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Rafael Garcia’s father is an icon at Grasshoppers in Florida, but 
Rafael has carved out his own legacy through serving his coworkers.
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Brian Horn
Editor, Lawn & Landscape

“These 

companies 

aren’t just 

sitting by and 

hoping for 

the best.”

Disasters in times past

W
hen Hurricane Sandy hit the East 
Coast in late October of 2012, a 
lot of landscaping companies were 
able to make money during the recovery efforts.

I remember writing and hearing stories 
about companies who were helping in clean­
up efforts, along with those who already 
had tree removing services to perform those 
tasks. But what about those companies who 
didn’t have the equipment to continue earn­
ing revenue through recovery work or didn’t 
want to be involved in that line of work? 
Well, they had to get creative to survive.

While interviewing people for our 2020 
Technology Supplement, I spoke to David 
Hartzell, who is the general manager and 
sales manager at Best Property Maintenance 
Services in New Jersey, where Sandy hit 
the hardest. They didn’t want to compete 
with everyone who had a chainsaw and 
a truck performing tree removal. They 
needed a service with a high profit margin 
where people could be trained quickly, 
which led them to start a mold removal and 
remediation service.

You can find out how this topic relates to 
technology by reading the story on page 4 of 
the supplement, which starts in the back of 
the magazine. I couldn’t help but see parallels 

to what businesses are going through during 
COVID-19. I understand there are some ma­
jor differences in the two situations, but one 
common thread is the innovation to survive.

In the two weeks the company had to 
close because of the damage they sustained 
from Sandy, Hartzell and his team saw a 
need they could help fill and worked their 
tails off to get it up and running in time.

Stories like this are popping up now, 
mostly through landscaping companies offer­
ing sanitizing services. On page 50, we write 
about a company that added it. In a world 
where everyone is working to stay away from 
germs, your company may have the opportu­
nity to make the germs stay away from your 
customer. I’ve heard of other companies 
attempting to do this, and from what I can 
tell, the jury is still out on how well it will be 
received. But that’s not the point.

These companies aren’t just sitting by and 
hoping for the best. They are thinking of 
ways to use the tools (both literally and figu­
ratively) they have to survive and possibly 
thrive in a time of great uncertainty.

Whether it’s a pandemic, a natural disas­
ter or a down year, the proactive companies 
will be the ones coming out on the other 
end as best as they can. — Brian Horn
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When a local elementary school raised funds to buy playground equipment 
but not enough to install, Al’s Complete Lawn Care stepped in.

CHARITABLE CULTURE

40
WSR.LDLAWN

POWER EQUIPMENT

WORLD-CLASS LAWNMOWERS

From playground installation to helping local high 

schools, a Kentucky-based company schedules 
volunteer projects on the daily calendar.

By Laura Bednar

BUILT TOUGH

AL’S COMPLETE LAWN CARE does more than just provide landscaping 
services - they’ve integrated charitable works into their regular operations.

President and CEO of Al’s Complete Lawn Care, Allen Sweeney, 
points to the company’s mission to explain why they complete charitable 
acts in their community.

Their mission statement is, “To use the opportunities God gives us in 
the business of professional grounds maintenance to positively impact 
the lives of our employees, clients and community.”

Sweeney is the president of the United Way Board in a sector of 
Kentucky and most of the charitable projects the company does are 
connected to this organization. One of the projects the company took 
on came through United Way’s “Day of Caring.” g

A local elementary school raised funds to purchase playground equip- | 
ment but did not have the money for installation. Al’s Complete Lawn g 
Care prepped the area and demolished the old set with the help of a | 
contractor. They then built the equipment and poured the concrete for g 
the playground. “It made a difference in the community,” Sweeney said. |

While United Way is the source of many projects, Al’s Complete § 
Lawn Care will also complete projects for churches, local high schools ©
and even internally. Sweeney said last year the company started a “care £
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The power of 4 digs in.
John Deere 4 Series Compact Utility Tractors are strong.

Drainage ditches. Trenching. Moving gravel or soil. John Deere 4 Series Compact 
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Up to 66 HP (49.2 kW) at that. Let the power of 4 dig in for you. Contact your local 
John Deere dealer today.

RUN WITH US. Nothing Runs Like a Deere™
Search "John Deere 4 Series" for more



Work here.
Thrive 
here. SavAyree.

Tree, Shrub & Lawn Care

“After exploring a variety of careers 
within the green industry, I can 

honestly say that I've found the 
career, and the company, 
where I look forward to going to 
work every day. I feel fortunate 

to have found SavATree. 
I know that I am able to 
continue being a good 
steward to the environment 
and connect with an 
amazing clientele on a daily 
basis. As an Arborist with

, what I do matters 
nd is valuable. There’s 

tremendous honor in that.” 
- Sara Jensen

ISA Certified Arborist 
Lawn Consultant

Cultivate 
your career 
at SavATree

More information at savatree.com/careers

For ALL Your Lawn Care Needs
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800-862-0089 
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17-0-3 with Lambda-Cyhalothrin
Look at a label of any Allectus product .125% Imidacloprid
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What does this mean? 17-0-3 Mallet with Lambda covers 14,000 sq. ft. 
with a full rate of Imidacloprid and Synthetic Pyrethroid (Bifenthrin 
equivalent) Allectus products only cover 9,000 sq. ft.

Know what’s in the bag. Get more from Valley Green
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committee” where they quietly look for needs within the company. 
In one instance, an employee was having a difficult time in his per­
sonal life and co-workers were able to help in several ways to make 
a difference in his life. “Charitable giving is done behind the scenes 
because you care,” Sweeney said.

FINDING THE NEED. Each year, the company creates an annual budget 
with a portion of the funds allotted for “good will.” While they create 
a budget, they do not always stick to that number. “If the need is there 
and we are in a position to accommodate it, we (do),” Sweeney said.

Sweeney’s advice to companies looking to start charity work is to 
figure out how much time they are willing to give and how much 
money they can set aside. “Look for an opportunity that fulfills the 
obligation that you can afford,” he said. “There are so many organiza­
tions who could use help in one form or another.”

If a company is looking to offer a charitable contribution relating 
to landscaping, Sweeney suggested reaching out to parks or high 
schools. He said a company will do a better job if they’re passionate 
about what they do.

PROJECT LOGISTICS. Al’s Complete Lawn Care schedules their chari­
table projects into their regular workday.

Usually the crew with a lighter workload will take on the project 
and tackle it as a traditional landscaping gig. Rather than giving a few 
hours after a long workday, Sweeney said, “We want to make sure 
it’s professionally done and make people feel like there’s value in the 
service they receive.”

The company may have to schedule a project two to three weeks in 
advance while other times the opportunities are seasonal.

Sweeney said the company tends not to complete large outdoor 
projects in the spring as that is a busy time for their regular services.

In the coming years, Al’s Complete Lawn Care is looking to create a 
memorial garden at a local high school to honor high school students 
and teachers who have passed away.

The project would include memorial pavers, irrigation and landscap­
ing. This project is personal for Sweeney, as he knows people at the 
school as well as some who would 
be memorialized.

He reiterated that companies 
should seek projects where they 
feel a connection. Sweeney said 
this type of charitable work is 
important because sometimes 
people get too busy getting things 
done for themselves that they 
forget about taking care of others.

“We make people’s lives bet­
ter,” he said. “Not to be seen, but 
to make a difference.” 
The author is a freelancer based in Ohio.

GOOD WORKS
Have you completed a charity 

project you are proud of or 
helped out your community 

in another way? Email Editor 
Brian Horn at bhorn@gie.net 

to be considered for coverage 
in a future issue.
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TORO COMPANY 
REMEMBERS KEN
Melrose, the company’s former chairman 

and CEO, passed away on May 3, 2020.

BLOOMINGTON, Minn. - Kendrick “Ken” B. Melrose, former chairman 
and chief executive officer of The Toro Co., passed away Sunday, May, 
3, 2020, at the age of 79.

Melrose was an extraordinary person, whose wide-ranging accom­
plishments were driven by his unwavering commitment to serving 
others. His core values enabled him to positively impact so many 
throughout his professional career, during his post-retirement mission 
to advance the principles of Servant Leadership and in his generous 
philanthropic efforts.

“Ken was a great man, and the epitome of an exceptional leader,” 
said Rick Olson, current chairman and chief executive officer of The 
Toro Co. “The culture he instilled continues as a positive influence and 
will guide The Toro Co. long into the future. Ken was passionate about 
supporting the industries we serve and helping our customers succeed. 

> The impact of his generous philanthropic initiatives will continue to 
| positively affect many in our industry and our communities.”
S Melrose joined Toro in 1970, and over the course of the following 
i decade served in a number of leadership roles with increasing respon- 
° sibility. In 1981, as the company faced challenging times, Melrose was 
§ named president. His belief in and ability to connect with people, his 
o fortitude while making tough decisions, and his commitment to qual- 
£ ity and innovation, all helped lead the organization through financial

BIG REWARDS
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We’ve Been Helping Seasonal Contractors 
Scale Up Quickly For More Than 30 Years.
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$232,819 Average Sales By Year 3 
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Call Us Today To Get A FREE Territory Analysis-See 
The Potential For Christmas Decor In YOUR Market!

Contact Dave Dolak, Sheriff 
< ddolak@thedecorgroup.com or call 

(806)722-1225
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difficulty to record results at the time. His 
determination empowered him to see the job 
through and guide the enterprise not only 
through difficult times, but to ever-greater 
heights of success. Melrose did so without 
seeking recognition or accolades, rather he 
always pointed to employees as the key to 
what was accomplished during his tenure.

Melrose outlined his business philosophy 
in his book published in 1995, “Making 
the Grass Greener on Your Side: A CEO’s 
Journey to Leading by Serving.” As he wrote, 
“Everyone has the potential to contribute to 
achieving the goals of the company. If you 
unleash that potential, market leadership and 
financial success will be natural by-products.”

After leading the company for 24 years, 
Melrose retired as CEO in March of 2005. 
During his tenure, he oversaw a number of 

acquisitions including Wheel Horse, Ex­
mark, Lawn-Boy and Hayter, and company 
sales grew from $247 million to $ 1.7 billion. 
He was also an advocate in the company’s 
philanthropic and industry support and 
played an instrumental role in forming the 
company’s partnership with The First Tee in 
1998. Committed to giving back to employ­
ees, he established The Kendrick B. Melrose 
Family Foundation Scholarship Program in 
2002 for dependents of company employees, 
which has supported 189 students with 
scholarships. He also helped establish the 
Melrose/Hoffman Employee Critical Need 
Fund in 2005 to assist employees experienc­
ing economic hardship.

In retirement, Melrose founded Leading 
by Serving. In this role, he wrote and trav­
eled extensively promoting the principles of 

Servant Leadership in both public and private 
organizations. A champion for ethics and 
servant leadership, he chaired the board of 
directors for the Center for Ethical Business 
Cultures at the University of St. Thomas 
Opus College of Business, held the Univer­
sity’s Holloran Endowed Professorship and 
was a popular lecturer among students. He 
was also driven to give back through a wide 
range of philanthropic efforts supporting 
employee, industry, health care, education 
and many other interests.

“We owe much to Ken’s principled leader­
ship, and his legacy cannot be overstated,” 
Olson said. “He was a rare, transformational 
leader who saw the best in people and knew 
how to inspire them to work together and 
exceed their own expectations in order to 
achieve great things.”

Progressive Casualty Ins. Co. & Affiliates. Business and Workers' Compensation coverage provided and serviced by affiliated and thii

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

PROGRESSIVE
COMMERCIAL
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JUNIPER ACQUIRES GREEN SOURCE LANDSCAPE & SPORTS TURF
With this move, Juniper now employees over 1,200 people in Florida in 10 branches.

J
uniper landscaping, a landscape service 

provider that ranked No. 19 in Lawn 
& Landscape's 2020 Top 100 list, has 
acquired the assets of Green Source 
Landscape & Sports Turf in Fort Lauderdale.

This is the second acquisition in the area 
for Juniper and the third on the east coast 
of Florida.

“The gained resources and experience join­
ing Juniper is exciting and provides increased 
opportunity to our employees.

“We look forward to continuing work in 
this market and adding value to our custom­

ers,” says Jason Wingate, former CEO of 
Green Source.

Juniper now employees over 1,200 people 
in Florida in 10 branches.

“We are excited about Jason and his team, 
they bring a depth of talent and expertise while 
expanding Juniper capabilities in the region.” 
says Brandon Duke, president of Juniper.

“Jason and his team have an excellent 
reputation in the market. They’re considered 
industry leaders, especially when it comes to 
sports turf management,” says Dan deMont, 
vice president of Juniper.

©THIS IS THE SECOND
ACQUISITION IN THE AREA FOR 

JUNIPER, AND IT’S ALSO THE COMPANY’S 
THIRD ON THE EAST COAST OF FLORIDA.

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

PRO Landscape
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RENEWAL & REM EM BRANCE CANCELED DUE TO COVID-19

DISCOVER 
MORE
about how Switch-N-Go" is the ideal upfit 
for your next work truck. With the ability 
to seamlessly integrate equipment into 
your fleet, you can interchange between 
a sprayer, a dump body, and equipment 
body in a matter of minutes.

LEARN MORE
SWITCHNGO.COM

NALP will likely be able to 

livestream a smaller variation 
of the ceremony this summer.

D
ue to concerns around COVID-19, 

the National Association of Landscape 
Professionals canceled its Renewal and 
Remembrance ceremony this year.

For 25 years, the event honored America’s 
veterans as landscapers lended their skills to 
care for and beautify Arlington National 
Cemetery. The following is a statement 
from NALP:

It is because of the incredible impact of 
this event that we’ve taken the deliberations 
very seriously around how and when to host 
Renewal & Remembrance 2020 in light of 
COVID-19. Arlington National Cemetery is 
currently closed to the public and although 
they may be open in July, they do not antici­
pate being able to host large events this sum­
mer. As a result, we have made the difficult 
decision to cancel Renewal & Remembrance 
and Legislative Days for 2020.

However, Arlington National Cemetery 
has indicated that NALP will likely be able to 
host a small ceremony this summer in honor 
of those buried at Arlington National Cem­
etery, and to highlight the lasting impact our 
industry has made on the grounds. NALP 
hopes to be able to livestream this ceremony. 
NALP will share details once confirmed.

“On behalf of the Renewal & Remem­
brance Committee, the NALP staff, and the 
Board of Directors, we will miss working 
side by side this summer,” NALP said in a 
statement. “We thank all of the sponsors and 
volunteers who stood ready, willing, and able 
to come together for a great cause.”

The next Renewal & Remembrance will 
be held on Monday, July 19, 2021. Also, 
NALP’s Legislative Days on the Hill, will 
be held in conjunction with its Workforce 
Summit in late winter/early spring of 2021.

14 JUNE 2020 | LAWNANDLANDSCAPE.COM

Lownandlandscape.com
SWITCHNGO.COM
LAWNANDLANDSCAPE.COM




L&LINSIDER
For more news, visit
Lawnandlandscape.com

BRANDON BROWN JOINS SAVATREE
In his role as a district manager 

with SavATree, he will be 

responsible for expanding 

the company’s reach in Florida.

BEDFORD HILLS, N.Y. - Brandon Brown, an 
ISA Certified Arborist and former president 
of Schneider Shrub and Tree Care, will join 
SavATree to lead its business expansion into 
the Florida market.

Brown graduated from Clemson Univer­
sity, where he studied trees and hasn’t looked 
back since. From pioneering “Monday 

Punday” to creating sustainable tree and 
shrub care programs for keeping them alive, 
Brown brings knowledge and experience to 
the Florida market.

In recent years, SavATree has been rapidly 
expanding its national presence through ac­
quisitions into new regions. The company is 
excited to now pursue a number of strategic 
markets in Florida.

In his role as a district manager with SavA­
Tree, Brown will be building an expert team, 
opening new branches, identifying potential 
partners, and participating in a variety of 
industry related associations.

