

That’s why the 2019 Snow Show in Pitts-
burgh is an experience like none other. Let

me lay a few highlights out for you.

EDUCATION. The Snow Show has three
rooms dedicated to education. Seminars,
classes and panel discussions are going on
concurrently. The topics address the issues
you're talking about and look to troubleshoot
the problems and obstacles you're facing
heading into Winter 2019-20.

The educators are a mix of industry experts,
academics and professional snow and ice
contractors. These people come directly from
the frontlines of our industry and they provide
real-world solutions to your problems.

The courses and discussions are designed
to be both interactive and hands-on. They
adapt to address the relevant and relatable
issues those in attendance need answers to.

CERTIFICATION. This is the only time of
year when you can, in the course of two
days, earn your ASCA-C certification onsite.
You will return home with your certificate.
Likewise, those who are already ASCA-C
can earn credit toward their recertification.

EQUIPMENT & TECHNOLOGY. This
year’s Snow Show exhibitors aren’t simply

We fully
understand your
time is a precious
commodity... the
event must not only
meet, but exceed
expectations.”

manufacturers and industry suppliers. They’re
partners in snow and ice management. Their
role is to outfit you with the tools, technology,
insight and expertise you need to manage
winter services and mitigate risk. With a
hardy handshake you enter their world, so
take advantage of everything the exhibit hall

experience offers.

NETWORKING. No “trade show” offers
the unprecedented opportunity to meet
and talk to industry colleagues who share
like-minded goals and objectives.

Are you a relative newcomer to the indus-
try? Your fellow contractors in attendance
will welcome you with open arms. An
industry veteran? No worries. There more
than enough professionals with a few years
under their belts to celebrate, commiserate,
and converse about the topics and challenges
that are uniquely yours at this point in your
career.

So, if you’re not yet registered that attend
the 2019 Snow Show, there’s still time. It’s
not until the 30th and 31st of this month.
Simple enter ascasnowshow.com into your
browser and join the Snow Show experi-
ence. And if you’re within a few hours of
downtown Pittsburgh, onsite registration
is also available. La1


ascasnowshow.com
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TURBO TURF BRINE MAKER

+ Make your own brine for /s the cost
of buying brine ready to spray

+ Takes about 25 minutes to make a
batch of brine

+ Available in 250-gallon, 450-gallon
and an 800-gallon sizes

+ Can also make a hot brine for use in
colder temperatures

+ Available with gas engine or 220-volt
electric power for indoor use

+ Built in fork slots make the unit easy
to move

+ Center drain makes clean out easy

- Models start at $2,995

For more info: IceControlSprayers.com

) Y
PETTSBURGH PH

THE RETURNS ARE ENDLESS!
A A

 EXECUTIVE SUMMIT
WWW.ASCASNOWSHOW.COM WWW.ASCAEXECUTIVESUMMIT.COM
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ELECTRIC EQUIPMENT

Electric equipment
has come a long way
in the past decade,
and contractors use
those advancements
to offer more options
to customers.

By Robin Roenker

ABOVE: Kelly Giard started

Clean Air Lawn Care in 2006,

and the company has since
grown to 46 locations nationwide.
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irms that specialize in using

electric landscaping equipment

— from mowers and trimmers to
blowers and edgers — feel the choice isn’t
just good for the environment. It’s also
good for business.

“I think there’s endless potential,”
says Kelly Giard, CEO of Clean Air
Lawn Care in Fort Collins, Colorado.
“I think consumers are waking up to the
healthier lawn approach, and I think it’s
a trend that a lot of people are starting
to believe in.”

A GROWING INDUSTRY. When Giard
started Clean Air Lawn Care in 2006 —
which now has 46 locations nationwide
— launching an all-electric lawn care
business was anything but mainstream.
“We were definitely the ‘black sheep’ of
lawn care a little bit. It was considered
extreme at the time,” he says.

Instead of traditional, gas-powered
lawn equipment, Clean Air Lawn Care
uses only zero-emission, electric equip-
ment run on batteries that charge via solar
panels embedded on company trucks.

In the early days of the business, “the
biggest hurdle was just getting consum-
ers to understand they had a choice,”
Giard says.

Over time, though, customers’ de-
mand for more environmentally friendly
lawn care options caught up with Giard’s
vision, and as a result, the company has
grown quickly. It plans to open 10 more
franchise locations this year alone.

In Maryland, Lyn DeWitt, founder
and owner of Solar Mowing, has found
she doesn’t need to do any traditional
advertising. Instead, customers who
want more environmentally-friendly
options seck her out, specifically because
she uses non-traditional equipment.

