


LANDSCAPE LIGHTING
Perfect 
every time
Problem-solving products that make it easy 

to specify and install with flawless results

ACCENT
Brightness Control Dial

Continuously Adjustable Beam Angles 
10° to 60°

HARDSCAPE

Brightness Control Dial

Adjust from Warm White (2700K) to 
Pure White (3000K)
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MINI WALL WASH

Brightness Control Dial

Adjust from Warm White (2700K) to 
Pure White (3000K)
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ADVERTISEMENT

Mark Clodfelter, Bayer Product Marketing Manager

k Q8A with the Expert

I FINDING THE RIGHT

EARLY ORDER PROGRAM

WHAT IS FLEX SOLUTIONS, 
AND WHY DID BAYER DEVELOP 
THIS ONLINE PLATFORM?
Flex Solutions is a new way for customers to 
participate in early order programs like Fall 
Solutions. Its intuitive design moves away 
from the notion of pre-assembles PAKs of 
products and allows customers to purchase 
only the products they want. Bayer developed 
this online platform in order to address 
customer feedback. With this advancement, 
customers will ultimately be able to purchase 
only the products they want and need, for the 
turf they manage.

WHO WILL BENEFIT FROM THE 
PLATFORM, AND WHAT FEATURES 
OF THE PLATFORM ARE MOST 
BENEFICIAL?
Flex Solutions is designed with the end user 
in mind. We've always wanted to be able to 
offer additional flexibility and the freedom 
to choose products specific to a customer's 
needs - Flex Solutions allows for that. There 
are several benefits to users who utilize this 
platform including the ability to look up 
past order history and find solutions based 
on growing area, turf type and acreage. 
Customers will also be able to easily identify

savings through the rebate finder that displays recommendations and tips in 
real time. Another substantial benefit is that customers will be able to work 
with their network of trusted advisors for recommendations and support 
throughout the ordering process. The platform is personal, simple to use, and 
mobile friendly making it easily accessible. For distributor representatives this 
platform is particularly attractive because it brings them a better way to guide 
their customers through early order purchases.

WHEN IS THE PLATFORM AVAILABLE, AND ARE THERE 
SPECIFIC CREDENTIALS USERS NEED TO CREATE?
The platform launched October 1. The early order program will be available 
until December 6, so we're encouraging users to get online as soon as 
possible to maximize their benefits. Distributor representatives and lawn care 
operators will all need to create login credentials in order to access the site. 
In order to create credentials, they must have a My Bayer Rewards account. 
Once this is complete, customers will be able to create their Flex Solutions 
login credentials, access the platform and start saving.

IS THIS DIGITAL SHIFT FOR BAYER SOMETHING CUSTOMERS 
CAN EXPECT TO SEE MORE OF IN THE FUTURE?
Yes, this is something we've been wanting to provide to our customers for 
awhile now. We are thrilled to be able to offer them an online platform that 
aligns with the current digital shift in today's world. Although the early order 
program ends on December 6, there are plans to utilize the platform in the 
future. This is a huge step for us and something we have been looking forward 
to launching for quite some time.

Learn more at es.bayer.us/flex-solutions



Break away from the

P4K mentality
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Ill Go with your instincts - see what’s new at es.bayer.us/f lex-solutions

This fall, break away from the PAK to find the best solutions for your turf.

Pick only the products you want. See rates, recommendations and savings all in one place.

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS.
Bayer Environmental Science, a Division of Bayer. CropScience LP, 5000 CentreGreen Way, Suite 400, Cary, NC 27513. For additional product information, call toll-free 1-800-331-2867. 
www.environmentalscience.bayer.us. Not all products are registered in all states. Bayer and the Bayer Cross are registered trademarks of Bayer. ©2019 Bayer CropScience LR 
ES-0919-LL-0142-A-1
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The broken labor record

A
s I sat down to write this months Editor’s 
Note, I had my thoughts jotted down 
and was ready to put those random 
notes into some semblance of a column. But 
as I thought about recapping what I heard in 

Louisville at LANDSCAPES 2019, GIE+EXPO 
and Hardscape North America, I went back to 
last year’s November issue to see what I wrote. I 
discovered robotic mowers at GIE+EXPO was a 
main topic and that’s going to be the case again.

And I’d be remiss to not mention you can learn 
more about technology in the green industry at 
our technology conference - visit bit.ly//lltech20 
(end of shameless plug).

I’m not writing this to show you I like to 
recycle column ideas. It’s to show you how some­
thing like this continues to grow in popularity. 
Even though the number of autonomous mowers 
on display did seem to increase this year on the 
show floor, I still haven’t actually seen any in 
operation on a lawn.

According to Robin Autopilot, Cleveland, 
where Lawn & Landscape is headquartered, has 
the highest concentration of autonomous mow­
ers in the country, so there is a good chance I may 
have come across one driving around. To me, 
that’s exciting. These are picking up steam, and 
they still are very uncommon to see in residential 
neighborhoods, which means they still haven’t

even reached their potential.
In our story on pg. 48, Robin’s new CEO, 

Logan Fahey, who acquired the company in July, 
says within the next two years, there’s going to 
be a flip in favor of autonomous mowers, and it’s 
going to be quick. I look forward to watching 
this change take place, as the lack of quality labor 
continues to be an issue for a lot of companies.

Speaking of labor, another interesting con­
cept I learned more about was the National 
Association of Landscape Professionals’ Women 
in Landscape Network, which was launched in 
September. The organization is hoping they can 
encourage a male-dominated industry to look 
at women as viable members of the hiring pool. 
When I met with members of the network, they 
wanted to stress that this wasn’t just women 
recruiting more women into the industry.

The goal is for women and men to work 
together to make landscaping companies more 
open to hiring women, and to drive home that 
women bring skills and an important voice to 
businesses. They can be productive on a jobsite 
just like their male counterparts.

Regardless of whether the solutions for one 
of the biggest problems in the industry involve 
robots or humans, it’s good to know that those 
in the industry are leaving no stone unturned to 
solve it. - Brian Horn
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UPGRADE TO THE ALL NEW

BREAK

■

The revolutionary BREAK 
Agitator, featured on the 
PermaGreen Triumph, is 
guaranteed to reduce clogging 
of your LESCO® or PermaGreen™ 
3-hole spreader, or your money 
back.

Visit permagreen.com to see for 
yourself why PermaGreen is the 
GOLD STANDARD of spreaders

TAKE THE 60-DAY CHALLENGE

TRY THE PERMAGREEN ON YOUR TOUGHEST PROPERTIES 
FOR 60 DAYS. IF YOU DON’T LOVE IT, WE’LL BUY IT BACK!

CALL FOR DEALER LOCATIONS & 

REGISTER TOWIN A TRIUMPH 

800.346.2001 permagreen.com

© 2018 PermaGreen. PermaGreen '* is a registered trademark of Perrma-Green Supreme, Inc. LESCO is a registered trademark of SiteOne Landscape Supply, Inc. The Triumph is protected by patents 6,336,600 and 7,954,573 and patnet pending.

permagreen.com
permagreen.com
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WAIBLINGEN, GERMANY - Among a 
medley of company announcements and 
happenings, STIHL introduced over a 
dozen new products at a recent media event.

Roughly 90 members of the media - 
Lawn & Landscape was one of two U.S.- 
based media outlets invited - joined STIHL 
during its annual press event in September.

Most of the products are coming soon 
to U.S. dealers, and between the blowers, 
chainsaws and a robotic mowing system, 
STIHL had plenty to show off at the event.

CHAINSAWS. The MSA 220 battery- 
powered chainsaw and MS 261 gasoline 
chainsaw are both coming to the U.S. in 
2019, though a production change on the 
latter saw will push back its availability a 
bit longer than the MSA 220, which arrives 

this winter. The MSA 220 is STIHL’s most 
powerful chainsaw in that range and comes 
standard with a 3/8-inch Picco Super 3 full 
chisel saw chain and a guide bar 35 centi­
meters in length. The company reports that 
the chainsaw produces 30 percent more cuts 
per battery charge over comparable saws on 
the market.

Meanwhile, the MS 261 features a new 
guide bar and .325-inch chain that other 
gasoline-powered STIHL models haven’t 
featured. It’s a third-generation tool of 
its kind, and its cutting performance has 
been improved by roughly 20 percent over 
previous models. The MS 261 also features 
STIHL’s M-Tronic engine management 
system that accounts for external factors 
like temperature and altitude in its ignition 

timing and fuel metering. The chainsaw 
weighs just under 13 pounds.

BLOWERS AND MOWERS. The com­
pany also revealed its BGA 86 battery-pow­
ered blower, as well as the BR 800 blower 
that’s already on the American market but 
is new overseas. The BGA 86 aims to reduce 
noise while also offering a blowing force of 
15 Newtons, 40 percent stronger than the 
BGA 85 model. The speed of the blower can 
be adjusted directly on the handle, and at 
maximum strength, it produces 91 decibels 
of sound. The blow pipe length is easily 
adjustable and a flat blow pipe is available 
as an accessory.

Additionally, the company showcased 
its revised iMow Robotic Mowers, which 
have some features that won’t translate to PH
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CREENWORKS CUBOO
■■■■■■COMMERCIAL utility vehicle

POWER A NEW LANDSCAPE
A100% Lithium-ion battery powered utility vehicle purposefully designed to get the job done task after task, with 
up to a 75 mile drive distance per charge. The Greenworks® Commercial CU800 delivers with a 550 pound cargo bed 
capacity, and hitch towing capacity of 1,500 pounds. There's plenty of space for tools and gear.
Perceive a new landscape powered by Greenworks® Commercial.

Visit www.greenworkscommercial.com to find a dealer near you

Visit www.shopgreenworksgear.com for apparel and merchandise «T00L innovation awards winner
2020

EARTH DAY 
50™ ANNIVERSARY

PROUD PARTNER
A WARNING: Cancer and Reproductive Harm-www.P65Warnings.ca.gov

http://www.greenworkscommercial.com
http://www.shopgreenworksgear.com
http://www.P65Warnings.ca.gov
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Wouldn't you rather have and?

Why limit yourself to fertilizer or weed control? Why 
settle for killing weeds before or after they appear?

At LebanonTurf, we don't like or. We like and. As in 
fertilizer and pre- and post-emergent weed control— 

all in one.

And with ProScape® fertilizer and weed-control 
solutions, you get to save time and money.

ProScape'
ProScape 19-0-6 MESA® AND Dimension® AND LockUp™ 

ProScape 19-0-6 MESA® AND Dimension® AND Confront® 3

LebanonTurf

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

For more news, visit 
Lawnandlandscape.com

the U.S. market because the country doesn’t have the same Innogy 
SmartHome technology available in Europe. However, the Con­
nected iMow technology will be available to U.S. buyers in early 
2020. This means users can control robotic mowers from an app 
on their mobile phones. Users may also be able to control iMow 
services by voice control on Amazon Alexa.

STIHL’s RMA 756 V lawn mower will not be distributed in the 
U.S., but it was on display as it is coming to the German market.

OTHER TOOLS. STIHL also introduced a new pruner (GTA 26) 
and shrub shear (HSA 26) that will enter the American market in the 
spring and fall of2020. These lightweight tools are part of STIHL’s 
newest cordless products and feature interchangeable batteries that 
can be purchased separately or together with a battery and charger.

STIHL’s new RG-KM cutting attachment (weed remover) hits 
the U.S. market this winter, which features a pair of spin-resistant, 
counter-rotating oscillating blades that can be used on various 
surfaces and limit damage via thrown stones or chippings. The new 
Advance X-Vent BT Helmet System is planned for U.S. distribution 
in 2020 but specific target dates are undetermined.

The MS 360 Chaps - which offer protection on the front, sides 
and back of an operator’s legs - won’t come to the U.S. due to high 
costs on importing fabric.

ODDS AND ENDS. Translators were on site during the company’s 
press conference, which had STIHL executives break down the 
team’s financial picture in Germany and abroad. The company 
reported slightly higher worldwide sales than last year, and the 
North American market was no different. Bertram Kandziora, 
STIHL executive board chairman, cited cordless products as a 
growing market, though gasoline-powered products remain the 
company’s bread-and-butter.

