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Technology in the 
irrigation industry

is opening new 
opportunities for 

contractors.
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“It’s a huge 
part of the 

business and 
growth of our 

division that’s
just going 
to explode.”

PG. 12
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THOUSANDS of Users 
MILLIONS of Jobs 
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SingleOps empowers green industry 
professionals to accomplish their most 
important goals every day. Build out estimates 
and proposals, schedule and optimize your 
crews, and quickly receive payment. SingleOps 
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★ Trustpilot QQQQE

Software Advice.

streamlines operations across your entire 
business, not just behind the desk.

VISIT SINGLEOPS.COM TO BOOK YOUR FREE ONLINE 
DEMO WITH A SINGLEOPS ACCOUNT EXECUTIVE.
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Finding 
their flow
Irrigation companies are 

still focused despite small 
setbacks from COVID-19.

22
Stay cool
Water is a key component 
of avoiding heat stress, 
but that’s not all you need 

to do to stay healthy.

24
Decreasing 
downtime
Dew Drop Lawn 

Sprinklers reduced 

downtime and inspired 

irrigation technicians 

to become property 
problem-solvers through 

technician-driven sales.

26
Tapping the 
team, selling 
savings
Environmental Designs 

Inc. relies on internal and 

external experts to help 

clients understand why 

water management is 

mission critical.
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12 As battery-powered equipment

continues to advance, more landscapers
may be open to making the investment.
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EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, lawn & Landscape

“In the current 
economic 

climate, a lot of 
you are forced 
to focus on the 
present more 

than ever.”

Present tense

E
SPN recently aired an interest­
ing documentary called “The Last 
Dance.” The documentary followed 
the 1997-98 Chicago Bulls during the final 

season of their National Basketball Associa­
tion dynasty in the 1990s. If you are at all 
interested in sports, I recommend it.

Growing up as a Cleveland Cavaliers fan, 
Michael Jordan broke my heart a few times 
as he was particularly great at dominating 
them. But it was hard to hate him because 
he was so unbelievably talented. I mean, 
what kid didn’t want to “Be Like Mike.”

The documentary lets you in on how 
obsessed Jordan was with winning. I had 
read books and heard stories about his 
work ethic, so none of that information 
was really new.

But the documentary did make me look 
at his drive in a different way. I realized 
how much he cared about the present. 
Sure, he held grudges from the past, but he 
didn’t really focus too much on tomorrow. 
That type of thinking would have taken the 
attention away from the current task.

When the Bulls weren’t really playing for 
anything and wanted to hold Jordan out 
after an injury he had healed from, he was 

stunned. He didn’t care the team wasn’t 
going to go far in the playoffs if they made 
it. He wanted to try his hardest and win 
every game possible. Every win and loss has 
a lesson that you can’t fully digest if you are 
sitting on the sidelines.

As business owners, you’re told to learn 
from your mistakes, focus on the now and 
plan for the future. In the current econom­
ic climate, a lot of you are forced to focus 
on the present more than ever. Who knows 
what the rest of the year may hold, so mak­
ing the most out of today’s job is what will 
help you succeed and even survive into the 
fourth quarter of 2020 and into 2021.

Sometimes, we’ve missed opportuni­
ties because we’re too focused on what 
happened yesterday or what will happen 
tomorrow.

I think we all can learn from Jordan 
about living in the moment and doing our 
best right now.

At the end of “The Last Dance,” the di­
rector chose a great song, with a great line 
that sums up Jordan’s maniacal approach to 
winning - “Present Tense” by Pearl Jam.

“Makes much more sense to live in the 
present tense.” — Brian Horn
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TRAVELS WITH JIM
WITH JIM HUSTON

TRAVELS WITH JIM follows Jim Huston 
around the country as he visits with 

landscapers and helps them understand 
their numbers to make smarter decisions.

REACTING TO THE 
COVID-19 CHALLENGE
ENTREPRENEURS ARE AN INTERESTING BREED. They come in all shapes and 
sizes. Becoming one isn’t for the faint of heart. Once you become one, staying one 
is even tougher. Successful entrepreneurs love not only people but also challenges. 
It’s important to understand that owning a business no more makes you an 
entrepreneur than owning a saddle makes you a cowboy... there’s a lot more to it.

Entrepreneurship is all about character. Circumstances don’t 
determine your character. Rather, they reveal it. Too many people, 
especially consultants, tend to think that success is all about having 
the right technology, having the right software or implementing the 
latest management technique (fad). They’re wrong. It’s all about 
becoming and staying the right person.

Because the current COVID-19 pandemic is so unprecedented and 
insidious, it provides us with not only one of the greatest challenges, 
but also one of the greatest opportunities that our nation has ever 
seen. Solving this problem will reveal our character, not create it.

Here’s how some of my clients (fellow entrepreneurs) are respond­
ing to the current coronavirus challenge:

ANALYSIS AND ACTION. Loren has a great company in the south­
west U.S., and he planned that his 2020 revenue would equal or ex­
ceed his 2019 sales of about $12 million. Due to the current pandemic 
and to the fact that he probably would not get his 80-plus H-2B work­
ers, he reduced his 2020 sales projections to roughly $6 million. This 
wise entrepreneur did his homework, refined his numbers and faced 
the crisis head-on. He didn’t sulk or have an extended pity-party. He 
took decisive action based on good analysis.

Ken was building a great company in a booming Texas market. He 
knew his margins were far too thin and that he needed to calculate 
his costs and pricing more accurately. He had a fantastic marketing 
team and a production team that could hit any goal set before them. 
Then it all hit the skids due to the current pandemic. March/April sales 
took a big hit and the future was very uncertain, but he brought me 
in to do my analysis anyway. We established a 2020 baseline budget 
for all divisions and calculated daily revenue goals for every service 
that his company provided. His salespeople and production team 
responded to the challenge with vigor and, at this point, it looks like 
his 2020 sales will exceed his projections. This seasoned entrepreneur 
and his team faced adversity, spit in its face and prevailed.

Henry and Tom are in their late twenties, and they closed a deal 
last year to buy a company in New England where they had been 
working for a number of years. They both had degrees in turf man­
agement and knew the production side of the business. Nathan, the

previous owner, had been a client of mine for 
thirty years and brought me in to train Henry 
and Tom about the business side of things. We 
created a budget for 2020 and reviewed all of 
the pricing for their services. They were excited 
but a bit nervous about their new venture. They 
knew that if they achieved the modest increase 
in sales that we had projected in the budget, 
everything would work out fine.

Once the pandemic hit, their anxiety increased 
significantly. However, they had a good plan that 
was quantifiable, easy to monitor and simple. 
They also had a good support team to back 
them up and encourage them. They dug in and 
focused on sales because they knew that if they 
sold the work, they’d get it done profitably in the 
field. Tracking each and every lead and its status 
provided them with a daily progress report as 
they pursued their goals. They knew exactly what 
was in the pipeline and could see their steady 
progress. This lessened their anxiety and gave 
them confidence that they could be successful.

COMMON THEME. These four entrepreneurs 
had a simple, measurable plan that they could 
track throughout the year. Not only could they 
see how they were progressing toward their an­
nual sales budget, but they could also see how 
they and their crews were doing on a daily basis. 
However, they had something more. These indi­
viduals had the determination to succeed in spite 
of (not because of) their circumstances. If you’re 
going to thrive during the COVID-19 pandemic 
(or during any crisis), you’ve got to have grit. 
Remember, it’s not the size of the dog that’s in 
the fight, it’s the size of the fight that’s in the dog. 
Bark loudly, my friend, but bite harder! l&l

HAVING THE 

DETERMINATION TO 

SUCCEED, regardless 
of your circumstances, 

is pivotal if your 
company hopes to 

survive this pandemic.
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Download over 20 construction guides
Build outdoor features quickly and easily. Each feature 
is complete with material lists, step-by-step instructions 
and detailed drawings.
Includes:
- Firepits
- Water Features
- Cooking Solutions
- Seating

INSTITUTIONAL - COMMERCIAL

INDUSTRIAL - RESIDENTIAL

View and download free guides at 

techo-bloc.com/features/LL

Slabs - Pavers - Edges - Walls 

Caps - Steps - Outdoor Features

bloc.com/features/LL


WORDS OF WILSON
WITH BRUCE WILSON

WORDS OF WILSON features a rotating 
panel of consultants from Bruce Wilson & 
Company, a landscape consulting firm.

LEADING
THROUGH CHANGE

—> AS WE ASSESS THE PANDEMIC’S longer-term impact on the economy, 
two things this crisis has in common with past recessionary events are a 
heightened sense of urgency around planning and budgeting, and questions 
about how to manage the unexpected.

The best advice I’ve ever received about leading through change 
was from the founder of ValleyCrest Companies, Burt Sperber. He 
would say each and every time, “Don’t read the papers.” Although 
news has gone online, Burt’s point is solid. Too much information can 
have an adverse effect on our capacity to be objective.

Managing all the data we get in our daily lives is a problem for 
everyone, not just CEOs. But when CEOs need clarity to be effective 
leaders, information overload is likely to reduce the ability to make 
quality decisions.

We see the influence of information overload happening in con­
versations at our peer group meetings, as we tackle the data, and 
process and evaluate what’s relevant. Most landscape CEO concerns 
are focused on shared problems: the crisis’ impact on customers, 
cutting expenses while continuing to invest in their teams and dealing 
with situations that could require a company-wide pivot.

Now don’t get me wrong, it’s wise to worry about worst-case 
scenarios. Just don’t let it become a self-fulfilling prophecy. Instead, 
coach your teams to manage the crisis lifecycle, not just the event; 
have empathy for people affected; lead with compassion and positiv­
ity, balance optimism with reality, and maintain faith in the long 
game. There are winners in every crisis and it’s possible to emerge 
from this one stronger and more resilient than ever.