“We have long admired Brandon for his

©BROWN WILL ASSEMBLE A TEAM
AND IDENTITY POTENTIAL PARTNERS 

WHILE ALSO OPENING NEW BRANCHES AND 
PARTICIPATING IN INDUSTRY ASSOCIATIONS.

contributions to the industry and are de­
lighted to have him on the team. His deep 
knowledge of tree care and experience recruit­
ing, coaching, training and building teams 
dovetail precisely with what we look for in a 
strong leader,” said Daniel van Starrenburg, 
the executive chairman.

“I am thrilled to be a part of this venture to 
develop and grow a new market for a company 
as well regarded as SavATree,” Brown said.

When you need it done right, do it with DR®.
Trim and Mow the EASY Way with a

DR® Trimmer Mower!
America’s Original

Field & Brush Mower!

CLEAR 8' TALL GRASS & WEEDS 
with 26", 30", or 34" cut! 1 '

The
OR C NAL

Trimmer
on Wheels!

5X THE POWER of a hand­
held trimmer without the 
back strain!
THICKEST, LONGEST- 

LASTING cord (up to 
255 mil) takes seconds 

to change!
10 MODELS 

including Self- 
Propelled, Tow- 

Behind (forATV) 
and PTO!

DRtrimmers.com

and BRUSH!

For the BICJOBS, bring on the POWER of

DR® Chippers 
& Shredders!

©

DRfieldbrush.comDRchipper.com

POWER. Engines 
upto 13.5 HP 
for the rigors 
of continuous 
wood chipping.
CAPACITY. Chip branches 
up to 5.75" in diameter 
and shred cuttings 
up to 1.5" thick.
SELECTION. Models 
foryard, farm, and 
ranch—including - 
PTO and 
towable units.

Seven models 
to choose from! CHEW THROUGH BRUSH 

including saplings up to 3" thick!
POWER & PRECISION 
with engines up to 
20 HP and power 
steering for finger­
tip control.

Towable 
and PTO 
models too!

hpREESHIPPING1EASY
6 MONTH TRIAL FINANCING

SOME LIMITATIONS APPLY. CO ONLINE OR CALL FOR DETAILS.

Co Online or Call for FREE Info Kit!

J888-213-1382
^Assembled in the USA using
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CULTIVATE TRADE SHOW
TRANSFORMED INTO ONLINE EVENT
Cultivate’20 Virtual will debut
the week of July 13, 2020.

COLUMBUS, Ohio - With continuing un­
certainty around the COVID-19 pandemic, 
AmericanHort transformed Cultivate, the 
annual tradeshow and conference, from an 
in-person event in Columbus, Ohio this July 
to Cultivate’20 Virtual, a fully online event 
that will connect customers, suppliers, and 

colleagues across the industry. Cultivate’20 
Virtual will debut the week of July 13, 2020.

“We’re excited to provide a safe and in­
novative environment where the horticulture 
industry can still come together, share best 
practices, learn from each other and connect 
with peers”, said Ken Fisher, AmericanHort 
President & CEO. “Although it will be dif­
ferent from the face-to-face interaction we 
experience at Cultivate, attendees can still 
find much-needed resources and be able to 

engage with the new products, new varieties 
and top-notch industry education to help 
their business and organization perform bet­
ter and improve.”

Cultivate’20 Virtual will feature many of 
the same experiences found at the annual 
event, such as a 3-D digital tradeshow where 
exhibitors and attendees can share informa­
tion, view video presentations, chat live and 
make the same connections one would at an 
in-person event.

Over 50 live education sessions will be of­
fered covering all aspects of the horticulture 
industry along with vibrant demonstrations 
of new varieties and new products featured 
in an innovative digital environment. At­
tendees can also experience the HRI online 
Garden Party, an event to socialize and show 
appreciation for the work of HRI supporters
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L&L INSIDER
For more news, visit
Lawnandlondscape.com

and researchers. There will be a virtual town 
hall, roundtable discussion groups and a va­
riety of opportunities for online networking 
and interaction.

“We’ve all had to learn to be innovative 
and adapt our business practices to this 
challenging environment. I’m excited to 
be part of an online option that allows our

0 Bluetooth Noise Isolating Earbuds

THE NEW STANDARD IN 
HEARING PROTECTION

HEARING

PROTECTOR
OSHA
COMPLIANT

BLOCK NOISE • STREAM MUSIC • TAKE CALLS

Noise Reduction 
Rating of 27dB llllllfr Batter/^6^16
IP67 Dust, Sweat 
& Water Proof

Built-in Mic with 
Background 
Noise Isolation

Visit ISOtunes.com/L&L

industry to connect with peers and continue 
to maintain a sense of community,” said Susie 
Raker-Zimmerman, vice president of Raker 
Roberta’s Young Plants and chairwoman of 
the AmericanHort board of directors.

An Expo-Only pass is free for everyone, 
and the All-Access education pass is free for 
AmericanHort members and is discounted 
for non-members.

JOHN DEERE UNVEILS 
NEW PAYMENT 
PROGRAM
The “Own it” program is for 

select compact construction 

equipment models.

MOLINE, III. - A new, monthly John Deere 
payment program is available for customers 
who want to own John Deere’s five compact 
excavators, skid steers and compact track 
loader models. The 17G and 30G excava­
tors, 312GR and 316GR skid steers or 317G 
compact track loader are eligible to receive 
special financing options.

“We are eager to offer a program that 
can financially support compact equipment 
customers and empower them to become 
machine owners as they grow their busi­
nesses,” said Juan Raya, manager, Global 
Compact Construction Sales at John Deere 
Construction & Forestry. “The ‘Own It’ 
financial program provides flexibility for 
customers maintaining small fleets, giving 
them the quality they expect from a John 
Deere machine, without breaking the bank.”

Customers who purchase the select equip­
ment models through October 2020 are eli­
gible to receive special financing. To learn more 
about the “Own It” payment plan, contact an 
authorized John Deere Compact Equipment 
Dealer or visit JohnDeere.com/Ownlt. l&l
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out stronger than ever. We see you, we need you and we thank you.
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| IHAVII* WITH JIM
TRAVELS WITH JOI follows Jim Huston around 

the country as he visits with landscapers and helps them 
understand their numbers to make smarter decisions.

SURVIVE THIS ECONOMT®
IN MY LAST ARTICLE, I wrote about how important your “state of mind” is when it 
comes to running a successful (or unsuccessful) business. Successful leaders think and 
act differently than unsuccessful ones. Preparing for and responding to a crisis, whether 
it’s a recession or the COVID-19 pandemic, is all about how you think. It’s imperative that 
you think “outside of the box” and be proactive with your team and your circumstances.

Let's look at what you can do 
once you find yourself in a crisis 
where cash flow is seriously reduced. 
We'll look at what you can do both 
short-term and long-term as you lead 
yourself, your team and your com­
pany through such a situation.

SHORT-TERM RESPONSE. First, 
similar to a pilot who finds himself 
flying into the fog, you have to get 
on your instruments. Otherwise, you 
could be flying upside down and not 
realize it. You need objective data 
to tell you where you are. Here are 
the tools (or "instruments") that my 
clients use:

1. Annual budget: Your budget is 
a document that looks to the future 
for your divisions and/or company. 
It provides objective revenue goals 
and production benchmarks for each 
division. This document tells you and 
your team the sales goal that you 
need to shoot for. It also establishes 
tangible benchmarks for costs such 
as field labor, materials and equip­
ment. Most importantly, it allows 
you and your team to see your 
progress (or lack of progress).

2. Bidding and estimating work­
sheet: This worksheet also looks to 
the future for individual projects or 
accounts. It helps you manage risk 
by establishing goals for field labor, 
equipment and materials. Field labor

JIM HUSTON 

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

comprises 90% of your risk, and this 
worksheet establishes man-hour 
goals to help you measure and 
control risk.

3. Job-costing worksheet: This 
worksheet looks at past performance 
and provides a reality check of sorts. 
Since field labor jeopardizes your 
profitability more than anything else, 
this worksheet should primarily focus 
upon your budgeted-to-actual man­
hours for each project or account.

4. Profit and loss (P&L) state­
ment: The P&L also measures past 
performance, but on a division or 
company-wide scale. If formatted 
properly, it can tell how you are doing 
compared to your annual budget.

5. The Bid Board lead tracker 
worksheet: This is perhaps your 
most important tool. It tells you 
what's in the pipeline and whether 
you're on track to hit your sales 
goals. Cash is king in a recession. 
First, each and every lead needs to 
be tracked to ensure that it doesn't 
fall through the crack. This work­
sheet allows you to do that.

Second, you have to network 
like crazy and be proactive at 

finding solutions to help you work 
more efficiently and market more 
effectively.

LONG-TERM RESPONSE. Since 
recessions and crises are inevitable, 
entrepreneurs should always have 
contingency plans - both short- and 
long-term - to counter their effects 
on their businesses. Here are some 
long-term suggestions:

1. Build a service base: Too many 
entrepreneurs provide services that 
are severely affected by recessions or 
crises. They enjoy creating construc­
tion projects, for example, so that is 
all they do. Construction projects are 
the first casualty in a recession. Just 
like football, if you live by the blitz, 
you'll die by the blitz. It's not a ques­
tion if there will be another crisis; it's 
a question of when.

Smart entrepreneurs don't just 
do what they like to do. They do 
what is best for their business. It 
may not excite you, but providing 
services such as lawn maintenance, 
irrigation, lawn care, pest control, 
tree care, plant health care, etc., just 
may provide the cash flow that gets 
you through a crisis and allows you 
to sleep at night.

2. Build a cash reserve: It may 
be difficult, but it's important that 
you prepare for a rainy day. Open 
a money-market account, a savings 

account, whatever; but force your­
self to regularly deposit cash into 
this account.

3. Build good management sys­
tems in your business: Remember, 
"What gets measured, gets done!" 
Build the systems and provide the 
tools that allow you and your team 
to measure whether you're being 
successful or not. This takes time, 
training and treasure (money). The 
things that you should be doing to 
prepare for and respond to a down 
economy are the things that you 
should be doing anyway. There's 
nothing new here.

CONCLUSION. In order to build a 
successful business, you have to be 
prepared for any and all contingen­
cies. To be prepared, you have to 
think like a leader. Successful leaders 
think and act differently. There are 
things that you can do short term 
and those that you can do long term 
in order to build a business that 
can weather just about any storm it 
faces. Being an entrepreneur is not 
for the faint of heart. It's a constant 
mental battle - a state of mind. It's 
one that you can win, if you're will­
ing to train yourself and your team 
to do so. L&L

Contactjim Huston at 
jhuston@giemedia.com
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RECONSIDERING SAFETY
IS SAFETY A CORE VALUE, an actionable objective, a mindset or a priority? The answer is all of the above.

Today, more than ever, safety 
and health strategies are inextricably 
entwined as drivers of performance, 
culture and risk management. As 
the pandemic disrupted norms for 
human interaction and social dis­
tancing became a thing, businesses 
across our industry faced a new set 
of workplace challenges.

Before COVID-19, workplace safety 
was hazard, job site and incident- 
and injury-related. Post-COVID, the 
safety story is broader: It's about 
having cultural practices in place so 
workers don't get sick and infectious 
disease agents don't spread.

At some point, this crisis will 
pass and when it does, one thing 
is certain: Our businesses will all be 
better positioned to prosper with 
accelerated prevention measures 
and a precautionary mindset.

At the tactical level, advanced 
health and safety workplace

(COVID-191 IS AN OPPORTUNITY TO USHER 

IN A NEW ERA OF WORKPLACE SAFETY.”

€
DAVID KRYSH 

is a talent sourcing 
and workforce 
specialist with Bruce 
Wilson & Company.

programs manage exposure and 
liability, and reflect a long-term 
vision of your leadership in the 
communities and clients you serve. 
More importantly, from a recruit­
ing and retention standpoint, a 
safe place to work will make your 
business a great place to work. 
New hires and job-seekers will 
prioritize their personal health and 
safety as well as their career paths. 
When hiring for cultural fits, if your 
culture stresses cleanliness, it's a 
competitive advantage.

June is National Safety Month, 
and while the health and safety of 
your employees and the clients 
you serve should be celebrated 

every month, here are a few best 
practices that can have a big impact 
on your post-pandemic success.

1. RECOGNIZE THE DIFFER­
ENCE BETWEEN A SAFETY 
MANAGER ANDA SAFETY 
LEADER. A manager makes things 
happen; a leader shows you why 
it's important. Most companies are 
very strong on the managing side. 
They know how to implement. 
When leaders get it right, it's an 
example for the rest of the team. 
If senior management doesn't get 
it right, then everything else is like 
swimming upstream.

2. INTEGRATE SAFETY INTO 
THE PROCESSES OF THE BUSI­
NESS. Make safety strategically 
actionable and an extension of 
your workplace brand. Offer 
safety training and certification, 
have emergency preparedness 
meetings, offer CPR and health 
fairs, find ways to seek recognition 
and highlight and promote safety 
successes. Enact best practices, 
procedures and processes across 
all levels of your organization. Pub­
lish your standards and practices to 
your website and include informa­

tion about being a safe place to 
work on your hiring notices.

3. MAKE SAFETY MEASURABLE 
AND ACCOUNTABLE. Encourage 
your entire team to take personal 
responsibility for their own and each 
other's safety from the day they're 
hired. Recruit, onboard, develop 
and train all employees around your 
health and safety protocols and 
find ways to make your staff feel 
protected. Include them in incident 
investigations, participation on audit 
teams, task forces and other safety 
and wellness-related activities. A 
workforce that identifies with a com­
pany's commitment to care about 
them will never be mediocre.

COVID-19 changed our world and 
our workplace. If your company 
was already on the leading edge 
of cultural practices, not much 
has changed. For the rest? It's an 
opportunity to usher in a new era in 
workplace safety.

"Take care of your employees 
and your employees will take care 
of your business," has never been 
more relevant, l&l

Contact David Krysh
at bwilson@giemedia.com
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BATTERY SERIES 
CHARGED WITH 
PERFORMANCE AND 
CONVENIENCE

© 2020 Husqvarna AB. All rights reserved.

HIGH PERFORMANCE 
BRUSHLESS MOTOR.
Husqvarna motors provide 
full torque at low revs and 
25% higher efficiency than 
a standard brush motor. 
Ideal for precision cutting 
and professional results.

ONE BATTERY 
FITS ALL.
All professional Husqvarna 
battery-powered products 
use the same, quick-charging 
40 V Li-ion battery pack, 
so you can easily switch your 
battery between machines.

HUSQVARNA 520iLX BATTERY TRIMMER FOR 
THE PROFESSIONAL FINISH TO EVERY JOB.

A lightweight and high performance trimmer designed for professional users and 
commercial applications. With excellent ergonomics, a 2-way rotation trimmer 
head and long-lasting brushless motor that delivers high and consistent torque 
for trimming high, thick or wet grass. Put power and convenience at your 
fingertips with Husqvarna battery products. HUSQVARNA.COM

Connect with 
HusqvarnallSA
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CIU A U OF THE CHOP
CREAM OF Till! CHRP features 
a rotating panel from the Harvest Group, 
a landscape business consulting company.

YD JR COMPANY'S BACKBONE
• IT’S HARD TO BELIEVE that I started my landscaping business 49 years ago. What’s also hard 

to believe is that in 1971, there were no mobile phones, computers, riding rotary mowers, electronic 
calculators, fax machines and the list goes on and on. Because of the lack of modern equipment, 
it was difficult to grow a large landscape company. As a result, there were many small ones.

It took me about 10 years to 
reach my first $1 million in sales. 
During that time, I wore most 
"hats," including mechanic, sales­
man, crew supervisor, designer, 
account manager and more. I 
can't remember exactly when, but 
sometime in the early 80s, I moved 
my best foreman - a horticultural 
graduate from our state college, 
ll-Conn - into the account manager 
position. I made the move primarily 
to keep my sanity.

My new account manager did 
pretty much everything I did. Of 
course, we did it together for a while 
until he and I felt both felt confident 
enough for him to go out on his own.

He had many responsibilities 
that kept him busy all day. He 
handled morning dispatch, made 
sure his enhancement crews had 
the materials they needed for their 
jobs, supervised the work on the 
enhancement jobs, monitored the 
quality of the maintenance crews, 
met clients for service requests or 
extra work, created estimates and

I’M SURE TDD UNDERSTAND A TALENTED 

PERSON IS NEEDED FOR THIS JOB."