“We are firmly committed to continuing the development of 
gasoline power tools and simultaneously accelerating that of cord­
less products,” Kandziora said. “In order to meet the many-faceted 
needs of our customers as best we can, we will continue to con­
centrate on a product mix of gasoline and battery-powered tools.”

Kandziora also said that many retailers still had excess product 
stock last season worldwide because of unfavorable weather condi­
tions in critical sales regions. Throw in increasing trade restrictions 
and uncertainty shrouding Brexit, and there’s a lot to manage 
internationally that affected sales numbers.

“All in all, we have only achieved a slight increase in unit sales 
in the first half of the year due to the challenging peripheral condi­
tions,” Kandziora said. “There are, however, certain differences in 
the individual markets.”

In addition to debuting new products, STIHL also announced 
expansions to its brand shop and the location of its STIHL TIM­
BERSPORTS 2019 world championships. The event will be held 
at the Industrial Palace in Prague this November.
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FERTILIZING
SEEDLINGS IS GOOD.

LEBANON

FERTILIZING WITH
WEED CONTROL

STARTER FEATIUIZE*
V with o.oas meso
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AT THE SAME TIME IS

BETTER
Do more in less time with ProScape Starter Fertilizer with Mesotrione. 
Apply both fertilizer and weed control that is effective when 
establishing new turf. Your grass gets off to a great start, freeing 
up time for other jobs and customers. For more information, 
visit LebanonTurf.com or call 1-800-233-0628

LebanonTurf

Best of all Worlds®
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BRIGGS & STRATTON OPENS NEW 
MANUFACTURING FACILITY
The Sherrill, New York, 
facility offers new 
growth opportunities 
and more production 
flexibility.

By Lauren Rathmell

SHERRILL, NY - Local media, employees and 
government representatives joined Briggs & 
Stratton executives who opened a new manu­
facturing facility in Sherrill, New York earlier 
this fall. The move is a welcome change, as 
the previous facility was at max capacity with 
virtually every inch being used in some way.

The old plant, operating out of an old 
schoolhouse in Munsville, New York, had

between 500 to 550 employees working out 
of it. The old gymnasium was even used as an 
auditorium for holding big meetings. In 2004, 
the company acquired Ferris, which teed up the 
company for a large amount of growth. After 
20 years of operation, four additions onto the 
schoolhouse and the Ferris acquisition, the 
company needed to expand.

Now, the new facility offers double the ca-

One Spray in the Fall Lasts all Winter! 
Longest Lasting Professional Deer Repellent 

Will not clog sprayer • 35 years of proven results

DeerProRepellent.com
Call to order now: 877.486.3337

Take your Lawns 
to the N Level

PUT LAWNS TO BED WITH A FULLTUMMY. 
BLENDED TOGETHER AT YOUR REQUEST.

MOVING FERTILITY

FORWARD
High Performance Plant Nutrients 

Fertilizers • Specialty Products 

Bio-Stimulants • Soil Amendments

Greene County 
Fertilizer Company-

1.855.606.3378
Greenecountyfert.com

Buy Direct & Save * Direct Shlp/PIck-up
Greensboro. GA • Orlando, FL • Salt Lake City. UT
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pacity for operations. It took about 10 days 
to move people and product to the 552,000 
square foot facility. It also features 28 load­
ing docks.

With the capability to manufacture three 
different lines, plus the blower line soon, 
Todd Teske, chairman, president and CEO 
of Briggs & Stratton, says the team is adapt­
ing to the change, and that team is a core 
reason for the move.

“I could tell these people cared,” Teske 
said. “That’s why we moved down the road.”

As far as production, the Munsville plant 
is still producing blowers but Teske says 
that will eventually stop. The new facility 
houses more sophisticated machinery and 
administrative space for training. For in­
stance, during the finishing process, a new

paint machine allows color changes to be 
made in about 15 minutes versus an hour at 
the old facility.

The new Sherrill facility manufactures 
commercial lawn care products from Briggs 
& Stratton’s Ferris, Simplicity, Snapper, 
Snapper Pro and Billy Goat brands.

The new facility was once used for Oneida 
silverware production, and the Briggs team 
found it in disarray. Teske admits it was a 
sad sight but felt the company could turn it

around for the community.
“I thought, we can make this place into 

something,” he said. The process from incep­
tion to operation took about three years, and 
construction took about 18 months. The 
Briggs workforce was maintained through 
the transition, and there’s room for more, 
too. Lauren Vagnini, corporate communica­
tions manager for the company, says they’ve 
created 50 new positions and are looking to 
hire about 60 more people.

OTENTIAL
- ♦

Fence installation professionals demand rugged earth drills they can 

rely on. Cut costs, reduce labor and drill clean holes - FAST - with Little 

Beaver. A patented torque tube eliminates kickback for simple one-man 

drilling. And for added safety, all models feature a centrifugal clutch A 
that slips and stops the auger if you strike a buried object.

D

..■

See our full line of Mechanical and Hydraulic 
Earth Drills at littlebeaver.com/fencing.

LITTLE BEAVER
EARTH DRILLS & AUGERS

littlebeaver.com 
800-227-7515
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MarkerBit

Install driveway markers in record speed! 
Even in frozen ground

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

The average annual gross revenue produced
by our franchise 
ownersis $1,670,297

Tick Ranger THE LEADER IN ORGANIC-BASED LAWN CARE

Mosquito 
Ranger

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

1st 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.

For more news, visit 
Lawnandlandscape.com

IA ANNOUNCES 
DETAILS ON 2019 
IRRIGATION SHOW
The keynote speaker is Jim Abbott, 
a former Major League Baseball 
player who notably played with 
only one hand.

LAS VEGAS - The Irrigation Association has announced 
keynote speakers and an event schedule for its 2019 Irrigation 
Show and Education Week this winter.

From Monday, Dec. 2 to Friday, Dec. 6, attendees can 
view exhibits, participate in the new product contest, go to 
the IA General Session and even catch the keynote speech, 
which features Jim Abbott, a former Major League Baseball 
player. Despite being born with one hand, he ended up 
representing Team USA in the 1988 Olympics and threw a 
no-hitter for the New York Yankees in 1993. He played 10 
seasons for four different teams, and he later wrote the book 
“Imperfect,” which includes some of the similar messages 
he’ll share with the audience at the IA show.

Other educational sessions during the show will focus 
on topics like landscape irrigation design, CAD basics, and 
more, including a special series called Industry Insights. 
A full schedule can be viewed on bit.ly/ia20191awn. 
The exhibit hall opens Wednesday, Dec. 4, at 10 a.m. IA 
Certification Exams are also available during the show.

©ABBOTT PLAYED 10 SEASONS AND 
WROTE THE BOOK IMPERFECT.”

Key Markets Available in Your Area!
(800) 989-5444 I NaturaLawnFranchise.com

•Based on 34 owners and the 2018 gross revenue report ©2019. NaturaLawn of America, Inc A division of NATURLAWN® Services and Products. Alt nghte reserved
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Overflow Call Support 
After Hours Coverage 

Sales Expertise 
Web Lead & Chat Response 

www.GetSlingshot.com

Slingshot 833-837-7546 VoiceforPest

VoiceforPest <
Industry Specific Phone Systems 

Integration to your Software 
Eliminate Robo Calls 

Lead Tracking & Reporting

www.VoiceforPest.com

http://www.GetSlingshot.com
http://www.VoiceforPest.com
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TilRFCO FOUNDER PASSES AWAY
John Kinkead passed away Oct. 1 at the age of 89.

MINNEAPOLIS - John Kinkead, Sr., the 
longtime head of Minneapolis-based Turfco 
Manufacturing, died on Tuesday, Oct. 1. He 
was 89 years old.

The company issued the following state­
ment, edited for space:

John Kinkead will be remembered by those 
in the industries he loved - notably golf and

25 Years and Still Growing
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turf management 
- as an innovator 
and as a person 
whose perseverance 
set a tone for how 
Turfco continues 
to collaborate with 
its customers in 
products and ser­
vices today.

It was in that in­
novative spirit that

John KINKEAD

John, working closely with local golf superin­
tendents in the Twin Cities, invented the first
mechanized top dresser, bringing top dressing 
into the 20th century. While still working at 
National Mower, the company founded by 
his father Robert Kinkead, in 1919, John 
spearheaded the introduction of this as well 
as other turf innovations at Turfco. He
launched a company called Kinco as well.

John lived to celebrate the 100th year 
anniversary of the family’s continuous 
contribution and joy in working in the golf 
industry. Two of John’s sons, George and 
Scott Kinkead, jointly operate Turfco, and 
fondly remember the early years of their 
father’s leadership.

John was a longtime member of the 
GCSAA-Golf Course Superintendents As­
sociation; Classic Car Club of America and 
Rolls Royce Owners Club, the GYRO, an 
investment club, and the Informal Club. He 
served as a board member for the Carpenter 
Nature Center. He was a graduate of Saint 
Paul Academy and Washington and Lee 
Universities.

Along with George and Scott, John’s 
grandson John Kinkead, Jr. also works at with 
Turfco. John is survived by his wife Judy, 
four children, eight grandchildren and one 
great-grandchild. ©
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TRAVEIS WITH JIM
TRAVELS WITH JI HI follows Jim Huston around 
the country as he visits with landscapers and helps them 
understand their numbers to make smarter decisions.

AVERAGES CAN KILL YOU
• DID YOU HEAR ABOUT THE SIX-FEET-TALL man who drowned in a lake 

that, on average, was only three-feet deep? If you’re not careful, relying on averages 
can be harmful to your health - your business health. Averages are useful under 
certain normal circumstances. However, when circumstances are no longer normal, 
the averages more than likely no longer apply and you have to make adjustments.

HOW IT WORKS OUT. A 
commercial landscape contractor 
in New England projected his field 
truck and equipment (T&E) costs for 
the year at $8oo,ooo. He projected 
his billable field-labor man-hours at 
80,000. He'd divide the costs by the 
man-hours and get $10 average T&E 
cost per man-hour.

$800,000 -r 80,000 = $10.00 
"average" T&E cost per man-hour

He'd add $10.00 of T&E costs to 
every man-hour included in his bids. 
The year before I worked with this 
contractor, this faulty mathematical 
assumption cost him $500,000 in 
unallocated equipment costs. Shortly 
thereafter, it cost him his company.

A general manager of a residential 
landscape design/build company 
in Utah insisted that he should put 
all of his field trucks and equipment 
costs in his general and administra­
tive overhead and allocate it to jobs 
by applying a 50% gross profit 
margin in his bids to his field labor 
and materials cost - essentially 
doubling them. Subcontractor costs 
were marked up separately. Over 
the next few years, the owner of the 
company noticed that his net profit 
margins were steadily declining but

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

he didn't know why.
A full-service landscape contractor 

in California was pricing his work 
using the Dual Overhead Recovery 
System (DORS) method where he 
marked up his materials by 1% and 
his labor by another. Costs for his 
trucks and field equipment were 
included in his markups.

However, during the peak of the 
last recession when he really needed 
to sharpen his pencil to get any 
work, he wasn't being competitive 
or getting any work. He was in a 
quandary as to what to do.

ANALYSIS. All three of these 
contractors were essentially making 
the same mistake. They had a false 
mathematical assumption in their 
cost estimating systems. They 
were averaging their truck and field 
equipment costs in their bids. The 
New England contractor would 
estimate his equipment costs for a 

job with 1,000 man-hours in it at 
$10,000 (1,000 MHrs x $10.00 per 
MHr). A job with 1,000 man-hours 
that required just pickup trucks and 
wheel barrows would only need 
about $4.00 per man-hour, so he'd 
over-estimate his equipment costs 
by $6,000 (1,000 MHrs x $6.00). 
He wouldn't win these bids. Jobs 
that required all of his equipment 
(trenchers, skid steers, mini­
excavators, etc.) and should have 
bid with $15.00 of equipment per 
MHr, he'd under-price. Guess which 
jobs he'd win? The more work he 
did, the less money he'd make. He 
eventually went out of business.

