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PRODUCTIVE
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TUB SWIVELS 180° FOR QUICK, EFFICIENT POSITIONING

Place sand, rock, mulch or cement where you want it with the all-new Swivel Mud Buggy® 
from Toro. Just rotate the tub, dump up to 2,500 lbs/16 cu ft of material, and the auto-return 

dump feature will automatically lower the tub so you can focus on your next load.
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THANKS TO 

TECHNOLOGY, 

THE WORLD IS 

FINALLY MOVING 

FORWARD.

NOW, 
CAN YOU 
IMAGINE 

WHAT IT CAN 
DO FOR
YOUR 

BUSINESS?
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ORLANDO, FLORIDA
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TECHNOLOGY CONFERENCE1

L LT ECHCONFERENCE.COM

Attendees can either attend the face-to-face event while following the latest health 
and safety measures or attend virtually from the comfort of your home, truck or office!

ECHCONFERENCE.COM


EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, Lawn & Landscape

Hie 4Hs

“Whether they are 
a face on a screen

or someone you see 
before morning roll­
out, employees and 

their engagement in 
your company can be 

the difference between
being a winning and 
losing organization,

I
’ve written here about the Cleveland 
Browns a few times. Those past columns 
normally revolved around the organization 
being a dysfunctional and laughable mess for 
the past 20 years. But this season, the Browns 

won 12 games including their first playoff game 
in 200 years (it felt that long), so I will focus on 
something they did correctly and what you can 
learn from it.

In January of 2020, the team hired Kevin Ste- 
fanski as head coach, a position he's never had. 
But once COVID -19 hit, he had to get to know 
his team through Zoom meetings, phone calls 
and text messages. This is not an ideal way to 
enter your first season as a coach in the NFL.

Nonetheless, it was the way many of you had to 
lead your company in 2020, and some of you may 
continue to operate by letting some staff work 
remotely, or report directly to jobsites, moving for­
ward. The flexibility is a way to attract employees 
and it may be a way to save on the overhead costs 
of having an office. But it also may chip away 
at the culture you have built and that happens 
organically by being under one roof.

You may need to get creative on how to keep 
the culture intact with employees not cross­

ing paths as frequently. As a way to get the 
Browns to bond, Stefanski used a tactic that was 
suggested to him by Virginia Commonwealth 
basketball coach Mike Rhoades, who learned 
of it from Texas A&M-Corpus Christi basketball 
coach Willis Wilson.

Stefanski had players, coaches, executives 
and even the team's owners, share their 4Hs 
- history, heartbreak, heroes and hopes. The 
exercise allowed individuals to learn something 
they didn't know about someone else and iden­
tify similarities amongst themselves - similari­
ties they may never have known existed were it 
not for the discussions.

Even if you plan on going back to pre-COVID 
operations, you should always strive to find new 
ways to improve your culture, and maybe an 
activity like this would work for you. If not, con­
tinue to seek methods to improve your culture, 
whether you find it in books, podcasts, peer 
groups, or any other vehicle possible.

Whether they are a face on a screen or some­
one you see before morning roll-out, employees 
and their engagement in your company can be 
the difference between being a winning and 
losing organization. - Brian Horn
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BOBCAT.COM/TRACTOR

Bobcat
One Tough Animal

With 15 models, four different transmission types and engine 
horsepower ranging from 21 to 58, there’s a Bobcat® compact 
tractor that’s made to tackle your most challenging projects. 
Talk to your local dealer, and put legendary Bobcat performance 
to work.

Certain specification(s) are based on engineering calculations and are not actual measurements. Specification(s) are provided for comparison purposes only and are subject to change without notice. Specification^ 
for your individual Bobcat equipment will vary based on normal variations in design, manufacturing, operating conditions, and other factors.
Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions, engines, and engineering, proudly serving customers and communities for more than a century. 
Bobcat®, the Bobcat logo and the colors of the Bobcat machine are registered trademarks of Bobcat Company in the United States and various other countries.
©2021 Bobcat Company. All rights reserved, | 1440
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Cancellation
CONSIDERATIONS

There are countless reasons 
why a client could cancel 

services, but analyzing the 

data can keep customers 

happy and help you learn 
from your mistakes.

By Kim Lux

obody ever likes to get that dreaded phone call - the one where 
a client is canceling services.

But there are some steps companies can take to limit cancel­
lations, track them to learn from their mistakes and get those

customers back in the future. Andrew Wesselman, of A&A Lawn Care, and
Beth Berry, vice president of business development for Real Green Sys­
tems, detailed these steps during Solutions 2021 Virtual in early January.