ED LAFLAMME, 

co-founder of the 

Harvest Group, is a 
professional speaker, 
author, business 
adviser and coach.

proposals for those jobs, brought 
equipment to crews when their 
equipment broke down and made 
sure they all got back to the shop 
at the end of the day. Whew. Today 
we call this a "production-focused 
account manager" (AM).

After a few years, because of the 
volume of work and the demands 
of our clients, I had to do something 
to help my AM. For example, my 
corporate clients would call in the 
morning and want to see either me 
or my AM that same day. They all 
wanted service and wanted it fast. In 
order to accommodate my clients, 
I could either bring on another AM, 
as most companies would, or create 
a new position to work under the 
AM who was in charge of manag­
ing operations. By doing this, they 

could split the responsibilities - one 
would be client-focused, the other 
operations/production-focused. I 
called this new position my field 
supervisor. Some companies call this 
the production manager.

This new position really worked 
out well, and took the weight off the 
AM. That's why today we call this 
type of AM "client-focused." They are 
responsible for client communica­
tions, selling enhancement work, 
monitoring job quality and making 
sure the jobs are making money.

The new client-focused AM had 
many advantages. For example, 
they have the time to sell more 
enhancement jobs, usually doubling 
or tripling the sales of the traditional 
production-focused manager. They 
can handle a much larger book of 
business, and the clients were much 
happier because of the attention 
they were getting.

The field supervisors monitored 
job quality, the production hours, 
trained the crews and made sure all 
safety procedures were followed. As 
a result of these changes, our bot­
tom line grew as well.

If you have production-based 
account managers and wondering 
what it takes to make the change, let 
me give you some tips.

The AM in the client-focused role 
is more of an executive position.

They generally drive a car (since 
they don't need a truck); they need 
to be proficient in selling enhance­
ments, estimating, pricing, building 
client relationships; and negotiating 
when needed. They also need to 
know how to start up a new job, 
and close down one the company 
lost. They need to know how to 
deal with subcontractors and have 
good time management skills to get 
their work done.

After reading this, I'm sure you 
understand a talented person is 
needed for this job. Since colleges 
only have io-is%of the horticultural 
students they had 25 years ago, 
companies are now hiring teach­
ers, former property managers, 
salespeople and the like to fill these 
rolls. This leaves considerable weight 
on owners and other managers to 
train them.

Which type of AM do you have? I 
guess the answer varies from com­
pany to company. If you take one 
thing from this article, it's important 
to recognize AMs are the backbone 
of the company. With training in 
client-focused and production- 
focused skills needed to do their job, 
they will make your company a lot 
of money, l&l

Contact Ed Laflamme 
at harvest@giemedia.com
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YOU NEED MORE MACHINE
Pneumatic Blower Equipment for:
• Green Roof Material Installation

• Erosion Control Blankets/Berms

• Terraseeding®/Topdressing

• Landscape Mulching

• Playground Chips Installation

• Animal Bedding & Mud Control

Whether you are looking to increase your current 
green business’ profitability and productivity, 
or you are an entrepreneur looking for an 
opportunity to capitalize in an emerging market, 
Express Blower, Inc. has the expertise and 
equipment to help you realize your vision. We 
are the INVENTOR, the INNOVATOR, the STANDARD. 
Call us.

CONTACT US TODAY
541.434.7100
800.285.7227

Qwww.expressblower.com 

info@expressblower.com
©2019. Express Blower, Terraseeding, and Express Blower design logos are trademarks of Express Blower, Inc.
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LEGISLATIVE LANDSCAPE
LEGISLATIVE LANDSCAPE is a bi-monthly 
column by Andrew Bray, Vice President, 
Government Relations, for the National 
Association of Landscape Professionals

CONGRESSIONAL 
ACTION DURING 

COVID-19

I
n response to the COVID-19 pandemic, Congress was forced 
to act quickly and provide immediate relief for those that have 
been most impacted. The National Association of Landscape 
Professionals has been engaged with Congressional offices to 
support these efforts. To date, three COVID-19 related stimulus 
packages have been passed.

The first package, passed March 6, provided $8.3 billion in relief.
Key programs included:

• Funding to federal, state and local agencies to combat COVID-19 
• Providing waivers for Medicare telehealth restrictions
• Investments in vaccine research

The second package, passed on March 14, the Families First Act 
provided $192 billion in relief. Key programs included:

• 14-day paid sick leave for those impacted by COVID-19
• Extended paid family medial leave for those impacted by COVID-19
• Payroll tax credits for employers
• Increased funding for food stamps
• Funding for COVID-19 testing

The third package, passed on March 25, The Coronavirus Aid, 
Relief, and Economic Security Act (CARES) provided $2 trillion in 
relief. Key programs included:

• Paycheck Protection Program
• Main Street Lending Program
• Direct payments to individuals and families
• CDC/DHS funding
• Aviation industry bailout
• Student loan suspension
• Unemployment expansion
* *A Supplemental to the CARES Act passed on April 20 provided an 

additional $450 billion in relief mainly toward replenishing PPP along 
with additional funding for hospitals and testing devices.**

Congress is now looking to the next round of coronavirus relief in 
the face of new figures form the Department of Labor that show that 
unemployment climbed to 14.7% in April and is expected to reach 20% 
or higher in May.

The House may vote on a Democratic stimu­
lus plan that is seen as a Democratic marker for 
negotiations with the White House over the next 
economic stimulus package. House Members 
are also expected to vote on rules change that 
would allow proxy voting for Representatives 
who are unable to travel to Washington due to 
health concerns.

The Democratic stimulus package is likely to 
contain: additional aid for state and local gov­
ernments; additional stimulus payments to indi­
viduals; a further expansion of unemployment 
benefits; funding for the U.S. Postal Service and 
student loan forgiveness for health care workers. 
The bill will not include President Trump’s request 
for changes to the payroll and capital gains tax.

As fiscal conservatives grow concerned and 
partisan bickering amplifies, the next stimulus 
will likely take more time and involve debates 
over some major partisan issues including:

• Funding for states
• Funding for remote and absentee voting
• Increasing access to food programs
• Employment payroll tax deduction
• Infrastructure funding
• Additional industry “bail outs”

House Republican Leader McCarthy (CA) is 
calling for hearings and an analysis of the impact 
of the previous stimulus bills before proceeding 
with a new package. Senate Majority Leader Mc­
Connell (R-KY) has expressed similar sentiments.

NALP is monitoring negotiations closely 
and will keep you updated. NALP will be spe­
cifically focusing on:

• More access to capital for those 
businesses that have been adversely 
impacted by COVID-19

• Incentives for homeowners, businesses 
and local governments to invest in land­
scape services via tax credits or grants

• Limiting liability for companies where a 
transmission of COVID-19 has occurred

NALP will continue to represent the landscape 
industry on Capitol Hill and look for opportunities 
to support programs that benefit the landscape 
industry and the customers we service, l&l

Editor’s note: This article was written on May8,2020.
You can contactBrayatandrew@landscapeprofessionals.org 
for the most current information.

AS U.S. 
UNEMPLOYMENT 

NEARS 20%, 
Congress will try to 

pass another stimulus 
that may take more 

time than before.
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SHARPENING THE SAW
SOFTWARE: The Most Important 

Investment for Your Future

By Kevin Kehoe

C
ovid is a reminder that times aren't always 
good, change is ever present, and the 
fundamentals are essential.

The most important fundamental is: Good 
systems provide good information that aids your 
people in making better decisions—decisions that 
result in profits. This is essential, as the quality 
of your people's decisions is directly linked to the 
timeliness and accuracy of the information they have.

This means making an investment in software 
information systems is a direct investment in the 
personal productivity of your people that delivers 
more returns than an equal dollar investment made

in labor, management, and equipment. Information 
makes everyone and everything more efficient.
(See Sidebar 7; Return on Investment.)

Investing in software information systems 
becomes especially critical when you consider 
that we are experiencing current and long-term 
shortages in crew labor and management talent. 
(See Sidebar 2: Talent Shortage-Recruitment and 
Retention.)

SIDEBAR 2: Talent Shortage-Recruitment and Retention

SIDEBAR 1: Return on Investment

For a commercial maintenance company with an annual revenue of 
$3M, the ROI can be expected on the investments shown below (based 

on actual industry benchmarks)

INVESTMENT ROI

$1,140,000 or 38% of revenue

LABOR

$390,000 or 13% of revenue

MANAGEMENT

$420,000 or 14% of revenue

EQUIPMENT

$37,500 or 1.3% of revenue

SOFTWARE
I

210%

240%

280%

470%

The crew labor shortage is well documented. Restrictions 
related to H2B and a robust construction economy have 
reduced the once abundant ranks of foreman and crew 
talent. What we don't talk about enough and should is the 
looming shortage of management talent in sales, account 
and customer, operations, and administrative management.

This shortage starts in our farm system-the colleges. 
Landscape management programs are contracting due to 
lack of students. It seems that parents do not want to fund 
an expensive education when the perceived lifetime earnings 
are lower than many other occupations.

The answer is simple: We will have to pay more to 
attract and retain the kind of talent required in a growing 
landscape company. Paying higher salaries means these 
managers will have to produce more to offset the increase 
in compensation. But they cannot produce more with the 
current software and technology used across much of the 
industry today.
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A software information system is no longer 
a nice-to-have investment. It is an essential one. 
Productivity improvements, driven by information 
systems, are revolutionizing every industry.

For example, every sports organization now 
has an information systems department in the front 
office. This department did not exist 15 years ago. 
Today, it is key to running a successful ball club.

With the way Aspire integrates our business 

operations, all our teams now have clarity on 

exactly what services to perform for each 

customer and when, with a clear resource plan 

for executing those services.

And because our local managers have thought 

through and loaded their job-by-job plans 

into Aspire upfront, our team knows that we'll 

have a successful outcome if we execute to 

what's in Aspire. As a result, our execution has 

never been tighter to our goals.

- Tim Portland, Chairman & CEO 
Yellowstone Landscape

These organizations are investing in data and 
information systems for three simple reasons: (1) to 
improve the managers in-game decision making, (2) 
to improve player performance, and (3) to win more 
games. These same objectives are relevant to our 
industry.

The reality is that our industry is lagging behind in 
making these investments, and it shows in both net 
profits and investment spending. We must catch up. 
(See Sidebar 3: Industry Net Profit & Investment Profile.)

Where do you begin?

You begin sharpening the saw by increasing the 
productivity of your people. Every contractor must 
execute in three areas:

» Getting the work,
» Doing the work, and
» Keeping the work

The players responsible for these activities are 
“ground zero” for productivity improvement: sales, 
account management, and operations management.

These players must be more productive using 
the primary resource they have available to them- 
TIME. The fact is they are not.

How much more productive can these players 
be, and what does that mean for net profits? (See 
Sidebar 4: Time and Money.)

Information technology is essential to the future 
for our industry-just as it is for all other industries. 
It’s never too late to sharpen your saw.

We invite you to speak with an Aspire Software 
client. Talk to them about how our system has 
helped them in this downturn.

SIDEBAR 3: Industry Software Investment and Net Profit Profile

For a commercial maintenance company with an annual revenue of $3M, 

investing the additional $34,500 in software and applying the projected 

ROI will produce the target net profit shown below.

CURRENT SOFTWARE
INVESTMENT

0.
CURRENT C £0/

1 0/ Ann average v*v/®uii/oo ^j,uuu NETPR0FIT $168,000

RECOMMENDED
SOFTWARE INVESTMENT

L 1.3% or projected ROI target' % Of
*$37,500 S NETPR0F T $330,150



aspire
■SOFTWARE

They will tell you that without it they would have 
been in big trouble selling, managing customers, 
and doing the work.

Kevin Kehoe is the co-founder of Aspire Software and 
an industry veteran who has consulted with many 
landscaping companies during previous downturns, 
including the 2008-2009 Great Recession.

SIDEBAR 4: Time and Money

Software shifts time from low-value to high-value activities, producing 
(1) more revenue per person: $22.22 vs. $19.29, and (2) a lower 

compensation to revenue cost of 4.5% vs. 5.2%. These two effects 

address the talent recruiting and retention issue as well as net margin 

challenges. Personal productivity is where the game will be won over 

the next decade in our industry.

I've been in business 36 years, and before 

Aspire, we could never quite get all the 

information we needed to make the proper 

decisions. Now that we've implemented Aspire, 

we can make decisions based on facts.

Aspire has enabled us to weather the pandemic, 

and I believe, formulate a plan to exit from 

this strong and ready to GROW!

- Marty Grunder, CEO 
Grander Landscaping & The GROW Group

TIME (Activity*)
★Account Manager Job Description

Client response/ I 
requests I

Site walk/ I 
documentation I

Proposal 
preparation I

Renewal
preparation I

Proposal 
closing I

Company 
meetings I

Administrative 
tasks I

CURRENT 

TIME & MONEY
TARGET 

TIME & MONEY

TOTAL 100% 100%

60% 90%* Productivity Efficiency

Contract value managed $1,200,000 $1,560,000
Upsell created $250,000 $468,000

Upsell efficiency 21% 30%
Contract retention $1,100,000 $1,497,600

Total revenue managed 92% 96%
Total compensation $70,000 $88,452

Compensation efficiency 5.2% 4.5%
Revenue made rate 19.29 22.22

Total revenue managed = Contract value less losses plus upsells 
Revenue made rate = Total revenue divided by total compensation



Gain complete control of your business
with Aspire landscape management software.

When you're running a landscape company, it’s important to have the right tools for the job. Aspire offers 
the end-to-end functionality you need to keep your entire business running smoothly—and profitably:

» CRM
» Estimating
» Scheduling

» Purchasing 
» Equipment 
» Invoicing

» Reporting
» Mobile Time
» Accounting Integration

With access to information from every area of the company and real-time visibility into your margins, 
you'll be better equipped to make proactive, informed decisions that enable your business to grow 
and thrive.

Aspire. There's a reason it's the #1 business management 

software for landscape contractors.
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Rafael Garcia’s father is 

an icon at Grasshoppers in 

Florida, but Rafael has carved 
out his own legacy through 

serving his coworkers.

“I started here because my dad worked 
here,” Rafael says. “Like we always say in 
this company, we’re like a family here. We 
take care of everybody. It’s not just the guys 
on top.”

Murphy, the company’s vice president of 
operations, has been with Grasshoppers for 
three years and has watched both Rafael and 
Felix hard at work.

“His dad was very beloved by everybody 
here,” he says. “We’re very, very fortunate 
to have those two in a row. It’s just kind of 
ironic that Rafael wins it, but hands down, 
he deserved it.”

CALL IT A COMEBACK. Those who are at 
the top of Grasshoppers’ chain of com­
mand have basically known Rafael since he 
was a child. Felix was an employee at the 
company shortly after Tonya Windham and 
her husband, Ryan, started the company in 
2002. Landscape Consultant Mike Williams 
fondly remembers working with Felix, who 
“never said no” and made sure every client 
was satisfied.

“Felix Garcia was a very hard worker. He 
was always dedicated and went above and 
beyond for the company,” Williams says. “He 
always rolled up his sleeves and did it. That’s 
why they created the award when he retired.”

But once Felix retired, it wasn’t as though 
that same high-level production went away. 
Rafael’s work ethic and drive closely mirror

RAFAEITGARCIA • GRASSHOPPERS
2020 EMPLOYEE OF THE YEAR

ast year, Mike Murphy and his 
Lteam asked employees who de­

served a new company award for 
the worker who showed the most 

dedication to Grasshoppers. The answers 
they heard were almost unanimous - the 
award belonged to Rafael Garcia, the lawn 
maintenance foreman supervisor who has 
spent nine consecutive years and counting 
at Grasshoppers.

His credentials proved overwhelming: He 
mentors other employees, even ones that Mur­
phy worried about before Rafael worked with 
them to make them better. He’s been picking 
up several coworkers for years, ensuring they 
have a reliable way to get to work, although 
he has to be up at 5 a.m. or earlier as a result. 
Rafael has even purchased work boots and 
clothes for other employees who weren’t able 
to afford them, and Murphy says he did it 
without expecting anything in return.

Perhaps it’s a coincidence - or perhaps it 
runs in Rafael’s family - but the award he 
gratefully accepted last year is named after 
his father, Felix Garcia, who spent roughly 
18 years at Grasshoppers before retiring a 
few years ago.