PHOTOS COURTESY OF CLEAN AIR LAWN CARE
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Isuzu NPR with 19’ Dovetail Landscajper Bod
HP Gas or 210 HP Diesel Engine, Automatic Transmission, 12,000 Ib or14 500 {b. GVWR,
Ex‘hausiBrake(Dxesel Only), AMIFM CD Player, AIC, PIS, Power Windows & Locks, Tilt Wheel,
{Other Ophons And GVW Ratings Available)

Istizu NPR HD with 12’ Dum Bodx
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, AM/FM CD Player,
AIC, PIS sPower Windows & Locks, Tilt Wheel, Tow Package & Brake Control
{Other Options And GVW Ratlngs Rvallable)

Isuzu NPR HD with Spray Rig 13’ Bed & 600/200 Gallon Tanks
287 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVWR, 19.5 Tires, AM/FM CD Player,
AIC, PIS Power Windows & Locks, Tllt\‘!heel (4) Boxes, 400' Hose, Hand Wash, Tow Pkg,
(Other Options And GVW Ratings Available)

o -—. 0

Isuzu NPR HD with 19' Revolution Bod
297 HP Gas Engine, Automatic Transmission, 14,500 Ib. GVIVR, 18.5 Tires, AM/FM CD Player,
AIC, PIS, Power Windows & Locks, Tilt Wheel, Electric Hoist,
{Other Options And GVW Ratings Available)

yIsuzu NPR HD 4 Door with 19 Dovetail Landscager Bod
297 HP Gas or 210 HP Diesel Engine, Automatic Transmission, 14,500 Ib. GVWR, Exhaust
Brake, AMIFI CD Player, AIC, PIS, Power Windows & Locks, Tilt Wheel
{Other Options And GVW Ratings Available)

Isuzu NPR with 18’ Enclosed Landsc?,ge Bod‘y
297 HP Gas Engine, Automatic Transmission, 12,000 Ib. GVWR, AN/FM CD Player,
AIC, PIS, Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp,
{Other Options And GVW Ratings Available)
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Used Landscapers In Stock! Variety of Specs Available
If you are not in the market for a new landscape truck, maybe a premium used unit will work for
you. We are one of the few dealers in the country that is dedicated to providing you with used
landscaper trucks. Many have brand new bodies!

Isuzu NPR with 19’ Custom lIrrigation Body
287 HP Gas or 210 HP Diese! Engine, Automatic Transmission, 12,000 Ib. or 14,500 Ib. GVWR,
Exhaust Brake (Diese! Only), AM/IFM CD Player, AIC, PIS, Power Windows & Locks, Tilt Wheel,
{Other Options And GVW Ratings Available)

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




ELECTRIC EQUIPMENT

“I have a waiting list of people wanting
our services if we ever decide to move outside
our current service area,” says DeWitt, who
operates within a five-mile radius of her home
near Bethesda, Maryland. “I think there’s a
great, pent-up demand for this.”

RECENT ADVANCES. The industry seems to
be taking note of the growing electric demand.

Equipment availability and capacity have
come a long way, to the point where some
electric equipment is comparable to its gas
counterparts.

“The electric mowers available on the market
have improved significantly,” DeWitt says.
“They’re more durable than they used to be.
They don’t break as often. They last longer.”

Battery advancements have been another
big key to making electric lawn care more
practical. Giard says the move to larger

capacity lithium batteries has allowed them
to operate each truck daily with four bat-
teries instead of 20. Meanwhile, DeWitt’s
noticed the time-saving benefits of making
the switch as well.

“When I started, the mower batteries
took about 10 hours to charge,” DeWitt
says. “Now they take a half hour and they
last four times as long.”

MAKING THE SWITCH. A good place to
start a conversion would be switching out
your trimmers and blowers. Giard says those
implements have fully closed the gap to
match their gas counterparts in performance
with routine yard maintenance.

Giard says that moving into the electric
niche may require an all-or-nothing approach
in order to attract customers who commit to
environmentally sustainable lawn care.

WALK THE WALK: Giard says some
clients will want to see a company
that’s fully committed to sustainability.

“If you want to go after that niche cus-
tomer, they want you to walk the walk. You
can’t just dabble and have one truck with
electric equipment, but four others that are
gas,” Giard says.

Both Solar Mowing and Clean Air Lawn
Care complement their use of electric equip-
ment by following organic lawn care principals.

DeWitt mows high and leaves the clip-
pings, for example, while Giard’s firm offers
organic weed control and fertilization. In
this way, their companies appeal to green-
conscious customers who want to extend
their sustainability beyond their home and
daily purchases and into their lawns.

“We're catering to customers who want a
Whole Foods-like experience, but in terms of
their lawn care,” Giard says. L&t

The author is a freelance writer based in the Northeast.

Work here.

Thrive
here.