Berry holds the "Code Red: How to Save a Customer Before They Can­
cel" session every year.

"This isn't anything new," she says. "And some of it is not preventable."
While it may not be new, Berry says the conversation is especially 

important this year due to the coronavirus pandemic.
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"THE AMOUNT OF MONEY 
THIS MACHINE PUMPS 
~ OUT IS INSANE"

THE NEW TURFCO T5000 APPLICATOR is the growth machine you’ve been waiting for. Designed for larger 
properties, the high-capacity T5000 sprayer/spreader is easiest to learn, the best on hills, fast and 
nimble. Add an optional 3-in-l tank and spray up to 300,000 sq. ft. with one fill. With a 10-ft effective 
spray width, increase your productivity by up to 29%. Precision steering and patented boomless design 
lets operators maneuver in tight areas and zoom past obstacles, but won’t tear up turf like a zero-turn. 
Call us now at (800) 679-8201 or visit Turfco.com

TURFCOYOU COULD WIN A BRAND NEW T5000
Enter for a chance to win at Turfco.com/Giveaway-T5OOO before 
June 30th. No purchase necessary, see official rules online. DIRECT

Turfco.com
Turfco.com/Giveaway-T5OOO


gt COMPANY OWNERS SHOULD 
EXPLORE SLOWLY INCREASING

THEIR PRICE BY ROUGHLY 2% EACH YEAR.

“You'll need to evaluate cancellations very 
carefully this year,” she says.

TOP CONCERNS. Whether its financial or 
health-oriented, Berry and Wesselman say 
COVID-19 has certainly caused more cus­
tomers to re-evaluate their lawn care needs.

People lost their jobs, or their employment 
may be unstable, so they're looking to cut 
costs. According to Berry, as the coronavirus 
crisis continued, more people had their aware­
ness or concern heightened - leading them to 
question the essential status of the service.

Other common reasons for cancellations 
in 2020 were results, weather, service, reno­
vation, DIY and price increase.

“This year we saw a lot of DIYers," Berry 
says. “Many homeowners spent a lot more 
time at home and out in their lawn.’’

She adds that while customers take the reins 
for their own lawn care, people staying at home 
more also caused renovations projects to sky­
rocket. This in turn led them to cancel services 
as the improvement projects were underway.

In terms of price, Wesselman and Berry 
say companies should track how many can­
celed clients are switching to a less expensive 
competitor.

“You'll want to know how many people 
are going to that new player in town,” Berry 
says. And if it's a lot, she suggests reevaluat­
ing pricing.

On the other hand, Berry is a proponent of 
slowly increasing prices every year. She rec­
ommends aiming for a 2% annual increase.

Wesselman adds that when tracking can­
cellations based on results and services, 
there is value in breaking those down by such ©
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factors as weeds, color or pest breakthrough.
“But don’t break it down too far," he warns. 

“Or it gets too confusing and you won’t do 
anything with that data."

Wesselman also says the best way to combat 
these common occurrences is being upfront 
with customers from the get-go.

“Educate the customers and get the expec­
tations set up front," he says.

EMERGING TRENDS. Berry and Wesselman 
also pinpointed some expected reasons for 
cancellations in 2021.

Attorney General demands, water con­
servancy, pesticide sensitivity and new EPA 
and government leadership could all impact 
retention.

“Across the United States, many municipal­
ities have implemented pesticide regulations," 

Berry says. “And water conservancy is on the 
heels of that.. .The way our products work well 
is usually in conjunction with water."

Berry says that with a new president - and 
new EPA director - more stringent environ­
mental orders may go into place.

“That will impact our industry and could 
certainly impact the products we use and, sub­
sequently, satisfaction and retention," she says.

SOLVING THE PROBLEM. To combat these 
cancellations, Berry says companies should 
come up with a “Cancel Save Bootcamp." 
She gives four steps for training employees 
during this learning opportunity, which she 
says should be “all hands on deck."

The first step is to share the financial data. 
“Everyone should understand the impact to 
the organization," Berry says.

Berry advises sharing the following in­
formation with your team:
• Annual marketing budget
• Cost per lead
• Cost per sale
• Total number of prior year sales
• Total dollar amount of prior year sales
• Total number of prior year cancels
• Total dollar amount of prior year cancels

Step 2 is all about tracking cancellations 
and performing a deep dive into them by 
reasons. Next, companies should gather 
feedback from all attendees.

“You want to review this with everyone in 
the same room," Berry says. “There’s something 
about the comradery of it...you'll get some 
inside data when you get people to open up."

The final step is creating an action plan for 
every cancellation reason.

One Company. One Call. Over 600 Products!