LAWNANDLANDSCAPE.COM






RAFAEL GARCIA 
GRASSHOPPERS

“We’ve seen (Rafael) 

grow and excel in all 

the different stages of his life. 

He’s a loving husband 

and awesome dad.

To watch him be the best 
in all aspects of his life, 

it’s been a true inspiration.”

Tonya Windham, co-owner, Grasshoppers

that of his father’s, Tonya says. She had a 
mental checklist of all the things she wanted 
out of potential employees when the compa­
ny first opened. Now, it’s up to 52 employees 
and Rafael “exceeds that checklist.”

“The funny thing about our relationship 
with Rafael is that me and my husband have 
had the privilege of watching him grow up 
for 18 years,” she says.

“We’ve seen him grow and excel in all 
the different stages of his life. He’s a loving 
husband and awesome dad. To watch him 
be the best in all aspects of his life, it’s been 
a true inspiration.”

Rafael even worked with the company in 
the early 2000s before moving on after a two- 
year stint. But he left to try working for other 
employers, primarily to sample the market 
and see what other companies had to offer.

But Rafael continued to only work short 
stints rather than find a long-term place to 

I develop his career. After a series of employ- 
t ments that only lasted a year or just months 
5 before he moved on, his father urged him to 
| rejoin Grasshoppers, where Rafael’s worked 

d ever since. The decade of being away from 
o Grasshoppers turned out to make him actu- 
£ ally miss it most, Rafael says.

“I’m really happy here,” he says. “The own­
ers, they’re really nice, they really take care of ev­
erybody. I always try to be better and better.”

TAKING CARE OF BUSINESS. As Rafael 
continued to receive promotions during his 
second time around at Grasshoppers, Tonya 
says it’s helped him relate to the rest of the 
team because he’s been there before. He adds 
that he remembers what each job on the team 
is like and often keeps that in mind as he 
advises them on how to handle each position.

That said, she believes he’s a natural-born 
leader. She recalls a time when he and her 
husband were out on a property doing tra­
ditional maintenance work, and Rafael sug­
gested they start mowing at a different angle.

While she couldn’t remember exactly 
what his suggestion was, and though it was a 
bit unusual, it ultimately proved to improve 
the way the lawn appeared immediately.

“He’s not just out to do his job and go 
home at the end of the day. He wants ev­
erything pristine,” she says. “That was an 
eye-opener for both me and my husband. 
He’s one in a million.”

Rafael’s work doesn’t go unnoticed. Wil­
liams says that when Grasshopper is showing 

their properties to prospective clients, they 
are often looking at properties that Rafael 
maintains. His accounts “always look the best,” 
Williams says.

And Murphy adds that he spends time 
getting to know the clients well, even meeting 
some of the members of a commercial prop­
erty’s board of directors or HOAs.

“You should see him in action,” Murphy 
says. “He’s always willing to help a lending 
hand to his people. He’s hands-on, he leads 
by example. He’s that kind of guy.”

Rafael says he’s constantly trying to educate 
his clients just as much as he is taking care of 
their properties. He wants them to understand 
why his crews are doing what they’re doing.

“I really try to be honest with the custom­
ers. I try to be honest with everybody. I feel 
good doing that and I like when they’re really 
happy,” he says. “They thank me for explain­
ing this (service).”

A BIG HEART. Perhaps most vitally, Williams 
says Rafael’s leadership among his coworkers 
brings tremendous value to the company. 
Murphy adds that the company’s employee 
retention rate is high because Rafael is turn­
ing every employee into a “superstar.” Even 
workers who showed early signs of being 
difficult to teach have become good pupils 
under Rafael’s watchful eye.

“He’s a mentor to a lot of the guys. He 
teaches them. He’s not just someone who 
gives them orders,” Williams says. “He helps 
them grow.”

Murphy commends Rafael’s work ethic 
and says he has a “whatever-it-takes” attitude, 
though he never drops his trademark opti­
mism. He recalls instances where crews have 
been stranded out in the field after hours, still 
handling some work they fell behind on, and 
Rafael volunteered to jump into a truck to 
help out. He easily could’ve just gone home 
much like other coworkers, but he opted to 
instead help his fellow employees.

Even in moments where he could easily 
get frustrated, he rolls up his sleeves - much 
like his father - and gets to work.

“He’s got a big heart,” Murphy says. “He 
wants people to succeed.” l&l
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CHAVEZ • EXECUTIVE PROPERTY MAINTENANCE
E OF THE YEAR

A CALLING

TO CARE
Orlando Chavez has two passions in life - 

providing great service to his customers 
and giving back to his community.

By Kim Lux

rlando Chavez says he doesn’t need 
Omuch, and his numerous charity endeav­

ors are a way to pay it forward for what 
he does have.

During the day, Chavez is the grounds mainte­
nance manager at Executive Property Maintenance 
in Plymouth, Michigan.

He holds several certifications and designations 
from the National Association of Landscape Profes­
sionals and the Michigan Green Industry Associa­
tion. In his spare time, he can be found giving back 
to those in need.

“I like to help people,” he says. “I come from 
Mexico, and I saw that people needed help. Over 
there I did not have the opportunities I have here. 
I live a little better here. I can pay it back for all the 
things God gives me.”

HUMBLE BEGINNINGS. In Mexico, Chavez said 
he was working long hours for very little money. 
Chavez moved to the U.S. in 2007 and has been 
in the green industry ever since.

“When I moved to this country (landscaping) was 
my first job,” he says. “I worked for another company 
for eight years and then I moved to this company and 
they gave me more opportunities to grow.”

Chavez says he enjoys a lot about the industry, 
but his favorite element is improving a home’s 
overall aesthetic.

“I don’t feel like it’s ever hard for me,” he says. 
“When you go to a house, the first impression is the 
landscaping. That’s why I like it, because we make 
the homeowners smile with our work.”

Upon his arrival in the U.S., Chavez taught 
himself how to speak English.

“When I moved to this country, my primary lan­
guage was Spanish,” he says. “It’s funny but the way 
I learned a little bit of English was by listening to the 
radio. When you learn English, you feel like so many 
doors open for you.”

With being bilingual, Chavez is now able to train 
all kinds of employees at Executive.

“I have workers who don’t speak English, so with 
being bilingual, I can explain to those guys what 
they have to do and the way they have to do the 
job.” he says. “I completely understand how they 
feel because I was in that position a couple years 
ago. You have no idea what the customers told you 
or what your boss is telling you.”

Chavez says the language barrier also inspires 
some of his charity work.

“The Latino community needs a lot of help,” he 
says. “The problem is not too many people speak 
English or have the opportunity to learn a new 
language. I know people who’ve been here for 20 
years and still don’t know English. This is why I 
like to help.”

William “Bill” Moore, president of Executive 
Property Maintenance, says Chavez is a prime 
example of what hard work can lead to.

“I’m so proud of him,” he says. “I use him as an 
example all the time. He proves you can be anything 
you want to be. If you work hard, and treat people 
the right way, it’ll come back on you and you’ll be 
successful.”

TAKING ON TOUGH TASKS. Moore says Chavez 
is the first employee in the office and the last to 
leave every day. He adds that it’s the little things 
Chavez does without being asked that makes him a 
standout employee.

One of those things is managing the company’s 
Facebook page.

“When I moved to this company, I asked them, 
‘Do you guys have a Facebook page?’ They told me 
yes, but no one takes care of it,” Chavez says.

“I started taking pictures, posting them and then 
people started making more phone calls and we
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started getting more business. I’m proud of my team, 
and I like to show everyone the great job we do.”

From early on, Moore says he challenged Chavez 
and he shined with each opportunity.

“I’m a believer in everybody needs an opportunity,” 
Moore says. “I like the fact that he’s constantly looking 
out for the company and the customer.”

Chavez said his typical days starts with organizing 
the crews and routes.

Moore says Chavez is also the one to order fuel 
and materials while still finding the time to recruit 
new employees.

“If we need additional labor or employees, he puts 
the word out,” Moore says. “He’s out there grinding 
away. The guys see that. He’s not just pointing fingers 
from a truck. He’s out there getting it done.”

Moore says he hopes Chavez’s attitude inspires 
others within the company.

011*1

A FAMILY AFFAIR. Chavez says that by treating his 
crews like family, he gets the best out of them.

“Every job we do, we do as a team,” he says. “We 
have to work together. I tell them if you have a prob­
lem, let me know and I will help you. I treat everyone 
like family; like they are my brothers. If you treat your 
workers like a family, they’ll feel comfortable and feel 
like it’s not just a job.”

Moore says the company’s culture promotes this 
closeness among its employees.

“We rarely have turnover of staff,” he says. “My 
guys are family-oriented. They all lean on each other. 
They’re a work family during the day, but if anyone 
ever needs anything, we’ve got 40 guys who have 
your back 24/7.”

To prove that he is all in for his co-workers, Chavez 
did something drastic when someone from the team 
had a medical issue.

“Last year, one of my co-workers had cancer,” 
he says. “He’s still receiving treatment. I went to 
him and he told me he felt depressed because he 
loves his hair.

“I was with Bill and I told him what happened 
and said, ‘I want to show Eddie he’s not alone in 
this.’ Bill asked what I wanted to do, and I told him 
I wanted to shave my hair. I shaved it and sent a 
picture to my co-worker. He called and said, ‘You 
made me smile and showed me I’m not alone in 
this battle.’”

LAWNANDLANPSCAPF.COM
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HELPING HAND. Chavez’s goodwill didn’t 
end with shaving his head. He is actively 
involved with several nonprofit organizations 
in his community.

One of his endeavors includes dressing up 
like a superhero once a year.

“I knew a lady who had a son with autism,” 
he says. “She was celebrating his birthday 
with a party. I asked her if she needed help 
and she asked me to come over and play 
with the kids. I told her I had an Iron Man 
costume and would show up dressed as Iron 
Man. That was six years ago. Now, I’m part 
of a team and every year we celebrate Autism 
Awareness Month on April 2. Every year we 
make it bigger and bigger.”

Unfortunately, this year’s event was can­
celed due to the COVID-19 pandemic, but 
Chavez says he’s eager to get back to it soon.

Moore says that during this trying time,

“(Orlando is) out there grinding away.

The guys see that. He’s not just pointing fingers 

from a truck. He’s out there getting it done.”

Bill Moore, president, Executive Property Maintenance

Chavez’s charity has been even more re­
markable.

“During this CO VID-19 crisis, he was will­
ing to have some lady put makeup on him to 
raise money to feed families in need,” he says.

Chavez says the money raised from the 
project will go to buying groceries for families 
who’ve lost jobs because of the coronavirus.

Another annual volunteer opportunity for 
Chavez is Day of Service, which is organized 
by the Michigan Green Industry Association.

“We do it every year,” Chavez says. “Bill

doesn’t have to ask me if I’m going to do it. 
He already knows.”

In 2019, Executive Property and other lo­
cal landscapers visited Methodist Children’s 
Home Society in Redford, Michigan. Moore 
says Chavez was using an excavator to plant 
trees for the kids and then let them check out 
the machines and honk the horns.

Chavez says the experience had a major 
impact on him.

“We went there and planted fruit trees for 
the kids and it was so sad,” he says. “Kids have

VIRTUAL
JOIN US ONLINE!
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From world-class education sessions, to online discussion forums, 
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* An Expo-Only pass is FREE for everyone, and the All-Access education pass is FREE for AmericanHort members and is discounted for non-members.

34 JUNE 2020 I LAWNANDLANDSCAPE.COM

CultivateVirtual.org
LAWNANDLANDSCAPE.COM


to have their parents, and they don’t. I’m so lucky to have grown 
up with a family, but those kids don’t have that opportunity.”

A BRIGHT FUTURE. Moore says that while Chavez has dozens 
of redeeming qualities, there are a few he hopes that others 
notice most.

“The biggest takeaways are be proactive, lead, have some 
compassion and a good attitude,” he says. “Orlando is an 
outstanding citizen, an outstanding employee and honestly he 
just cares. His heart is always in the right place.”

Moore says that as his business grows, he hopes to keep 
challenging Chavez to reach his full potential.

“What I see for him is taking this company to another level,” 
Moore says. “We’ve got a lot of great people, structure and poli­
cies and procedures. I’d like to take on another venture in another 
state. I see him taking on some of my roles in that venture.”

Chavez has the same vision for the future.
“I want to try and help Bill build this company a little 

bigger,” he says. “I also want to keep making things easy for 
everyone. This is not just a job - it’s a career.” l&l

Orlando Chavez, far right, works on a community service project with Lauren 
Barber, far left; Brandon Barber, second from left; and Bill Moore, third from left.
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By Brian Horn

He isn’t 30 years old ye'T>< 

but that hasn’t stopped 
Carlos Garcia from getting 

close to his goal at 
Landscape Elements ND.

CARLOS GARCIAMA
2020 EMPLOYEE. OF THE YEAR
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CARLOS GARCIA
LANDSCAPE ELEMENTS ND

e admits he doesn’t take orders well. Maybe that’s been a main driving H force behind Carlos Garcia’s climb of the ladder at Landscape Elements 
ND in Williston, North Dakota. “So, I’ve always shot for a higher posi­
tion,” Garcia says.

It doesn’t come from arrogance either. Garcia is just a proactive, driven individual 
who wants to make those around him better. “Carlos is the type of person you want 
your company to grow with,” says Office Manager, Diana Gomez, who nominated 
Garcia. “He’s a great person to be around and truly someone who, at a young age, has 
taken full advantage of his opportunities to make the best version of himself.”

Garcia, operations manager and director of sales, joined Landscape Elements, which 
his uncle owns, in 2013 as a maintenance manager. He got the landscaping bug help­
ing at the lawn care company his dad, who also works at Landscape Elements, started. 
“Honestly, this turned into my life,” he says. “I like seeing landscapes be created. 
I like seeing lawns being taken care of. It’s just something I fell in love with to be 
honest with you.”

“Carlos is one 

of the two vendors 

that I have kept

from day one 

that had been 

on the property. 

His landscaping, 

it surpasses 

anybody else here

in Wellington.”

Sherry Thompson, 
community manager, 

at Regency Apartment Homes

AGE IS JUST A NUMBER. At 27, Garcia isn’t a kid anymore, but he’s still young to be 
in a leadership position. At 18, he worked in an oil field and was supervising workers 
in their 40s and 50s.

“I was already leading my own crew, bagging sand and doing some other operations 
in a yard,” he says. “Prior to that I was working for another company and I was also 
maintenance supervisor. So, I’ve always had like a position higher up.”

He says older workers could be tough on him in the beginning, but it comes down 
to leading by example and results speak for themselves.

“Once they see that you’re actually talented at what you’re doing, and you actually 
have enough work for them, and they see that everything is running smooth and there’s 
no problems, then they respect you,” he says. “I believe that age doesn’t matter after that.”

A driven attitude like Garcia has, where he doesn’t like being told what to do, could 
come off as abrasive. But Garcia says he didn’t want to step on toes to show his interest 
promotions, rather just let his work do the talking.

“If there are higher ups, they would see what I was capable of,” he says. “I wasn’t 
being sneaky or being a brown noser or anything. I would just let my work define who 
I was. I think that’s why I would always get early on opportunities and good positions 
because of the way I would work.”

And it’s the finished product that has earned him praise from customers. Landscape 
Elements was already on the job when Sherry Thompson took over as community 
manager at Regency Apartment Homes.

“Carlos is one of the two vendors that I have kept from day one that had been on the 
property,” she says. “The rest of them I pretty well got rid of them. His landscaping, it 
surpasses anybody else here in Wellington. You can always look around the town and 
you can tell which properties are his.”

But Garcia really showed his true colors when there was an issue with Thompson’s 
property. Last year she noticed some of the shrubs on her property weren’t up to par, 
so she called Garcia at night to let him know.

“When I came in at nine o’clock, they were already out there and they were already 
working on the shrubs,” she says. “And that’s the only time that I’ve ever had to have 
him come back and just touch up and redo something.”

THE RIGHT RELATIONSHIPS. Beyond hard work, listening is another skill Garcia 
has, which helped him make a crucial change at the company. Employees used to
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work on all types of jobs from pavers to 
irrigation to landscaping.