To prepare for what comes next, your planning team should focus 
on changes in customers’ priorities, what they’re investing in and 
what they’re cutting back on, such as enhancements, which could 
lead to reductions in sales, either due to the customers’ postpone­
ment in spending or budget cuts.

Owners need to challenge their account teams to find out how the 
pandemic has impacted customers’ business or lifestyle, and then 
propose modified enhancement programs that are in line with their 
circumstances. This customer-focused approach will also help your 
account team be better able to help your customers make informed 
decisions and be more consultative in their selling.

On the residential design/build side, projects are stalled and new 
ones are being put off. Some landscape companies are going to work 
through this more effectively than others. They are already coming

up with creative ways to get things moving. For 
example, “staying in” is the new “going out,” 
and as homeowners are nesting more, there 
may be opportunities to support new outdoor 
priorities. Yes, it will be a tough year but, as I 
said before, there will be winners.

This is also a time to adjust your company’s 
brand message to relate more to what your 
customers are going through, embrace com­
munity leadership and ensure you’re being of 
service to your customers. Update your content 
to focus more on the “why” and remind your 
customers that what you’re doing and what 
they’re experiencing matters. Keep in mind 
that there’s a difference between information 
and insight, and be the source for the unique 
wisdom your customers are looking for.

Technology has introduced new ways to con­
nect with customers, be more purposeful with 
prospects and align team culture while working 
remotely. We’re using video conferencing in 
our own company to reinforce team goals, ad­
vance learning and create a new, virtual space 
to be heard and supported.

During any crisis, strong performers perform 
and weak performers don’t. So, if you want to 
think through the options, it’s worth taking a 
hard look at employees who lack the ability to 
move fast or adapt to change. Weak perform­
ers use recessions as an excuse for their failures 
or a sign that they lack the determination to 
succeed. If you need to make adjustments, start 
here. There are some “personal-best” people 
looking to grow their careers. Seek out these 
high performers to build a winning team who 
can help you envision your new beginning, l&l

TECHNOLOGY CAN 

BE USED to help you 
relate with customers 

during these 
unprecedented times.
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Gets more done 

so you can get more done.

It steers, reverses, and outperforms, all without lifting a single tine. It also fits through a 36" gate. 
And has been proven to be up to 30% more productive than conventional aerators. The highly 
maneuverable, user-friendly TurnAer XT5 takes efficiency to the next level. Call 800-679-8201 

or visit turfcodirect.com to discover why we've been a leader in selling direct for over 100 years.

TURFCO

turfcodirect.com


CREAM OF THE CROP
WITH CHRIS DARNELL
SALES/MARKETING CONSULTANT

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

OPTIMIZE YOUR WEBSITE 
FOR LOCAL TRAFFIC
IN THIS DAY AND AGE, most business owners have been beaten to death 
with the importance of optimizing your website for search engines. You most 
likely receive emails weekly or even daily from marketers and scammers 
claiming to get you to the “top of the list” in a short time. Most technically 
savvy business owners also know it’s just not that simple.

There are a lof of different strategies to optimize your website. 
While it’s important to draw traffic across the nation, or even world, 
at the end of the day, you want local buyers. I’m often asked, “How 
do you optimize your site for local traffic vs regular SEO?” That’s a 
good question. Here are five local SEO tips that even the technically 
unsawy can act on:

1. SET UP YOUR GOOGLE MY BUSINESS PROFILE. This is one of 
the easiest opportunities for local search traffic. Google is great at 
walking you through everything that needs to be completed, even 
for a novice computer user. Stay active with your Google My Business 
(GMB) listing, update hours for holidays, submit your blog posts and 
post photos for visitors to see. This is also how you will manage and 
respond to your customer reviews which makes up a huge piece of 
your local business reputation.

2. SIGN UP AND USE A LOCAL LISTING MANAGEMENT TOOL. You 
can find a number of online tools to complete your business listing 
in databases all over the world. Have you ever wondered how your 
Amazon Alexa can tell you where the nearest gas station is? While 
search engines try to find businesses locally, they also link to world­
wide databases. This is just one small example, but you want your 
information everywhere! Check out these two tools to boost your 
listings: Yext Local Listing Management -  and Moz Local -Yext.com  
https://moz.com/products/local

3. CREATE CONTENT AIMED AT LOCAL USERS. One of the biggest 
issues I see with websites is the message companies use to market 
themselves. Landscape contractors are notorious for putting a picture 
of their nice company truck on their home page. But, how does your 
customer identify with that? Wouldn’t it be better to picture a family en­
joying their outdoor space? Or, picnicking on a beautiful green lawn? 
Your written content should be phrased around your target market as 
well. If you service commercial clients, use words like property manager 
or facility manager in your text. For residential, reference homeowners, 
parents or families. Make sure your website is inviting and speaks to 
what the client wants vs. a show-and-tell about your business.

4. WORK WITH LOCAL PARTNERS AND 

SUPPLIERS TO CROSS LINK/CROSS PROMOTE 

ON YOUR WEBSITES. Networking has been 
a proven sales and marketing tactic since the 
stone age, and things have not changed with 
advancements of computers and the internet. 
Use partners you work with to perform some 
cross-marketing. Don’t just create a page with 
their address and number; instead, write a blog 
about the quality mulch your supplier provides. 
Or include a partner’s page that discusses some 
of the warm and fuzzy stuff about another 
local business and your long-term relationship 
with them. People love to keep business local if 
possible, so use this to your advantage.

5. ENGAGE IN SOCIAL MEDIA. While I person 
ally don’t enjoy social media, it’s an indisput­
able method to improve the online presence 
of companies. I usually recommend creating a 
culture around social media: have a photo on 
social media to engage customers and pros­
pects, connect local suppliers and businesses 
that you work with and post about unique 
things that you do as a company, especially 
when it concerns your employees.

SIDE NOTE. Make sure you take great photos 
when posting to social media or your website. 
A photo is worth 1,000 words, and you want 
them all to be positive. It no longer takes fancy 
equipment or grueling photo editing software 
for great results. Use a new iPhone and order 
a cheap lens off Amazon. Adobe Lightroom is 
a simple tool to use, and the auto adjustments 
are usually decent or at least better than not 
doing anything, l&l

WHILE REGULAR SEO 

IS IMPORTANT, you 
also want to spend 

time doing the things 
online that attract 

local traffic since those 
viewers will be clients.
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EQUIP YOUR CREW

OCTOBER 21-23,2020

EXPLORE ROBOTICS, 
CONNECTIVITY 8 SOFTWARE

FLY DRONES, DRIVE 
UTVS & WATCH IN-TREE 

ARBORIST DEMOS

TEST, COMPARE & 
BUY NEW PRODUCTS

LOUISVILLE, KY 
WWW.GIE-EXPO.COM 

800-558-8767

NETWORK & LEARN 
FROM EXPERTS AND PEERS
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Irrigation companies 
are still focused 
despite small setbacks 
from COVID-19.
By Jimmy Miller

ABOVE: Hittie Landscaping 
took irrigation from a “hidden, 
embedded service” to an official 
division two years ago.

H
ittie Landscaping in Indianapolis has long offered irriga­
tion, but President Scott DeNardin says it was previously 
a “hidden, embedded service.” Some clients didn’t even 
know they offered it, and the department only fixed problems as they 

arose rather than keeping track of their systems and clients efficiently.
Two years ago, the team set out to make irrigation an actual divi­

sion at the company. They figured this would help them organize 
the team better, boost their brand and legitimize their ability to 
do irrigation jobs well. There were only a handful of other irriga­
tion competitors in Indianapolis, so better establishing themselves |
could’ve led to being the leading voice in the area. Plus, potential and 
current employees might look at the irrigation division and determine 
that there’s more career paths to actually grow within the business.

When they started, Hittie hired a few workers with irrigation and 
management experience to join the team of 15-18 people. Hittie didn’t 
receive their H-2B workers this year due to COVID-19 concerns, but 
the team is still hovering around a dozen employees. £
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HUSTLER

FASTRAK 500 EVENT < JULY 1-31, 2020

PROMO PRICE OF FASTRAK OR FASTRAK SDX*
Available July only at participating dealers, (while supplies last)

www.hustlerturf.com/lawn

*Offer valid on FasTrak and FasTrak SDX product lines.
OFFER valid on units retailed between 07/1/20 and 07/31/20. May NOT be used in conjunction with other 

promotions unless otherwise stated. Valid at participating dealers only while supplies last.

http://www.hustlerturf.com/lawn


THE WATER ISSUE If anything, having people at home to see 
the disarray in their yards has made yard 
projects much higher on the priority list.” 
JACKIE COLSON, Colson Sprinkler & Landscaping

“What you don’t measure, you can’t grow 
it, you can’t define it, you can’t hold people 
accountable,” DeNardin says, adding that 
the irrigation division has been an excellent 
recruiting tool. “It also helps to attract and 
retain employees by having a division ver­
sus just having this unnamed, unseen role 
within the company. I think it’s brought a 
lot of energy and opportunity.”

Roughly 24 months later, and there’s been 
no regrets - in fact, leadership at Hittie Land­
scaping believes irrigation has the potential to 
blossom with their company, especially with 
technological advancements that only make 
life easier. Other landscapers nationwide feel 
much of the same: that despite CO VID-19, 
the irrigation market is staying strong.

“There’s a large area of the new control­
lers and the technology that we’re going to 

start capturing,” says Eric Bensinger, Hittie’s 
irrigation field manager. “It’s a huge part 
of the business and growth of our division 
that’s just going to explode.”

THE PANDEMIC. COVID-19 is the elephant 
in the room when talking about how busi­
ness is going - the coronavirus triggered 
sizable economic chaos, and the landscap­
ing industry was not immune to that. But 
in Loveland, Colorado, Jackie Colson says 
her company hasn’t missed a beat. Colson 
Sprinkler & Landscaping’s sales are right 
on par with where they stood last year, and 
Colson says she never shut down her busi­
ness for COVID-19.