• Accessories
• Aquatic
• Edging

• Erosion Control 
& Geotextiles

• Fencing

• Ground Covers
• Landscape Fabrics
• Pet Products

• Plant Protection
• Retail Support
• Shade Cloth

• Tarps
• Tree Care
• Wildlife Control

800.888.9669 • dewittcompany.com
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ProScape® Fertilizer with Acelepryn 
plus Dimension.

ProScape Fertilizer with Acelepryn insecticide plus 
Dimension herbicide, featuring our exclusive technologies 

of Meth-Ex®, MESA® and EXPO®, delivers season-long 
control of white grubs and crabgrass in one simple 

application. These one-two-three punch products deliver 
a quick, extended green up without the surge growth so 
there's less mowing needed. One granular application in 

the Spring protects the turf for the entire year.
It's ail about time... using it, saving it.

LebanonTurf

Best of All Worlds® | LebanonTurf.com | 1-800-233-0628

For more news, visit
Lawnondlandscape.com

Strategies to create this action plan include assigning teams by reason 
across all departments, incentivizing teams for measurable improve­
ments, creating a cancel transfer protocol and establishing meaningful 
and targeted reinstation campaigns.

“You have to come up with a better game plan for next time,” Berry 
says. “The way you win back customers is that you know why they 
canceled and have a better alternative.”

ROBIN AUTOPILOT PARTNERS 
WITH TURFBOT MOWING

TurfBot operates under the Weed Man umbrella, 
which ranked No. 8 on our recent Top 100 list.

DALLAS - Robin Autopilot
USA, a robotic mowing tech-
nology company, entered
into a partnership with TurfBot Mowing, a brand under the Weed Man 
USA ownership umbrella.

Under the new partnership, TurfBot franchises will offer robotic 
mowing services powered by Robin's technology. TurfBot franchises will 
have access to all of the tools and resources available through the Robin 
platform, including patented products, proprietary software, e-learning 
and training services and marketing collateral.

Ranked as the eighth-largest company on the 2020 Lawn & Landscape 
Top 100, based on 2019 revenue, Weed Man expanded into the robotic 
mowing business when it launched TurfBot in 2018 to test the concept, 
recognizing the benefits of offering battery-powered and emissions-free 
robotic mowing services to customers. TurfBot currently operates in 
three locations and plans for aggressive expansion plans in 2022.

“We are proud to partner with Weed Man, which has a long and 
outstanding history as a pioneer and leader in the North American 
market for lawn care services,” said Logan Fahey, chief executive officer 
of Robin Autopilot. “We are creating a strong new force in the lawn and 
landscaping market that will help both of our companies continue our 
growth as we provide more customers with the opportunity to adopt 
robotic mowing technology.”

“Robin Autopilot was the obvious choice for us in our search for a 
partner with cutting-edge technology and expertise that would help us 
grow in the exciting robotic mowing industry,” said Jennifer Lemcke, 
chief executive officer of Weed Man. “We believe robotic mowing has 
a bright future, and we look forward to working with Robin to continue 
the transformation of the lawn care industry through the wide-ranging 
environmental and economic benefits of this new technology.”
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FERTILIZING
SEEDLINGS IS GOOD.
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AT THE SAME TIME IS

BETTER.
IPmroScape9
Do more in less time with ProScape Starter Fertilizer with Mesotrione. 
Apply both fertilizer and weed control that is effective when 
establishing new turf. Your grass gets off to a great start, freeing 
up time for other jobs and customers. For more information, 
visit LebanonTurf.com or call 1-800-233*0628

LebanonTurf

Best of all Worlds®
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►STAY GREEN ACQUIRES
EMERALD LANDSCAPE SERVICES
The Stay Green executive team will work closely with 

Emerald’s 134 employees to ensure a smooth transition.

SANTA CLARITA, Calif. - California-based Stay 
Green recently acquired Emerald Landscape 
Services, a commercial landscape main­
tenance company based out of Anaheim, 
California. Terms of the transaction were 
not disclosed.

“What drew Stay Green to Emerald was 
the shared values of how business should 
be conducted - treating employees well and 

partnering with valued clients,” said Chris 
Angelo, Stay Green CEO. “They have the ex­
perience, resources, and capabilities to allow 
Stay Green to grow in the Orange, Riverside, 
and San Bernardino counties."

The acquisition of Emerald gives Stay Green 
access to a larger segment of the business 
community. Their existing client base consists 
of Class A office facilities, industrial, HOA, 

hospitality, retail and municipality clients.
“It was apparent to us that joining the Stay 

Green family was the right move. Caring for 
their employees, clients and community is 
a shared value of Emerald's and key com­
ponent on which Stay Green was founded," 
said Emerald Landscape Services owner 
John Croul. "We have no doubt that they will 
provide the previous Emerald clients with the 
same exceptional service they are known for 
industry wide."