"I have worked for SavATree for almost
2 years, and in that time, | have
W\ expanded my skills from plant health
care, to lawn services and helping
with general tree care. SavATree
has also supported me as | got
my CDL and continued to grow in
the company. | love that | get to
be outdoors and provide positive
solutions for clients. If you love the
outdoors, have a positive attitude,
and are willing to better yourself,
SavATree is the best spot to
launch your career!”
: ~Karl T. Hunter,
Assistant PHC Specialist

Cultivate
your career
at SavATree

Offices in AZ, CO, CT, DC, GA, IL, MA. MD, MI, MN, NJ, NY, PA, VA & WI

More information at savatree.com/careers
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ProPump University

Do you need more working knowledge
of irrigation pumping systems?

ProPump University is the answer! The leader in landscape
and golf irrigation pumping system service, ProPump and Controls,
is offering two hands-on, 3-day, intensive training seminars covering the
selection, installation, service and troubleshooting of!:

+ Pumps + Motors

« Control “Cla” valves « PLC controls

«Variable frequency drives « Electrical components

« System preventative and predictive maintenance

Instructors, Dr. Rick Dring and Richard Embry, have more than
80 years of total experience in the pumping system service industry.

To Register:

(all (941) 755-4589, email
rdring@propumpservice.com
or visit our website for details and
registration. $1799 per person

PROPUMPSERVICE.COM

(941) 755-4589

September 24-26, 2019 or November 5-7, 2019
In beautiful Sarasota, Florida
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SEASON AFTER SEASON

AIM CAMERA
This year, Lawn & Landscape partnered PHENG HERE

with Verizon Connect, Exmark, Corona
and the Harvest Group to help three
landscapers grow their businesses.

And in 2020, we’re doing it again. In the next
edition of the Turnaround Tour, we’re helping
more landscapers solve their toughest problems.
Deadline is Friday, Aug. 30. Learn more at
Lawnandlandscape.com/page/turnaround-tour
or take a picture of the QR code.
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THE PROBLEM
Cool S The hot and humid weather of
July often brings disease issues in cool season
lawns. The summer of 2018 was particularly
challenging with the disease gray leaf spot
causing significant damage across much of the
Midwest and Northeastern parts of the United
States. Gray leaf spot is caused by the fungal
pathogen Pyricularia grisea, a fast growing and
fast killing organism that can wipe out large
stands of perennial ryegrass, tall fescue, and
more recently, fine fescue turf stands.

j Gray leaf spot is a common
problem on St. Augustinegrass lawns but
generally is not overly damaging unless the
turf is newly established, stressed from poor
management, poorly located or exposed to
long periods of warm wet weather. Instead, it
causes the turf to become chlorotic (yellow),
causing cigarette burn-like lesions on leaf
blades. The disease is first seen in areas that
remain moist for extended periods such as
shaded areas.

WHEN TO EXPECTIT

: eason: Gray leaf spot infection can occur
at temperatures as low as 68° E, but is favored by
temps between 82°-90° F with extended periods
of leaf wetness and high humidity. The unique
weather patterns last year created almost a
“perfect storm” for gray leaf spot in August and

Paul Giordano, Ph.D. Todd Lowe, M.S.

September. The disease was diagnosed by turfgrass pathologists farther north
than ever before. This posed obvious challenges for turf managers unfamiliar
with the disease, leading to reactionary and curative approaches, which are
usually met with minimal success.

Wet summer months are also the time of year that gray leaf
spot affects St. Augustinegrass. St. Augustinegrass that is grown in the far
south can experience gray leaf spot much earlier, generally beginning in June.
Coincidentally, this is also the time of year when increased rainfall and high
relative humidity occurs, creating conducive conditions for disease.

THE SOLUTION

The best approach in managing gray leaf spot is an integrated one
that incorporates cultural practices, such as minimizing nitrogen and limiting
irrigation and leaf wetness in the late summer. In areas that have already been
affected, interseeding or re-establishing with tolerant varieties of perennial
ryegrass or tall fescue should help delay outbreaks or mitigate damage. Along
with sound cultural management, preventive control with fungicides like
Armada’® 50 WDG is critical in areas with traditional gray leaf spot activity.
Early preventive control should begin in early to mid-July depending on
location. Ensuing applications should be made at 14-28 day intervals while
weather is conducive to outbreaks. Armada provides dual-action control with
two effective active ingredients and serves as a great foundation for broad-
spectrum disease control in both lawn and landscape scenarios.

1 Similar cultural programs hold true for St. Augustinegrass, with
regard to reducing irrigation as much as possible during warm, wet periods.
Also, do not over-fertilize St. Augustinegrass with nitrogen and minimize
stressful herbicide applications during periods of disease outbreak. Improving
air circulation through limb pruning is also helpful. Ultimately, fungicides such
as Armada, can help suppress gray leaf spot outbreaks, with re-applications
every 14 to 28 days, depending on disease severity and weather conditions.
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IIArmada® ||Specticle® || Celsius® || Topchoice®

Together, We've Got This

For years, Bayer has been trusted by lawn and landscape professionals everywhere. Great lawns and landscapes
need help to thrive, and so do great businesses — and that’s where we come in. From our world-class products, to our
industry advocacy and know-how, we're always there when you need us.