“People were always complaining,” he says. 
“They were always telling me that they hated 
to do this, and they hated doing that; they 
didn’t like to lift the heavy pavers, or they 
didn’t like to mow grass.”

So, he took three workers who liked paver 
work, teamed them up with someone who 
was good at paver work, and formed a crew. 
He took that approach for every employee 
and accommodated as best he could.

“I asked the employees what they want 
to learn, what they feel comfortable with, 
where they’re happy, and that’s the crews we 
formed,” he says. “Obviously, they have good 
crew leaders and they can learn what they ac­
tually want to there. I have happier employees 
and they do work a lot faster. I haven’t had 
any issues with any of my employees probably 
in the last two years.”

If someone wants to be on a crew, but there 
isn’t room or they aren’t good enough, Garcia 
will still give them a chance.

“It all depends on timing and it also de­
pends on how much work I have,” he says. 
“If it’s pretty slow or I have really good people 
in that crew and all my other crews are filled 
and this guy wants to move to another crew 
to learn something new, I don’t have a prob­
lem moving them up to the other crews so 
they can actually learn. Because if somebody 
actually wants to learn something, you’d be 
surprised how fast they can.”

Creating that relationship with an em­
ployee will create great results, Garcia says.

“Once you listen to an employee and 
see what they really want or what they’re 
interested in learning, they’re usually giving 
150%, especially because they don’t want to 
fall behind because they’re already with the 
crew that already knows what they’re doing.”

Gomez says that attitude has created an 
easier, more communicative environment.

“He listens to every employee with grati­
tude and gives them all the same respect,” 
she says. “He truly believes a company runs 
smoothly by having employees who are happy 
to attend their jobs as well as complete their 
job duties. Thankfully, he’s had that experi­

ence. Thanks to him, the company has been 
increasing in profit and revenue year by year.”

If Garcia keeps helping the company grow 
like he has, the dislike for taking orders might

24-0-4
2FE

not be an issue in future plans, as he hopes to 
take the company over from his uncle one day. 

I’ve always wanted to run my own com­
pany,” he says. “That’s the goal.” l&l
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ROOT PROMOTING

Features a patent-pending granulated biochar 
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ADVERTORIAL

Working Smart, Staying Safe with Service Assistant'5
Real Green Systems Service Assistant 5 makes it easy to 

run and grow your business from anywhere 
- putting crucial information at your fingertips 

any time, on any device.
Schedule service, streamline day-to-day tasks and 

seamlessly run marketing activities, giving you more 
time to focus on business growth.

From contactless estimating to remote scheduling 
to customer communication and so much more, 

our tools are here to help you and 
your teams work smart and safe.

Keep a Safe Distance with 

Routing Assistant"

Real Green Systems Routing Assistant can help you optimize 
every route for every vehicle, keeping your entire fleet 
running as smoothly and efficiently as possible. With drag- 
and-drop route planning and live vehicle tracking, you can 
plan for and follow your entire crew, wherever they are. 
Plus, route optimization means that your techs will take the 
most efficient routes. And you can use Routing Assistant to 
stagger start times, keeping your crews separate and socially 
distanced as much as possible.

Hands Free, Contact Free Quotes with 

Measurement Assistant"

How can you provide an estimate for service if you're under 
social distancing rules? By using Real Green Systems' 
Measurement Assistant.

Measurement Assistant makes it easy to quickly, accurately 
and remotely measure the external features of any property, 
then instantly provide customers with an estimate - 
all without having to meet in person or visit the property, 
all with just a few clicks of your mouse.

Customer Assistant" Website: Your 

Office, Safely Open 24/7

With a Real Green Systems Customer Assistant Website, your 
clients can access your business 24/7 and connect with you 
on their own time. They can see their account information, 
manage and pay their bills, request estimates and contact 
you with questions. Plus, it's a powerful marketing tool 
during a time when the usual best practices, including 
door knocking and in-person, face-to-face customer 
conversations, aren't on the table - set up service reminders, 
past due reminders and customer-specific offers based on 
information gathered in the field by your techs.

Automated Marketing Assistant: 

Send more, do more, sell more 

It's likely that any existing marketing plan you had in place 
before COVID-19 has undergone some changes. However, 
now is actually a good time to double down on your 
marketing efforts - letting customers know that you are open 
for business, ready to help them keep their lawns healthy 
and beautiful. Automated Marketing Assistant gives you 
access to a wide variety of "set it and forget it" messages that 
will effectively promote your business during this challenging 
time. With more than 60 customizable communications and 
the ability to cross-promote to Facebook and Twitter, AMA 
will do the heavy promotional lifting so that you can spend 
more time doing what you do best: Running and growing 
your business.

Mobile Live! Run Your Business...

From Anywhere

Mobile Live might be the ideal solution for today's unusual 
times: It gives you the ability to run just about every aspect of 
your business at any time, from anywhere. Because it auto­
syncs with Service Assistant, there's no need for in-office, 
manual data entry. Not only is it faster and more accurate, 
right now - it's safer.

• Use the Call Log feature to keep in touch with 
everyone in real time

• Real-time vehicle tracking enables you to see 
where your team is and where they're going

• Production functionality lets you know 
how long each service call takes, which 
services were performed, customer property 
conditions and much more

• Talk-to-text capability makes it even easier to 
communicate

• Techs can accept in-field, PCI compliant, data- 
encrypted payments and print invoices and 
receipts on-site

This barely scratches the surface of how Mobile Live can help 
you effectively run your business.

Tap into the power of

Real Green Systems' 360-degree 

solution today 

to take advantage of 

everything it has to offer!
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MAINTENANCE

Finishing touches
These trimmers can 
give you an edge on 
maintenance work.

GREENWORKS COMMERCIAL GT161 
16-INCH STRING TRIMMER
The pitch: The 82V 16-inch Direct Drive brushless motor 
(attachment capable) trimmer delivers professional­
grade performance with the versatility, convenience and

MAKITA18V X2 (36V) LXT BRUSHLESS STRING TRIMMER
The pitch: The XRU18 delivers power equivalent to a 30cc gas model.
• It features a 17-inch cutting swath and up to 6,000 RPM.
• There’s no gas, no emissions and no pull-starts.
• Get twice the run time with the 4-battery Backpack Power Supply
(PDC01, sold separately).
For more info: makitatools.com

fuel savings of 82 volts of battery power.
• A tool for trimming and edging with tiller, hedge trimmer, 
pole saw and edger attachments.
• A bump-feed head keeps you working with easier 
trimmer line release.
• The brushless motor delivers torque and power while 
the product runs up to 35 minutes with 2Ah Battery.
For more info: greenworkscommerical.com

STIHLFSA130 R
BATTERY-POWERED TRIMMER
The pitch: The most powerful battery-powered string 
trimmer in the STIHL line.
• The FSA130 R’s quiet operation allows crews the flexibility 
of extended work hours during early mornings, evenings 
and beyond.
• Equipped with instant starts, a 16.5-inch cutting width 
and a commercial-grade brushless electric motor.
• Its variable speed throttle trigger offers three performance 
levels, allowing users versatility in selecting the best 
operation speed for the job at hand, conserving 
battery energy and allowing maximum run times.
For more info: STIHLusa.com

ECHO’S SRM-2320T
STRAIGHT SHAFT TRIMMER
The pitch: ECHO’S newest straight shaft trimmer, the SRM- 
2320T, bring intense cutting performance for professionals 
working on light to medium cutting jobs.
• For entry-level pros who want commercial grade cutting 
torque at an affordable price: MRSP is $249.99 and it 
comes with a two-year commercial warranty.
• The two-stage air filtration system better protects engine 
from dust and dirt.
• The SRM-232OT contains a 2:1 high torque gear ratio, 
a 17-inch cutting swath and includes a Speed-Feed 400 
trimmer head Black Diamond cutting line.
For more info: echo-usa.com
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SCHEDULING 
MADE SIMPLE

Irritrol

CLIMATE6LOGIC
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Irritrol.

CLIMATE LOGIC® WEATHER SENSING SYSTEM

Simple, water-saving, automatic irrigation control.

Climate Logic wirelessly integrates historic and real-time 
weather data, sun exposure and rainfall to automatically 
modify watering to perfectly suit your landscape. 
Simplify your day, upgrade a new or existing Irritrol 
controller with Climate Logic today.



EQUIPMENT FOCUS

RUNNING 
YEAR-ROUND
Compact tractors can fill a lot of needs for a landscape

contractor across all seasons. By Brian Horn

f there is one word to describe compact tractors, 
“versatile” would have to be the winner.

“They offer great flexibility in what you 
do and how you do it,” says Kelcey Cockrell, 
product manager for Kubota’s BX, B, L, & 
MX Series.

“Skid-steers do a good job, but they are not as versatile 
or as easy to use, especially for a new owner. Not to men­
tion that both the skid-steer and the implements for the 
skid-steers tend to be more expensive when compared 
to a compact tractor.”

Along with a price advantage for implements, the amount 
that can be used with a compact tractor is attractive.

“The compatibility with a variety of implements creates 
a do-it-all machine that can cut, dig, haul, trench and 
more,” says Joel Hicks, senior product support manager 
at Kioti.

Compact tractors can be smaller and lighter than some 
of the alternative solutions, making more room on a trailer 
for other equipment, says Jon Friess, product specialist at 
Steiner.

“Trailer ratings and driver license requirements may 
also be lower, which can be advantageous,” he says. “Less 
weight and size can also help when a compact tractor 
is properly equipped to minimize ground disturbance, 
reduce risk of turf damage or function in soft conditions.”

Ray Gherardini, product marketing at John Deere, 
describes a compact tractor as a “true workhorse” with 
the use of implements.

“For design/build jobs, loader and backhoe implements 
can be used to carry objects, dig underground, or move 
large amounts of soil and other materials,” he says.

The machines can help maintenance contractors when 
equipped with mowers and rotary cutters, and also come 
in handy when the snow starts to fall.

“In winter months, blades, blowers, snow pushers and 
brooms help keep grounds clear in the heaviest of snow,”

Gherardini says. “The true benefit of a compact utility trac­
tor is the ability to tackle a variety of jobs in any season.”

WHAT’S TRENDING. Angie Ryan, who is the compact 
tractor marketing manager at Bobcat, says she has seen the 
development priority of these machines move slowly from 
function to comfort. Changes like automatically connect­
ing front end loaders and mid-mowers, to the popularity 
increase of quick connection three-point hitches, prove 
that landscapers are willing to pay for convenience.

“The compact tractor market is a mature one but 
there are still signs of innovation to keep the competition 
fresh,” Ryan says.

Cockrell says a trend she’s seen developing is the 
tread type within tire offerings. “One of the newest 
tread types to the market is an agriculture/turf/industrial 
crossover (R14T) which provides both a smooth ride 
with less ground pressure than ag or industrial tires, as 
well as the traction needed in snow, ice or muddy ap­
plications,” she says.

Hicks says contractors want more power in smaller 
frames because it allows landscapers “a wider array of op­
tions to use larger attachments in smaller areas therefore 
allowing them to do more tasks across their properties.”

Ryan adds that one element that hasn’t changed that 
much is the powertrain. “There are a variety of options 
out there for transmission but ever since the introduction 
of the hydrostatic drive system it seems that things have 
slowed a bit likely due to the incredible cost of the Tier 
4 engine transition,” she says.

Friess says demand for compact tractors has been 
on the rise, especially as the benefits become better 
understood.

He adds that when a company doesn’t have enough 
money in the budget for multiple pieces of equipment, 
it’s important to assess for need.

“For example, if a wheel loader with limited attach-

KEEPING PACE: 
Manufacturers 
have been 
updating compact 
tractors to meet 
landscapers’ needs.
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Angie Ryan, 
Compact Tractor 

Marketing Manager, 
Bobcat

Joel Hicks, 
Senior Product 

Support Manager, 
Kioti
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ment options and limited slope capabilities 
is needed 20% of the time, and a compact 
tractor with a host of attachments and the 
ability to work on turf or steeper slopes can 
be utilized 70% of the time, it would make 
sense to buy or lease the compact tractor and 
rent the loader as needed,” he says.

Kelcey Cockrell,
Product Manager, 

Kubota

Jon Friess,
Product Specialist, 

Steiner

MISSED OPPORTUNITIES. With the compact 
tractor’s variety of ways to be used, that in­
creases the chances contractors aren’t getting 
the most out of the machine like maximizing 
the backhoe compatibility.

“A backhoe is worth the investment because 
it allows the crew to do so much - installing 

underground utilities and building ponds or 
water features to moving heavy materials like 
rocks, gravel and soil particularly in the tighter 
areas on a property where a larger backhoe 
may not be able to access,” Hicks says.

Friess adds: “Not everyone realizes how 
capable compact tractors are when equipped 
with a landscape rake, but they can grade dif­
ferent types of material such as dirt or stone, 
or to gather limbs when clearing debris.”

Ryan says she often hears buyers wish they 
would have bought the next size up because of 
the number of ways the compact tractor can 
be used. “We would recommend looking at 
where you want to be in a few years instead 
of where you are today when researching a 
new compact tractor,” she says, l&l
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PATIO

; The right outdoor furniture con be the cherry on top of a design/build project. By Julianne Mobilian

s hardscape projects come 
together, including trendy 
patio furniture in a design 
or suggesting it to a client 
can round out your next job. 

Executives from three retail garden centers 
who are successful in selling outdoor furniture 
talk about the latest trends from that segment 
of the market.

Jessica Salisbury, CEO and creative di­

rector at Village Green Home & Garden 
in Rockford, Illinois, says that her IGC 
started selling patio furniture more than 30 
years and hasn’t looked back since. In fact, 
patio furniture makes up 51% of Village 
Green’s business.

Kate Terrell, general manager of Wallace’s 
Garden Center in Bettendorf, Iowa, says Wal­
lace’s has sold outdoor furniture for nearly 20 
years and it contributes to a decent chunk of 

profits. “Last year, I think it was probably 
10-15% (of profits), which sounds low, but 
when you add in all those accessory pieces, 
it's really a big part of our center and it's a big 
part of our merchandising,” she says.

Similarly, AJ Petitti, president of Petitti 
Garden Centers in Cleveland, says they have 
been selling patio furniture for more than 15 
years and about 10% of their sales come from 
this category.
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LATEST TRENDS. Salisbury says the latest 
trends she’s noticed are that customers are 

z drawn to neutral tones while accessories 
o
g provide pops of color. “Pillows, rugs, pottery 
5 - that's where they're drawing in all of the
E color, but the base fabric on a lot of the fur- 
> niture is still in that neutral tone,” she says.

Petitti also says that neutral tones are popu- 
o lar with consumers. “Traditional pieces do 
£ really well, and accent pillows are still going 

really strong,” he says. “Cantilever umbrellas 
have really been picking up steam, too.”

Terrell notes that there is an uptick of sales 
from furniture made of recycled plastics. 
People like the fact that it's made from post­
consumer recyclables and, while it is expen­
sive, the materials are durable and weather 
resistant. Terrell says they’ve experienced a 
resurgence in natural materials too, such as 
eucalyptus and teak.

“A lot of people lose their price resistance 
once they realize, ‘Oh my gosh, I can sit 
this on my deck and never move it again,”’ 
Terrell says.

Traditionally, Wallace’s best-selling colors 
are neutral slate gray, chocolate or lighter 
neutral shades in between. However, a lot 
of people shy away from white because of 
the dirt, Terrell says. People with swimming 
pools tend to buy bright-colored pub set 
chairs to go around the pool and offering 
tropical colors like lime green or turquoise are 
a good way to cater to those people, she says.

Both Salisbury and Terrell agree that fire 
pits are huge sellers in the Midwest, as they 
help extend the seasons because consumers 
use them earlier in the spring and later on 
in the fall.

“People are doing outdoor seating groups, 
whether it's sofas, sectionals, chat groups,” 
Salisbury says. “It's about cocktailing and 
conversations and having fun, and that's 
usually done around a fire pit.”

PRICE POINTS. Offering products at various 
prices can help all budgets.