The Utah contractor realized that 
his 50% GPM (with all of his truck 
and equipment costs in it) over­
priced some jobs, underpriced oth­
ers, and occasionally was right on. 
He realized his mistake, corrected his 
estimating system and fired his GM. 
He's doing well today.

The DORS contractor also realized 
that he had a mathematical flaw in 
his estimating system. He needed to 
put equipment costs into his bids as 
the job required. Some jobs needed 
lots of equipment costs in them, 
while others needed much less.

Including his truck and equipment 
costs in his DORS G&A overhead 
markups just wasn't accurate.

CONCLUSION. Imagine if your 
state passed a law mandating that 
all hotels charge $100 per night per 
room - no higher and no lower. 
Where would you stay? You (and I) 
would stay at the most expensive 
hotel that we could find, the one 
that was underpriced. We'd do so 
because we're not stupid. Your 
customers aren't stupid either. If you 
are foolish enough to underprice 
your work, you're going to get lots 
of work. Averaging a direct cost such 
as your trucks and field equipment 
costs can get you into a lot of 
trouble. The solution is accurately 
calculating the costs for your trucks 
and field equipment as needed for 
each and every job.

Averages killed the man in the 
lake because he got in over his 
head. Don't get in over your head by 
including your truck and field equip­
ment costs in your "overhead" - that 
is your G&A overhead, l&l

Contactjim Huston
atjhuston@giemedia.com
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THE SKY IS THE LIMIT ON 
IMPLEMENTING NEW TECHNOLOGY 
FOR YOUR BUSINESS, BUT WHY 
REINVENT THE WHEEL? LEARN 
WHAT WORKS FROM 
OTHERS AND THEN MOLD 
THAT TO FIT THE CULTURE OF 
YOUR TEAM AND CLIENTS.” j I 

DANIELE COLLINSON, 
Pest Division Manager, 
Blades of Green Lawn Care 
and B.O.G. Pest Control
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WORDS QI WILSOX
WORDS OF WILSON features a rotating 
panel of consultants from Bruce Wilson 
& Company, a landscape consulting firm.

WHAT THE FUTURE HOLDS
• AS THE GREEN INDUSTRY CONTINUES TO EVOLVE, what will define the way 

we frame the “landscape economy?” The nature of our business, labor intensive tasks and 
production and cost efficiencies are all under constant pressure. In conversations across our 
industry, from tailgate meetings to board rooms as landscape companies prepare their strategic 
plans for 2020 and beyond, speculation about the impact of automation and artificial intelligence, 
demographic shifts, operations optimization and smarter workplaces are front and center.

Of these, according to future 
ready conversations I'm having 
with clients, the two most power­
ful disruptors are private equity 
and automation.

PRIVATE EQUITY. Private equity's 
impact on our wider industry 
culture can't be underestimated. 
On the plus side, investment can 
be an opportunity for growth and 
have a measureable benefit to 
the companies in which it invests. 
But to an industry built largely by 
family entrepreneurs, PE-owned 
companies come with a shift in 
company culture and less time to 
adapt to change. The result is a 
new industry model, with fewer 
independently-owned companies 
propelled by a strong sense of 
purpose competing with equity- 
backed companies driven by a 
strong sense of EBITDA.

As we manage the economic 
impacts of these shifts, how can 
both landscape business models 
respond to competitive pressures?

Larger companies have 
competitive advantages if they:

• Implement scalable training 
platforms in a more cost-

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

effective manner than smaller 
companies

• Create purchasing power due 
to their higher volume of 
purchases

• Offer distinctive career path 
opportunities

• Implement sophisticated mar­
keting and communications 
strategies

• Develop the ability to serve 
wider footprint via national/ 
regional accounts

• Remain agile

Smaller, independent companies 
can compete if they:

• Engage in transformative 
thinking

• Define and capitalize on their 
unique attributes

• Emphasize their family culture, 
which many employees find 
attractive

• Sustain an ownership ethos
• Maintain a strong focus on 

work quality, employee and

customer satisfaction
• Sustain and leverage a 

relationship- and value-based 
culture

• Brand their sense of com­
munity, an esprit de corps, for 
high employee and customer 
retention

• Have a strong readiness mindset
• Remain relevant

AUTOMATION. Smart systems, 
robotics, artificial intelligence, 
and personal and professional 
effectiveness tools continue to 
change the way we deliver our 
services, plus the way we forecast, 
track, measure and manage data. 
Additionally, and perhaps more 
importantly in terms of human 
cost, a digitally-driven organization 
will demand a different set of skills 
and a well-trained workforce that 
will support higher productivity.

Autonomous equipment and 
GPS-enabled mowers are being 
tested by many contractors and 
manufacturers' investment in 
advanced research and develop­
ment will continue to reconfigure 
machines and equipment.

The central question around 
technology is: when to buy it and

how to apply it. Being first is a 
huge advantage. The "wait and 
see" types, who hesitate or are 
uncertain about cost and level of 
difficulty, will fall behind.

As employees work in more 
decentralized, cloud-driven busi­
nesses, with access to a greater 
menu of options and approaches, 
a greater emphasis will need to 
be placed on learning to help all 
employees work more effectively.

Lots of software and apps are 
being tried and implemented. 
Some work, others struggle to be 
incorporated. The sheer volume 
of options require that companies 
have a solid understanding of what 
the particular technology can do, 
how it will impact their organization 
and how they can leverage a digital 
mindset to remain competitive.

In a connected world, custom­
ers expect fast response, follow 
through and instant communica­
tion. Some companies are getting 
really good at this and others are 
lagging. In the future, the mindset 
we all need to have is: "fast beats 
slow". L&L

Contact Bruce Wilson 
at bwilson@giemedia.com
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| CKf-lW OF THE CROP CHE in OF THE CHOI* features 
a rotating panel from the Harvest Group, 
a landscape business consulting company.

• EVERYONE KNOWS THE RHETORICAL IMPORTANCE of conducting employee 
performance evaluations: praise strengths, document weaknesses and develop a perfunctory 
action plan that will not be reviewed again until next year’s performance evaluation meeting.

Developed by Odiorne (1984), 
a more strategic approach to em­
ployee performance reviews requires 
that all employees be evaluated on 
their current level of performance 
effectiveness (i.e., performance), 
as well as the likelihood that they 
will be promoted in the next 18-24 
months (i.e., potential). Thus, using 
the diagram to the right, consider 
evaluating each employee using a 
1-5 scale ("1" being low, "3" being 
average, "5" being high) on current 
performance and future potential. 
That two-fold rating paradigm 
yields four possible combinations of 
employee value.

DEAD WOOD: Employees who are 
below average on job performance 
and below average on potential - 
these employees are not performing 
well in their current position and 
lack any likelihood that they will be 
promoted in the next 18-24 months. 
These employees represent signifi­
cant risk to the company and should 
be put on a 30-day action plan, with 
the probability of dismissal being very 
high in that they possess neither cur­
rent nor future value to the company.

PROBLEM EMPLOYEES: Employ­
ees who are below average on job 
performance and above average on

STEVE CESARE is the 
Harvest Croup's expert 
for human resources 
and safety. He has 
more than 25 years 
of HR experience.

potential - these employees need 
ongoing coaching for 3-6 months 
to overcome some hindrance (e.g., 
family problem, bad boss, personal 
issue, no connection to the com­
pany, insufficient communication) 
preventing them from growing with 
the company and adding future, 
albeit latent, value.

WORK HORSES: Employees 
who are above average on job 
performance and below average 
on potential - these employees are 
solid performers, though unlikely 
to be promoted to the next level. 
These bedrock employees are critical 
to company success: steady, re­
sponsible, ethical. Stated succinctly: 
They get the job done, day in and 
day out. These employees must 
be appreciated frequently, treated 
with respect at all times and never 
ever taken for granted. Employee 
recognition ceremonies are perfectly 
designed for them to receive sincere 
and well-documented gratitude from 
ownership, peers and staff.
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Work horses Stars

Dead wood Problem 
employees

1 2 3 4 5
POTENTIAL

STARS: Employees who are above 
average on job performance and 
above average on potential - these 
employees are transformational, 
coupling a strong work ethic which 
positions them as current role 
models for others, while at the same 
time demonstrating advanced in­
sight necessary to take the company 
to the next level.

These employees need a well- 
designed development plan to keep 
them engaged and challenged, 
motivated and rewarded, explicitly 
underscoring the company's succes­
sion plan, organizational culture and 
growth plan for years to come.

To support this dual-focused 
performance evaluation model, 
managers must evaluate their 
subordinates on both dimensions, 
though only sharing the job perfor­

mance ratings with the employees 
at the time of the annual review. 
The potential ratings are kept strictly 
confidential to avoid any sense of 
entitlement or fraternal schism with 
other employees.

Forward-thinking landscapers can 
extend the intuitive meaning of this 
process as a manner upon which 
they can begin to reconfigure their 
future organizational chart, redesign 
anticipated training and develop­
ment programs and recalibrate their 
organizational success factors.

A high-quality, non-bureaucratic 
performance evaluation system that 
focuses attention on both employee 
performance and employee potential 
can achieve all of those goals, l&l

Contact Steve Cesare 
at harvest@giemedia.com.
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Our advanced battery technology offers 
no compromises when it comes to power, 
and it’s free of the inconveniences of gas 
tools, including fuel mix, spills, emissions, 
gas maintenance and of course, noise.

Blower BL120VX

String Trimmer STI 20VX
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THE ANNUAL SIT-DOWN.
THE 3Q-DAV CHECKUP.

OPPOSITE PAGE:
Truck inspections 

done by O’Connor 
ore tied into 

Peak’s employee 
performance 

reviews.

Employee evaluations can get a bad rap when they’re de­
livered TPS-report style - think the movie Office Space 
and a stuffy room with The Bobs. How motivating is 
it to hear about everything that didn’t go right? And 
owners struggling to retain employees might hesitate 
to even go there.

But done well, employee reviews can empower team 
members to worker harder, smarter and toward the 
company’s goals. Plus, they don’t have to be as traditional 
as the old sit-down.

For example, weekly truck checks are one important 
component to reviewing employees’ commitment to 
Peak Landscape’s core values, as a landscape maintenance 
firm focused on professionalism. While a clean truck 
might not directly impact the curb appeal of a client’s 
property, it does set a precedent for being respectful, 
responsible and accountable - and those are qualities 
that clients look for in a service provider, points out 
president Brian Connors.

“We make sure our guys clean their trucks at least week­
ly - wipe them down, vacuum,” says Ryan O’Connor, 
operations manager, Peak Landscape, Truckee, Calif.

On weekends, O’Connor spends more time ensuring 
each truck is properly organized. “I go through the side 
bins, the racks and make sure trucks are stocked,” he says.

The truck checks are part of a 10-item checklist Peak 
Landscape covers on its employees’ performance reviews. 
Other bullet points include attendance, dedication, pre­
sentation (clean uniform), safety and communication. 
O’Connor and Connors assign a 1 to 10 rating to each 
key point. An end score is tallied and averaged during 
the season, and bonuses are paid out as a percentage of 
employees’ scores. So, if a crew member earns an average 
of 70 points, that’s 70 percent of the bonus potential.

“We keep good notes with dates, and that way if an 
employee says, ‘I was in uniform that day,’ we can identify 
the day he did not wear his uniform to work,” O’Connor 
notes, adding that documentation keeps evaluations 
constructive and detailed.

Plus, there are opportunities for employees to “make 
it right” and recover bonus dollars if mistakes happen, 
O’Connor says. “One employee yesterday pinched the 
taillight of her truck while backing up,” he says. “She 
came directly to me after work, very upset, and said, ‘I’m 
not going to get my bonus this year.’ She explained the 
situation and I said, ‘Let’s see if you can find a replace­
ment on your own.’

“The more employees can handle on their own, the 
less it will impact their bonuses,” O’Connor continues. 
“She is in the process now of handling it and asked me 
if she could get an extra 24 hours to check with another 
place to get the replacement. I’m fine with that.”

The effort shows accountability and commitment. “I’m 
more than willing to work with her,” O’Connor says.