While she sought out guidance from her 
state representative, she determined that ac­
cording to the state’s guidelines, her business 

was essential. They work outside and could 
communicate with clients over the phone, 
who were often quarantined during the 
springtime. Colson says this may have actu­
ally played to their advantage in some ways.

“If anything, having people at home to 
see the disarray in their yards has made yard 
projects much higher on the priority list,” 
Colson says. “We kicked off the new year 
with a beautiful $8,000 waterfall install.”

In Virginia, Dave Schrader’s Bio Green 
Outdoor Services saw a moderate dip in sales 
this spring - he estimates it was roughly a 
$300,000 hit when accounting for both his 
lawn and irrigation side of things. But as the 
governor’s orders allowed them to continue 
operating as usual, Schrader says the irrigation 
market has already started to rebound and his 
current sales aren’t far off where they were last

Flexible.
Powerful.
Profitable.

Software that's flexible enough to design on any platform, powerful enough 
for any job, and created so that your profits are as beautiful as your proposals.

This is PRO Landscape.

prolandscape.com | 800-231-8574 | sales@prolandscape.com
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NOISE MAINTENANCE GAS

ZERO 
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THE FUTURE IS CjREEH
Find a Dealer at:

www.meangreenmowers.com

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

The average annual gross revenue produced

Snchi5e $1,880,398

Safer Lawn Care Since 1987
Plus Mosquito & Tick Control Opportunities

1st Year Revenue Potential: up to $150,000 
Serving 100,000+Customers • 6 Year Avg. Customer Life 

$74M+in Gross Revenues • Serving 24 States + D.C.

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

'Based on 36 owners and the 2019 gross revenue report. ©2020 NaturaLawn of America, tnc. A division of NATURLAWN® Services and Products. Al rights reserved.
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The COVID-19 piece has definitely affected 
all of our businesses, not just irrigation.” 
RYAN DIPPOLD, Hittie Landscaping

year. There were several customers who said 
when COVID-19 started they’d delay their 
services, and now Schrader’s in the process of 
asking them if they’re ready to begin again.

"I'm always very hopeful,” he says. “We're 
about even from June last year which is the 
first time that's happened in a few months."

Back at Hittie Landscaping, Ryan Dip- 
pold helped his teams implement safety 
measures but never felt it impacted the 
workflow too significantly. The director of 
landscape maintenance says his employees 
came through a company checkpoint any 
time they came to the office, but logistically, 
it was also all about keeping employees apart 
as best they could during commutes.

“Really, it boiled down to how many 
people we could put into a truck and having 
enough resources to send two guys in a truck 

and send our crews out in two trucks. Histori­
cally, we’d just send them in one,” Ryan says. 
“The CO VID-19 piece has definitely affected 
all of our business, not just irrigation.”

Meanwhile, Bensinger acknowledges that 
the pandemic is overall a negative - both 
for business and for public health - but he 
echoed Colson’s belief that having clients 
home made things easier in some ways.

“One of the more interesting things that 
happened because of COVID, which was 
more unintended, was that the service side of 
it was actually a little easier because schedul­
ing wasn’t as hard,” he says.

One other perk: Schrader points out that 
the Virginia traffic has been much lighter 
since the pandemic began, even today as 
things open back up.

"Getting around has been pretty damn 

easy,” he says. “That's still the case, so I still 
think there's folks who feel a little unsafe. 
I’m cautiously optimistic, I would say."

INVESTING IN TECHNOLOGY. Though 
this year will ultimately end with financial 
difficulties for nearly every company, one 
investment that will remain strong for ir­
rigation businesses is in technology.

“The main thing is just the technology 
with these controllers,” he says. “From the 
service aspect of it, you don’t need to be 
home, so it shortens our time out in the 
field.”

Bensinger likens the smart controller tech­
nology to a “bar app” on the clients’ phones. 
They could whip out their phone and show 
their buddies that they can control when the 
water comes on and off in their yard. Plus,

perma
AGITATOR
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This revolutionary agitator is 
guaranteed to reduce clogging of 
your LESCO® or PermaGreen™ 
3-hole spreader or your money 
back. Don’t spread another round 
without it!
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CALL FOR DEALER LOCATIONS & REGISTER TO WIN A TRIUMPH

800.346.2001 permagreen.com
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GET A GRIP!
OVER 175 GLOVE 
STYLES IN STOCK

ULINE

COMPLETE CATALOG
1-800-295-5510 uline.com

ORDER BY 6 PM FOR 
SAME DAY SHIPPING

SHIPPING SUPPLY SPECIALISTS

NOW YOU CAN DESIGN
LIKE A PRO WITHOUT SPENDING 

HUNDREDS OR THOUSANDS OF 
DOLLARS ON DESIGN SOFTWARE!

Create your own landscape and irrigation designs 
for as little as a dollar a day!

Visit us online at www.RainCAD.com for details today!

Email: sales@raincad.com I Phone: (936) 372-9884

the technology allows them to play around a little more with their 
customizations. They can label zones whatever they want in some apps 
so they can easily track what areas are getting watered, for instance.

And, in the cases where clients go away for the winters, Bensinger 
says Hittie can keep track of the clients’ systems for them. It allows |
the company to also be proactive about fixing problems in the system |
like leaks that could lose clients money, notifying them about their 5 
issues before the client even notices. t

“(The technology has) been very well embraced,” Dippold says. g 
“Some of the bigger sites, because of cost (are a little reluctant)... but * 
technology keeps advancing every year where that won’t be a problem. o 
People love it.” E

20 JULY 2020 • LAWNANDLANDSCAPE.COM

uline.com
http://www.RainCAD.com
mailto:sales@raincad.com
LAWNANDLANDSCAPE.COM


Colson says that some clients have a hard 
time understanding all the fancy irrigation 
technology, but overall, she’s receiving far 
less pushback and more overall interest in 
learning more. She views the technology as a 
way to educate the clients on how to maintain 
healthy lawns.

“Customers are ‘warming up’ to the smart 
irrigation system clocks with WiFi,” Colson 
says. “People who travel like that they can 
program their clocks while away. One gentle­
man has a very large yard and likes how he can

Customers are ‘warming up’ to the 
smart irrigation system clocks with WiFi.”
JACKIE COLSON, Colson Sprinkler & Landscaping

change zones from his phone while walking 
around in the yard.”

For Schrader, clients have certainly warmed 
up to the technological advancements in irriga­
tion. He says roughly 75% of their new sales over 
the last few years have been from their “ultimate 
smart system” package, which includes the smart 
controllers, high-tech sensors and more.

"We've always tried to stay on the cutting 
edge,” he says. “We tend to be a pricier system 
in our area. We've always wanted to offer a 
system that's focused on saving water." l&l
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STAY 
COOL
Water is a key component of avoiding heat 
stress, but that’s not all you need to do to stay 
healthy. By Susan Haddock

H
eat stress can be a major concern for outdoor workers, 
especially during the summer months. It can result in a 
stroke, exhaustion, cramps or rashes. Heat rash and cramps 
are the mildest forms of heat stress. Heat exhaustion can occur when 

workers are exposed to high temperatures, especially when combined 
with high humidity and strenuous activity. Without treatment, heat 
exhaustion can lead to life-threatening heat stroke. Workers can also be 
at greater risk of injuries due to sweaty palms, fogged-up safety glasses 
and dizziness. Learn how to identify the symptoms and protect yourself 
and workers from heat stress.

POWER UP YOUR SOIL

Take your Lawns 

to the N ~)C Level 
©Lawncology 

teaming coreiecJrg, grating

Greene County 
Fertilizer Company

MOVING FERTILITY

FORWARD
High Performance Plant Nutrients 
Fertilizers • Specialty Products 

Soil Amendments

1.855.606.3378 
Greenecountyfert.com 

MFR Buy Direct & Save • Direct Ship/Pick-up 
Greensboro, GA • Orlando, FL • Salt Lake City, UT

WHAT IS HEAT STRESS? Heat stress is the buildup in the body of heat 
generated by the muscles during work and from heat coming from the 
hot work environment. When the body is overheated, less blood flows 
to the brain, muscles and other organs. Because there is no pain, work­
ers may not realize when they become weak and tired and that they 
are less alert and less able to use good judgment. An increase in body 
temperature of 2 degrees Fahrenheit can affect mental performance, 
and an increase in 5 degrees can cause serious illness or death.

WHAT ARE THE SIGNS AND SYMPTOMS OF HEAT STRESS?

Cool, moist skin with 
goose bumps in the heat 
Sweating 
Headache
Fatigue
Dry mouth, dry membranes 
No tears
No spit present 
Muscle cramps

• Weak rapid pulse
(slow if person has fainted)

• Nausea
• Dilated pupils
• Central nervous system 

depression
• Loss of coordination
• Confusion

HOW DO LANDSCAPE COMPANIES PREVENT

WORKER HEAT STRESS CONCERNS?

1. Assign a manager for heat stress management.
2. Train workers and supervisors in the prevention, recognition 
and treatment of heat stress, and conduct safety meetings during 
heat spells.