Emerald will now operate under the lead­
ership of Stay Green, which ranked No. 81 
on Lawn & Landscape's annual Top 100 list 
last year. The Stay Green executive team will 
work closely with Emerald, their preexisting 
management, and their 134 employees over 
the next several months to train them on Stay 
Green's best practices.

WORLDLAWN’
POWER EQUIPMENT

WORLD-CLASS LAWNMOWERS

BUILT TOUGH

9 SIZES 
AVAILABLE! 
Use the Heavy Duty truck you have!

SHORTBED TRUCK CHEVY 4500 CAB CHASSIS

• 6000# dump rating
• 9 sizes, 37"-84" C-A

• Single or dual wheel
• Gooseneck hitch available

• Custom options we do it all

C5MFG. C5MFG.COM
(620) 532-3675
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©CUTTING EDGE PROPERTY
MAINTENANCE IS LOCATED 

IN PLYMOUTH MINNESOTA.

BRIGHTVIEW ACQUIRES
CUTTING EDGE PROPERTY
II I IIITril * HPT Cutting Edge PropertyMAIN I LNANLt
BLUE BELL, Pa. - BrightView has acquired 
Cutting Edge Property Maintenance based 
in Plymouth, Minn. Terms of the transaction 
were not disclosed.

"Cutting Edge has earned a reputation for 
providing superior service, which creates 
lasting client satisfaction," said BrightView 
President and CEO Andrew Masterman. 

"They have the expertise and capabilities to 
provide a full suite of winter services, land­
scape maintenance and enhancements, tree 
care and irrigation services. This deal brings 
a service leader in a desirable Upper Midwest 
market into the BrightView family along with 
more than 110 skilled team members."

Cutting Edge Property Maintenance was 
founded in 2005.

"We could genuinely tell BrightView's ex­
ecutive team cares about their people, which 
was an important factor in our decision-mak­
ing process," said Ryan Comer, Cutting Edge 
founder and CEO. "We are confident that 
joining BrightView will provide opportunities 
for both our employees and our customers. 
BrightView is a first-class organization that 
the Minneapolis market is fortunate to have."

CCG Advisors facilitated the deal.

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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► LAWN DOCTOR’S JOHN BUECHNER DIES AT 68
Maintain your edge.

800356.9660 | permaloc.com

o © © © © © ® ®

A beautiful landscape is defined by beautiful edges. Permaloe provides application 
and solution-driven products for all of your challenging projects.

Buechner was a past president 

of PLCAA (now known as NALP)

J
ohn Buechner, 68, died on December 22 
after a year-long battle with cancer.

Buechner was born in Indiana and 
spent his childhood in Fort Wayne. He 

graduated from R. Nelson Snider High School 
in 1971 and received his bachelor’s degree in 
agronomy from Purdue University in 1975.

Once COVID-19 concerns subside, the 
family intends to host a life celebration at their 
church in Pennsylvania. He retired from Lawn 
Doctor three years ago and relocated to North 
Carolina with his wife.

Buechner was a past president of PLCAA 
(now known as NALP), The New fersey Turf­
grass Association and also The New fersey 
Green industry Council. In 2002, Buechner 
was a Lawn & Landscape Magazine Industry 
Leadership award winner.

Buechner joined Lawn Doctor in 1984 and 
retired in 2018 after 34 years.

SAVATREE MERGES 
WITH ARBORWELL 

PROFESSIONAL TREE 
MANAGEMENT

Operations include a corporate 
office in Hayward, California.

BEDFORD HILLS, N.Y. - SavATree, which offers 
professional tree and shrub care, has merged 
with Arborwell Professional Tree Manage­
ment of California and Washington.
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Small business is no small task.
So Progressive offers commercial auto and business 

insurance that makes protecting yours no big deal.
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Operations include a corporate office in Hayward, Cali­
fornia, plus six core branches located in Oakland, Redwood 
City, Sacramento, San Diego, San Jose and Seattle.

Founded by Peter Sortwell in 2001, Arborwell has be­
come a provider of commercial tree care and management 
services on the West Coast.

"We welcome Arborwell's talented team to the SavATree 
family," said Carmine Schiavone, CEO of SavATree.

“Arborwell's extensive knowledge of the West Coast's 
unique tree care needs and experience working with an 
impressive scope of clientele will add a great partner to 
the SavATree family."