Tying bonuses to employee evaluations emphasizes the 
importance of the company’s 10 expectations, Connors 
says. “It helps create a culture of accountability, and if 
we don’t have that culture and every truck is beat up and 
equipment is breaking in the field, that takes away from 
our professional image,” he says.

Performance reviews create career ladders for employ­
ees — and they encourage accountability. Consistent 
evaluations help team members know where they stand. 
Companies that establish a system for reviewing perfor­
mance and stick with it see results: more productivity, 
better quality work and, ultimately, higher profitability.

“Reviews are for the good of the team,” Connors says.

SETTING EXPECTATIONS. “No surprises” is the key 
to delivering performance reviews, Connors says. “Our 
employees are very aware of the process,” he says, noting 
that a structured schedule for reviews and the 10-point 
list of expectations keeps the process transparent.

In fact, understanding the review process is part of the 
employee orientation. “They see the 10 bulleted items and 
they know what will affect their bonuses,” Connors says. 
“When we do the initial paperwork at the beginning of 
the season that outlines their pay and bonus potentials,
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those 10 bullets are on the next page. Every season, we say, ‘This is a 
reminder of what you are evaluated on. These are the 10 things you 
need to focus on every day.’”

Ben Carruthers, owner of Carruthers Landscape Management in 
Dallas, Texas, introduces his review system to employees upon hiring 
when employees work through the training program. Employees are 
reviewed by their supervisors 30 days after their start date, and again after 
90 days on the job. After this, team members receive annual reviews that 
address aptitude. “Their reviews are performance based: Did you meet 
the requirements? Did you exceed the requirements?” Carruthers says.

Managers at Carruthers Landscape Management are evaluated on 
how well they teach crew members - so, it’s all about listening and com­
munication skills. And, Carruthers stays on top of reviews by making 
the task a checkpoint on his monthly Key Performance Indicators (KPI) 
spreadsheet, which he reviews and completes monthly.

Generally, review season begins in November at Carruthers Landscape 
Management after the landscape maintenance schedule slows down. “We 
rely on the performance evaluations to give us a chance for employees 
to know what they can work on and accomplish if they come back the 
following season,” he says.

Ultimately, executing reviews requires collaboration and organiza­
tion. That’s why Kyle Germann of Green Lawn Specialists in Lewis 
Center, Ohio, first meets with the HR manager and employees’ super­
visors to discuss employees’ performance. “We make the evaluation, 
and we also try to include everyone in the review when we bring in the 
employee to discuss it,” he says.

Employees at Green Lawn Specialists are reviewed 30 days after 
they are hired, and a pay raise is tied to performance at this point. If a 
worker is falling short, the review will highlight issues to resolve to earn 
the pay raise. “We say, ‘Here are the things that are holding you back, 
and if you can get this done, we can move forward,”’ Germann says.

After the initial 30-day review, team members are evaluated at the 
end of the season. Germann keeps track of when reviews were deliv­
ered by maintaining a spreadsheet that lists employees names, current 
pay rate and pay history. The sheet also includes the date workers 
signed their employee handbooks and confidentiality agreement. And, 
one tab is dedicated to reviews so he can log dates and stay on track.

“We also make sure to look at our reviews every year to see if we 
need to make adjustments,” Germann says, relating that working with 

an outside consultant to build 
a review system helped create 
a framework and system for 
reviews, bonuses and pay 
increases. It’s all about con­
sistency - and making sure 
everyone on the team knows 
where they stand.

“It’s critical for employees 
to know where they are at, 
because if they aren’t sure or

ULTIMATE
FLEET SOLUTION
Let’s talk about the possibilities of one truck 
and multiple interchangeable truck bodies 
to solve the problem of having several single 
purpose fleet vehicles, trailers or ramps.

ttmer/Decki

amerideckproducts.com/green

DUMP BODY DROP BOX/ 
DUMPSTER

FORESTRY/ 
CHIPPER BODY

FLATBED / PLATFORM 
/EQUIPMENT BODY

SUB-FRAME STORAGE BODY

see.switchngo.com/green

$3Q0-$60Q:
The range of a quarterly bonus 

that Carruthers Landscape 
Management offers its 

employees. Salaries also adjust 
based on performance and skills.
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have questions, that creates more anxiety for 
them,” Germann says.

SPEAKING UP. A three-part list encourages 
thoughtful conversation during reviews at 
Green Lawn Specialists. “The most important 
part of the evaluation is on the back when we 
list what they should start doing, what they 
should stop doing and what they should keep 
doing,” Germann says.

For example, if a technician is working 
toward a foreman position, Germann might 
note that the crewmember should start 
practicing management skills and taking the 
lead - giving other workers helpful sugges­
tions. And, under the “stop doing” category, 
attendance might be red flagged. “This par­
ticular technician had a problem with missing 
some days,” he says. As for keep doing, the 
employee has a great attitude and work ethic.

The point is to get employees to share their 
concerns and goals. “It’s not always easy to 
get employees to talk during employee evalu­
ations, and a lot of times they won’t tell you 
there is a problem until it is too late to fix it,” 
Germann says. “This is why we make sure to 
give them opportunities to give feedback by 
asking open-ended questions.”

After reviewing the three questions, he 
might ask a technician, “How’s it going with 
the foreman?” Then, inquiries can move from 
specific to the bigger picture, such as, “Where 
do you see yourself in one year?”

Always, Germann works to keep the 
tone positive.

“You always want to be careful with 
your negatives,” Germann says. “The big­
gest problem for some employees is taking 
constructive criticism.”

Providing that constructive feedback can

be a challenge for supervisors and owners, 
Germann adds. “The main thing is to always 
be looking forward,” he says. “Here is what 
happened, here is what I would like to see, 
here is what we want to see moving forward.”

So, rather than focusing on the missed 
days of work, Germann will highlight the 
foreman opportunity and note that depend­
ability and expected attendance are necessary 
to achieve the position. Rather than focusing 
on what the crewmember isn’t doing, the 
review touches on the point but explains 
how correcting those issues can result in 
more responsibility and the compensation 
that comes along with it.

Germann says the company has learned 
that employee evaluations must be specific. 
“If we tell an employee he is not being detail- 
oriented enough, we’d get the feedback,

Continues on pg. 60
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Boost efficiency on your current 
properties.The new Super 88 is a 
wide-area, stand-on mower that 
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Snow contractors may seek growth 
opportunities heading into Winter 
2019-20, but the lack of labor could 
hold the industry back. 32

COME A LONG WAY

Gradual changes over time 
have resulted in a more 
professional industry. 42
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STATE OF THE INDUSTRY

but the lack of labor could hold the industry back.

R
emember the good old days ... dur­
ing the Recession of 2008. Today, 
many snow and ice professionals 
look back on that time fondly be­
cause the dip in the US economy provided 

this industry with a surplus of available labor. 
People were eager to work.

Fast forward a decade and the professional 
snow and ice industry needs people - des­
perately. Nearly every contractor is trying 
to crack the code on how they’ll get fully 
staffed for Winter 2019-20. They’re holding 
open-house events, scouring social media 
and offering financial incentives to secure 
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not only frontline sidewalk crews, but plow 
truck drivers, loader operators and even 
crew supervisors.

For seasoned snow contractors like Brent 
Teddy, the president of Teddy's Lawn & Land­
scape in Livonia, Michigan, each season seems 
to be a bit more challenging to find enough 
bodies to fully populate his winter operation.

“It’s crazy,” Teddy says. “Sure, we need 
shovelers for sidewalk work, but we’re also 
trying to find good area managers, too.”

Even with a cooling of the US economy 
and an upward adjustment to the unemploy­
ment rate, snow contractors must realize that 

there’s been a fundamental change within 
the work force and things may never return 
to how they once were, says Fred Haskett, 
consultant at the Harvest Group and regular 
Lawn & Landscape magazine contributor.

“I was talking to someone the other day 
who said they looked forward to the (next) 
recession so that they would have (an avail­
able labor pool) again,” Haskett says. “I 
looked them right in the eye and said: ‘Ain’t 
gonna happen.’

“If we don’t recognize what has happened 
and begin to change our ways, even if we do 
have a recession or (an economic) correction
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and unemployment goes up three to four 
points, that work force isn’t coming back 
unless we change our ways.”

Brad Caton, founder and CEO of Invictus 
Professional Snow Fighters, which operates 
in Vancouver and Seattle, treats attracting 
and retaining labor as seriously as he does 
sales. Dealing with the labor question is a 
full-time endeavor at the company, but this 
full-time procurement approach alleviates 
much of the preseason stress contractors have 
to manage when staffing their winter crews.

“If you can put in the effort... this 
shouldn’t be a problem,” Caton says. “The 
(available labor) is out there. You just need 
to get to them before someone else does.”

One recent trend Teddy has observed is 
labor looking for long-term financial com­
mitments from snow contractors, which is 
forcing him to consider placing seasonal 
labor on the payroll as part-time employees 
to secure them throughout the winter.

“People are living paycheck to paycheck,” 
he says. “And if you can’t pay them (con­
sistently) then they’re out looking. So, 
you’re left considering whether to pay them 
a minimum salary every week in order to 
keep them.”

Another is competing for workers against 
other labor-intensive industries that pay 
temporary seasonal help cash “under the 
table.” Teddy explains a potential labor pool 
of laid-off seasonal workers is available, but 
they prefer to be paid off the books in cash 
to avoid interfering with their unemploy­
ment benefits.

Keeping good operators, drivers and hand 
laborers has become more difficult in the 
last few years, says Stacey Hinson, director 
of sales at Snow Systems in Wheeling, Ill. 
However, winter’s unpredictability exasper­
ates this labor problem.

“If we have too long of a period with no 
snow during the winter months, (seasonal 
workers) lose interest and then are not avail­
able when it does snow,” she says. “We have 
to hope for consistent snowfalls each month 
to keep them on board.”

Thinking out of the box financially has 
helped mitigate this problem. In addition

Treating recruiting as seriously as you do sales could help your company navigate the industry-wide 
labor shortage.

INDUSTRY AVERAGE

Full-time, year-round

Part-time, year-round

Seasonal

Service Providers/
Subcontractors

to paying a very competitive rate on time, 
Snow Systems pays seasonal managers a small 
salary—sort of a small paycheck — to be ready 
and available.

Financial incentives are also key to Invic­
tus’ approach to attraction and retention. 
Caton says he aims to compensate his service 
providers with the highest rate possible - 
around 10 percent more than his competitors 
are paying in the market.

“This can get tricky, though, because this 
(compensation) mean a higher price for our 
customers and is reflected in our contracts,” 
he says, adding that he’s able to ensure clients 
that he has the labor force necessary to fully 
service the contract.

So, how do you bridge this labor gap?

First, recognize what has worked in the 
past most likely will not work for you in 
this current labor environment, says the 
Harvest Group’s Haskett. Contractors need 
to understand what the priorities are of the 
work force that they’ll be engaging with and 
attempting to secure, whether seasonally or 
permanently for the long term.

“What worked 10 to 15 years ago will not 
work now and won’t work in the future,” 
Haskett says. “We have to change our ways, 
and there’s a whole variety of things that need 
to be done with that.”

In managing labor matters, business own­
ers and managers are, in some respects, swim­
ming again the current because people no 
longer see a company as a career. Therefore, 
Haskett advises to start with ensuring you 
don’t lose your existing key people.

“If you’re putting all of your eggs into 
the recruiting basket, and you’re not paying 
attention to the changes you need to make 
for the long haul, then all you’re doing is 
continuing the churn,” he says. “You have to 
focus on what it takes to keep people in place, 
focused on improving their job skills, to keep 
them happy and provide them a with a good 
positive experience. This will not only help
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SNOWS ICE
REPORT

STATE OFTHE INDUSTRY

LABOR
ATTITUDES TOWARD GROWTH INDUSTRY AVERAGE

SURPRISINGLY, THOSE CONTRACTORS who cite the inability to 
attract and retain quality labor were not sheepish on their attitude 
toward growth, with 76% of respondents anticipating growth for 
Winter 2019-20. These figures nearly matched the industry average 
for anticipated growth.