OUR BIO-BASED FERTILIZERS & SPECIALTY FERTILITY PRODUCTS ARE BLENDED 
TO FEED PLANTS, IMPROVE SOIL FERTILITY AND BUILD TOPSOIL. 22 JULY 2020 • LAWNANDLANDSCAPE.COM

Greenecountyfert.com
LAWNANDLANDSCAPE.COM


3. Acclimate workers when they begin to 
work under hot conditions by assigning lighter 
workdays, longer rest periods and watching 
workers’ response for five to seven days.
4. Account for the conditions of work by 
checking weather conditions, how heavy the 
work is and if the worker has to wear additional 
protective wear and equipment.
5. Account for the conditions of the workers by 
knowing if the worker has been sick, is rested, 
taking medications or has consumed alcohol.
6. Manage work activities by setting up work 
breaks, rotating strenuous tasks, scheduling 
heavy work for cooler hours and postponing 
non-essential tasks during heat spells.
7. Establish a drinking water program.
8. Provide additional measures such as spe­
cial cooling and breathable clothing, provide 
shade, use air-conditioned mobile equipment 
and modify pesticide usage to reduce the need 
for personal protective equipment (PPE).
9. Recognize that pesticide poisoning has 
similar, but some different, signs and symp­
toms such as moist membranes, salivation, 
tears, spit, slow pulse, nausea, diarrhea, 
possible small pupils and coma. There can 
also be combined effects of heat stress and 
pesticide poisoning.
1O. Take action and provide first aid if work­
ers show signs and symptoms of heat stress.

HOW MUCH WATER SHOULD WORKERS 

DRINK? General recommendations for 
workers are to drink at least one cup of water 
every 30 minutes and greater amounts as 
heat conditions become more extreme and 
workload level is more strenuous, even if 
they are not thirsty. Drinking two or three 
cups of water before work provides a head 
start, and they should continue drinking 
water into the evening to replace all water 
lost through sweating. During extreme heat 
or when wearing confining PPE, workers 
should be advised to drink a pint or more 
of water before beginning work. Managers 
should be aware of workers who have fluid 
retention or other medical problems that 
may affect the worker’s intake of fluids. Also, 
managers should be aware of workers who, 
due to economic pressure or toilet avail­

General recommendations for 
workers are to drink at least one 
cup of water every 30 minutes.

ability, tend to limit the amount of water 
they drink or needed breaks.

WHAT ARE WORKLOAD LEVEL EXAMPLES?

• Light: sitting at ease, writing, sorting 
materials, inspecting landscapes, driving 
mobile equipment on paved roads

• Moderate: using a chain saw, driving 
mobile equipment off-road, periodic han­
dling of heavy materials, weeding/hoeing, 
pruning, backpack spraying on level-even 
ground, pushing or pulling light-weight 
carts or wheelbarrows, washing off vehicle 
or equipment, walking 2 to 3 mph

• Heavy: transferring heavy materials, 
shoveling, digging, hand mowing, loading 
materials, planting, pushing or pulling 
loaded hand carts or wheelbarrows, laying 
blocks, backpack spraying on rough ground 
or an incline, walking 4 mph

• Very heavy: heavy shoveling and 
digging, ax work, climbing stairs, ramps 
and ladders, lifting more than 44 pounds 
at 10 lifts per minute, walking, jogging or 
running at more than 4 mph

HOW SHOULD LANDSCAPE COMPANIES 

SET WORK AND REST PERIODS? Work and 
rest periods need to consider workload levels, 
air temperature, humidity, sunlight condi­
tions, worker clothing and PPE. Workers will 
recover better from heat with shorter, more 
frequent breaks than longer, less frequent 
breaks. For heavier work in higher tempera­
tures and higher humidity, longer and more 
frequent breaks are needed. If possible, breaks 
should be taken in a shaded or air conditioned 
area. In general, if performing heavy work at 
95 degrees with 30% humidity, each hour of 
work should include a 15-minute break (45 
minutes of work/15-minute break). Break 
times need to increase and work times need 
to decrease significantly as temperature and 
humidity increase. When air temperatures 
reach 105 degrees, each hour of work should 
include a 45-minute break (15 minutes of 
work/45-minute break), l&l

The author is a commercial horticulture and integrated pest 
management agent at the University of Florida's Institute of 
Food and Agricultural Sciences.
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Work here.
Thrive 
here.

"I have worked for SavATree for almost 
2 years, and in that time, I have 

expanded my skills from plant health 
care, to lawn services and helping 
with general tree care. SavATree 
has also supported me as I got 
my CDL and continued to grow in 
the company. I love that I get to 

be outdoors and provide positive 
solutions for clients. If you love the 
outdoors, have a positive attitude, 

and are willing to better yourself, 
SavATree is the best spot to 

launch your career!”
- Karl T. Hunter, 

Assistant Specialist

SavAYkee
Tree, Shrub & Lawn Care

Cultivate 
your career 
at SavATree

Steve Kennedy, owner of Dew Drop Lawn Sprinklers, inspires his irrigation 
technicians to work harder and more efficiently.

DECREASING 
DOWNTIME
Dew Drop Lawn Sprinklers reduced downtime 
and inspired irrigation technicians to become 
property problem-solvers through technician- 
driven sales. By Kristen Hampshire

S
teve Kennedy doesn’t believe in sales commission. “I don’t 

want to give my irrigation technicians an incentive to sell 
customers something they might not need,” says the owner 
of Dew Drop Lawn Sprinklers, based in West Long Branch, N.J.

What Kennedy wants is to ensure that customers’ irrigation systems 
are delivering the most value possible, and this requires identifying 
broken or bent sprinkler heads, leaks and other issues that crop up. 
The problem is, during sprinkler activation season, his seven two-man 
crews are swamped with full days of turning on systems.

When could they take extra time to document ways to improve the
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We are shelling out proposals every day, 
and our guys are finding opportunities 
to improve customers’ irrigation systems.” 
STEVE KENNEDY, owner of Dew Drop Lawn Sprinklers

EQUIPPED
TO DO MORE®

system? How could he motivate technicians 
to document issues on the spot so proposals 
for add-on services could be drawn up in a 
timely manner?

Kennedy worked on this problem for 
a number of years before implementing a 
process that’s a triple win, benefiting clients, 
technicians and the company’s bottom line. 
There’s still no sales commission involved, but 
there is certainly a financial incentive.

After completing a system activation or 
visiting a property for any other reason, techni­
cians fill out the company’s standard electronic 
form through a smart phone app.

Except, now the bottom of the form 
includes drop-down menus for issues they 
identify: leaking heads, installing new zones for 
landscape beds, installing pot emitter zones, 
straightening heads and so on.

“If they see a head is located in the wrong 
place or is crooked, leaking, whatever, they 
never wanted to take the time to document 
it because it slowed them down,” Kennedy 
relates. “Now, they add those remarks from 
the system activation service call.”

Those jobsite notes are automatically routed 
to the office via the software platform. Then, 
office personnel write up proposals based on 
those notes.

Proposals are distributed via email to 
customers, who can approve the work if they 
choose. Most of them do, and this generates 
extra work for technicians, Kennedy explains.

Now, Kennedy can keep his irrigation 
technicians on staff longer into the season, 
whereas before he would lay off about three 
crews after activation season was completed. 
“We are shelling out proposals every day, and 
our guys are finding opportunities to improve 
customers’ irrigation systems,” Kennedy says.

At first, Kennedy promised technicians that 
they would get to perform the work for every 
accepted proposal, which resulted in more 
hours and bigger paychecks for those who 
adopted the system. Today, everyone is on 
board and work is distributed based on the 
property’s location.

Kennedy says the company has about 40% 
more work to perform mid-summer than 
before this proposal system was in place. “I 

have one technician who would typically be 
laid off for two months during the summer, 
and now he has one month off - which he 
doesn’t mind,” Kennedy says.

The system didn’t go over easily at first. But 
after a couple of years, technicians realized 
that taking a few minutes after each activation 
service to note other issues on the property 
would generate more work for them after the 
spring/early summer rush ended.

A KEEP IT SIMPLE SYSTEM. Dew Drop already 
had an app-based business system in place that 
irrigation technicians use to generate service 
visit notes. The system allows technicians to 
access their schedules, parts lists and to record 
remarks from service calls. “At the bottom of 
an activation call, they can type in additional 
work needed,” Kennedy says.

By building this “add-on work” section into 
the existing form, technicians only needed to 
complete one simple extra step. Making it even 
easier, the “notes” section includes drop-down 
menus. “They can select ‘rotor head’ or ‘leaking 
head’ and they can fill in the number of heads,” 
he explains. “It saves them time.”

When there was push back about notes, 
Kennedy reminded them it was really no dif­
ferent than texting.

FRIENDLY COMPETITION. Once irrigation 
technicians at Dew Drop began building 
up their schedules with more work from 
accepted proposals, the whole team started 
taking notice.

“If one technician saw an issue on a property 
that another tech didn’t catch, he’d harass him 
about it - our guys are competitive, and they 
don’t want to miss out on a job,” Kennedy says.

Not to mention, if one technician was earn­
ing hours of extra work (and pay) because of 
taking the time to add notes to service write­
ups that resulted in proposals, others wanted to 
know how they could clock more hours, too.

At the end of the day, the process Dew Drop 
Lawn Sprinklers implemented to boost its bill- 
able hours not only elevates customer service, 
it benefits employees and the bottom line. 
“Technicians realize they are not getting laid 
off as long as they used to,” Kennedy says, l&l
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f you ask property managers what is most important for 
maintaining an attractive, healthy landscape they’ll probably 
mention fertilizer and maybe sunlight or a good mow. Water, yes 

2 - they might bring up water as a key for keeping their grass green. 
But chances are slim to none that a client will say, “water management.” 

Still, Environmental Designs, Inc. (EDI) in Henderson, Colo., has been 
providing the environmentally conscious service-fornearly 30 years and 

_todayitis 7% of total revenues.
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Water management is as important as 
sun and fertilizer for manicured landscapes 
and natural spaces; but convincing property 
managers and owners of this case is tough. 
“You are selling them snake oil, in a way,” 
says Shawn Ryan, president of EDI. “To 
get people to convert (a system) before it’s 
broken is a challenge.”

But some impactful show-and-tell helps 
a lot.