“We offer everything for every pocketbook. 
We offer an opening price point, which for 
us - for like a dining set - would be $ 1,000. 
And then our most expensive set is $15,000. 
That sweet spot is the middle price range, 
that $2,500 to $3,000 price,” Salisbury says.

At Petitti, they offer selections between 
$999 and $7,999 and try not to stray from 
those points.

For a long time, Terrell says they tried to 
stick in the middle price points, but they had 
a hard time doing so.

She says their real wood or recycled plastic 
furniture tends to be on the high end of the 
price point, while their outdoor interiors tend 
to be middle-of-the-road. They also offer low 
price point options such as benches.

“When we would kind of sacrifice quality 
for cheaper price points, we personally had a 
hard time selling it to people because there's 
a lot of middle of the road out there in the 
market,” Terrell says, l&l

The author is an assistant editor with Garden Center 
magazine, a sister publication of Lawn & Landscape.
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IRRIGATION

very drop counts
These irrigation sensors 

are designed to help 
conserve water.

WIRELESS FLOW SYNC SENSOR
The pitch: Hunter's Wireless Flow Sync sensor offers irrigation professionals 
a simple way to add flow monitoring to a system, protecting even the largest 
landscapes from damage and wasted water. The WFS monitors flow and 
instantly notifies the controller in case of a broken pipe or leak, prompting the 
system to shut down.
• Wireless flow sensor saves time, materials and labor.
• The sensor provides station-level flow monitoring for reaction to high- or low- 
flow conditions, helping to protect against waste and damage from leaks.
• Sensor is pre-calibrated for K-factor and Offset based on pipe size, allowing for 
quick setup and programming within the controller.
• A multi-color LED on the receiver indicates proper communication to the 
transmitter, as well as remaining battery life
For more info: Hunter.direct/oe

Ill •"

RAIN BIRD WR2-48 WIRELESS 
RAIN/FREEZE SENSOR
The pitch: Rain Bird’s WR2-48 Wireless Rain Sensor has an 
electronic 48-hour delay, preventing irrigation from hap­
pening after at least !4” of rain. If there’s additional precipi­
tation during the delay, the sensor restarts the countdown. 
• After a measurable rain, soil doesn’t need water for at least 
48 hours, but by delaying irrigation for a minimum of 48 
hours, WR2-48 eliminates wasteful overwatering.
• Independent testing shows disc-based rain sensors dry out 
faster than the soil, allowing irrigation before it's needed.
• Programming is simple, as users can simply select set 
points, program the irrigation modes and save them as 
default settings. Plus, the battery is long-lasting but easy to 
replace when needed.
• The easy-to-install sensor brackets can be hooked up to 
flat surfaces and rain gutters, and the antennas on the 
device are concealed.
For more info: Rainbird.com

3288-WRFS
Wireless Rain Sensor

3208-UWRFS-RECEIVER
Universal Wireless Rain Sensor Receiver

Universal Rain
Sensor Kit
Model 3208-UWRFS

K-RAIN UNIVERSAL RAIN SENSOR KIT
The pitch: Turn any irrigation controller into a wireless water manager.
The sensor products efficiently suspend watering during rain and/or freeze 
periods. What’s more, the installation is quick and simple, and the product is 
weather-resistantas it’s made with impact modified, UV resistant polymer for 
longer outdoor exposure. It’s maintenance-free and there are no batteries 
to replace.
• The Universal Rain Sensor Kit is a cost-efficient way to add wireless rain 
sensor technology to irrigation controllers, ensuring a landscape can be 
irrigated without unsightly wires.
• The sensors are compatible with most manufacturers, so users can enhance 
their existing irrigation systems with the K-Rain products.
• The model, 3208-UWRFS, is the latest K-Rain rain sensor and will easily pair 
with the other sensors in K-Rain’s lineup.
For more info: Krain.com
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ADD-ON SERVICES

cleaner 
service

Purple Care in Texas started offering 
sanitization services after

COVID-19 first became prominent.

By Jimmy Miller

W
hen his company first started sanitizing homes, 

Justin Berg says he immediately realized the 

powerful effect of helping during the CO- 

VID-19 crisis.
A man contacted the Texas-based Purple Care, which 

provides landscaping and pest control services, about sanitiz­
ing his mother’s home. She had recently died from the novel 
coronavirus, and he needed to retrieve belongings from her 

house and find closure after her death. Berg sent his director 

of pest control and a technician, who quickly got certified in 

the state of Texas by completing two classes on sanitization.
“When someone passes, there’s a lot of paperwork and it’s 

also very painful to go through emotionally,” he says. “The guy 

was able to go back into a house he did not feel safe or comfort­
able going back in. This poor guy needs closure, he just lost his 

mother. We’re not trying to prey on that (with our sales), but 
I’m glad that we could help this guy get him back in that house.”

Through moving swiftly and making sure his team was ready, 

Berg says they’ve been able to implement a sanitizing service at 
Purple Care that’s already garnered a handful of clients.

“The way we’re looking at this is, if we can help people, 
fantastic,” Berg says. “It’s more of what can we do, this is our 

piece, how can we help?”

THE PROCESS. Berg says the day after Texas started announcing 

coronavirus-related safety measures in March, his team started 

asking how they were going to handle it. Berg says that though 

they were down in March revenue, he had enough work to 

“keep our guys busy.”
“I’m also not going to complain because a lot of guys out 

there are doing (zero dollars),” he says. “By no means is it 

normal, but we’re at least doing some business. I’m taking 

the blessings as I can, and I know there’s a lot of people out 

there worse off than us.”
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LANDSCAPE
Whether you work in the cities or the suburbs, nothing cuts through your workload 
like RedMax. With a full line up of commercial products, you can build your fleet 
with the power, performance and reliability that keeps your business on the cutting 
edge. RedMax commercial products - all the power you need, redmax.com

Commercial fleet discounts, financing and leasing options available
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ADD-ON SERVICES When this COVID-19 thing is over, 

we will continue to offer this.”
JUSTIN BERG, Purple Care

Berg says his returning services were largely 
put on pause because clients were unsure 
what was going to happen with their income, 
and services that Berg says are somewhat 
luxuries like weed control and pest control all 
fell. Their salesmen could also no longer go 
door-to-door, which represents a big chunk 
of Purple Care’s sales.

But Berg’s team saw an opportunity to 
help, plus lessen the blow his company would 
take from the COVID-19 fallout. They 
already had much of the necessary equip­
ment - face shields, respirators and gloves 
- because Purple Care offers pest control. 
The company also already had hand-held, 
point-and-spray devices that could be repur­
posed with disinfectant that is non-toxic and 
can be applied on any surface.

All they needed was disposable paper 

hazmat suits and to get the proper licensure 
from the state. He says the requirements vary 
from state to state, so checking to ensure a 
company meets that state’s respective guide­
lines is a must.

“For some of these states, the limitations 
are very minimal. The question is going to 
be, do you have the equipment?” Berg says.

BIG DECISIONS. Berg says that any interested 
companies have to determine if they want to 
send their crews out there in situations where 
they could be exposed.

“That should be the number one thing 
you’re looking for,” he says. “Why would I 
want to put my guys in harm’s way to add 
to my bottom line? The two things you’ve 
got to worry about are safety for your people 
and safety for your clients.”

They dispose of the suits each night and 
sanitize themselves, plus the equipment, 
after every stop. Berg says he doesn’t want 
to risk his crews bringing COVID-19 into 
someone else’s home, and he reminds anyone 
interested in sanitization that you never really 
know where the germs exist.

Though it’s only been offered for a month, 
Berg says he wishes his team would’ve 
jumped on this service sooner. COVID-19 
could rage on for the foreseeable future, but 
Berg says Purple Care will continue to offer 
it long after the chaos settles because there 
will always be work that needs done.

“There’s some disease and bacteria that are 
very bad that need to be sanitized, so now 
we’re going to have a service. When this 
COVID-19 thing is over, we will continue 
to offer this. We want to be able to help.” l&l
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A SPRING LIKE NO OTHER
ONE TURNAROUND TOUR COMPANY GOT HIT HARD BY COVID-19, WHILE THE OTHERS HAVE STAYED HEALTHY.

uT TURNAROUND ^4

STOUR «
2020

TOUGHING IT OUT
BY KIM LUX

rank Leloia and the crew at 
Custom Landscaping and Lawn 
Care are pulling themselves out 
of the trenches.

The coronavirus pandemic has hit the New 
Jersey-based business hard, with multiple 
employees contracting the virus.

“It’s been really challenging,” Leloia says. 
“We have had 19 cases of the virus. Of those 
19 people, only five had symptoms.”

Leloia says that so many workers got sick de­
spite the company adhering to the Centers for 
Disease Control and Prevention’s guidelines.

“We are making sure trucks, machines and 
equipment is sanitized on a daily basis. We 
staggered start times, we are wearing masks 
and gloves,” he says. “We started implement­
ing taking temperatures; however, out of our 
19 cases, nobody has had a fever.”

Leloia estimates that around 75% of the 
company has been tested for COVID-19.

Leloia says having so many employees 
out has made it difficult to keep up with the 
workload.

“It presented a lot of challenges, but we 
were able to work through them,” he says. 
“We’ve been working seven days a week, and 
80 hours weeks.”

Even through it all, Leloia says Custom 
Landscaping and Lawn Care hasn’t had an 

increase in cancellations, but not a lot of new 
work either.

“Maintenance is still thriving,” he says. 
“We’re not seeing the bigger, more expensive 
jobs coming through the way that we’d expect 
them to, but we’ve been managing to keep up.”

Leloia and the Harvesters were also work­
ing to improve human resources.

“All of our focus HR-wise has been track­
ing the virus, what to do if somebody doesn’t 
feel good, how long to keep them out and 
those type of things,” he says.

Leloia says he hopes things will continue 
to improve.

“We’re trying to figure it out as we go, 
like everybody else,” he says. “We’ve got to 
make sure the work is done and it’s as safe as 
possible for employees as well as our custom­
ers. I’d like to think, optimistically, that the 
worst is over.”

HARVESTERS’ TAKE.
As you can imagine (the COVID-19 cases) 
threw his operation into a tailspin. Not only 
did he lose the 12 crew members but those 
that worked with them. At one point, 40% 
of his operations were shut down. The result: 
All in his company rallied. They worked 12- 
hour shifts and seven days a week to care for 
their customers. In early May, those infected

Frank Leloia Jr., left, says 19 of his employees 
tested positive for COVID-19.

employees are returning to work. None were 
hospitalized and they are all well.

Sales are up over last year. Larger enhance­
ment sales are down, but all in all, financially 
they are having a good year.

Frank reported that they received their 
PPP money but is leery if he will in fact be 
able to keep it.

As for the future, the next 90 days look 
better and better every day. So far, there 
doesn’t seem to be any long-term effects go­
ing into the fall.

Looks like customer lawn care is doing well 
despite their setbacks. As a matter of fact, 
they are looking for a business developer that 
can help grow their commercial department 
going forward.

SELT, SELL, SELL
BY BRIAN HORN

he team at Lawn & Pest Solu- 
Ttions in Mississippi has been 

busy. Owner Paul Welborn and 
company beat its production goal 

5 for April by 17% and new sales are about 5% 
© ahead of 2019 levels. However, Welborn 

says they budgeted for a substantial increase 
in new sales but that hasn’t materialized yet.

If the COVID-19 restrictions on social 
distancing relax without increased health 
concerns, he expects to see at least a portion 
of the increased budget come through.

A company sales challenge to add termite 
services has been going great because techni­
cians have embraced the upsell opportunities.

The company normally pays technicians 
$30 for each referral that leads to a sale, but 
have expanded it for the sales challenge. For 
the sales, Lawn & Pest Solutions is tracking 
referrals whether they lead to a sale or not 
and offering prizes for the technicians that 
get the most referrals each month and then a 
larger prize at the end for the overall leader.
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Sponsored by

CORONIX
SEASON AFTER SEASON

Three companies won a year’s 
worth of consulting with Bill Arman 
and Ed Laflamme from the Harvest
Group. For more Turnaround 
Tour coverage, bit.ly/lawntour.

“One of the pest techs told me the other day, ‘I'm not going 
to let the other guys beat me,’ which tells me he's having fun 
with the challenge we laid out for them,” he says. “Our techs are 
already good at talking with customers, so we educated the techs 
on the big talking points about termites so they could increase 
awareness. We increased termite sales 100% over last April.”

Two new hires have been able to get started on the newly 
implemented career ladder, but it has somewhat been impeded 
due to COVID-19.

“A major component of the career ladder for the more 
experienced employees involves tests within some software,” 
he says. “With the social distancing and our isolation policies, 
we have not implemented that portion as well. So, we are a 
little off track from where I had planned to be year-to-date.”

Welborn is also monitoring the numbers more closely while 
rolling out a new budgeting system and chart of accounts to 
better watch gross margins and cost of goods sold. Welborn 
meets with his operations manager and office manager each 
Wednesday to look at year to date and month to date numbers.

“(We’ve) discussed worst case scenarios if sales do not ma­
terialize as we had budgeted,” he says. “Bill (Arman) stressed 
importance of watching sales week to week and me stepping 
in as owner to assist closing big sales.”

HARVESTERS’ TAKE.
Paul’s company is fortunate because they have not experienced 
any COVID-19 cases. He did, however, close his office as 
recommended by the state of Mississippi and followed all 
of the CDC guidelines with their crews and equipment. 
His managers and office people have been for the most part 
working from their homes.

Regarding sales, so far inbound leads have sustained them 
but not at the growth rate they expected. They are 5% higher 
than last year at this same time but that is not enough to 
support their budgeted growth. They have gotten some new 
jobs, one of which was particularly good in renovating a sports 
field. One thing they also tried was having a sales contest 
among their technicians. This was very successful and they 
loved the competition.

In order to accomplish the higher budgeted sales, they 
brought on a business developer but he has been struggling. 
This particular sales professional is excellent at person-to- 
person sales, but we all know what happened there. Paul is 
still optimistic that during the late summer and fall he will 
again be able to meet people and make the sales they need.

All in all, their financials are okay with gross margins run­
ning between 50-60% as budgeted. They also got their PPP 
money and are tracking it carefully with the hopes of having 
the loan forgiven. Paul is watching the numbers very closely 
as we requested and hopes the economy bounces back.

David Hawkinsjr., left, with his son David Hawkins III, right, says he has more 
time to dedicate to each job as the company navigates the COVID-19 pandemic.

4 DIFFERENT
SPRING RUSH
BY JIMMY MILLER

avid Hawkins Jr., says the annual frenzy of new jobs is slower 
Dthis year, but his company, Hawkins Landscaping, is manag­

ing the COVID-19 crisis as best they can.
First, it’s certainly true that they don’t have as many lawns 

to maintain at this time, but Hawkins says that it’s easier to deal with the 
usual stressors that accompany every spring. They have more time to spend 
at each site and have a better work-life balance for the 26 employees at the 
company. Plus, Hawkins says he can use everyone staying at home to his | 
advantage. He pitches his services as creating a “staycation” environment | 
and tells them it’s something they’ll always have. Plus, for customers look- । 
ing to buy into a design/build project, Hawkins reminds them that the | 
interest paid on certain home improvements are a tax write-off.

“It’s made (our work) more in their face. They’re there every day now,” 
Hawkins says. “In a way, it’s just like anything else - one door closes, o 
another one opens.” £
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OUTPERFORM. 
OUTLAST.

We engineer every Corona® tool to take on endless jobs and come back 

the next day just as sharp and ready to go. Just like you.

Q conoNix
SEASON AFTER SEASON

Visitcoronatoolsusa.com/trust | Call 800.847.7863 | Connect f
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LONG-LASTING 
PROTECTION!
BEST ON THE MARKET
SUMMER DEER PROTECTION applied every 4-6 
weeks — not degraded by rain / irrigation.

SLOW-RELEASE low odor deer deterrent that 
protects ornamental plants and their new growth.

ADDED VALUE: DeerPro® Spring and Summer acts
as an anti-transpirant, increasing drought resistance.

Dependable Quality, 
Professional Products.