Furthermore, of those companies where labor is the top concern, 
more than 60% anticipate at least 10% growth heading into next 
spring. The “sweet spot” for growth seems to be around 7% to 10%, 
according to the data.

Surprisingly, 15% of this segment of snow and ice professionals 
anticipate growth between 16% and 20%.

No
Growth

Shrink

Growth

18%

LABOR CONCERNED CONTRACTORS

with retention, but also with recruitment.”
Many snow contractors feel pressure to 

use premium wages as a means to secure 
not only full-time labor, but also seasonal 
workers. While wages have been on a steep 
incline, Haskett warns snow contractors that, 
at the end of the day, it’s not just financial 
compensation.

“It’s not all about money,” he says. “It’s 

about experience and engagement.
“If you’re not working on the cultural 

aspects (of your company) and creating a 
better environment for your people - both 
existing and future - you can throw a lot of 
money at a lot of people and it’s not going 
to give you a solution.”

Haskett suggests snow contractors offer 
prospective employees a clear career path 

at their company. This can be done in the 
form of a documented career ladder, where 
each rung represents the next level within 
the organization and what you need to do 
to successfully reach that level.

“That way you can have a document that 
says here’s where you’re at today and here are 
the three to four things you must accomplish 
to apply for that next-level job,” he says.
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Introducing the Meyer® Super Blade

The all new commercial-grade Meyer® Super Blade™ is bigger and stronger 
than any other automatically adjustable plow on the market. It's also easy to 
use. With the press of a button, you can expand from 8' to 10.5' and back again, 
or anywhere in between. The flared wings extend as a pair, or independently, at 
your command allowing a more efficient job of clearing narrow areas and open 
lots. Its industry-leading ground clearance provides less chance of bottoming out. 
Standard Meyer Nite Saber® LED lights will upgrade your night vision and do it 
with less draw on your electrical system. With Meyer Super Blade, your plowing www.meyerproducts.com

capabilities are now limitless.

ma meyer
a brand of aebi schmidt

Meyer Products LLC • 18513 Euclid Ave., Cleveland, OH 44112

http://www.meyerproducts.com
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STATE OF THE INDUSTRY

MARKET PRESSURE’S INFLUENCE

Sourcewell ES’
Formerly NJPA

Contract # 080818-HOR

DESIGNED FOR 
HARSH CONDITIONS

The HLA SnowWing is built for those who 
like to lead the assault against snow. De­
signed to fly in different formations the 
SnowWing is adaptable to any snow clear­
ing task replacing a variety of other snow 
blades with a single tool.

Our 3000, 4000 and 5000 contractor series 
equipment is backed by a 2-year commer­
cial warranty.

Please contact you local dealer or visit us 
online for more information.

HLA (SNOW www.hlasnow.com 11.866.567.4162

ELEVATED COMPETITION may bring the 
best out of your snow and ice management 
operations, or at least may have a positive 
influence on your bottom line. According 
to the State of the Industry data, nearly 
two-thirds (64%) of snow contractors who 
reported an elevated level of competition in 
their markets also reported an increase in 
their gross profits, and more than three- 
quarters (84%) of contractors in elevated 
markets project increased growth for the 
2019-20 snow season.

MARKET PRESSURE 
VS GROSS REVENUE

GROSS PROFITS

■ Increased ■ No Change ■ Decreased

ELEVATED LEVEL
OF COMPETITION

COMFORTABLE LEVEL
OF COMPETITION

LOW LEVEL OF COMPETITION
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It's What Drives Us.
Open roads mean open doors. And open doors mean your town is open for business. 
BOSS helps you quickly and efficiently RESTORE ORDER to roads, schools and storefronts. 
And no matter what winter throws your way, BOSS will always be there to BACK YOU UR

#KeepEmOpen

Ask your BOSS Dealer for more information or visit bossplow.com.

©2019 BOSS Products. All Rights Reserved. The ”f" logo is a registered trademark/service mark of Facebook, Inc. The Twitter logo is a registered trademark/service mark of Twitter, Inc. The YouTube logo is 
a trademark/service mark of Google LLC. The "in” logo is a registered service mark of Linkedln Corporation. The Instagram logo is a registered service mark of Instagram, LLC. The Blogger logo is a registered 
service mark of Google LLC. All other trademarks belong to BOSS Snowplow. < CDCDEJGDS
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STATE OF THE INDUSTRY

ROBOTIC 
FUTURE 
--------------------------------------►

NOT SURPRISING, but more than 80% of 
respondents who indicated labor as their top 
management worry also indicated they would be 
susceptible to acquiring labor-saving equipment 
for their snow and ice management operation. 
That number is 5% higher than the industry 
average, according to the data.

This robotic era may be upon us. Michigan 
snow contractor Brent Teddy says he’s already 

seeing robotic mowers in the landscape industry, 
and there are some companies introducing robot­
ic versions for snow and ice management work.

“What I’ve seen is mostly geared toward 
sidewalk work, so we may only be a few years 
away from autonomous (robots) handling this 
aspect of site work,” Teddy says. “However, I think 
we’re probably light years away from automated 
plow trucks clearing parking lots.”

WILL INVEST 
IN EQUIPMENT 
THAT WILL 
ALLOW ME TO 
USE LESS LABOR 
IN SNOW AND ICE 
MANAGEMENT

INDUSTRY AVERAGE

I agree

Neutral IS'/.

I disagree

LABOR CONCERNED 

CONTRACTORS

American Safety & Supply Inc. 
Please call toll-free to order 

800-472-3892
PICKUP TRUCK MOUNTED

DEICER

Class III Waterproof Parka
• Quilt Lined for Warmth
• Black Bottom Hides Stains
• 100 % Waterproof
• Hood Stores In The Collar
• Heavy-Duty Zippers
• Medium - 6XL
• Item #75-1303
• $39.00

75-1303

....

200,300 AND 400 GALLON SIZESI 

MANUAL AND GPS 

CONFIGURATIONS 

PERFECT FOR YOUR PICKUP 
TRUCKI

CALL OR EMAIL US FOR FREE 
QUOTE! 

954-781-9200

ORDERSQDEICING.COM

ANSI Class III 
WATERPROOF 
Bomber JACKET

• Features a Warm FIXED-
QUILTED LINER

• Hood Stores in the Collar
• Available in Sizes 

SMALL-7XL
• Multiple pockets

75-1300

ICE MELT BLENDS

SEE US AT GIE BOOTH #28063
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CULTURE
MANAGEMENT EXPERTS SUGGEST 
company culture has a direct impact on 
your ability to retain everyone in your ranks 
down to the newest individuals on the 
shovel crew. Fred Haskett, a consultant 
at the Harvest Group, advises snow 
contractors need to dedicate time to 
become well versed on the priorities of not 
only their existing workforce, but of those 
they’re seeking to hire.

“Engagement is a big thing with the 
current labor force,” Haskett says, adding 
this starts with a well-established and 
defined company culture. “They want 
engagement with the companies that 
they’re working for and engagement with 
their supervisors ... They want a social 
relationship with their (superiors).

“We have to change the way we look at 
culture and approach it from (the worker’s/ 
employee’s) point of view,” Haskett adds.

SNOW ICE
REPORT

I WILL FOCUS ON MY COMPANY’S CULTURE

INDUSTRY AVERAGE

I agree

LABOR

CONCERNED 

CONTRACTORS

I disagree

■ Agree ■ Neutral ■ Disagree
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AS WE APPROACH 
THE WINTER OF 2020...
.OUR VISION IS CLEAR
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SWICE
REPORT

STATE OFTHE INDUSTRY

A DEFLATION 
OF MARKET 
PRESSURE

ELEVATED LEVELS OF COMPETITIVE MARKET PRESSURE seem to be easing some for North
American snow and ice management contractors. According to recent and historical State of 
the Industry data, contractors reporting elevated levels of competitive market pressure have 
been lessening, with the data reflecting a 25% drop from 2012 to 2019.

And while those snow professionals reporting an improvement in the competitive level in their 
market didn’t necessarily gain favor at the same rate, the data points to those contractors re­
porting a healthy amount of competition in their respective markets as absorbing the difference.

COMPETITION & 2019
MARKET PRESSURE

2018 2012
FOR SNOW & ICE 
MANAGEMENT 
SERVICES

■ Little to no competition
■ Low level of competition

The right amount of competition 
Elevated level of competition

■ High level of competition

Polyurethane 
Snow 

Removal 
Products
• Snow Plow Edges
• Bucket Edges
• Spinners
• Hand Tools

Call today to learn how
_ Famine's polyurethane

**- products can benefit your
Polyurethane Spinners snow remova| operation.

PELADOW'-Calcium Chloride Pellets

The Best Icebreaker

F^IILine
1.800.FALLINE

3255463

Schoenberg Salt Company

800-221-5105 
wintersales@gosalt.com 

www.GoSalt.com

Snow Plow Cutting Edges www.FallLine.com
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We had no idea that there was 
actually an industry standard, 
as far as snow removal goes. '
We’ve always just kind of been 
doing what has been passed | ,
down to us, and we’ve been 
in this industry for about 15 
years.” ”

“The fact that the ASCA has 
put out this industry standard 
... We really need to utilize 
that for our benefit and there’s J|R|
a lot to learn.”

Lauren Severy
- Summit Solutions Property Services

Get the competitive advantage that 
comes with joining the association 

that works for you.

JOIN 
TODAY!

Accredited Snow 
Contractors Association

www.ascaonlme.org

http://www.ascaonlme.org


SNOWS ICE
REPORT

DIRECTOR’S NOTE

This industry has 

embraced ‘growing 

up’ and representing 

yourself as 

professionals to the 

outside world.”

COME A LONG WAY
Gradual changes over time 
have resulted in a more 
professional snow industry.

By Kevin Gilbride

T
his section examines the overall state 
of our industry, so I looked back at 
previous State of the Industry reports 
wondering what trends I’d discover. 
Not surprising, the top issues facing the 

industry today are also the major issues this 
industry has been talking about for years. So, 
what is the difference today versus perhaps 10 
years ago when the general feeling throughout 
the industry was doom and gloom?

We can all agree the industry has changed 
over the last decade and improved signifi­
cantly over the last 20 years. In some areas, 
that change was drastic, while in other areas 
it has been subtle. But even gradual changes 
over time add up to big changes for the whole.

From a product standpoint, equipment 

is more advanced and, in many instances, 
easier to operate and maintain. Likewise, the 
equipment options are vaster than they were a 
decade ago. Deicing products have evolved and 
the application of these products has increased. 
Companies have become more knowledgeable 
about how to use these new technologies cor­
rectly and in tandem for a more complete 
approach to snow and ice management. I have 
witnessed companies embrace these changes.

More importantly, it has been the people 
who have changed over the past 20 years. 
What used to be an industry with a “cow­
boy” mentality, treating plowing like a ro­
deo, is now an industry that represents itself 
as professionals. You are business people 
who provide an invaluable service to your 
customers. You do it in a way that others can 
only hope to. This industry has embraced 
“growing up” and representing yourself as 
professionals to the outside world.

In embracing the ASCA’s ANSI Industry 
Standards, you’ve embraced professionalism. 
You have embraced training, documentation, 

education and professionalism. The more 
than 1,000 individuals who have earned 
their ASCA-C have embraced education 
and certification. They have embraced be­
ing educated on the Industry Standards and 
risk management to better themselves, their 
companies, and represent themselves to the 
outside world as a professional.

In embracing IS09001/SN9001 certifica­
tion, you have shown you have the process 
and procedures to ensure service quality, 
and you have implemented the standards 
into your business. You have improved your 
company and allowed your companies to be 
viewed differently by the outside world.

Those who have been involved in the leg­
islative process have embraced the fact that 
there is strength in numbers, and we as an 
industry have a voice and we are going to use.

As I looked back, the issues you faced are 
the same today. It is you that has changed 
and in a very positive way. l&l

Kevin Gilbride is executive director of the Accredited 
Snow Contractors Association.
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AND TRADESHOW 
FOR THE GREEN 
INDDSTRY

THE LEADING
SOFTWARE AND Bj 
TECHNOLOGY

LawnMcape
TECHNOLOGY CONFERENCE1

EARLY BIRD 
RATES NOW 
AVAILABLE!