EDI received the Associated Landscape 
Contractors of Colorado (ALCC) 2019 
ELITE Award for Irrigation Management by 
saving a client more than 5 million gallons 
of water per year after an extensive irriga­
tion overhaul. The property was Centerra 
Metro District in Loveland, which includes 
eight hydrozones and a city-mandated water 
budget. After an audit, EDI reported that 
half of the property’s irrigation system was

The advances in technology have helped 
us in this industry - smart controllers and 
changing nozzles for water conservation.” 
SHAWN RYAN, president, EDI

in disrepair due to undetected mainline 
breaks, inactivated flow sensors, broken 
master valves and zones that simply were 
not operating.

The three-year water management project 
involved repairs and then upgrades so the 
new system includes 2AI7 weather forecast­
ing and provides real-time alerts of break­
ages or flow issues. Because of this, water 
usage fell to 24% below budget and the

property saved 10 million gallons of water 
in two years.

NUMBERS TALK. Technology makes all the 
difference. And so does EDI’s team approach 
to identifying water waste and problem-solv­
ing solutions to improve a system’s efficiency 
and environmental impact.

“When we look at three and four years 
of water savings by properties with larger

COVER MORE GROUND.
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EDI wants to educate clients 
on water management.

Small business is no small task.
So Progressive offers commercial auto and business 
insurance that makes protecting yours no big deal.
Local Agent | ProgressiveCommercial.com
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water bills - HOAs, commercial proper­
ties, apartment complexes - you can see 
the ROI,” Ryan says, relating that EDI 
forecasts potential savings when presenting

water management services so property 
owners and managers can better understand 
the value.

Meanwhile, EDI has steadily grown its

water management division. “We have been 
proactive with using the latest technology and 
I think that has given us the ability to grow 
the service and do a better job,” Ryan says, 
adding that client relationships plus leverag­
ing internal and external resources is key.

CARBON EARTH CO.
, FERTILIZER EVOLVED

https://carbonearth.co

CARBON RELEASE
ROOT PROMOTING

24-0-4
2FE

Features a patent-pending granulated biochar 
fortified with multiple nitrogen sources, low salt index 
potassium, and minors.

The only granular product infused with Root Hair 
Promoting Peptides

Blended with stabilized urea for immediate response

Provides a consistent feed for up to twelve weeks

No fillers, micro-plastics, polymers, or resins

JOIN THE EVOLUTION
https://carbonearth.co

SELLING SNAKE OIL. Cost and speculation 
are the two biggest barriers to selling water 
management services. The reality is, unless 
an irrigation controller is broken, a valve 
busts or a pipe lets loose, property owners 
are not thinking about system upgrades and 
purchases.

“It’s hard to sell,” Ryan says. “I wish ev­
eryone would say, ‘Yeah, water management 
is great,’ but it’s no different than buying a 
new iPhone. Not everyone buys the latest 
model every time one comes out. It’s the 
same with irrigation technology.”

Selling irrigation upgrades is also a lot like 
buying a new hot water heater or toilet, Ryan 
says. “Unless it’s broken, most people don’t 
go out and buy a new one.

“So, we use client testimonials,” Ryan 
continues. “We share when clients say, ‘This 
worked for us, we are in the same place you 
are today and we didn’t think it was worth 
the money, and we are glad we did it.’”

When a client can attest to saving $3,000 
to $4,000 every year, the dollars pocketed 
gain prospects’ attention. So, the key to sales 
is to inform. “I think it’s our job as landscape 
professionals to continue educating clients - 
that’s the really big thing,” Ryan says. “We 
educate clients on the technology that’s out 
there, encourage them to make decisions 
that are better for the environment and all 
of us, and just continue to stay the course.”

EDI invites its distributor and manu­
facturer partners to present to clients and 
explain how water-saving technology works. 
“We need to collaborate to be successful 
and not just rely on our internal team,” 
Ryan says.

Including external resources in client 
meetings improves trust. Rather than a sale, 
the session truly becomes an educational op­
portunity for property owners and manag­
ers. Plus, clients realize that EDI is already
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I think it’s our job os landscape professionals 
to continue educating clients.”
SHAWN RYAN, president, EDI

investing in them. “Obviously, we are there 
to sell our services first and foremost - that’s 
true,” Ryan says. “But at the end of the day, 
the vendor can help educate the clients so 
they can make the best decision.”

Environmental Designs’ internal team 
also plays a critical role in identifying op­
portunities to improve properties. Techni­
cians perform property checks on a weekly 
or bi-weekly basis and bring issues to the 
sales staff s attention. “We can then reach 
out to property managers and begin making 
recommendations, giving them solutions to 
problems we see,” Ryan says.

It’s a team approach. Account managers, 
the irrigation manager, technicians and 
vendors are involved in educating clients 
so they can better understand the value 
of water management. And because EDI 
invests in training its team, encouraging 
irrigation certification, clients have more 
confidence in the issues that technicians 
identify in the field. “It’s good for clients to 
know your people are certified, and it’s good 
for employees because they appreciate and 
respect the company’s investment in them 
and know we are trying to make them better 
and us better,” Ryan says.

TRAINING THE TECH. Technology is also 
making water management better, and EDI 
proactively learns about new irrigation in­
novations and puts those solutions to work 
in the field. “It’s all about smart controllers,” 
Ryan says. “The advances in technology 
have helped us in this industry - smart 
controllers and changing nozzles for water 
conservation.”

For example, on the Centerra site, old 
spray heads were replaced with pressure 
regulation I rotary nozzles. A control system 
downloads weather station data on a daily 
basis. Rain sensors ensure that the system 
only runs when necessary.

“We can program controllers to know if 
a zone is on a slope or grass so it will adjust 
water output,” Ryan says. “The smart control­
lers measure the amount of moisture in the 
air and adjust the clock and time it waters.”

Linked to a mobile platform that deliv­

ers real-time alerts to technicians, the new 
sophisticated irrigation controllers deliver 
information - and that’s powerful for sav­
ing water and realizing a return on invest­

ment for irrigation upgrades.
Because technology is ever-evolving, EDI 

relies on its distributor and manufacturer 
partners to learn about the latest. “In the

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

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

• Fast and easy installation requires no additional 
tools, and eliminates the need for additional base 
material and compaction.

• No need for bulky, expensive concrete curbs, which 
require a separate contractor and are damage prone.

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

For more information on Permaloc’s 
permeable restraint system: 

@ 800.356.9660 
permaloc.com
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EDI wants to avoid unhappy clients calling with a yellow lawn and instead 
offer solutions before problems happen.

landscape industry, sometimes we want to keep doing things the way 
we did 30 years ago, and a lot of companies are slow to make changes,” 
Ryan says. “Often, we don’t lean on people who can educate us.”

But EDI does.
“We invest in training and we are always looking forward to what’s 

coming out in the market,” Ryan says. “We want to say, ‘What is 
next?’ and try to stay ahead.”

Ultimately, that’s what Ryan hopes their clients and prospects 
will do, too.

“Clients tend to call you when their grass is yellow and it’s really 
hard at that point, when they are unhappy, to tell them they need to 
spend money and invest in their properties,” Ryan says. “If we bring 
an issue to their attention before it’s a big problem, there’s more trust. 
It’s an easier sell.” l&l
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PRICE 
FIX
Due to economic hard 
times, clients may 
inquire about discounts 
and renegotiating 

contracts prior to Winter 
2020-21.

By Mike Zawacki

I
f you haven’t received it already, the phone 
call or email from a client seeking to rene­
gotiate the terms of their winter services 
contract may be inevitable.

In fact, according to recent industry research 
conducting by the Accredited Snow Contractors 
Association and Snow Magazine, the majority 
of snow contractors believe their clients are 
having cash-flow problems in the wake of the 
COVID-19 pandemic, and nearly half (44%) 
anticipate these clients will seek to reduce the 
scope of their snow and ice service before winter. 
A little more than half (51%) of contractors 
expect clients will approach them about renego­
tiating the terms of their winter service contracts.

In some instances, this scenario is already 
taking shape. Throughout the industry, snow 
contractors are reporting instances of clients 
firing vendors, putting contracts out to rebid 
and advising to lower price points. Likewise, the 
pandemic’s trickle-down effect is beginning to 
reach contractors as property owners are forced 
to delay their payments beyond 30 to 60 days 
because retailers and non-essential businesses 
have been unable to pay rents over the last six 
to eight weeks.

“Our clients are already experiencing some 
deep cuts, which means there will be deep cuts 
for us, too,” says Troy Clogg, owner of Troy 
Clogg Landscape Associates and a veteran snow 
contractor serving the Greater Detroit market. 
He anticipates client will ask him to scale back 
winter services based on trends he’s already 
observed with summer landscape services.

“It’s going to be about reaching out and 
being a partner to (clients) as we go through 
this and try to help them determine how to 
best keep their properties safe and not violate 
ASCA Standards,” Clogg says, adding he’s re­
luctant to compromise on Industry Standards. 
“This is the best time to find out what type of 
relationship you have with the client and what 
type of relationship the client has with you. If 
the relationship hasn’t been tested yet, it will be.”

So how should contractors best react when 
faced with contract and price-reduction scenarios?

First, resist the temptation to enter client 
meetings resigned that the client is going to want 
some sort of price discount. Instead, approach 
these situations with a positive, assumptive 
mind-set, says sales consultant and business 
coach Marvin Montgomery.
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Get With 
The Program

The Snow Magazine Podcast, hosted by Editor Mike
Zawacki, is an episodic series of 20-30-minute audio 

interviews in MP3 format focused on a variety of 
industry-related topics, trends, best practices, business 

management strategy and philosophy, and personalities.

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

podcast hosting site, including:

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

Just type "The Snow Magazine Podcast" into their search function.
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“Customers aren’t stupid,” he says. “They 
can smell self-doubt. They can smell if you’re 
insecure. They can smell if you’re in the posi­
tion of already thinking about bending and

dropping the price. You want to go into these 
meetings with confidence.”