VISIT
deerproprofessional.com

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

The average annual gross revenue produced
by our franchise 
owners is $1,880,398

Mosquito 
Ranger

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
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Of course, Hawkins Landscaping is not immune to the pressures 
of COVID-19. Among other things, some of Hawkins’ primary goals 
once he was selected for the Turnaround Tour have taken a backseat 
to putting out daily fires he didn’t anticipate would happen this year. 
Hawkins and his son, David Hawkins III, have had preliminary con­
versations with their insurance company as they discuss a transition 
plan so Hawkins Jr. can retire, and Hawkins III can lead the company.

Hawkins’ employees are still doing physical appointments and keep 
their distance. Hawkins recalled one weekend where he went on a jobsite 
and explained their services to a potential client in person because noth­
ing beats face-to-face communication, he says. He jokingly calls email 
electronic volleyball, and apparently, his client agreed. Despite having 
lower bids, the client liked that Hawkins came out to educate them and 
signed on for his business. He recommends other companies simply 
be smart about how to handle everyone’s perspectives on COVID-19.

“When we go there, if they have their mask on, I put my mask on. 
A lot of people are really appreciative of that,” he says. “Like everything 
else, you have to be an opportunist. You have to have a little nerve and 
take a chance on it.”

Hawkins is also reexamining his pricing with the Harvesters. For 
example, they offer clients a 10% discount if they offer their whole 
hardscaping job to Hawkins, but the Harvesters pointed out that there’s 
a good chunk of possible money being left on the table as a result. “But 
sometimes, you’ve got to keep the guys busy,” Hawkins says. “So, we’re 
working through that now.”

HARVESTER’S TAKE
Overall, the Hawkins team is doing good. Sales are up over last year at 
this time and net profit is up $50,000. The only sales that were down 
were from a slow snow season. They are still close to meet their sales 
goals for 2020 at $2.2 million in sales.

They have had little effect from the virus issue and have received 
their PPP money. Their focus remains on the residential market with 
installs and maintenance.

Their install backlog is at four weeks and pricing seems to be pretty 
competitive. They have also been getting some new sales from posting 
completed jobs on Facebook.

Moving forward over the next several months, they are focusing on 
four areas:

• Get testimonials from existing satisfied customers: The Har­
vesters have coached them up on these and given them a step-by-step 
method to get great testimonials.

• Marketing and advertising: Harvester Ed is assisting here by us­
ing Facebook, testimonials and “safe distancing” six feet face-to-face 
meetings with customers.

• Cost tracking: Production manager Carol Hawkins will track labor 
and material costs and will be adding this to the mini budget program.

• Getting more efficient: We want to get really close to the installa­
tion process and see where we can get more efficient, especially if they 
are giving 10% discounts!

"Based on 36 owners and the 2019 gross revenue report ©2020. Naturalawn of America, Inc. A division of NATURLAWN® Services and Products. Al nghfs reserved
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THE MOST COMPLETE COMMERCIAL LINE-UP IN THE INDUSTRY

View Full Commercial Line-Up:
HUSTLERTURF.COM/LAWN
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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

SS AcquisitionW Experts llc
FOR SALE FLORIDA

EAST CENTRAL COAST
OF FLORIDA $1.2M

SOUTH FLORIDA 2 MAN
OPERATION $95K

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

BUSINESS SERVICES

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

LAWNANDLANDSCAPE.COM

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

(SFP) Consultation 
with Michael Hornung of 

ValleyGreen 
Companies

Work with a successful lawn care 
professional with 28 years of experience 

to provide you with the tools and the 
training you need to start and grow your 

lawn care company profitably. 
Total cost is $1,750 for one day/$3,000 

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

telephone support.

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

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

for scheduling and further details 
at your earliest convenience.

http://valleygreen.net

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 / Licensed Broker
CABRE# 01846694

Call or text CA (949) 246-5206

WANT TO SOUND OFF 
ON SOMETHING YOU 
SAW IN THIS ISSUE?
Have an idea that you think 
would be worth featuring in 

next month’s Lawn & Landscape? 
We want to know.

Call or email Brian Horn 
at 216-393-0250 or bhorn@gie.net.

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

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

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

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

(((FOCUS
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.

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

HELP WANTED

Nelson Byrd Woltz, LLC, 
a landscape architecture firm, 

seeks a full time Landscape 
Designer for its office 

in Houston, TX.
Provide timely and accurate drawings, details, 

renderings, research, and project-related 
information in response to requests from 

Project Managers and project team members. 

Work effectively with project teams to meet 
team deadlines, needs and requirements.

Build strong working relationships with clients, 
vendors, and consultant: display strong command 

of required design tools.

Travel to client sites as needed.

Meet administrative guidelines for time entry, 
expense tracking, and hours projections. 

Display willingness to take on complex challenges. 

Assists in the development of exterior spaces 
and physical environments.

Prepare overview of final project design 
drawings and specifications.

May be involved in the development of 
schematics designs and construction details.

Requirements: Must have a Bachelor's Degree 
in Architecture or related field. Must have skills 

in landscape architecture, Grasshopper 
Modeling program, and ArcGIS.

Please Email resume, cover letter and portfolio 

of selected work to: hiring@nbwla.com

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS

RNDSIGNS
Marketing, Design & Print

View Hundreds of 
Promotional Ideas, Layouts 
& Exclusive Images Online!
RNDsigns.com • 800.328.4009 

Posting Signs • Door Hangers 
Brochures • Mailers More

Grow your 
business.

Lawnandlandscape.com/classifieds

A WEBSITE DESIGNED
WITH YOU IN MIND

LAWNANDLANDSCAPE.COM
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CLASSIFIEDS

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

■h

OVERCOMING 

CRISIS
PREPARE YOUR BUSINESS TO ENDURE 

THROUGH THE WORST, AND THE 
IMPORTANT LESSONS WE'VE LEARNED 

MANAGING THROUGH COVlD-19

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

GET YOUR FREE SUBSCRIPTION TO SNOW MAGAZINE BY VISITING

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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American Honda honda.com 21 Kioti Tractor kioti.com 2-3

AmericanHort cultivatei8.org 34 NaturaLawn naturalawnfranchise.com 56

Aspire youraspire.com INSERT PBI-Gordon Corp pbigordonturf.com 37

Carbon Earth Co.

Christmas Decor

Collier Metal

Corona Clipper

DeerPro

DR Power Equipment

Exmark

Express Blowers

carbonearth.co 

christmasdecor.net/franchise 

colmet.com

coronatoolsusa.com/sp625o 

deerproprofessional.com 

drpower.com 

exmark.com 

expressmulcher.com

39
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Permaloe 
Aluminum Edging

Pro Landscape/ Drafix

Progressive

Real Green Systems

Red Max

Sava lawn

STIHL

permaloc.com

prolandscape.com

progessivecommercial.com 

realgreen.com/mobilegrow 

redmax.com

savatree.com

stihlusa.com/products/ 
battery-products/ap-series
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51
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19

FX Luminaire fxl.com 64 Switch-N-Go switchngo.com 14

Greene County Fertilizer 
Company

greenecountyfert.com 8
Toro Company

TruFuel

toro.com/75oo-D 

trufuel50.com

5
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Hunter Industries hunterindustries.com 7 Valley Green, Inc. valleygreenusa.com 10

Husqvarna husqvarna.com 23 World Lawn worldlawn.com 8
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Irritrol irritrol.com 43 2020 Tech Report

Isotunes Audio isotunes.com 18 SingleOps singleops.com Back 2, Back 12

Isuzu isuzucv.com 49 * denotes regional advertising

Reprints enable you to reuse your article and 
simply place it into the hands of your target 
audience. Having been featured in a well- 
respected publication adds the credibility of a 
third-party endorsement to your message.
Give yourself a competitive advantage with 
reprints. Contact us for more information 
regarding reprints and additional applications 
designed to meet your challenging market needs. 
800-456-0707 reprints@gie.net
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STUDENT SPOTLIGHT

N athan James STUDENT SPOTLIGHT 
brings you the perspectives of 
horticulture students and insights 
into the future of the industry.

By Kim Lux

Nathan James has always had a love 
of the outdoors.“Since I was very young, I’ve been very interested in plants and nature in general,” he says. “Especially from living in west Michigan.”James says he was introduced to the green industry early on in life.“A few family friends introduced me to the horticultural and greenhouse industries,” he says. “They worked on living walls and living roofs, which were really unique. They also worked with me to find sustainable methods to help the community.”

James, 20, is now pursuing an As­
sociate of Applied Science degree in 
fruit and vegetable crop manage­
ment at Michigan State University’s 
Institute of Agricultural Technology.

“It was tough to decide where 
to start with college,” he says. 
“Working with MSU has introduced 
me to a lot of different aspects of 
the industry.”

Through his studies, James’ inter­
ests have continued to blossom. He 
has enjoyed learning about nursery 
management, food science, 
conservation, plant pathology and 
entomology.

‘Tve always been pretty inter­
ested in conservation,” James says. 
“It’s been another outlet to help 
me understand our surroundings 
and the natural benefits of the 
world around us.”

Being a student at MSU has also 
given James the opportunity to 
volunteer.

Most recently, he participated in 
an Alternative Spartan Breaks ser­
vice trip to Loggerhead Marinelife 
Center in Juno Beach, Florida, in 
March 2020.

“With a couple of other Michigan 
State students, I helped find ways to 
reduce the impact humans have on 
the ecosystems in Florida,” he says. 
“We also stained the pier, planned 
for destructive weather, did beach 
cleanups and more.”

James adds he also enjoys volun­
teering with the Michigan Natural 
Association.

“We’ve preserved different na­
ture sanctuaries and ecosystems,” 
he says. “We also learn ways to 
reduce environmental abuse.”

James has also worked to elimi­
nate invasive species and establish 
barriers to environmental abuse 
with MNA.

While James, a sophomore, is 
keeping his career aspirations open 
for now, he had the opportunity 
to intern with Hortech in Nunica, 
Michigan, last summer.

“I worked with them for three 
summers, and was most recently 
an intern,” he says. “As an intern, 
I worked in three departments 
where I got to know each plant they 
specialize in. I learned how to care 
of all of them.”

While interning, James was also 
responsible for fertilizing plant 
beds, applying lime to assist in 
plant growth, performing pest 
management and analyzing prod­
ucts for potential disease. He also 
got a chance to get back to one of 
his early interests - living roofs and 
living walls.

“I took care of weed manage­
ment, mulching and helped design 
some of the walls,” he says.

James says he isn’t sure ex­
actly what he wants to do in the 
industry but insists sustainability 
and conservation will be at the 
forefront of it. He is eager to see 
what the future holds.

“I just want to find sustainable 
ways to help everybody,” he says, 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


Zoning, dimming, and 30,000 colors.
Now controlled from anywhere.

With new Luxor® Cloud management, you can 
control lighting systems from the palm of your hand 
— anywhere, anytime. This means no more costly 
site visits for you and total remote access for your 
customers. Welcome to cloud nine.

LANDSCAPES ARCHITECTURAL LIGHTING | Learnmore.Visitfxl.com FXLuminaire

Learnmore.Visitfxl.com
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The industry 

continues 
to embrace 

technology, while 
recognizing it’s 
not an overnight 

solution.
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OUR CUSTOMERS.
THEIR STORIES.

SingleOps

We are proud to highlight our customer's 

success stories and feedback.

SINGLEOPS WAS LIKE THROWING 
GASOLINE ON A FIRE!
With SingleOps we were able to crawl out of the 
dark ages of carbon copies and paper schedules. 
With a few clicks, I can see what customers we are

GREAT PLATFORM TO 
IMPROVE PRODUCTION!
We love the way that it helps keep us 
organized and accountable. Now, we 
can rapidly job cost our maintenance

serving tomorrow, next week, or next month. The and enhancements projects to determine
office can manipulate my sales schedule much 
easier and with much less headache.

our profitability—a huge improvement 
from previous platforms.

Jordan, Independent Tree Service Brad, Cumberland Landscape Group

WE'VE STREAMLINED IN THE FIELD INSTEAD OF BEHIND A DESK
SingleOps has helped us keep track of all the moving parts of a full-service landscape company. 
It’s really hard to find a perfect fit with software, but this system has more than accommodated our 
business and allowed us to be more streamlined in the field instead of behind a desk.

QSS&3

Trustpilot

Jarrett, Capital Land Management

=13OQrl Meet some of our customers 
and hear their stories at 
singleops.com/customer-love

singleops.com/customer-love
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Software is nowtable stakes

SPONSORED BY

^^SingleOps

n an industry where 80% of customers accept the 
first estimate, speed is critical. Using software to 
run your business in real-time is no longer a nice- 
to-have, it’s become table stakes for running a 

successful landscaping company at scale.
SingleOps business management software is used 

daily by thousands of landscaping professionals all 
across North America and has processed over $1.5 
billion in revenue on behalf of our clients. Our clients 
use SingleOps to manage their customer records, 
perform estimates & sell work, schedule crews, invoice 
& receive payment and understand critical data about 
their business like real-time profitability. SingleOps 
helps you streamline operations across your entire 
business, not just behind the desk.

When we transition a landscaping business to 
SingleOps from pen and paper, spreadsheets, or 
legacy software, the results are transformative. 
Our clients grow revenue, increase profitability and 
improve customer satisfaction. What’s most rewarding 
is hearing our clients say “I was able to take my first 
vacation in years” or “I am now able to spend more 
time with my family” because of SingleOps. We are 
proud to serve the landscaping industry and support 
the 2020 Lawn & Landscape Technology Report.

To learn more about SingleOps business 
management software, visit singleops.com.

Sean McCormick
Founder and CEO 
SingleOps
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“Could you find (a chief 
technology officer) in another 
industry and bring them over? 
Yeah, probably so, but I think 
you’re well ahead of the game 

if you get someone who 
understands the industry 

and the business.”
Janet Davoli, chief technology officer, The Greenery

THE 
RIGHT 

APPROACH
Three companies discuss how they are 

integrating technology in their companies.

By Brian Horn



TECH
REPORT

Tech’s in the title

C
hief technology officers may be 

rare in the green industry, but that 
could be in title only. Companies 
have employees completing the tasks of the 
position but without the CTO label.

That was the case with Janet Davoli while 
serving as director of business development 
at The Greenery in South Carolina.

Davoli had been performing the duties of 
a CTO at the company before she officially 
had the title in September of last year. She 
says the title may be overwhelming for some 
because it may also bring along with it a 
leadership component.

“You could probably find a really great 
account manager who also loves technology 
and they’re managing a lot of this stuff for 
you,” she says. “It’s hard to find the person 
who can then make the leap to the next level 
of leadership.”

While the duties of a CTO will vary from 

company to company, she says a sole CTO 
will not have IT duties, such as running a 
network or dealing with hardware. Those 
are the responsibilities of a chief information 
officer, while the CTO sticks to investigating 
new technologies to support operations.

“A chief technology officer typically is 
more outward, looking toward clients where 
you’re looking at what new products are 
out there, be it battery operated, be it auto 
mowers,” she says, adding the interaction 
with the operations side of the business is a 
differentiator between a CTO and a CIO.

“The person who’s going do your net­
working isn’t really the same person who’s 
going to be really engaged with operations, 
looking at auto mowers, doing demos, seek­
ing the feedback from the field. You have to 
have a different personality for that.”

Davoli says the industry has been slow 
to adapt to technology but is catching up.

Once a company does start investing in bet­
ter technology, she says to take it slow. The 
Greenery took that approach when rolling 
out autonomous mowers, starting out with 
just one when they started two years ago and 
have 15 deployed now.

“There’s always going to be problems you 
don’t know exist until they hit,” she says. “If 
it’s rolled out really quickly, you have to react 
all over the place. So, we’re sometimes slow 
to implement because we’re feeling it out. 
And then once we’ll feel comfortable, then 
we ramp up faster.”

She adds if you are looking for a CTO, 
experience in the landscaping industry isn’t 
a must, but it is finding one with landscaping 
experience is a major advantage.

“It’s good to have a good strong operations 
understanding of landscaping,” she says. 
“Could you find someone in technology in 
another industry and bring them over? Yeah, 
probably so, but I think you’re well ahead of 
the game if you get someone who understands 
the industry and the business.”

Who on your staff 
has a company smart 
phone? (choose all 
that apply)

95%
66%
65%
50%

Owner

Management

Foremen

Crew members

What is your 
annual revenue?