SavATree ranked No. 13 on Lawn & Landscape's annual 
Top 100 list last year. "SavATree shares our same core 
values and high-quality standards, making this a great 
fit to move the company forward and provide clients 
with continued expert service and our employees with 
additional professional growth opportunities," said Peter 
Sortwell, CEO and founder of Arborwell.

►ASPIRE ACQUIRES
CREW CONTROL

The scheduling application will extend Aspire’s 

reach to smaller contractors in the green industry.

A
spire has acquired Crew Control, a scheduling software application 
built for the needs of smaller lawn care and landscaping companies. 
Crew Control is an application that simplifies the scheduling process 
for these contractors.

Crew Control was founded in 2018. Its founders, David Vroblesky and 
Daniel Higgins, are respectively joining Aspire as product manager and senior 
developer and will focus on the future growth of the Crew Control solution.

MAXIMIZE 
TICK CONTROL 
REVENUE & PROTECTION

Kill Ticks Where Sprays Don’t Reach

Turn the primary tick host 
into a tick killer. Thermacell 
Tick Control Tubes are an 
easy way to improve tick 
control and add recurring 
revenue to your business.

Increases Revenue
Complements spray programs.

Strengthens Protection
Kills immature ticks 
where sprays don’t reach.

Easy Application
Apply in minutes.
No equipment needed.

THERMfiCELL;
TICK CONTROL TUBES

Thermacellpro.com NOW AVAILABLE 
IN CANADA
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©THE NEW BRANCH JOINS SIX 
OTHER EXISTING RUPPERT 
LANDSCAPE BRANCHES IN VIRGINIA.

RUPPERT LANDSCAPE ADDS 
BRANCH, PROMOTES TOM FLINT
Flint will lead the new location in Dulles, Virginia.

LAYTONSVILLE, Md. - Ruppert Landscape has 
expanded its landscape management opera­
tions to include a new location in Dulles, Vir­
ginia. This branch joins six existing landscape 
management branches in Virginia - Gainesville, 
Alexandria, Fredericksburg and Richmond 
(north, south and east) - and will serve existing 
customers as well as new growth in the region.

"Every time we grow in the markets we 

serve, it gives us more density, which means 
less travel time to our jobs and provides more 
value to our customers," said Fred Key, region 
vice president. "Perhaps most importantly, it 
allows us to provide growth opportunities for 
our employees."

The Dulles branch will be led by Tom 
Flint, who has recently been promoted to 
branch manager.

Flint attended Millersville University 
and has over 34 years of experience in the 
landscape industry. He joined Ruppert in 
2012 as an area manager in the company's 
Alexandria branch and broke division sales 
records. He was recognized with the com­
pany's Branch Impact Award two years in 
a row for his dedication and contributions 
to the Alexandria team. He transferred to 
the company's Laytonsville branch in 2015, 
and he was one of the first graduates of Rup­
pert's Associate Branch Manager leadership 
development program, which was designed 
to prepare talented team members to take 
on future opportunities.

As branch manager, Flint will be respon­
sible for the overall welfare of the Dulles 
branch, including the safety and develop­
ment of his team, strategic planning and
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POWER UP YOUR SOIL

Take your Lawns
Level

Greene County 
Fertilizer Company’

Our bio-based fertilizers & specialty fertility products are 
blended to feed plants, improve soil fertility and build topsoil.

Greenecountyfert.com
MFR BUY/SHIP DIRECT & SAVE

MOVING FERTILITY 
FORWARD

High Performance Plant Nutrients 
Fertilizers ♦ Specialty Products 

Soil Amendments

H GRIDIRON
Custom Tool Storage

(844) 240-8695

LIFETIME GUARANTEE
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GridironCTS.com
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budgeting, training, customer service, and 
day-to-day operations.

“Over the past several years, Tom has 
been instrumental in helping to lead the 

Laytonsville team and in building strong 
customer relationships," Key said. “We are 
always happy when our company's growth 
provides opportunity for high achievers like 

Tom to continue to achieve their career goals. 
We are confident that his experience and 
leadership will be a good fit for our customers 
and our team."

LET'S TALK ABOUT

THE IDEAL SPRAY SYSTEM
FOR YOUR BUSINESS

We offer innovative custom spraying equipment 
solutions tailored to your needs.

GREGSON-CLARK Spraying Equipment
A Division of Rhett M. Clark, Inc.

800-706-9530
sales@gregsonclark.com | gregsonclark.com

IRRIGATION
ASSOCIATION 

APPOINTS FOUR NEW 
BOARD MEMBERS
These individuals started 

their three-year terms Dec. 11.