In addition, contractors must place them­
selves in a state of heightened preparedness

...............-.............................................-s;-: 
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Contact yw'»«'"TbZm-4162

www.hlasnow.com >•»
Coe„»cl»080818-HOB

when entering these meetings, which means 
examining all of the options available to them 
and to clients in the event the meeting turns 
into a negotiation. This includes not offering 
the client a discount.

Montgomery offers this scenario: 
CLIENT REQUEST: “This whole pandemic has 
really put us in a tough financial position and 
we’re looking for you to help us out by giv­
ing us price break heading into next winter.” 
CONTRACTOR COMEBACK: “We’ve already 
considered you might have that issue and here 
are some of the services we looked at that we 
can reduce ...”

Don’t wait until the client meeting to 
begin thinking about your options. Instead, 
compile alternatives that avoid any sort of 
price drop?

“You have to be very careful bout how 
you broach this topic,” Montgomery says. 
“I always say you don’t want to use the word 
‘discount,’ but you do want to use the word 
‘adjustment’... or maybe it’s a two-part word, 
‘temporary adjustment.’”

If discussing price becomes unavoidable, 
contractors must come to terms with what 
“justifies an adjustment,” Montgomery says. 
If you’re willing to adjust the price, will the 
client resign for another three years? Will the 
client let you manage snow and ice on three 
additional properties they have?

At this time, while the economy is on thin 
ice, be aware property owners and managers 
may be testing all of their vendors on price 
points. Therefore, Montgomery advises pro­
fessional snow and ice management contrac­
tors to stand firm and inform clients they’re 
already received the best price for snow and 
ice mitigation.

“Before you even make an adjustment on 
the pricing you should be asking (the client), 
‘Where do you need to be,”’ Montgomery 
says. “What happens is, you’re giving them 
10% off, but they were only looking for 3%.

“And if an adjustment is made, make if 
very clear this is a one-time adjustment only, 
and next year the price will be back to where 
it’s supposed to be,” he adds, l&l

Mike Zawacki is editor of Snow Magazine.
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Converting from rock salt to liquid anti-icing products brings 

several benefits for professional snow and ice managers.

By Jerry Schill

A
dopting and integrating liquids 
- both brine and exothermic 
blends - into an ice management 
strategy addresses several key 

factors that influence not only profitability, 
but also the ability to succeed in a highly 
competitive market.

LABOR. At the end of the day, one way to 
look at snow and ice management is we’re 
actually selling labor. And the less time our 
crews are concentrated on snow and ice 
activities that don’t produce results, the big­
ger the influence on our margins and in the 
savings we can pass on to customers through 
competitive pricing.

One of the things we love about liquids is 
we can get in front of a snow event a couple 
of days in advance and pretreat properties 
while our staff is fresh and rested. In fact, we 
can apply liquid treatments two-and-a-half 
to three-times within the costs of one rock 
salt application. Therefore, we’re able to 
manage the event a lot better from a labor 
and operational standpoint while reducing 
our dependency on bulk rock salt.

It’s important to note that liquids are a 
weather game and you must consider how 
temperature and moisture will impact perfor­
mance. We typically apply product pre-event 
at a 50% rate, which allows the product to 
crystallize inside the pavement where it will 
be the most effective.

Likewise, it’s our experience that a liquid 
pretreatment can melt upwards to 1 inch of 
snow before diluting and becoming ineffec­
tive. Again, in a tight labor market, strategic 
liquid pretreatments alleviate some of the 
strain on labor. Since liquids afford us the 
ability to extend the amount of time before 
we must react to an event, we don’t have 
personnel waiting around to fight the storm. 
We can let it snow for an hour or two before 
dispatching and deploying people to their 
assignments, which lessens the amount of 
time they’re active during an event.

SAFETY. Liquid pretreating affords us the 
ability to jump on an event and get product 
on the ground where it can resist the buildup 
of ice at the pavement surface. Ice buildup 
is what makes snow and ice professionals 

- and their clients - vulnerable to slip-and- 
fall claims. Strategically managing this at 
an event’s onset lessens that risk for your 
clients, their constituents, and ultimately for 
the contractor.

Again, it’s important to monitor tem­
peratures and precipitation rates to properly 
assess the effectiveness of your liquid applica­
tion before, during and after a winter event.

SUSTAINABILITY. A liquid approach in­
creases our ability to manage a storm more 
effectively, and as a result, reduces our 
dependence on bulk rock salt. Most snow 
professionals have experienced material 
shortages at one time or another along with 
record pricing for scant product. Integrating 
liquids into our strategy allows us to signifi­
cantly reduce our dependency on rock salt.

Likewise, liquid applications are more 
targeted and direct than bulk salt spreading 
practices. In addition, the technology and 
equipment used in liquid apps applies prod­
uct at a much more precise rate than bulk salt 
running out of a spreader and bouncing and 
rolling when it hits the pavement.

Finally, a lot of attention has been directed 
toward the negative impact chlorides have on 
the surrounding environment - including 
damage to building infrastructures and green 
spaces. Liquid products balance out the safety 
aspect of what we need to do, reduces some 
of the litigious risk we face, as well as reduces 
the amount of chlorides we’re releasing into 
the environment.

For example, we manage snow and ice 
on a very large and complex live-work-play 
property in suburban Cleveland. While us­
ing rock salt as the primary ice management 
tool it was not unheard of to have to replace 
upward to 30 trees and ornamentals damaged 
and killed by winter chloride use. As the 
contractor, we’re on the hook to replace the 
plant material lost to winter services. After 
the switch to liquid and the ability to better 
target and control applications, we haven’t 
lost any of the plants, l&l

Jerry Schill is the president of Schill Grounds Management 
in North Ridgeville, Ohio. He is a frequent Snow Magazine 
contributor and a 2011 Leadership Award recipient.
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QGA WITH THE EXPERT
SIDEWALK SNOW AND ICE CONTROL

Q&A WITH

VP Marketing - Boss Snow S Ice Products

IWhy do sidewalks pose such a 
challenge to today's contractors?

A: You can break it down to time and 
money. You know, recent studies show 
that contractors can spend more than 30% 
of their operating expenses just on manag­
ing sidewalks. So we asked our custom­
ers, and one of the biggest pain points in 
their operations is the shovelers they rely 
on. We hear time and time again about 
the number of people who call off or are 
no shows, which hurts any contractor’s 
efficiency and productivity, especially 
small business owners who have more to 
lose than some of the bigger fleets. That’s 
why mechanizing is a growing trend and 
a smart option to increase response times 
while reducing the need for shovelers who 
may or may not answer their phone.

What materials are 
best for sidewalks?

A: Having a full range of materials that 
work together at your disposal helps 
contractors get more done. By using 
pretreatment and deicing solutions, 
granular materials and a quality plow, 
contractors can work smarter and maxi­
mize productivity.

3 What is the best product solution 
for managing sidewalks?

A: There’s no one right answer when 
it comes to clearing any surface. Every 
account is different and so are the chal­
lenges. Clearing a sidewalk or a driveway 
can be much different than clearing 
the entrance to a hospital. The different 
angles, longer surface areas, amount of 
foot traffic and landscaping all impact

what type of solution will work best.
There are many options for contractors 

to consider, so we at BOSS created solu­
tions ready to clear footpaths, cycleways 
and sidewalks: Snowplows and spreader 
systems for ATV and UTV vehicles. Preci­
sion drop spreaders to eliminate and 
reduce damage to green space. Rubber 
cutting edges for sensitive surface areas 
and, of course, the Snowrator®. We even 
offer shovel solutions and walk-behind 
spreaders to give a boost to any contrac­
tor’s arsenal.

4 What are some of the benefits 
of using mechanized sidewalk 

solutions for both snow and ice?
A: The biggest is speed. These days, 
contractors face a lot of competition, and 

the crews who can respond the quickest 
and get the job done the right the fastest 
have a clear advantage in earning more 
of a profit. Most contractors want to hire 
quality people, but those workers can 
be few and far between. Again, that’s 
why a mechanized solution is such an 
asset. Contractors can reduce labor and 
crew sizes, save time and customize the 
way they work for different accounts. An 
investment in a mechanized solution like 
a Snowrator can quickly pay for itself in 
the first season of use-making operations 
more efficient-and more profitable.

Contractors should not be spending 
up to or more than 30% of their operating 
costs on sidewalks alone. So finding ways 
to be more effective and efficient should 
be something on every contractor’s mind.
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DOWN TO 
BUSINESS
With the sales season approaching, it’s vital 
to impress upon clients the value and safety 
are the ROI for snow and ice, and not price.

By Kevin Gilbride

FOR HOME AND COMMERCIAL USE

I
 took a call recently from a property owner who had ques­

tions about industry standards. I initially thought they were 
going to ask about operational standards and the ASCA’s 
ANSI standards. Instead, what they were really after were 

standards for bidding contracts. And as I dug deeper, what they 
were really looking to do was save money.

The exact question: What is the standard trigger throughout 
the country?

Rather than answering the question directly, I began to ask 
questions. I needed to know where they were operating out 
of (Colorado), and then I asked what sort of properties they 
owned and what was located on the property. It turned out 
the property owner had a variety of properties housing various 
business establishments. One was strip mall with a Dollar Store, 
while another was a party/reception venue. A few others had 
businesses that generated plenty of foot traffic.

As the property owner continued to describe what they were 
trying to accomplish - save money - I began to contemplate 
how often snow professionals were going to have this same 
conversation this year.

So, I cut right to the big question: How much liability are 
you willing to take on?

Of course, the ASCA’s model legislation, the Snow Removal 
Limited Liability Act, passed in Colorado in 2018.1 asked what 
would happen if a pedestrian slipped and fell while traversing 
one of the properties where he had decided to enact a 6-inch 
trigger (yes, this is what he was contemplating). I explained 
that even if they attempted to use a hold-harmless agreement 
to pass on their liability to the snow contractor, that would be 
null and void in Colorado and, as the property owner, he would 
still hold the liability.