(EXPIRE DECEMBER 20, 2019)

FEBRUARY 19-21, 2020
ORLANDO, FLORIDA

LLTECHCONFERENCE.COM

THE LEADING SOFTWARE AND TECHNOLOGY 
CONFERENCE AND TRADE SHOW FOR 

GREEN INDUSTRY PROFESSIONALS

LLTECHCONFERENCE.COM
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THE HARVESTERS

STILL LEVELING UP
Level Green keeps climbing as one of the 
East Coast’s premier landscaping companies.

By Jimmy Miller and Lauren Rathmell

Since 2002, Level Green Landscaping has serviced 

the Maryland, Virginia and Washington, D.C. markets. Led 

by head gardener Doug Delano, who started co-owning the 

company once his previous employer was purchased in a 

high-profile acquisition, Level Green has reached $24 million 

in revenue an has 260 employees. Here’s some of what Lawn 

& Landscape learned on our trip to visit Level Green.
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To see Laflamme, left, and Arman, right, 
go backstage with Level Green, visit 
bit.ly/llpass or take a picture of the 
QR code to the right. Level Green’s 
episodes go live in December.

1. IT’S OKAY TO SAY NO.
If it doesn’t make sense for the 
business, however hard it may be, 
you can say no. Joey Schneider, 
branch manager for Level Green’s 
North branch, says the company 
is prepped with lists of clients and 
properties that they want to work 
for and on.

“It’s sort of our top 100 list of cus­
tomers,” he says. He recommends 
evaluating the prospective client on 
things like growth opportunities and 
size. While you may land a small job 
farther away with one of your top 
100 customers, the job lends itself to 
potentially landing more jobs with 
the company down the line. ©
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2. SELL STRATEGICALLY.
Finding the right client goes beyond waiting for them to 
come to you - you must seek them out and secure them 
accordingly.

“We no longer walk out the front door with a shotgun 
every year, aim it up in the sky, let it go off and hope that 
some birds fall down and hoping that they’re the right 
birds,” says Larry Leon, director of business development at 
Level Green. “We have a plan, we understand the market, 
we analyze our market.”

Leon says Level Green studies their markets within each of 
their segments and have developed a targeted approach to 
the process of finding clients. The way they bid maintenance 
work on a cemetery, for example, is going to be different 
than the way they pitch to a federal government building. 
Establishing a comprehensive plan to make each diverse 
client feel like their needs will be met goes a long way in 
landing the clients you desire.

3. KEEP EVALUATING.
“It’s all about treating your people right,” says Dave Keffer, 
branch manager. “Having the same people year over year 
allows us to service our customers more efficiently.” To keep 
retention a priority at his 85-employee branch, Keffer says 
the team does annual evaluations, but outside of that, they 
talk to their employees every day. “We just make sure we’re all 
on the same page,” he says. And, about 3 or 4 times a year 
they have an appreciation event for the employees. During 
morning huddles and safety meetings, employee anniver­
saries and birthdays are recognized, and safety awards are 
sometimes given, too. “And it’s not always about work,” he 
says. “We talk about our families, too.”

4. IN THE BUSINESS OF RELATIONSHIPS.
Paul Weaver, construction manager, says he won’t waste 
time going after small bids. Instead, the company focuses 
on large contracts that will lend themselves to more business 
later on. “We’re a relationship company,” he says. “I build a 
relationship with every one of my clients.” The company takes 
on a lot of commercial jobs like shopping centers.

5. SET THE RIGHT TONE ON JOBSITES.
Being out in the field and constantly discussing quality 
control with your crews is how good managers show they 
care about what their work looks like, says Paul Wisniewski, 
a division manager at Level Green. He or others on the Level 
Green team will often tag along and train in the field so they 

With the success of the Turnaround Tour, 
Lawn & Landscape is teaming up once 
again with Bill Arman and Ed Laflamme 
from the Harvest Group for a different 
project - Backstage Pass. We’ve traveled 
to three successful companies and pulled 
back the curtain to learn about how these

AIM CAMERA 
PHONE HERE

organizations operate. Level Green’s episodes will launch in 
December, but to watch our visit with Earthtones and Park West 
Companies, visit bit.ly/llpass or take a picture of the QR code.

can see what inefficiencies or bad practices are prevalent 
at their company. Level Green puts an emphasis on job 
sequencing to ensure all clients get serviced on time, and 
Wisniewski’s job includes checking in with crews to see if 
they’re following the designed sequence appropriately.

“It’s going out with the crews, see if they’re following the 
map, and fixing those (inefficiencies) as they’re implement­
ing,” Wisniewski says. This also includes an acute attention 
to minor details, like if they’re parking the trucks in the right 
spot. Wisniewski says these small things add up as they 
measure how well they’ve trained crews. Measures of good 
training include watching for jobsite efficiency and customer 
renewal rates.

Wisniewski admits it takes a lot of work to put plans on 
paper and to follow up to make sure those plans get imple­
mented, but he says the practice is worth it. “I’d say what’s 
most important is that we are safe, we train our people well, 
and that we provide great customer service,” Wisniewski 
says. “All that will lead to being more profitable.”

6. IT’S ALL HANDS ON DECK.
The company recently transitioned to a new software, so 
there’s a been a learning curve to overcome. But Lynn Garris, 
office manager, says the growth of the company is reliant 
on every individual.

“It’s more responsibility, but it’s on everyone, not just one 
individual,” she says. “There’s too much opportunity to not 
get an invoice paid.” To keep everyone detail oriented, ac­
count managers meet weekly and go over receivables.

With the new software, she says some employees actu­
ally have more time for other tasks. To remedy any feelings 
about loss of responsibility, she says it’s important to explain 
that a person’s skills are better needed elsewhere, and it’s 
not so much a loss of responsibility, just a shift.
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THEY’RE HERE: Autonomous lawn mowers 
are popping up in the U.S. more so than ever 
before. But what does it mean for the industry?

By Lauren Rathmell

THEY’RE A
HIT IN EUROPE, 
an eye-catching yard toy and maybe a rem­
edy for the labor shortage this industry is 
facing. Robotic (or autonomous) mowers 
have been creeping to the American market 
for the last few years, but manufacturers say 
things are just getting started.

“The time is absolutely now,” says Charles 
Quinn, founder of robotic software company 
Greenzie. “The robotics and the software 
are here.”

Greenzie manufactures software that al­
lows traditional gas-powered mowers to be 
transformed into autonomous machines. 
Quinn says the goal is to remove the mo­
notonous tasks that landscapers perform 
each day so they can enjoy the other parts 
of the job. Those are the tasks that may have 
drawn them to this industry in the first place.

Isaac Roberts, owner of Scythe Robotics, 
says robotics entering the green industry 
will lend itself to a better equipment service 
model and even better landscapes in general.

The time is right for the adoption of this 
new technology, and Logan Fahey, owner 
of Robin Autopilot, a franchise focused on 
the deployment robotic mowers, says within 
the next two years, there’s going to be a flip, 
and it’s going to be quick. “(Robotic mow­
ers) are no longer a gimmick,” he says. “The 
momentum is just picking up.”

YOUR NEW EMPLOYEE? Labor has been the 
headlining issue in the industry for several 
year, and it’s expected to remain high on 
the list in the future, too. Robotic manu­
facturers are hopeful, though, that this new 
technology may be able to alleviate some 
pains that come along with a lack of skilled 
and dependable labor. ©
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ROBOMOWING

“I have yet to meet a landscaper that says, 
‘I don't have a problem with labor,’” Roberts 
says. “Even the people that are going into the 
winter months and they're saying, ‘yeah, we 
are actually OK now’... they're still hiring. I 
actually see a scenario where robots are going 
to expand the landscaping market because 
it's going to not only free up labor, but it's 
going to reduce the cost of that labor.”

Tony Hopp, owner of Mowbot, a robotic 
mower franchise, says the industry’s adop­
tion of robotic mowers might lead to better 
employee retention.

“When (companies) do find a good em­
ployee, they want to keep them,” Hopp says. 
“And (the employees) don’t want to be sitting 
on a mower for six hours a day.”

©BATTLE OF THE BOTS: Turn to pg. 52
for a few robotic mowers on the market.

It could also be an opportunity to cut the 
number of crew strictly mowing lawns, plus 
your workers could spend more time perfect­
ing their hedge trimming or even getting to 
know customers, according to Quinn.

“(A robomower) frees up the human labor, 
which is far more valuable to do the things 
that are more complicated,” Roberts says.

©
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WHAT IT MEANS FOR BUSINESS. Fahey 
says first and foremost, the industry 
needs to understand robotics.

“The mowers need to be 
viewed as a tool in your 
overall fleet,” Fahey says. 
“It’s not going to be that 
24/7 perfect lawn care.” 
It’s essentially going to 
take a person with tech­
nical software and robotics

www.BIO-Plex.com
TOLL FREE 800.441.3573
Order Today... Mention "CODE LL” and SAVE 10%

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.
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KEEP YOUR LABOR: Robotic mowers aren’t 
just about replacing a lack of labor; they serve 
as great tools to retain your current employees, 
who can now do other tasks instead of mowing.

skills to be able to fully integrate robotics into 
their fleets, which is why franchise models 
like Mowbot and Robin Autopilot exist. These 
companies provide the mowers and their 
technicians provide the service and install.

And, with this specific type of equip­
ment, it could mean a shift in relationships 
between manufacturers and end users.

“I think that what you're going to start 
seeing with robotics is that the entire 
relationship from manufacturer to land­
scaper and everything in between is going to 
completely upend,” Roberts says. Roberts is 
referencing the model that robotic software 
giant Tesla utilizes. They go directly to 
their consumer and eliminate the middle 
man, which Roberts says is because of the 
need to have someone who understands the 
mechanical aspects of the machine and the 
complex software involved, too.

“If you're going to make a robot, you're 
not going to want to make a robot that's go­
ing to last three years,” Roberts says. “You're 
going to want to extend the life of that robot 
for as long as possible because it creates a 
residual revenue because of the software that 
will continually evolve.”

FUTURE BENEFITS. Hopp is looking at the 
adoption of this technology as a way to have a 
partnership with landscaping companies. “If 
it helps the guys out, that’s what we want,” 
he says. For instance, a Mowbot franchise 
nearby can offer mowing services to a land­
scaper’s client while that client focuses on 
the trimming, cleanup or other maintenance 
jobs. Still, Hopp does see larger, more es­
tablished landscaping companies having the 
resources to deploy the bots on their own.

Pairing software experts with lawn ma­

chinery lends itself to data not currently 
accessible, Roberts says. He sees the benefits 
of robotics extending far beyond cushioning 
labor pains.

“(Robotics) are going to allow landscapers 
to gather data in a cheap and effective way,” he 
says. “All of this data that’s being aggregated 
for the sake of the robots use, we'll also be get­
ting aggregated for the sake of the landscape.” 
He sees things like more accurate bids based 
on job size, even breaking down how much 
of a property is actually grass and how much 
of the property you’ll need to lay seed down 
on. He says there will be a focus on optimiz­
ing the machine to do the job in the best way 
because the robots’ job is to complete the task.