Visit es.bayer.us/lawn-and-landscape, and put science on your side.

TOPCHOICE IS A RESTRICTED USE PESTICIDE DUE TO TOXICITY TO AQUATIC INVERTEBRATES. For retail sale to and use only by Certified Applicators or persons under their direct supervision and only for those uses covered by the Certified
Applicator’s certification
ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS

Bayer Environmental Science, a Division of Bayer CropScience LP. 5000 CentreGreen Way,
registered in all states. Bayer, the Bayer Cross, Armada, Specticle, Celsius and Topchoice ar

!ee Eu -331-2867. environmentalscience bayer.us. Not all products are

e 400, Cary, NC 27513
gistered trademarks of Bayer




ONLINE MARKETING

DIGITAL DOMINANGE

From websites to social media, use these tips to get the
most out of your online marketing approach. By Brian Horn

Lawn & Landscape connected with three digital marketing
professionals — Pam Haskell, owner of Chili Pepper Design; Jake
Hundley, CEO and digital strategist at Evergrow Marketing; and
Jack Jostes, president and CEO of Ramblin Jackson - to get the
lowdown on how to approach online marketing in 2019.

1. WHAT’S THE FIRST STEP

A LANDSCAPER CAN TAKE

TO IMPROVE THEIR ONLINE
PRESENCE ON THEIR OWN?

EDITOR’S NOTE: All three said “claim your
Google My Business listing,” so this answer
has been edited to avoid some redundancy.

PH: If you're not familiar with what (Google
My Business) is, it’s the business listings that
show up on the right-hand side of Google’s
search results.

Claiming your company’s listing takes
minimal time and effort, but it has so many
benefits for people searching for businesses like
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yours. By registering, you’ll probably see an
increase in your website’s ranking with Google
(this is unconfirmed with Google, but we've
seen it happen for a lot of our customers).

Google My Business listings also do won-
ders for local search traffic. When someone
searches ‘landscaping company near me,’
you'll be listed.

The best part of these listings? They’re
completely free. You can also add as many
photos, videos and updates as you like (the
more, the better). All of this is something
you can do yourself — it’s basically like
free advertising that you have complete
control over.

Sponsored by

¥J RealGreen

BEY 8T E'M 8

JH: It places you on the map at the top of
search results which accounts for almost 35
percent of all clicks. Do the same thing for
Bing and as many other directory websites
out there, but stick to the free ones.

The keywords you want to rank for
typically include “near me” or “in/near
(your city).” The more signals you can give
Google and Bing that you service a specific
area and have taken the time to add your
business listing to multiple sites, the more
likely Google will think you’re one of the
most reputable landscapers in your area.

Just be sure to have all of your listings
consistent. If your business name is Joe’s
Landscaping on onessite, don’t use Joe’s Land-
scaping LLC on another. If your address is
1804 Tremont Street on one, don’t use 1804
Tremont St. on another. Inconsistency pro-
duces a lack of credibility with search engines.

1J: It’s free at google.com/business. Your
Google My Business listing is what helps you
show up on the Map results when potential
customers — or employees — Google you. Sell-
ing landscaping is very visual, so show your
customers what they want to see by uploading
quality photographs. In addition to profes-
sional photographs of your landscape design
projects, also upload photos of you and your
team in uniform and photos of your branded
vehicles and signage.

Remember, even referrals and potential
employees will Google you before they contact
you, so put your best photos forward. Be sure
to prune your listing. If you don’t offer a service
anymore, or don’t want a certain type of proj-
ect anymore, remove that from your listing.

After you've claimed and verified your
Google My Business listing, hustle to get at
least 10 reviews from your best clients. Having
astrong review average on your Google listing
not only helps you rank higher on Google
when people search “best landscapers near

me,” they also help seal the deal for referrals.

2. WHAT’S THE |
WAY TO U

AS A MARKET

ING TOOL?

PH: You can really grow your business with

LAWN & LANDSCAPE PHOTO ILLUSTRATION
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Our mission is your growth.

We understand your digital marketing challenges
and have developed the products and services to tackle them head on.

IPTargeting

Cookie-less digital advertising delivers precise digital ad targeting at the IP/router level,
ensuring your ads are viewed by the right audience - even if they've put their browser on a “cookie-free" diet.

Reverse Append Marketing
This breakthrough direct mail marketing technology uses the IP addresses of anonymous visitors to your website to
determine their physical home or office address. We then send targeted direct mail pieces.
It's not magic. It's technology and we have it!

Venue Replay Marketing
We can map businesses, your competitors or even trade shows, after which we can identify any web-enabled devices
such as smartphones, tablets or [aptops. When they leave the venue, we continue to target them with your digital
banner ads at their home or office and across all their devices. It all done without cookes.