Needless to say, the property owner was no longer enamored 
with the idea of a 6-inch trigger.

The conversation switched topics to fluctuating seasonal
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weather. The property owner didn’t want to 
be on the hook if they got a huge winter, but 
he didn’t want to pay for services if they had 
a very low-snow winter, either. I explained we 
traditionally see winter weather as a three-season 
cycle - one heavy/active, one light/non-active 
and the third moderate/average - and you 
need to stick with it. If you go with a seasonal 
contract you are going to underpay some years 
and overpay in others, but in the end it all evens 
out. If you go with a per-event pricing structure, 
you are not going to have to pay much in low- 
snow years, but you will pay out big when you 
get that huge snowfall winter.

I then introduced him to the weather insur­
ance concept and advised him to investigate 
that option on his own. I also encouraged him 
to find a snow and ice professional in his mar­
ket who understood everything we discussed 

because if he did, then he would be working 
with an educated professional. In the end, he 
thanked me for the information and my time 
and that he now had a fresh perspective on 
what he needed to do.

As the upcoming sales season approaches, 
we’ll never know what winter has in store for 
us. However, as snow professionals, it’s vital to 
communicate to your clients - both existing and 
would be - that you’re selling winter services 
based on value, not price. And for property own­
ers, the return on that investment is partnering 
with an educated professional who now only 
knows the business of snow and ice manage­
ment, but also has their best interests in mind 
as they establish a safe environment for property 
owners and their clients to conduct business, l&l

Kevin Gilbride is the Executive Director of the
Accredited Snow Contractors Association (ASCA).

As the property 
owner continued 
to describe what 
they were trying to 
accomplish - save 
money -1 began 
to contemplate 
how often snow 
professionals were 
going to have this 
same conversation 
this year.”
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Charging 
up change

As battery-powered equipment continues 
to advance, more landscapers may be 

open to making the investment.

By Kim Lux

ould battery-powered equipment be the future of 
the industry?

Austin Hall, president of Greenwise in Evanston, 
Illinois, and Michael Reed, owner of Quiet Lawn in

Longs, South Carolina, believe that’s where things are headed.
The primary advantages of the equipment seem to be three­

fold — better for the environment, better for crews and less noise
pollution.

Hall, who admits Greenwise is still using a mix of gas- and 
battery-powered equipment as they make the transition to fully 
electric, says making a conscience effort to help the environment 
was the motivating factor.

“Our company is an organic lawn care company and sustain­
able landscape maintenance and design business,” he says. “Sort 
of everything we do is around the idea of sustainability and our 
tagline is ‘lighten your footprint.’ We use organic fertilizer, all­
natural weed control products and have been thinking about 
ways we can lighten our footprint in respect to our emissions.”

Reed says he chose to use battery-powered equipment to stand 
out from the competition.

“It was so different than what anybody else was doing,” he 
says. “That’s what really pushed me in this direction.”

GETTING THE RIGHT GEAR. Reed says that as more electric 
equipment hits the market, Quiet Lawn uses a wide range of it.

“We use a standard, zero-turn commercial mower and 
handheld electric equipment,” he says. “Pretty much everything 
we use is electric - from our blowers, edgers, trimmers and 
chainsaws. It’s rare that we have to use a piece of gas-powered 
equipment. If we have to rent a piece of heavy equipment, that’d 
be our only exception.”

Greenwise also continues to add battery-powered equipment.
“We’ve been using battery-powered hand tools, primarily 

blowers, for the past four or five years,” he says. “We also have 
two battery-powered mowers. They are 33-inch mowers and 
we find them very effective. Increasing, over time, we’re going 
to transition our propane-powered mowers to battery-powered * 
ones. Eventually, we expect to be 100% battery-powered.”
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While some doubt the strength of battery-powered 
equipment, Reed says in his experience it’s been 
comparable to gas-powered, and appeals to him.

“When I used gas equipment, I’d get headaches 
from smelling the fumes all day,” he says. “You don’t 
get that with the electric.”

NO NOISE, NO PROBLEM. As Greenwise continues to 
transition to fully electric, they launched a new route.

“This year, we’ve launched an all-electric main­
tenance crew, which uses battery-powered mowers, 
battery-powered line trimmers, hedge trimmers and 
edgers. Basically, everything that comes out of the 
trailer is battery-powered for that specific crew.”

Robyn McMurray Hurtig, director of commu­
nity engagement at Greenwise, says the new service 
couldn’t have come at a better time.

“People are home trying to have conference 
calls and working from home and they’re hearing 
landscapers with these gas-powered blowers and it’s Quiet Lawn, in Longs, South Carolina, utilizes a full fleet of electric equipment. PH
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Designed for optimal viewing, no matter how you look at it.
www.lawnandlandscape.com
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Three years ago, people would almost laugh at you when they 
heard you had an electric lawn service. Now, people come up to 
you like you’re a rock star and are asking about your equipment.”
MICHAEL REED, owner, Quiet Lawn

driving people crazy,” she says. “We’ve had a 
lot of requests for electric and we wanted to 
honor that and lead the charge in our area.”

McMurray Hurtig adds Greenwise started 
piloting the new route in the spring, and the 
response has been overwhelmingly positive.

“It’s been very well received,” she says. 
“I’ve talked to a few of the customers, and 
one in particular talked about how she really 
used to dread the day her landscape service 
would come because it was so loud. When 
we came with our all electric crew, she 
couldn’t even tell when we left.”

Reed says that having no noise pollution is 
also what leads clients to his company as well.

“Our customers really appreciate it,” he 
says. “We are a lot less intrusive on their 
lives. We’re in a big area for retirees. Prob­
ably 95% of our customers are retired, so we 
don’t want to be waking them up at 8 a.m.

We try not to disturb them.”

CHANGE ISN’T EASY. While Hall and Reed 
are certainly happy to sing the praises of bat­
tery-powered equipment, they do recognize 
that it can pose some challenges.

“I think one thing that might prevent 
certain companies from adopting this tech­
nology is just the upfront investment that’s 
required for mowing equipment,” Hall says. 
“If you’re going to buy a typical 36-inch walk- 
behind mower, it may be double the cost.’”

Reed says that while the upfront costs are 
indeed higher, the equipment tends to pay for 
itself in the long run with less maintenance 
costs and not having to purchase fuel.

In addition to price, Reed says that com­
panies could run into problems if they aren’t 
keeping up with charging.

“You can’t stop at a battery station if you 

run out of battery. That’s the only thing. 
You’ve got to have plenty of batteries and a 
good charging system,” he says.

Hall and Reed also say they’ve had to work 
hard to get their crews on board with the 
electric equipment.

“There is a bit of a learning curve because 
it does feel different then a piece of gas equip­
ment when it’s in your hand. There’s also a 
different procedure because you’ve got to 
make sure everything is charging overnight.” 
Reed says.

Hall says getting his crews to slow down 
and recognize the benefits of the equipment 
was difficult at first.

“Culturally, we’ve had to work through 
with our crews on what it means to use 
battery-powered equipment because the work 
gets done, in some cases, a bit more slowly,”

Continues on pg. 48
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CLASSIFIEDS

BOOKS BUSINESS SERVICES FOR SALE

Benchmarks for Landscape 
Construction Professionals

Publication special for Jim Huston's new book. 

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

Benchmarks book ($100)
Benchmarks audiobook ($100)

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

Just $200 + S&H

For more details email: jhuston@jrhuston.biz

BUSINESS FOR SALE

Design/Build Firm 
in Durango CO for sale 

Owner retiring & motivated. $85K 

fivestarsuccess@gmail.com

Kt? acquisition 
Experts llc

FOR SALE FLORIDA
EAST CENTRAL COAST

OF FLORIDA $1.2M
SOUTH FLORIDA 2 MAN

OPERATION $95K

Contact John Brogan 772-220-4455
EMAILJohn@acquisitionexperts.net

BUSINESS OPPORTUNITIES

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:

708-744-6715FAX: 508-252-4447
pbcmellol@aol.com • www.PBCbroker.com

J.R. Huston Consulting offers.... 
Standardization for Profit 

(SFP) Consultation 
w/th 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 $ 1,500 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

Landscape Brokers
Whether you're considering 
selling your entire business 

or just downsizing by selling 
off some maintenance accounts - 

we have solutions.

• Free Consultation & Valuation
• Exclusive & Confidential

• Serving most all U.S.
• No Listing Fees

Access to Thousands 
of Buyers Worldwide 

John Hawke I Licensed Broker
CABRE# 01846694

Call or text CA (949) 246-5206

Looking for 
Large Evergreens?

From screen grade to specimen 
quality, 4'to 30'.

Norway Spruce, Blue Spruce, 
Serbian Spruce, White pine, 
Douglas fir and much more!

www.Wefindplants.com 
Call Us: 585-889-5933 
or Fax 585-889-5815

Email Us: info@wefindplants.com

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

Seat Warehouse
Quality Replacement Seats

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

Specimen B&B 
Stock!

From 1"to 15" caliper Shade and 
ornamental trees 

and 4'to 20', shrubs.

www.WeFindPlants.com
For free quotes call 585-889-5933 

or Fax 585-889-5815
Email Us: info@wefindplants.com

doorbags.com
Protecting Your Message At Their Door 

Order Today/Free Shipping
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PLACE A CLASSIFIED TODAY! Please contact Steven Webb at 800/456-0707 x223 or swebb@gie.net.

FOR SALE

PowerSpreaders
.. ................... .COM

941.650.9730
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

HELP WANTED

Florasearch, Inc.
In our third decade of performing 

confidential key employee searches 
for landscape and horticulture 

employers worldwide. Retained.
Career candidate contact welcome, 

confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177

Email: search@florasearch.com 
www.florasearch.com

CHECKOUT 
LAWN & LANDSCAPE 

ON FACEBOOK 
k.com/lawnandlandscape

HELP WANTED

GreenSearch
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 

678-778-3529 

info@greensearch.com 

Linkedln: greensearch-usa

ecus
G E N C 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

In business over 30 years 
with clients coast to coast.