FAIRFAX, Va. - The Irrigation Association re­
cently appointed four new members to the 
IA Board of Directors.
• John McPhee, general manager of 

irrigation and lighting for The Toro Co. 
(Riverside, CA)

• Katie Powell, president of Munro Cos.
(Grand Junction, CO)

• Michael Roberts, PhD, director for Rain 
Bird Corp. (Tucson, AZ)

• Ted Santiesteban, director of operations 
for Irrigation Components International 
(Daphne, AL)
These individuals started their three-year 

terms Dec. 11 and joined the 11 other mem­
bers who are continuing their terms from 
previous years. The IA Board is made up of 
15 people.

“These four individuals bring a diverse 
and broad base of industry experience and 
expertise to the IA board," said IA CEO Debo­
rah Hamlin. “As the IA continues to work to 
support its members during this unique time, 
we appreciate the efforts that these new and 
current directors devote to the association 
and its goals to advance the industry and 
promote efficient irrigation." l&l
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SUSTAINABLE 
NUTRIENTS MAKE 
ALL THE DIFFERENCE 
NO UNCOATED UREA 
NO FILLER
Create healthy lawns that go beyond beautiful.

With the expanded GreenTRX family of products you can 
apply complete year-long programs that assure fast, efficient 
nutrient uptake.

With more nutrients and no filler, GreenTRX provides great 
performance while reducing environmental impact and instantly 
improving soil health. You can count on clear visibility and easy, 
consistent spreading.

High Performance with Options

Jump start lawns with Anuvia’s unique technology, now available 
in formulations to suit every turf condition, every season.

The GreenTRX advantage. The GreenTRX difference.

EREENTiy&O GREENTItyJS GREENTF^GO

ANUVIA For more information visit:
PLANET INSPIRED PRODUCTS greentrxadvantage.com

©2020 Anuvla Plant Nutrients. All rights reserved. GreenTRX is a trademark of Anuvia Plant Nutrients. Always read and follow label directions.

greentrxadvantage.com


TRAVELS WITH JIM
WITH JIM HUSTON

TRAVELS WITH JIM followsjim Huston 
around the country as he visits with 

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

COMMON TRUCK AND 
EQUIPMENT MISTAKES
CONTRACTORS LOVE TRUCKS AND EQUIPMENT. It reminds me of the adage, 
“The only difference between men and boys is not their age but the price of their toys.”

“Iron Man Mike” epitomized what we’re talking about. He loved his 
trucks, mowers, skid-steers, ATVs, etc. Unfortunately, his iron-rich diet 
was eating his financial lunch. What follows are some of the ways that 
contractors mishandle their trucks and equipment.

T&E BENCHMARKS. As a refresher, here are some general T&E cost 
benchmarks that I mentioned in a previous article:
• Fuel: 3%+/-1% of sales
• Mechanics, parts & repairs: 3% +/-1% of sales
• Misc. (truck, auto & Inland Marine insurance, registrations, wraps, 

racks, etc.): l%-2% of sales
• Straight-line depreciation: 3% +/-1% of sales
• Total: 12% +/- 2% of sales

These benchmarks will apply to most green industry companies. 
Yours may slightly vary, but the important thing is that you understand 
and track them.

ASSET RICH BUT CASH POOR. Bill and Emily had a small landscape 
installation company in the Midwest with annual revenue of roughly 
$500,000. Their jobs were priced correctly but they were still cash poor. 
Bill loved his equipment and had two expensive skid-steers (with all the 
attachments), a mini-excavator and an 18-wheeler with a flatbed to 
haul his arsenal. T&E expenses on their profit and loss (P&L) statement 
were 18%+. While most of the equipment was paid for, it ate up a lot 
of cash and generated a lot of repair costs as it got older. Add to this 
the large plant and hardscape inventory that they had. A lot of it they 
bought in the spring for “potential” jobs. The remainder they grew on 
the acreage that they bought to start a tree and shrub farm.

The problem: Bill and Emily made too many “smart investments” in 
trucks, equipment and inventory. They were asset rich but cash poor. 
Their money wasn’t liquid.

The solution: Get liquid. Consider selling some of the extra equip­
ment and don’t act on every great deal that comes along. Also, sell 
some of the inventory that you have for potential jobs and buy in the 
spring what you can sell that year.

BIDDING TRUCK AND EQUIPMENT COSTS in general and adminis­
trative (G&A) overhead. Frank had a full-service landscape company 
with annual revenue just at $1 million. His field T&E costs on his P&L 
were 11% of revenue, or $110,000. He would include his T&E costs in his 
G&A overhead costs when he priced his work. Total G&A costs (includ­
ing T&E costs) were $350,000 or 35% of revenue. He would estimate his

labor and materials cost for a job and divide the 
total by 0.50. This supposedly would give him a 
15% net profit margin (NPM). However, at year’s 
end, he would rarely see a 15% NPM on his P&L.