List Matching

Match your address data to location IP addresses and deliver digital ads to accompany your direct mail campaigns.
It's very simple and very effective.

Mobile Marketing that is Simple and Direct
Marketing Digital & Print Communications | Customer Referral Program
Social Media Management | Reputation Management
Review Management | Website Design
Pay Per Click & SEO | Direct Mail
Print Marketing | Lawn Signs

When you choose Real Green Systems, you gain a partner fully invested in helping your business

grow beyond your expectations

Fora no obligation demo, visit:

& RealGreen.com/MobileGrow -,g RealGreen

. (877)322-1361 Opt. #6 SYSTEMS
00006



RealGreen.com/MobileGrow

ULINE

OVER 36,000 ITEMS
ALWAYS IN STOCK

"~ ORDER BY 6 PM FOR
| SAME DAY SHIPPING

POWER LOC FITTINGS

» For use with 16 mm, 17 mm and 18mm tubing
» Use PL-55 Series with 700 X 600 Tubing

* Materials: Glass Reinforced Polypropylene

» Operating pressure: up to 60 PSI

 For use with 1/2" tubing size - .520 ID to .620 ID

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

www.jainsusa.com

ONLINE MARKETING

PAM HASKELL

social media by increasing cus-
tomer trust and confidence. Social
media is a fantastic marketing
tool that really helps you connect
with potential customers — it feels
completely one-on-one from their
perspective.

Social media marketing can be
split into two categories: paid and
free. Under the free category, you
want to update your profiles every
day (or every other day) with rel-
evant and engaging content. You
can network with potential part-
ners, suppliers and local events
profiles to gain more exposure
for your brand. One of the most
important factors for social media
success is to reply to people that
comment on your updates.

We always recommend people
invest in retargeted social media ad-
vertising. Retargeted advertising is
incredibly effective. Basically, when
someone visits your website, they’re
then shown your ads when they’re
browsing the sites you've paid for
retargeting on.

JH: As a teaching tool for your cus-
tomers. Social media isn’t meant
to close sales, it’s meant to create a
community around your business.
Give people a reason to follow
your Facebook or Instagram page.
Nobody wants a sales pitch on
these platforms.

Show helpful tips on how to
care for your new sod installation
or how to spot tree diseases. This
will keep people interested in what
you have to say while keeping your
brand name top-of-mind.

JAKE HUNDLEY

JACK JOSTES

Don’t be afraid to do DIY
videos. If people are going to do it
themselves, they’re going to learn
how to do it. They might as well
learn it from you. Don’t let them
learn it from someone else. When
they come across a task that’s
out of their wheelhouse, you’ll
be the first person they call. You
can also just take videos of your
crew working hard on a property.
Green Again Lawn out of Olathe,
Kansas, does a great job sharing
videos like this as well as DIY
videos on their Facebook page.

JJ: The most effective way for land-
scaping companies to use social
media as a marketing tool is to have
your employees help produce Ins-
tagram video and photo content on
their smartphones during projects.
Making short, smartphone vid-
eos, Instagram stories and photos
along the way —a little bit every day
— can make a big impact online. It’s
really easy to kill two birds with one
stone by syncing your Instagram
with your Facebook so your posts
show up in both places.
Landscapers with a slow winter
can make the most of the offsea-
son by producing social media
content that will be shared later.
Winkler Lawn and Landscape
(IG:@WINKLERSLANDSCAPE) in
Platte City, Missouri, takes advan-
tage of the winter time by recording
videos for an “Ask A Landscaper”
series. Common landscaping ques-
tions are answered by the owner
and lead staff in short, one-minute
video clips that are then posted to
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YouTube and scheduled to go out
months later in the spring using a
program called Later.

When using Instagram, use
hashtags for your ideal custom-
ers neighborhoods, suburbs and
cities. For example, if you target
Houston, you could add the
hashtag #houston to your posts.

PH: We sce a lot of landscap-
ers running into the same issue
— pumping money into online
marketing but then neglecting
their website.

If someone that’s interested
in hiring you sees this amazing
marketing campaign, they’ll go
and look you up. If your website
hasn’t been updated in the last five
years, they’re not going to follow
up with you. The only thing worse
than an old, outdated website is
not having a website at all.

Companies need to present a
professional, cohesive brand ex-
perience. You need to be showing
that you care, from your website
to your aftercare service. This is a
detail-oriented industry and cus-
tomers expect a modern, mobile-
ready website that answers all their
questions for them.

JH: They don’t commit. They
might try it once, not see good
results, then swear it doesn’t work.
Online marketing sees better
response rates than door hangers.
Door hangers typically have less
thana 1 percent response rate while
digital marketing hovers around
the 5 percent range with com-
pletely optimized strategies being
able to hit the 20 percent range.