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS

RNDSIGNS
Marketing, Design & Print

MR GUY
HAS BEEN TREATED PLEASE KEEP' OFF UNTIL DRY ’

810- 6982

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online!
RNDsigns.com • 800.328.-? 009 

Posting Signs • Door Hangers 
Brochures • Mailers More

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

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

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
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Advertiser Website Page# Advertiser Website Page #

Atlantic Water Gardens atlanticwatergardens.com 45 Progressive progessivecommercial.com 29

Barreto MFG barretomfg.com 22 Real Green Systems realgreen.com/mobilegrow 43

Bayer Cropscience LP backedbybayer.com/lawn-and-landscape 33 Savalawn savatree.com 24

Carbon Earth Co. carbonearth.co 30 SePro Corporation thestewardsofturf.com COVER

Chapin Manufacturing chapinmfg.com 28 SingleOps singleops.com 2

DeWitt Co. dewittcompany.com 15 Smart Rain smartrain.net 5

Exmark exmark.com 51 Software Republic raincad.com 20

GIE+ Expo gie-expo.com 11 Techo- Bloc techo-bloc.com 7

Greene County 
Fertilizer Company

greenecountyfert.com 22
Turfco

Uline

turfco.com 

uline.com

9

20

Hunter Industries hunterindustries.com 52 Vermeer Corporation vermeer.com/miniskids 21, 23, 25

Hustler Turf Equipment hustlerturf.com 13 Walla Walla
wwcc.edu

Jain Irrigation, Inc jainusa.com 24
Community College 32

John Deere 
Construction

johndeere.com/rentalsales 18-19

Mean Green Products meangreenmowers.com 16 Snow & Ice Supplement
NaturaLawn naturalawnfranchise.com 16 Boss Snowplow bossplow.com 38-39

Perma-Green Supreme permagreen.com 17 Horst Welding horstwelding.com 36

Permaloe
Aluminum Edging

permaloc.com 31
NSC Minerals nscminerals.ca 40

Soundoff Signal soundoffsignal.com 41
Pro Landscape/ Drafix prolandscape.com 14

* denotes regional advertising

Continued from pg. 45

he says. “It’s typical in the industry that crews 
want to use the equipment that has the most 
power so they can work efficiently, so it’s 
been a mindset change with our employees.”

PRICING IT RIGHT. Both Reed and Hall say 
that location plays a major role in pricing and 
determining whether to charge a premium for 
electric lawn care.

“We’re in a unique geography, in some of 
the villages, in and around Evanston, we’re 
actually restricted from using gas-powered 
blowers for a period of the season,” he says. 
“So, it’s been the standard for some time. In 
that case, we don’t price the service higher.”

However, Hall says there is a pricing pre­
mium for the new, all-electric service.

“(It’s) not really because of the cost of the 
equipment...but because we find it takes 
more time to complete the service,” he says.

Reed chooses not to charge more for electric 
lawn care and keeps his prices competitive.

“It depends on the area someone is in. In my 
area, being environmentally friendly isn’t really a 
hot thing. If I was in an urban area where that’s 
much more of a big deal, I would definitely mar­
ket the environmental aspect and try to charge 
a premium,” he says. “For me, I’m right there 
with the other good companies around here. 
We aren’t the lowest and we aren’t the highest.”

GREEN GROWTH. According to Reed and 
Hall, the technology behind electric equip­
ment has come a long way, and they expect 
it to continue improving.

Hall said that he’s had his crews demoing 
some of the latest equipment and they’ve been 
pleased with the results.

“For some time, we thought battery-pow­
ered blowers just didn’t have the muscle for 
spring and fall cleanups,” he says. “Our crews 
are telling us they could be, and it’s been very 
encouraging for us.”

Hall suggests anyone considering using the 
equipment give it a test run first.

“There are a lot of companies out there 
that are willing to allow landscape contractors 
to demo equipment,” he says. “It helps you 
understand the range of options.”

Reed says he goes to trade shows every year 
and each year he is seeing battery-powered 
equipment have more of a presence.

“It’s amazing the switch in the industry 
and how fast the industry is heading toward 
electric,” he says. “Three years ago, people 
would almost laugh at you when they heard 
you had an electric lawn service. Now, people 
come up to you like you’re a rock star and are 
asking about your equipment.”

He feels the industry will continue to get 
behind the technology and says eventually it 
will become the norm.

“Within 10 years, the majority of the 
industry will be headed in this direction,” he 
says. “People who pay attention can read the 
tea leaves and see that’s where it’s headed. It 
just makes sense with the price going down 
and the capacity going up.” l&l
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STUDENT SPOTLIGHT

Alexander Martin STUDENT SPOTLIGHT
brings you the perspectives of 
horticulture students and insights 
into the future of the industry.

By Jimmy Miller

All it took to hook Alexander Martin 
was a STIHL MS271 chainsaw. From there, he has 
taken his interest in tree care all over the place, 
including a stint abroad in Germany.

Martin still remembers the exact make and 
model of the chainsaw his neighbor showed him 
at age 13. Martin and his father had been cutting 
firewood, but his neighbor - an arborist - im­
plored Martin’s dad to buy a better chainsaw. The 
neighbor promised that if Martin would take the 
lessons seriously, he’d teach Martin the basics of 
arboriculture.

Martin was young, but once he learned he 
could climb trees for a living, he fell in love with 
the idea. It didn’t hurt that using the equipment 
looked like a lot of fun.

“At 13 years old, I thought, ‘Well, 
that’s the coolest thing I’ve ever 
heard,’” he says. “I still think chip­
pers and trucks are the coolest 
things you get to use.”

At 16, Martin started working part- 
time as a contracted arborist. The 
gig worked out well because, as he 
puts it, he weighed just 110 pounds 
and climbing came easy.

But Martin’s biggest move had yet 
to come. Prompted by curiosity in his 
family’s heritage and in learning a 
new language, Martin left his home 
in Manitoba, Canada, to spend six 
months in Germany. Though he 
wasn’t necessarily there strictly for 
arboriculture, he was immersed in 
the differences between their prac­
tices and those in Canada.

For example, Martin learned 
that arboriculture is a much more 
social experience with clients 
in Europe. When they’d do tree 
removals, there’d be people with 
natural discontent with having 
trees removed. They’d come out 
and ask questions about what was 
happening, why a tree needed to 
come down and what they hoped 
to see there in the future.

Martin says that understanding 
the sentimental, emotional value 
behind these trees has led him to ap­
proach removals with compassion. 
Sometimes, trees have been up in a 
client’s yard for decades. Seeing it go 
can be difficult, and because of his 
experience in Germany, Martin has 
gained an understanding of these 
complex emotions from clients and 
brings more compassion to jobsites.

“Germany’s outlook on urban 
forestry is a lot different,” he says. 
“I don’t think I was ever disadvan­
taged by moving around so much, 
but I do think that it was overly ben­

eficial because I experienced stuff in 
Germany... that can be slightly be 
mimicked here.”

In 2017, Martin landed a job at 
Timerland Tree Service, and in 2019, 
he enrolled in the urban forestry 
program at the University of British 
Columbia. He intends to earn both 
a Master’s degree and a PhD, but 
for now, he’s enjoying his time at the 
UBC program. It only started a few 
years ago, but Martin says they’ve 
enlisted the help from some of the 
industry’s best to serve as professors.

“Now that I’m at UBC, it’s one of 
the best decisions I’ve ever made,” 
he says. “There are professors who 
are just outstanding in their field. 
There were people that I heard of 
through my professional career and 
now I get to learn from them and 
study from them.”

Martin is interested in one day 
running a consulting-type company. 
While he’ll always be the 13-year- 
old kid who fell in love with the cool 
chainsaws, chippers and trucks, he’s 
finding a new calling in teaching 
others about trees. Just recently, he 
was looking at a client’s tree that 
had mites in it, but if they had simply 
Googled what the issue with their 
tree was, they’d have never success­
fully identified the problem.

“I really like consulting because 
it’s one thing to talk to other profes­
sionals, but there’s something really 
nice about talking with folks and 
educating them about trees,” Martin 
says. “The whole industry’s exciting 
to me. It’s hugely dynamic, and it 
keeps changing. Learning with those 
changes to the industry is the most 
unique part of it. There’s constantly 
new information coming out. Stay­
ing on top of it... is a critical, impor­
tant role for horticulturalists.” l&l
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THE REVOLUTIONARY 
STAND-ON MOWER
The Staris stand-on zero-turn mower features an innovative 
design that delivers commercial performance, durability, 
ergonomics and ease of service that the landscape 
professional needs to maximize productivity and profitability. 
Staris S-Series is available with state-of-the-art Kawasaki 
and Kohler commercial engine options, delivering the power 
to tackle any job.

SAVE $1,000
Purchase a new Staris S-Series mower 
now through October 31,2020 and receive 
a $1,000 instant rebate. Visit exmark.com 
or dealer for complete details.

exmark.com f • ■ ®

exmark.com
exmark.com


UPGRADE X2 CONTROLLERS TO HYDRAWISE® MANAGEMENT 
with the simple plug-in WAND module. Hydrawise maximizes water savings 
with automatic daily schedule adjustments based on local, real-time weather 
data. A helpful setup wizard makes programming fast and easy. Then, man­
age irrigation from your smartphone, tablet, or the web. Presto change-o!

residential & commercial irrigation Built on Innovation® BB_________ « i /A u I .
Learn more. Visit https://hunter.direct/x2 IbIHIHMI % HyClrSWISe

https://hunter.direct/x2