“These things are all possible over time,” 
Roberts says, “and I think within 10 to 
20 years we'll see them and they'll be very 
common.” l&l
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“After exploring a variety of careers 
within the green industry, I can 

honestly say that I’ve found the 
career, and the company, 
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work every day. I feel fortunate 

to have found SavATree.
I know that I am able to 
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steward to the environment 
and connect with an 
amazing clientele on a daily 

, ’’ basis. As an ISA Arborist with
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ISA Certified Arborist
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ROBOMOWING

HUSQVARNA
AUTOMOWER AWD-435X
The pitch: The Husqvarna Automower offers a 
modern path to business efficiency and growth.
• New in 2020, Automower is available in all­
wheel drive (AWD) options.
• Automower 435X AWD is designed for residen­
tial use and can handle slopes up to 35 degrees 
and mow up to 0.9 acres. Automower 435X 
AWD models feature technology that optimizes 
the control of each individual wheel in order to 
enable superior operation in the most demand­
ing terrains.
• Equipped with Husqvarna’s cloud-based Fleet 
Services management system, Automower can 
be integrated into a full fleet solution.
For more info: Husqvarna.com

WORX LANDROID
MANDI ROBOTIC MOWER
The pitch: The Landroid M and L mowers 
incorporate the latest electronics to 
enable the mobile machines to mow lawns 
unsupervised.
• They are programmable to cut lawns 
anytime for an entire season through the 
mower’s user interface, or remotely, using the 
Landroid’s smart phone app.
• The machines can mow up to a '4 and Vi acre 
at a time.
• Common characteristics between the mowers 
include the WORX 20V MAX Lithium 4.0 Ah Max 
Lithium battery, and “Find My Landroid” GPS 
module that locates the mower.
For more info: Worx.com

MEAN GREEN
AUTONOMOUS EVO
The pitch: This new autonomous mower 
solves landscaper’s labor problems.
• Mean Green Mowers partnered with The 
Kobi Company to develop an autonomous 
commercial electric mower.
• By using the latest in computer vision 
technology and artificial intelligence, the 
system can navigate any environment.
• The fuel, maintenance and labor cost 
savings can add up to $20-$30/hr.
For more info: Meangreenmowers.com

OWEB EXTRA: For more robotic mowers, 
visit http://bit.ly/LLExtras

EXPLORE THE DIGITAL EDITION
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WE KNOW EDGING.
With over 500 edging options to choose 
from, Permaloc’s edging experts are 
here to assure that each line on your 
project stands up to nature and time.

Permaloc. For all your edging needs.



LAWN CARE The most critical (factor) is unfortunately 

often out of our control: moisture.”

J
am fortunate enough to receive a 
monthly communication from a 
local turfgrass diagnostic laboratory 
throughout the growing season. For much

of the summer, it highlights how many 
weeks or months we have left of warm, 
humid, disease-loving weather. Almost as 
if we are children waiting for the last day

The most common winter disease seen in cool­
season turfgrass is snow mold.
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RO. Box 818 • Brooklandville, MD 21022 
410-296-6959 • fax 410-296-8288 
o * © 

@mantsbaltimore #mants2020

of school. Then, all at once in September, 
there is a green industry sigh of relief that can 
almost be heard. Does that mean the risk is 
gone for turfgrass disease? The short answer is 
no, but the encounters with disease through 
winter are generally more predictable and less 
intense than summer.

Disease-causing fungi are largely inactive 
through winter when temperatures are below 
freezing. So, while we may classify them as 
winter disease, the development is more 
dependent upon our actions in the fall.

The most common winter disease seen in 
cool-season turfgrass is snow mold and red 
thread. Both prefer cool, wet conditions. But, 
contradicting the name, not all snow mold 
disease requires snow cover for infection. 
The most common warm-season turfgrass 
disease is large patch, which becomes most 
active when soil temperatures fall below 70 
degrees Fahrenheit.

The winter diseases considered above can 
largely be influenced by the same cultural 
practices. The most critical is unfortunately 
often out of our control: moisture. In many 
parts of the upper Midwest, folks have expe­
rienced record rainfall through the fall, which 
will enhance disease pressure. In these areas, 
encourage proper soil drainage and thatch 
management through aeration.
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Isuzu NPR with 18’ Enclosed Landscape Bod'
Isuzu NPR HD with 12’ Dump Bod;

Used Landscapers In Stock? Variety of Specs Available

ISUZU ISUZU
TRUCK TRUCK

HUGE INVENTORY!

NATIONWIDE DELIVERY OPTIONS!
VARIETY OF WORK READY TRUCKS IN STOCK!

INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!
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HP Gas or 210HP Diesel Engine, Automatic Transmission, 14.500 Io. GVWR. Exhaust 

Brake. AM/FM CD Player. A/C, P/S. Power Windows & Locks. Tilt Wheel
(Other Options And GVW Ratings Available)

297 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR, AM/FM CD Player, 
A/C, P/S. Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp, 

(Other Options And GVW Ratings Available)

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’

297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 
A/C, PIS, Power Windows & Locks, Tilt Wheel. Tow Package & Brake Control, 

(Other Options And GVW Ratings Available)

Isuzu NPR HD with Spray Rig 13’ Bed & 600/200 Gallon Tanks 
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 
A/C, P/S, Power Windows & Locks. Tilt Wheel, (4) Boxes, 400' Hose. Hand Wash, Tow Pkg, 

(Other Options And GVW Ratings Available)

Isuzu NPR HD with 19’ Revolution Body
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires. AM/FM CD Player, 

A/C, P/S, Power Windows & Locks, Tilt Wheel, Electric Hoist.
(Other Options And GVW Ratings Available)

Isuzu NPR with 19’ Custom Irrigation Body
297 HP Gas or 210 HP Diesel Engine. Automatic Transmission. 12,000 lb. or 14,500 lb. GVWR, 

Exhaust Brake (Diesel Only), AM/FM CD Player, A/C. P/S, Power Windows & Locks. Tilt Wheel, 
(Other Options And GVW Ratings Available)

' Isuzu NPR with 19" Dovetail Landscaper Body
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ixhaust Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks. Tilt Wheel.

(Other Options And GVW Ratings Available)
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EVINS MILL NURSERY
SERVING YOU WITH TWO LOCATIONS IN TN:

Call our main location to 
order now: 615-597-6555

For all your container 
and ornamental plant 
needs including many 
branded plants:

Quality
• Plants and ’ 
» Exceptional > 

Service

Bloomin' Easy®, Encore® Azaleas, Proven 
Winners®, Southern Living® Plant Collection, 

The Knock Out® Family of Roses

Disease-causing fungi are largely inactive 

through winter when temperatures are 

below freezing. So, while we may classify 

them as winter disease, the development 

is more dependent upon our actions 

in the fall. The most common winter 

disease seen in cool-season turfgrass is 

snow mold and red thread.”

Visit our website for plant availability and photos.
www.evinsmillnursery.com VI 
info@evinsmillnursery.com ■ I

ULINE
SHIPPING SUPPLY SPECIALISTS

MELT YOUR WORRIES AWAY

Fall fertilization is critical for plant maintenance after a 
stressful summer season. Be cautious with this application as 
turf can be over-fertilized in fall, leading to overly succulent 
plants that promote disease.

Weed Man Lawn Care utilizes a slow-release nutrient source 
that limits nutrient release in cold temperatures to help man­
age growth and disease pressure. Also, be sure choose your 
rate carefully. Depending on the product, timing and plant 
species, your application rate should be considerably lower in 
the fall compared to other times of the year.

Mowing is also in our control. Continue to mow at proper 
heights through fall until turfgrass growth has ceased. I have 
heard many suggest the final mowing should be low, often 
lower than any other time of the year. I have yet to identify 
the reasoning. However, it is likely that these reduced mowing 
heights could increase crown exposure to cold temperatures and 
winds causing winter desiccation.

The final component of lawn preparation for winter is 
detritus management. Excessive detritus, most commonly 
leaves, on the turfgrass surface can harbor fungi that cause 
disease. Removal of this material can be necessary, but where 
applicable, mulch the detritus into the canopy as it can reduce 
weed pressure and recycle nutrients.

Proper management of the turfgrass system helps prevent 
disease, but it doesn’t ensure 100% disease prevention. What 
we do from here is largely dependent upon the client’s accept­
able threshold of damage. I generally don’t suggest chemical 
treatment to avoid winter disease damage on residential turf as 
most will recover naturally, but some high-end turfgrass systems 
may require fungicidal applications. Choose carefully as many 
products exist on the market with variable control success. Feel 
free to consult a local turfgrass laboratory or extension agent, 
which is always a good idea when managing turfgrass disease, l&l

The author is director of operations for Weed Man.
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‘Where?’ and, ‘When did I not pay attention to detail?’ 
So, we make sure we outline exactly which job it was and 
what happened.”

So, maintaining records is essential so reviews can be in­
formative, constructive and pinpoint exactly what employees 
should address to achieve goals. “If a worker’s efficiency is 
below average, we show them the numbers that explain how 
and why,” Germann says.

EXTRAS FOR EFFORT. Employees who meet job expectations 
at Carruthers Landscape Management earn a wage, but those 
who go above and beyond get a bonus check. Carruthers says 
the quarterly incentive can range from $300 to $600. Salaries 
are adjusted based on performance and skills. As employees 
advance, they win opportunities to enhance their pay. “The 
bonus program is in addition to that,” he says.

The company has worked through some trial and error 
to find a bonus system that’s fair and consistent. At first, 
Carruthers offered bonuses annually. “But that didn’t work 
because you can be a hero one year and then the second year, 
you’re just OK, and the third-year performance tended to 
decline,” he says.

Basically, many employees simply weren’t getting a carrot 
often enough to stoke their appetite for excelling beyond 
the standard. So, Carruthers tried a “goal card” system that 
require rating employees on various factors. “But the ratings 
could depend on how you felt when you woke up in the 
morning and who you talked to before you showed up at a 
meeting,” he says.

A “yes” or “no” system worked better — did employees 
fulfill expectations or not? Employee performance based on 
set standards is figured monthly. But bonuses are paid out 
quarterly. “That way, you could earn the bonus two months 
and not get it the third, but the poor month would get 
cancelled out,” Carruthers says. This system provides more 
flexibility for supervisors and branch managers.

Tying bonuses to performance is an important motivator, 
Connors adds. “If we were to just do a review and not have it 
tied to a carrot, I think the evaluation would be taken differ­
ently,” he says, explaining why Peak Landscape adopted its 
point system. Also, he says that employees who tend to earn 
70 percent of their bonus or less tend to weed themselves out, 
which helps the company’s overall performance.

“Employees know they need to work hard throughout 
the year to get the bonus,” Connors says. And, that hard 
work has made the company more successful, he points 
out. “With the accountability, it has helped get us a more 
professional image.” l&l

60 NOVEMBER 2019 | LAWNANDLANDSCAPE.COM

mailto:subscriptions@lawnandlandscape.com
LAWNANDLANDSCAPE.COM


CLASSIFIEDS

BOOKS BUSINESS OPPORTUNITIES BUSINESS SERVICES

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: jhuston@jrhuston.biz

BUSINESS FOR SALE

■QT acquisition
W Experts

FOR SALE FLORIDA
EAST CENTRAL COAST 

OF FLORIDA $1.2M
SOUTH FLORIDA 2 MAN 

OPERATION $95K

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

FOR SALE
Established lawn maintenance business - west 
central Michigan. Owner retiring after 19 years.

Stable customer base - residential and 
commercial. Approximately 350 customers with 

tremendous potential to increase customer 
base if new owner wants to add snow plowing.

Services include pesticide applications, 
lawn mowing, and related services. 

$270k to $300k revenue. Price negotiable. 
Owner will help with transition.

Call 231-796-4271.

BUSINESS OPPORTUNITIES

Snow and Ice 
Management Company

We are looking for 
Subcontractors in DE, MD, NJ, OH, 

PA, VA, WV,CTto provide SNOW 
removal and landscaping. Please 

go to our website 
www.snowandicemgmt.com and 

fill out our form 
Join our Team"

1994 • 25 YEARS • 2019
SELLING YOUR BUSINESS?

FREE NO BROKER
APPRAISAL FEES

Professional Business Consultants

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

pbcmellol@aol.com • www.PBCbroker.com

BUSINESS SERVICES

J.R. 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 cost is $1,750 for one day/$3,000 

for two days, plus travel expenses. 
You will also receive 60 days of free 

telephone support.

If you would like to schedule a 
SFP consultation, please contact 

Michael by telephone 320-241-5959 
or email (michaelh@valleygreen.net) 

for scheduling and further details 
at your earliest convenience.

http://valleygreen.net

LOOK FOR 
LAWN & LANDSCAPE ON 

facebook.
facebook.com/lawnandlandscape

THINKING ABOUT SELLING 
YOUR BUSINESS?

Ask me the $ 1,000,000 Question... 
What's my Business Worth? 