BE THE TEACHER: Producing DIY or
short videos for customers helps keep
your company top-of-mind when
they start looking for services later.

Ifyour brand doesn’t have much
of a presence online, then you’re
not going to get much better
response rates. Online campaigns
aren’t created, they’re optimized,
which requires commitment and
awillingness to learn and improve.

Traditional marketing results
are based on the individual cam-
paign. Digital results are based
on continuous optimization and
more refined targeting.

You may consider word-of-
mouth having the best return, but
that’s also what Google reviews
are for.

If you decide to hire an agency
or freelancer to help you, be sure to
familiarize yourself with the termi-
nology and understand important
KPIs for you. Clicks to your site
are not as important as form fills,
emails and tracked phone calls.

Jj: The most common online
marketing mistake I see landscap-
ers make is simply not doing any
online marketing at all.

“I can’t hire anyone to do the
work... so I don’t need to do any
online marketing” or “90 percent
of my business comes from refer-
rals, so I don’t need to do any
online marketing” are things I hear
many landscapers say, often during
a conversation about how they’re
not making enough profit or at-
tracting the right types of clients.

What many landscapers don’t re-
alize is that potential employees are
looking for landscaping jobs online,
and part of the reason you could
be having trouble hiring is because
your online presence is seedy.

If the only thing you'’re doing
for marketing is waiting for word-
of-mouth and you don’t have
the sales or the type of leads you
want, it’s time to invest in online
marketing. L&L
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NOISE MAINTENANCE GAS EMISSIONS

THE FUTURE IS

We're Looking For You.
Are You Ready To Begin or
Enhance Your Business?

The average annual gross revenue produced

omersrs 91,670,297

N
@ ©f Ametica
| Juito
Tick Ranger THE LEADER IN ORGANIC-BASED LAWN CARE® Ranger 4

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

15t Year Revenue Potential: up to $150,000
Serving 100,000+ Customers ® 9.7% 2018 Customer Growth

85% Customer Retention * 6 Year Avg. Customer Life

$66M+in Gross Revenues * Serving 24 States + D.C.

Key Markets Available in Your Area!
(800) 989-5444 | NaturaLawnFranchise.com
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€ WATER ISSUE

Continued from pg. 31

family residences are a particularly
strong market for continued ex-
pansion; the ones he has installed
are on homes in the $3- to $8- mil-
lion range.

Installation of a complete system
on a job of this nature runs about
$25,000 to $35,000. Estimated cost
recapture typically occurs in about
six years. “One of the benefits with
this system is that the money you’d
spend on irrigation from May to
September is going into recovering
the cost of the system,” McClain
says. “There’s no watering bill and
no watering bans when you’re using
reclaimed water.”

McClain has been working with
a number of builders in his area

who implement the system into
their projects. He says his crews can
assemble the average 18,000-gallon
system in 16 days from start to
finish, including irrigation startup.
He bulks up his crews from six
employees to nine from April to
November to tackle the increase
in installations.

McClain plans to continue to
develop subsystems and would
eventually like to sell the patentto a
company that’s as passionate as he is.

“When I first started, I knew I had
a mission, but I didn’t know how
complicated it was going to be. It
was years of trial and error,” he says.
“ButI felt I had to do something for
the planet.” L&t

The system uses a bounce water filtration system that uses water

velocity and movement.

PHOTO COURTESY OF KEVIN McCLAIN

Jiterpine AFRATIN

1y |

FOUN

OFFERING BOTH FUNCTION AND BEAUTY these surface spray aerators are engineered
to provide results, and are supported by a 5-year warranty and Pattern Guarantee.
Widely used throughout the world, Otterbine’s Aerating Fountains improve and
maintain water quality in ponds and lakes by controlling algae and eliminating

odors while providing attractive fountain-like displays. LED light systems available!

To learn more call us at 1-800-237-8837 or visit us online at www.otterbine.com/aerating_fountains

Aerating Fountains
by Otterbine®
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Advertiser
Air-O-Lator

Atlantic Water Gardens
Bayer Cropscience LP
Fisher Broyles

Ford Motor Company
FX Luminaire

GIE+ Expo

Greene County Fertilizer
Company

Greenworks Commercial
Horizon

Husgvarna

Jain Irrigation, Inc

Keyfit Tools

Lawn Buddy

Lebanon Turf Products
Mean Green Products
Naturalawn

Neely Coble Co

Otterbine Barebo, Inc
Outdoor Living Brands
PBI-Gordon Corp
Perma-Green Supreme
Permaloc Aluminum Edging
Pro Landscape/ Drafix

Pro Pump and Controls, Inc.
Real Green Systems
Savalawn

Servicemaster Company, The
Slingshot

Slope Care, LLC

Smart Rain
STIHL

Turfco MFG
Uline

Z-Spray

Snow Supplement
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Eliminate the search for industry tips,
news and reports and sign up for
Lawn & Landscape newsletters.