The problem: Frank was averaging the cost 
of his field trucks and equipment in his pricing. 
This might be OK for his maintenance and lawn 
care services because the amount of T&E usage 
was pretty consistent. However, his design/build 
installation work required varying amounts of 
equipment. One job might require just a pick-up 
truck and wheelbarrows, while another job 
might require a skid-steer and a mini-excavator. 
His cost estimating system would underprice the 
equipment-intense jobs and overprice the labor­
intense ones. Guess which jobs he’d win: the 
underpriced ones. The more equipment he used, 
the less money he’d make.

The solution: Remove your field T&E costs out 
of your G&A overhead costs when pricing your 
work. Add field T&E costs into your bids as it is 
needed. If you only need a truck and wheelbar­
row on a job, put that cost in your bid. However, 
if a job requires a skid-steer and mini-excavator, 
charge both to the job in the bid. The Dual Over­
head Recovery System (DORS) puts all truck and 
equipment costs in G&A overhead when pricing 
jobs, and this is a critical mistake.

CONCLUSION. These are just two of the 
mistakes commonly made by green industry 
contractors regarding field truck and equipment 
costs. Contractors love equipment and that’s 
OK if it is paying for itself. Quite often it’s not. If it 
was field labor, it would be like having three guys 
on the payroll who were playing cards in the 
back room all day. Every cost in the company, 
especially field trucks and equipment costs, has 
to justify its existence and be passed onto the 
customer with an appropriate margin applied to 
it. Apply these simple rules to your field T&E costs 
and it should improve your bottom line, l&l

MAKE SURE YOU’RE 
BUYING SMART 

WHEN IT COMES TO 
EQUIPMENT. If it’s not 
paying for itself, your 
net profit margin will 

be negatively affected.
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TB250-2
The TB250-2 has an operating weight of 10,957 lb, a 
dig depth of 12’ 4.8” and max reach of over 20’. The 
TB250-2 comes equipped with a multifunction monitor, 
triple flange track rollers, heavy duty blade and a 
spacious automotive interior that provides all day 
operator comfort.

Visit takeuchi-us.com to find your nearest dealer.

NOW
At Participating Dealers

'Available Now though March 31, 2021
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WORDS OF WILSON
WITH BRUCE WILSON
FOUNDER AND CONSULTANT

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

BUILDING BLOCKS 
FOR FINANCIAL HEALTH
MOST LANDSCAPE COMPANIES have managed to navigate the turbulence of 
the COVID-19 pandemic in 2020. Thanks to the vaccine, we may see the economy 
and consumer spending rebound this year. However, it is unclear if the damage 
done by shutdowns and high unemployment will have lingering effects on recovery.

I think it would be wise to proceed with caution until we can see a 
more predictable future, maybe by the third quarter. In the mean­
time, keep a close eye on financial indicators.

If you do not have a financial dashboard, it’s a good time to estab­
lish one. Some items that should be tracked monthly include: 
• Balance sheet ratios such as current ratio, quick ratio, debt to equity 
and return on assets.

• Average age of receivables, payable days, cash on hand, credit line 
balance and available credit and average hourly wage.

• Operational labor percentage by service line, overtime hours, unap­
plied time, gross margin by service line, sales growth and net profit.

• Client retention, employee retention and lost days due to accidents.
While this is not everything, and may be more than you think you 

need, you do need a baseline. Items you should be monitoring daily 
- or weekly at a minimum - include daily bank balance, receivables 
received and payables paid. It is really important to do these things, if 
for nothing else but peace of mind.

I also think it is wise to pay close attention to your account receiv­
able aging and get on top of the over 30-day accounts immediately. 
Some of your clients may be struggling with cash and start to string 
you out, so it’s critical to stay on top of slippage.

Building a budget is essential to all businesses. If you don’t have 
one, do it now. Then track monthly actuals against budget and look 
for trends. The budget reflects how you thought things would work 
out, and the actual is how they are actually working out. The sooner 
you attack variances, the sooner you can limit damage.

Labor is your largest expense. Labor can be managed at a high 
level by knowing what your head count should be each month. Also, 
you should know how much, if any, overtime you are budgeting. If 
your head count and overtime match the budget, you should not be 
surprised at month’s end. You may have some individual job issues,

but the company overall should be okay. More 
detailed labor trackers are used by many com­
panies that track individual job labor to budget.