Free Consultation & Valuation 
Exclusive & Confidential 

No Listing Fees 

fFlFIBSfliCHOICE 
—J mhnmhhmhBmi business brokers

The World’s Authority In Business Sales

Access to Thousands 
of Buyers Worldwide

John Hawke / Licensed Broker CABRE# 
01846694 

BuySellaBiz.com 
(949) 246-5206

FOR SALE

PowerSpreaders
.... .... . .............. ; .COM

941.650.9730
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
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CLASSIFIEDS PLACE A CLASSIFIED TODAY! Please contact Steven Webb at 800/456-0707 x223 or swebb@gie.net.

FOR SALE HELP WANTED

doorbags.com
Protecting Your Message At Their Door

Order Today/Free Shipping

BUYER WANTED

NEW/USED/REBUILT
Plows, Spreaders and parts 

Largest diverse plow inventory 
Western, Fisher, Blizzard, 

Meyer, Diamond, Snoway, 
Snowman, Boss, Snowex 

1000 plows in stock
WWW.STORKSPLOWS.COM 

610-488-1450

Catch a Bigger Future.

Established, California-based Residential 
Landscape & Pool Contractor

Our client was founded in 1984, has a strong, proven history of 
profitability, A+ BBB rating, and a loyal client base in the high-end 
San Fernando Valley. A well-oiled machine projecting $8.7 million 

in revenue and $765K EBITDA for 2019, located in a strong market, 
and poised for

((i Im;
Contact Tom Fochtman to learn more: .

303-974-7577 | tom@ceibass.com www.ceibass.com

Seat Warehouse
Quality Replacement Seats

BUYER WANTED
Catch a Bigger Future.

Washington DC Area Residential 
Maintenance Company

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

20 year old company with a very strong brand, solid history of 
profitability, A+ BBB rating, and a loyal client base with a consistent 
90%+ renewal rate. Projecting $1.6M in Revenue and $275K 

EBITDA for 2019 and poised for growth with great opportunities to 
expand both services offered or geographic footprint.

((i hn
Contact Tom Fochtman to learn more: -----------------------------------

----------------------- VENTURE PARTNERS LLC 

303-974-7577 | tom@ceibass.com www.ceibass.com

A WEBSITE WITH YOU IN MIND
YOUR ONE-STOP, MOBILE-FRIENDLY SHOP for breaking industry 

news, podcasts, and full monthly issues as well as our Top 100, 

Benchmarking Your Business and State of the Industry reports.

LAWNANDLANDSCAPE.COM
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HELP WANTED LIGHTING

GreenSearch
Affordable Complete Systems ^*-1 
makes an easy sell to your customers 0jlOT<ll

Green Industry Leaders Start Here! 
Solve your key leadership hiring needs by 
contacting GreenSearch, the professional 
search and HR experts exclusively serving 

landscape contractors and the green 
industry nationwide. Contact us today!

www.greensearch.com 
1-888-375-7787 

info@greensearch.com 
Linkedln: greensearch-usa

((FOCUS
R H GENC Y

EXPERTS IN FINDING 
LANDSCAPE TALENT! 

No upfront fees.
We know what rocks to look 

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

confidentially?
We're the firm to call.

Expanding your business? 

We're the firm to call.

THE FOCUS AGENCY 
877-362-8752 

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

TotalOutdoorLighting.com

MEETINGS

Park City Brainstorming Meeting
Hosted and moderated by Jim Huston

January 9,10 &11,2020

3 days of interaction and sharing best practices 
with up to 20 Green Industry companies 

who are not your competitors.

Held in the Wasatch mountains at the 
beautiful Park City Marriott in Utah.

Plan a winter vacation.
Plenty of winter activities for the whole family

For more details email: jhuston@jrhuston.biz

PLANTS, SEEDS & TREES

‘Discount may change 
without notice

SOFTWARE

BILLMASTER Software®

Simple, Reliable, Affordable

Perfect for Small Business 

Convert from any existing system 

All at a price your 
business can afford

Call today to get started. 
201-620-8566

Email: sales@billmaster.info 
www.billmaster.info

In business over 30 years 
with clients coast to coast.

Florasearch, Inc.
I I

; In our third decade of performing j
] confidential key employee searches [
] for landscape and horticulture 

employers worldwide. Retained.

i Career candidate contact welcome, 
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177

Email: sea rch@)f| ora sea rch.com [
! www.florasearch.com !

Lawnctaidsupe

NATIVE SEEDS
Largest producer of native seeds in 

the Eastern U.S. Hundreds of species of 
grass and wildflower seeds for upland to 
wetland sites. Bioengineering material 
for riparian areas and erosion control.

Contact ERNST SEEDS today.

www.ernstseed.com - 800/873-3321

We Find (and Ship) 
it ALL!

Need Plugs, Shrubs, Perennials, 
Evergreens, Shade Trees?

We Find Plants has you covered.
Just send us your list.
Free quotes, always.

info@wefindplants.com 
585-889-5933

WANT TO SOUND 
OFF ON SOMETHING 

YOU SAW IN 
THIS ISSUE?

Have an idea that you 
think would be worth 

featuring in next month’s 
Lawn & Landscape?

We want to know.

Call or email Brian Horn 
at 216-393-0250 

or bhorn@gie.net.
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AD INDEX

* denotes regional advertising

Advertiser Website PG# Advertiser Website PG#

Air-O-Lator airolator.com 50 Perma-Green Supreme permagreen.com 7

Barreto MFG

Bayer Cropscience LP

barretomfg.com

backedbybayer.com/lawn-and-landscape

51

4-5*

Permaloe
Aluminum Edging permaloc.com 55

Bio Plex Organics bio-plex.com 50
Pro Landscape/ Drafix prolandscape.com 16

Chevron egopowerplus.com 17
Project Evergreen projectevergreen.org 59

Corteva Agriscience corteva. us INSERT
Real Green Systems realgreen.com/mobilegrow 49

John Deere Company johndeere.com/mowpro 67
Savalawn savatree.com 51

Doosan Infracore North
America LLC

discoverdoosan.com/lawnandlandscape 53
Slingshot

Switch-N-Go

getslingshot.com 

switchngo.com

15

29

DeerPro deerproprofessional.com 12 Toro Irrigation toro.com/psn 21

Evins Mill Nursery evinsmillnursery.com 58 Uline uline.com 58

Greene County Fertilizer
greenecountyfert.com

Verizon Connect verizonconnect.com 46-47
Company 30

WAG Lighting waclighting.com 2
Greenworks Commercial greenworkscommercial.com 9

Hunter Industries hunterindustries.com/hpc 68 Snow Supplement
Hustler Turf Equipment

Keyfit Tools

hustlerturf.com

keyfittools.com

30

14

American Safety 
and Supplies

americansafetysupply.com 38

Lebanon Turf Products lebanonturf.com 10,11
Boss Snowplow bossplow.com 37

Little Beaver, Inc. littlebeaver.com 13
Deicing Depot deicingdepot.com 38

Mid Atlantic Nursery 
Trade Show

mants.com 56
Fall Line Corp

Horst Welding

fallline.com

horstwelding.com

40

36

NaturaLawn naturalawnfranchise.com 14 Meyer Products, Inc. meyerproducts.com 35

Neely Coble Co neelycoble.com 57 Peters Chemical Company peterschemical.com 39

Oregon Cutting Systems oregonproducts.com/en/ 23 Schoenberg Salt gosalt.com 40

Were You Featured In This Issue?
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. Contact us for more information 
regarding reprints and additional applications 
designed to meet your challenging market needs.

800-456-0707 reprints@gie.net
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"THERE ARE MANY 
TECHNOLOGICAL j 
ADVANCES THAT WE NEED 
TO LEAD AS AN INDUSTRY 
AT A FASTER RATE SO WE 
CAN SCALE UP WITH THE 
‘ON DEMAND" NEEDS OF 
OUR EMPLOYEES AND CLIENTS.
NADA DIINA. Chief Operating Officer - *
Maintenance Division, Gothic Landscape

LLTECHCONFERENCE.COM

REGISTRATION 
NOW OPEN

FEBRUARY 19-21, 2020 
ORLANDO, FLORIDA

THE LEADING SOFTWARE AND TECHNOLOGY 
CONFERENCE AND TRADE SHOW FOR 

GREEN INDUSTRY PROFESSIONALS

LLTECHCONFERENCE.COM


STUDENT SPOTLIGHT

Sponsored By

HuiinE
Irrigation & Landscape Supply

Gabby Castaneda STUDENT SPOTLIGHT 
brings you the perspectives of 
horticulture students and insights 
into the future of the industry.

By Lauren Rathmell

She’s a senior at Sam Houston State University 
studying plant and soil science now, but Gabby 
Castaneda has always shown an interest in the world 
of horticulture and how she could use her talents to 
support the industry.

“I really got a lot of passion towards (horticulture) in 
high school,” she says. She was a member of her local 
FFA chapter and worked a lot with the floriculture 

team. In fact, she credits her involvement in that 
program for leading her to study at Sam Houston State 
University. “We would visit Sam Houston for state and 
regional competitions,” she says. “So, I feel like that’s 
what brought me here.”

She will graduate in May of 2020 
with a Bachelor of Science in Plant 
and Soil studies, but her interests 
reach beyond her studies. Cas­
taneda is involved with her school’s 
plant and soil science club, where 
members collaborate on research 
with professors. Recently, Cas­
taneda was working on a research 
project focusing on fertilizers.

“I was doing an experiment 
on different types of grasses and 
types of fertilizers and how they 
both work together and impact the 
outcome of the grass,” she says. 
She credits her school for giving her 
the tools for the hands-on parts of 
this industry. “(The club) really helps 
me develop more training in when 
it comes to national competitions,” 
she says. She recently participated 
in a national competition that 
focused on pest management. She 
spent time with her professors go­
ing over lecture notes and looking 
into new areas of research that she 
didn’t learn in class to ensure she 
was ready.

“I definitely had the help from 
my professors to help me with that 
because it was just so much...there 
are so many different pests and 
diseases,” she says.

A recent biology course sparked 
an interest in the area of plant 

pathology. She says she is looking 
at furthering her education to get 
more specialized training in the 
area and be able to help those in 
the industry when she graduates. 
“I’m very passionate about working 
with these people and helping to 
help the crops that we eat every 
day,” Castaneda says.

She’s set her sights on some 
potential career options that will 
combine her knowledge and her 
passion for social good.

“I would love to be a consultant 
for these farmers and go out there 
and tell them, ‘Hey, this is what’s 
wrong with the crop’ and give 
them a solution to their problems,” 
she says. “There’s more to it than 
just our economic crops, too... like 
our landscape crops and even our 
lawns.”

As she enters the work force and 
continues her education, Castane­
da sees many growth opportunities 
in the industry. “I feel like this indus­
try is just growing so fast and we 
do need students who are focusing 
their time on helping out with the 
bigger picture,” she says. “I feel like 
it’s something that we all have to 
work around even if just getting 
involved outdoors and learning 
about these things, I feel like it will 
go a really long way.” l&l
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Yeah, We GotThis

But We've Got All This,Too.
You'd be hard-pressed to find a more diverse lineup of equipment for the 
landscaping industry. From zero-turn mowers to compact tractors to even 
construction equipment, John Deere has an unrivaled breadth and depth 
of products. But it doesn't end there. We also have the largest dedicated 
dealer network. Plus, with NEVERSTOP™ Services and Support, we give you 
everything you need to keep going, day after day, season after season.

John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere &. Company.

NEVERSTOP
■— SERVICES & SUPPORT-1

JohnDeere.com/NEVERSTOP

77826

JohnDeere.com/NEVERSTOP


THE MOST COMPLETE
WI-FI IRRIGATION SYSTEM

World-class solutions that minimize water and energy use

Hunter Industries is committed to designing top-quality irrigation products 
that minimize water and energy use. From next-generation Wi-Fi irrigation 
controllers to best-in-class MP Rotator nozzles, our family of products is backed 
by comprehensive training and outstanding customer support.

VISIT US AT THE IRRIGATION SHOW - BOOTH #918

RESIDENTIAL & COMMERCIAL IRRIGATION I Built on Innovation
Learn more. Visit hunterindustries.com Hunter

hunterindustries.com