Visit bit.ly/Lawnnewsletters today.
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CLASSIFIEDS

BOOKS BUSINESS SERVICES FOR SALE

Benchmarks for Landscape
Construction Professionals

Publication special for Jim Huston’s new book.

Benchmarks, Standards and Critical Numbers
for your company, your industry and your life.

Benchmarks book ($100)
Benchmarks audiobook ($100)
Benchmarks MS Excel CD ($100)
Buy 2 and get the third free.

Just $200 + S&H

For more details email: ashley@jrhuston.biz

BUSINESS FOR SALE

e ACQUISITION
52 EXPERTS ‘i

WANTED IN FLORIDA
| HAVE BUYERS

Thinking of retiring, relocating,
don't want to be the boss but stay on?

Contact John Brogan 772-220-4455
EMAIL: John@acquisitionexperts.net

BUSINESS OPPORTUNITIES

SELLING YOUR BUSINESS?

FREE
APPRAISAL

NO BROKER
FEES

Professional Business Consultants
6\3usmessc

& 0
.o
L ) %
%
g [
S 2
a. 17

Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase
offers from qualified buyers without disclosing your
identity. Consultants’ fees are paid by the buyer.
CALL:

708-744-6715

FAX: 508-252-4447

pbcmello1@aol.com « www.PBCBroker.com

1994 « 25 YEARS - 2019

LawnésLandscape
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JR. Huston Consulting offers....
Standardization for Profit
(SFP) Consultation
with Michael Hornung of

ValleyGreen’

Companies

Work with a successful lawn care
professional with 28 years of experience
to provide you with the tools and the
training you need to start and grow your
lawn care company profitably.

Total costis $1,750 for one day/$3,000
for two days, plus travel expenses.
You will also receive 60 days of free
telephone support.

If you would like to schedule a
SFP consultation, please contact
Michael by telephone 320-241-5959
or email (michaelh@valleygreen.net)
for scheduling and further details
at your earliest convenience.

http://valleygreen.net

How to Price
Landscape & Irrigation Projects
Publication special for Jim Huston's classic book.
This is the Green Industry standard on estimating.

Everything that you need to know to price your
projects & services accurately and profitably.

HTPLIP book ($150)
HTPLIP audiobook ($150)
HTPLIP MS Excel CD ($150)
Buy 2 and get the third free.

Just $300 + S&H

For more details email: ashley@jrhuston.biz

FOR SALE

Discount
Small Engines & Parts
Small engines & parts
from Briggs & Stratton, Kohler,
Tecumseh, Robin and more.
www.smallenginesuppliers.com

Also, look up your own parts
and buy online at
www.smallenginepartssuppliers.com

LAWNANDLANDSCAPE.COM

Seat Warehouse
Quality Replacement Seats

Call 855-700-SEAT (7328)
www.seat-warehouse.com

doorbags.com

Protecting Your Message At Their Door
Order Today/Free Shipping

WWW.STORKSPLOWS.COM

We provide the Snow and Ice
Industry with the best Value
and selection of parts and plows.
While being Innovative and
focusing on Honest service
done with Excellence.

HELP WANTED

Florasearch, Inc.

In our third decade of performing
confidential key employee searches
for landscape and horticulture
employers worldwide. Retained.

Career candidate contact welcome,
confidential and always free.
Florasearch, Inc.

Phone: 407-320-8177

Email: search@florasearch.com
www.florasearch.com
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PLACE A CLASSIFIED TODAY! Please contact Brian May at 800/456-0707 x272 or bmay@gie.net.

HELP WANTED LAWN SIGNS SOFTWARE

BILLMASTER Software®
Simple, Reliable, Affordable

/;" s ©
GreenSearch "
Green Industry Leaders Start Here! POSTING SIGNS

Solve your key leadership hiring needs by

contacting GreenSearch, the professional RN DSlG NS 810-
search and HR experts exclusively serving LA VAL A4 JEDL 4

PROMOTIONAL

Perfect for Small Business
Convert from any existing system

landscape contractors and the green Marketing, Design & Print A“.at RpLce Y
industry nationwide. Contact us today! View Hundreds Of business can afford
www.greensearch.com .
1-888-375-7787 Promotional Ideas, Layouts Call today to get started.
info@greensearch.com & Exclusive Images Online! 201-620-8566
Linkedin: greensearch-usa RNDsigns.com « 800.328.4009 Email: sales@billmaster.info
Posting Signs ¢ Door Hangaers www.billmaster.info
Brochures « Mailers More
( cus
- tooi PLANTS, SEEDS & TREES
EXPERTS IN FINDING want to sou.‘_d
LANDSCAPE TALENT! off on something
No upfront fees. NATIVE SEEDS ou saw in
We know what rocks to look Largest producer of native seeds in y S o
under to find the hidden candidate. the Eastern U.S. Hundreds of species of thls |ssue?