1. Under $300,000
2 $300,000 - $999,999
3 $1 million - $3.9 million 

More than $4 million

32%

44% Account managers

Sales team

41% Administrative staff 
(HR, office managers, etc.)

More than 200 people responded to Lawn & 
Landscape’s 2020 Technology survey, which was 
taken between April 30 and May 6, 2020.

How would you 
describe your 
company’s use of 
technology and 
software compared 
to your competition?

In line with my competition 
Behind but catching up

3 Advanced 
Behind and staying that way
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“Not having time is an 
excuse; not a problem. 
Because you’re just 
putting your time 
somewhere else.”

After the storm

I
t only took a catastrophic natural 
disaster for Best Property Mainte­
nance Services to finally start using 
the technology it purchased.

The year was 2012 and Hurricane 
Sandy devastated the East Coast, leav­
ing many without power and plenty 
to clean up. Wanting to avoid the 
bidding wars of clean-up work, the 
company added a mold and remedia­
tion service.

“Our office was actually shut down 
for two weeks with no power, but by 
the time the power came back on, we 
had a new business,” says David Hartz­
ell, general manager and sales manager. 
“It was licensed with the state. We 
had rewrapped half our trucks in the 
company to be flood and mold reme­
diation and bought all the equipment 
and trained all our salespeople to go 
out and sell mold remediation.”

As part of the service, workers would 
have to go from property to property 
with gas cans and make sure generators 
and pumps had fuel to keep the drying 
systems running.

“But the trick to doing it was having 
extremely tight routes,” he says. “So, we 
had to figure out a better way to route 
everything and that’s when I looked 
into it and realized this system does it 
itself. We don’t have to route anything. 
It does it all itself and we didn’t even 
know that it had a routing module.”

Hartzell says he didn’t become more 

educated on the software before Hur­
ricane Sandy because he didn’t make 
time for it.

“Not having time is an excuse; not 
a problem,” he says. “Because you’re 
just putting your time somewhere else.”

Now, Hartzell makes time every day 
to stay updated on the technologies the 
company is using.

“I probably spend on average two to 
three hours a day just going over training 
modules, online videos, online tutorials 
for things we do and that we want to go 
do going forward to stay abreast of it.”

The company is currently trying to 
improve its SEO and has brought an 
employee in house to specialize on that.

He now needs to become edu­
cated on SEO so he knows what that 
employee is talking about. He says 
those who are afraid to invest heavily 
in technology shouldn’t be afraid of 
spending the money.

“It’s not as complicated as you think,” 
he says. “It will save you a tremendous 
amount of time and does not matter 
how expensive it is. If it’s the right 
technology, it will pay for itself.”

The company sold the mold and 
remediation arm in 2015, but Hartzell 
says that year could have been a lot 
different if not for adding it and using 
technology to succeed.

“We would have probably been go­
ing out of business in 2015 instead if 
we hadn’t done that,” he says.

Well 
equipped

I
t was mid-May and the forecast in Pennsyl­
vania was calling for rain and, yes, snow the 
next day. So, Brian Cuccaro, vice president 
at New Castle Lawn & Landscape, hopped on 
his phone and through the app of New Castle’ 

software provider dispatched crews that finished 
early to properties other crews wouldn’t be able to 
get to because of the unseasonable rain/snow mix.

“From the job site that I’m at, I went onto my 
phone, went into the software that we use, which 
is web based, and I was able to find the job and 
dispatch it to the crews. That updates on their 
iPad,” he says

Four years ago, before the company invested 
in iPads for crews, that would have been a more 
difficult and less efficient process. Today, it was 
the click of a button and Cuccaro was back to 
what he was working on.

Instead of buying iPads new at a store where 
you may have to sign up for that provider’s service, 
Cuccaro buys them used on eBay.

“Then we can just add them to our plan without 
committing to a new contract,” he says.

He estimates the company spent about $4,000 
on the equipment and the data plan is about $ 15 
a month per unit.

Prior to the COVID-19 protocols, the iPads 
were returned to the office each night and charged.

“But this year, because of the social distancing, 
we don’t have the guys coming into the office. We 
have them keeping the devices in the trucks in the 
holders overnight,” he says, adding that the trucks 
are parked in the company’s secure lot.

Cuccaro says each iPad has a strong case for 
protection, but two to three a year still break, 
which is not docked from the employee’s pay.

The company has about 30 iPads, but not 
everyone has them. Cuccaro says some employees 
prefer to use their phones instead of toggling be­
tween two devices. He adds the company didn’t 
invest in phones instead of iPads because they’d 
have to buy a voice and data plan.

Cuccaro recommends to anyone investing 
in iPads that will be used in trucks to invest in 
adequate, higher amp vehicle chargers.

“Regular iPhone chargers will not always work 
with iPads,” he says, adding that Generation 1 
iPads are outdated so he recommends buying 
Generation 3 or newer, l&l
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tephanie Early, chief 
of strategy with Tim­
berline Landscaping in 
Colorado Springs, says 
technology has always 

been an important element of the business 
and something they still focus on growing.

“Timberline has been an early adopter of 
technology for quite some time,” she says. 
“We began mobile timekeeping almost 10 
years ago. And, from what we’ve seen, we 
were one of the first companies to really dive 
into that. We’ve had mobile timekeeping, 
GPS, estimating software systems and ac­
counting for many, many years.”

KNOW SEO. Search Engine Optimization 
(SEO) is a crucial component of Timber­
line’s technology use. Early says she works 
with Timberline’s marketing coordinator to 
develop SEO and keyword research into the 
company’s strategy.

“I’ve been with the company for seven years 
and we’ve had an SEO focus since that point,” 
Early says. “We have continually worked on 
that. What I love is that we’re at the point now 
that we are continually ranking well organi­
cally for most of the search terms that we want.

Can customers pay for 
your services online?

32%

Early says Timberline, which has slightly 
more than 200 employees, targets a mix of 
short-tail and long-tail keywords. Examples 
of short-tail keywords would include “land­
scaping” or “lawn care,” and a long-tail 
keyword would be something along the lines 
of “Should I mow my lawn in the winter?”

She also suggests incorporating keywords into 
the title, image alt. text and headers of a post.

According to Early, ranking well in terms 
of SEO has boosted Timberline’s business.

“We’ve been able to create this free, or­
ganic pipeline of work, just based on search 
results, that is feeding a whole lot of business 
our way,” she says. “We measure our sales 
by marketing sources and internet search is 
our number three, just underneath current 
customers and referrals.”

Early attributes the company’s ranking to 
an aggressive in-bound marketing approach.

“Outbound is your cold calls, mailers and 
things of that nature,” she says. “In-bound is 
about creating content that people are already 
searching for and having that available on 
your site and giving them the opportunity 
to convert from there.”

Timberline’s website features blog posts 
and other gated content, where users must 
provide an email address to access it. Early 
says this content is rich in SEO keywords.

“When people sit down to do keyword 
research, they say, ‘Well I think people are 
searching this way.’ We actually plug it into 
a software and determine exactly how people 
are searching for each service and seeing 
what words they are using so we can make 
sure we are making our content rich in those 
keywords,” she says.

Early says the company determines the 
keywords internally but uses the software to 
determine which to go after. When choosing 
an SEO software, she suggests “looking for 
something that allows you to track perfor­
mance analytics and plays nice with Google 
analytics and social media. Keyword traffic 
and ranking difficulty are great tools to have.” PH
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It’s been an effective approach for Timberline, and Early says traffic to 
the website continues to increase.

“Our website traffic continues to rise year over year, every year,” she says.
Early adds there is one annual post that drives a large amount of traffic 

to the website every year.
“We do Christmas lighting as a service over the winter, so we prepare 

a Christmas lights map of the local area where people submit their 
house,” she says. “And that map drives 65,000 people in the month 
of December to our website. That amount of traffic helps our website 
authority for the rest of the year.”

The Christmas lights map, which you can view at bit.ly/xmaslawn, also 
keeps users on the web page for a while, which Early notes is important 
for improving SEO.

“On average, people are spending five minutes per unique view on that 
Christmas lights map,” she says.

COMBINE COMPONENTS. Early says the company recently purchased a 
new business management software to help consolidate all the technology 
they were using in hopes of streamlining operations.

“We found we were limited by our estimating, job costing and CRM 
system,” she says. “We were using items that were working decently but 
weren’t cloud-based. We wanted to make sure that all this software was 
available to our field staff. We wanted to keep things moving quickly 
without having to come into the office.”

The new software, which is designed specifically for landscape companies, 
has helped Timberline.

“It brought out CRM, estimating, job costing, timekeeping and billing 
all under one umbrella,” she says. “The only things that are still separate are 
our overhead and our balance sheets and income statements. But there’s a 
bridge to connect those.”

Early says getting all the software onto one platform was great, but getting 
everyone on board with the new software posed a challenge.

“Anytime you move people’s cheese, they will struggle a little bit. We 
had a lot of conversations with our team as we were vetting out new 
software,” she says. “As we were demoing software, we narrowed it down 
to two and then brought in a lot of our team to watch the demos and 
learn what was going on. There is a ton of setup that goes into it. People 
not only have to learn the new software but also adjust their workflows.”

Early says Timberline’s C-Suite business unit leaders and estimators were 
all involved in demoing the software options. While no formal vote was taken, 
a general consensus was made by all parties.

While it might have been difficult early on, Early says everyone is adjusted 
to it now and sees the benefits of the process.

“We pulled the trigger almost a year ago,” she says. “A couple of months 
in, people were still struggling, but by this point they say they get it and 
see why we made this change. We had to get used to taking the good, 
letting go of what we were used to do and just move forward.”

To help everyone transition, Early says Timberline took an employee who 
adapted to the new software early on and used him as a trainer for others.

“(He) helped train our team, setup the system and troubleshoot,” she

Which of the 
following do you use 
at your company?

BUSINESS/
ACCOUNTING SOFTWARE “ /o

MOBILE TECH- A
APRS; SMARTPHONES b / /o

SOCIAL MEDIA £ 66%

$ 47% ONLINE MARKETING

• 42% GPS SOFTWARE/EQUIPMENT

42% DESIGN SOFTWARE

• „o/ ELECTRIC/BATTERY- 
5,/o POWERED EQUIPMENT

O 36% SEO

• 15% DRONES

||| 4% ROBOMOWERS

says. “He continues to help us in that role still and we could 
not have done it without him.”

RESEARCH & REQUEST REFERRALS. Early says any company 
looking to implement a new software or technology should 
make sure they do their homework.

“Make sure you do your due diligence,” she says. “Look at 
multiple options, talk to people who are using the software 
and take your time with the decision-making process.”

Early also suggests getting good, reliable referrals.
“If a company is not willing to give you referrals, then we 

would likely steer clear,” she says. “Those referrals make a 
huge difference.”

While software can be expensive, Early says it can be an 
investment worth making if it’ll improve business operations.

“You’re definitely going to have costs associated with 
these things, but you have to think about that return on in­
vestment over time,” she says. “For us, it’s been worth it.” l&l
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ON THE
OFFENSIVE

Outback Landscape aggressively searches for technology 
that improves efficiency to help the company grow. By Jimmy Miller

W
hen Outback Landscape 

acquired a company last 

fall, it completed a year­
long process of ensuring the two companies 

had everything in place to finalize the deal.
Among those priorities for Outback, an 

Idaho-based company, was making sure the 

technological transition would be seam­
less. Well before the deal was finished, the 

company they acquired started training on 

the same software Outback had been using 

since 2012. This was so that once the 14 

employees joining Outback’s team were 

officially part of the company, they already 

had the experience of dealing with the same 

software for a year.
Outback’s Tyler Washburn, the opera­

tions manager, says thinking of efficiency 

when using technology is a critical step
many companies miss. While his company has watched its staff grow from eight 

employees to 70 in a decade, others find implementing technology is more of 

a hindrance than a tool for growth.
“We basically wanted to play offense with how we rolled the crews out in the 

morning rather than defense,” he says. “We’ve been aggressive to see what’s 

the next thing to help us.”

FINDING THE NEXTTHING. First, Washburn cautions landscapers from investing 
in new technology too quickly. He says nobody wants to wake up a year after buy­

ing software - or anything else - and have regrets. Company ownership should 

be fully committed to a software, he says, and putting in the time to do research 

on what fits your particular company could save you lots of consternation later.
“Look at what the core of your business this and find something that’s going 

to grow as you grow,” Washburn says. In other words, buyers should make 

sure the new technology will advance their company’s missions and can be 

adapted over time.
For Washburn, they use two separate software providers: one of them is 

reserved for the company’s maintenance division, and another software is for 

tracking bigger install projects that are primarily estimated by materials.

What was the most 
effective way of training 
yourself and your team 
on software?

In-house training

We have never done 
software training

Online courses

Sending an employee 
to software training

In-person training 
from software companies
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What do you use software for 
in your business? (choose all that apply)

Landscape design/drawing
TECH
REPORT76% Payroll/accounting

65% Job costing/estimating

56% Property mapping

55% Field service/scheduling

49% CRM/sales management 
and tracking

41%
24%

12%

They use the software to send automated 
notifications to clients on when they might 
be coming, and they can even use it to upsell 
certain products or services. Washburn says 
one of his upselling tactics is to have a mar­
keting email that essentially says something 
along the lines of, “We’re starting our pruning 
season and coming to your house soon for 
regular maintenance. Do you want to also 
add on our pruning service?”

Internally, the software is also used to track 
time out in the field and cross-reference it 
with GPS data. Plus, foremen on the installa­
tion crews are supposed to fill out daily, short 
questionnaires that essentially tell Washburn 
and management what materials need to be 
ordered for the next day’s services. And when 
managers leave the company - and they will 
leave at some point - the company still has 
each client’s data stored on the same software.

But what Washburn uses the technol­
ogy for could be entirely different than how 
another landscaping company conducts 
business. He advises buyers to really consider 
how the technology would actually make 
their company more efficient. If they can’t 
come up with a good answer, the technology’s 
probably not a good fit.

“Implementing (software) has helped 
us put fires out before they happen, and it 
has given us the tools to be able to grow,” 
Washburn says.

HOWTO APPROACH IT. Washburn says that 
“there’s growing pains in everything.” Essen­
tially, he urges landscapers to acknowledge 
that transitioning to a new technology won’t 
be easy. He spent countless nights fiddling 
with the software, testing it out with dummy 
accounts and entries before finally feeling like 
he had a good grasp on how it worked.

GPS/fleet management

Material inventory

Water management

He recommends handing the technology 
off to a select team of employees first before 
implementing company-wide. It can help 
them fine-tune how to use the technology 
first and troubleshoot with management as 
problems arise.

“With rolling it out to the employees and 
showing them the benefit of it, we started 
with a small segment of our employees first, 
ones we knew were sort of tech-sawy,” 
Washburn says. “Getting a few of those key 
members on board.. .was a huge benefit.”

Investing in a consultant is additionally 
worth “every penny” before finding a software 
that helps you best, he says. He adds that it’s 

ABOVE: The Outback Landscape foremen use software to track which materials need ordered. 
OPPOSITE PAGE: The Outback Landscape team needed to implement technology to improve 
efficiency as its company grew from eight employees to 70 in just a decade.

prudent to make sure the technology provid­
ers are like partners and keep up consistent 
communicate. Whether it’s general help ques­
tions or asking for advice on how to improve 
the product, Washburn says his company’s 
relationship with their software providers has 
helped him tremendously over the years. If 
anybody ever had any questions, it’s nice to 
have experts with the technology ready to help.

And speaking of ready to help, Washburn 
also says it’s easier when someone on staff 
is specifically in charge of the technology, 
especially software. Outback Landscape 
promoted someone within the company 
already who had worked with the software 
out in the field to oversee everyone’s use. 
And as more climb the company’s career 
ladder, they are also able to easily track some 
of their long-standing client accounts.

“As we’ve grown, we’ve moved managers 
from the field to where they can look back 
and go, ‘This is what’s happened, these are 
the notes on this client’s account,”’ he says. 
“This way, training’s a whole lot easier.” l&l
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1 SOFTWARE

THOUSANDS of Users 
MILLIONS of Jobs 
BILLIONS of Revenue

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 
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.

Capterra

★ Trustpilot QE3QQE

Software Advice.

SINGLEOPS.COM