grass and wildflower seeds for upland to

Need to upgrade or replace wetland sites. Bioengineering material

e o SRS Have an idea that you think
Expanding your business? www.ernstseed.com - 800/873-3321 would be worth featuring
We're the firm to call. in next month’s
THE FOCUS AGENCY Lawn & Landscape?
877-362-8752 ' LOOK FOR We want to know.
www.focus-agency.com LAWN & LANDSCAPE ON

Call or email Brian Horn

faCEbOOk@ at 216-393-0250

or bhorn@gie.net.

search@focus-agency.com

In business over 30 years
with clients coast to coast. facebook.com/lawnandlandscape ‘

A WEBSITE WITH YOU IN MIND

YOUR ONE-ST OP, MOBIL
for breaking indus

monthly issues as well as our ,
Your Business and State of the Indu try rep

N DLANDSCAPE.COM
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STUDENT SPOTLIGHT

Jackson

andler

Sponsored By 6

Irrigation & Landscape Supply

STUDENT SPOTLIGHT

brings you the perspectives of
horticulture students and insights
into the future of the industry.

By Lauren Rathmell

Jackson Chandler has always loved being
outside. He particularly enjoyed working with the
environment and making landscapes healthier
and more enjoyable. His uncle, an arborist, helped
him get his foot in the door and start taking a more
serious approach to the industry.

He enrolled in classes at Brigham Young Univer-
sity and has been active with his time as a student.
He served as a teaching assistant for an arboricul-
ture class and has an internship with Bartlett Tree
Experts under his belt as he graduates.

“l just like being hands-on and
outside,” Chandler says. “And inter-
acting with other living things that
aren’t necessarily people.”

Chandler was also awarded
one of Lawn & Landscape’s
horticulture scholarships last year.
The Richard Foster Award honors
outstanding students planning
careers in the landscape, lawn
care or horticulture fields.

As he settles into the professional
side of the industry, Chandler hopes
that the different segments in the
green industry will start working
together.

“One of my hopes is better col-
laboration and communication
with other aspects of the industry.
Like more well-rounded workers,”
he says. He'd also like to see im-
provements made to education.

“I know recently there's been
alot of news about injuries and
deaths in the tree care industry,”
he says. “And that’s just really sad
and hard to see. | think as educa-
tion improves, then the industry
will be better as a whole and
particularly will be safer.”

Chandler hopes more communi-
cation and collaboration will open
the doors to better education not
just for industry professionals, but
customers and clients as well.

“People get frustrated when
their trees die because they're
watered as often as the grasses,”

he says. "So | think if landscapers
educate their clients that all our
trees are different, and if arborists
can understand that people care
about their lawn as much as they
care about their trees, then | think
that we could help minimize those
problems and challenges that lead
to misunderstandings.”

He's also excited about the
advancements being made to
equipment and technology. Chan-
dler says he hopes to continue to
see improvements made in ferms
of making labor easier.

“There’s a lot of emphasis
towards making a lot of difficult
things easier on our bodies,” he
says. “Especially that physical
labor stuff that can really hurt a
person right there, that can lead to
a potential career shortage.”

Chandler plans to graduate in
December with a degree in environ-
mental science and currently works
as an arborist. He said he’s learned
a lot about the future green indus-
try work force from his peers.

“For me and a lot of my peers
that I'm going to school with, we're
just really excited to make changes
in the world and try new things
and just really look at what we
can improve and how we can do
things differently,” he says. “Every-
body | know that’s going into the
green industry is just really excited
to work and be creative.” L&L
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BR 800 X MAGNUM® | BR 800 C-E MAGNUM"

When you need maximum blowing performance, STIHL has

your back. Experience the legendary power of Real STIHL
with the biggest, baddest backpack blower in our lineup.

Robust Heavy-Duty Force | Sturdy Performance
Engine Power Avg./Max Air Velocity is | Best power-to-weight
4.4 bhp engine | 199 mph/239 mph | ratioin the STIHL

| (As measured per ANSI B 175.2) | gasoline blower line

VISIT STIHLUSA.COM
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MICRO TOUGH

NEW HUNTER DRIPLINE. TOUGH COMES FROM HIN.

HIGH-EFFICIENCY HUNTER DRIPLINE (HDL) IS THE TOUGHEST,
longest lasting, and most cost-effective drip solution on the market.

To maximize field life, HDL is made only with pre-consumer recycled
resins. Other products use post-consumer resins degraded by years

of sunlight, which cuts their lifespans. HDL also offers convenient
color-coding and stretch-wrapping to speed up installation and field
maintenance. It’s the best dripline available!

®
RESIDENTIAL & COMMERCIAL IRRIGATION | Built on Innovation® I-Il'll"e..
Learn more. Visit hunterindustries.com/micro
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