You should also place controls on purchas­
ing so that spending does not get out of hand. 
Limiting the number of people in the process 
is the best way to do this and not allowing 
purchases over a certain threshold or type of 
purchase without your prior approval is an easy 
way to establish oversight.

For many companies, this is second nature; 
for newer companies with limited management 
teams, this approach can be a necessary chal­
lenge. Having a good accounting department 
is an essential part of a successful company 
and an investment that pays real dividends.

Financial procedures and policies may require 
new planning approaches. Will you need to 
add new revenue streams? How much are you 
allocating to attract new customers, research 
market trends or bring added value to the table?

Last year gave us an opportunity to adjust 
our mindsets, develop greater connection with 
our teams and communities, and to invent new 
ways to measure what matters.

As we focus on a return to growth across our 
services and segments, making a commitment 
to improve financial reporting and perfor­
mance processes will help you translate lessons 
learned from 2020 and improve your financial 
profile for the longer term, l&l

DUE TO LINGERING 
UNCERTAINTY 

CONCERNING COVID 
AND THE ECONOMY, 

it’s more important 
than ever to keep 

a keen eye on 
your finances.
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First, Bayer Topchoice® eliminates fire ants. Then, your customers will start treating their lawn as carefully 
as the rest of their living space. A single application of Topchoice provides guaranteed* control of fire 
ants for up to a full year, along with the resources and support that come with buying a Bayer product.
Set your customers free - make Topchoice your choice, es.bayer.us/topchoice-lawn

RESTRICTED USE PESTICIDE DUE TO TOXICITY TO AQUATIC INVERTEBRATES. For retail sale to and use only by Certified Applicators or persons under their direct supervision and only 
for those uses covered by the Certified Applicator’s certification.

‘The guarantee is limited to the remedy of a retreatment of your property. If this product does not perform to your satisfaction, please contact your lawn care provider for the retreatment. Lawn care 
companies, please contact Bayer Customer Service at 1-800-331-2867 for product for the retreatment.

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS
Bayer Environmental Science, a Division of Bayer CropScience LP. 5000 CentreGreen Way, Suite 400, Cary, NC 27513. For additional product information, call toll-free 1-800-331-2867. 
environmentalscience.bayer.us. Not all products are registered in all states. Bayer, the Bayer Cross and Topchoice are registered trademarks of Bayer. ©2021 Bayer CropScience ES-0121-TC-0007-A-1



CREAM OF THE CROP
WITH FRED HASKETT, CA, CTP, LICM
GREEN INDUSTRY VETERAN

CREAM OF THE CROP features a 
rotating panel from the Harvest Group, 

a landscape business consulting company.

TRAINING
OUR TRAINERS
MOST OF US ARE IN THE MIDST of working on our training programs. This is an area that 
- as I have talked to different people around the industry - is a continuing source of angst.

We live in an information-rich environment and there are literally 
hundreds of places to get technical and business information. As­
sociation members are lucky to have educational programs, books, 
videos, DVDs and CDs at their fingertips. These represent some of the 
most cutting-edge information and data available.

Yet with all of this “stuff,” why is training still a constant source of 
frustration for both large and small companies? I do not think the 
problem is in finding the right stuff.

The problem is: Do we, as owners and managers, know how to 
teach the right way?

Do the people we charge with training - our crew leaders - know 
how to teach the right way?

To be effective, we as trainers need to be familiar with the nature of 
the teaching and learning process. We need to understand the pro­
cesses of teaching, learning and training methods. This will help train­
ers be in touch with how people learn and retain skills and concepts.

Basically, before you try to teach, you should know how people 
learn, which reminds me of a couple of quotes.

“Tell me and I forget. Teach me and I remember. Involve me and I learn.” 
-Benjamin Franklin

“I hear and I forget. I see and I remember. I do and I understand.” 
-Confucius

An effective training program must focus on the trainers as much if 
not more than the trainees. It needs to examine the following three 
processes:
• Teaching is directing the learning process - motivating, reinforcing, 

satisfying needs and creating interest all toward the trainee’s goals.
• Learning is the process by which a trainee, through his own activity, 

becomes changed in behavior.
• Training methods are those techniques (procedures and processes) 

used by the trainer to instruct the trainees in the knowledge, skills 
and competencies necessary to achieve the objectives of the lesson.

It also needs to examine the five basic ways in which people 
(adults and trainees) learn:

1. Doing: Performing a new job in the same 
way, with the same tools and equipment, 
under the same conditions as they must do 
this task in an actual real-life situation.

2. Thinking: Solving a real-life difficulty or 
problem. Getting the facts needed to solve 
it, discussing it with others, arriving at deci­
sions, putting the decisions into action and 
testing them.

3. Seeing: Observing a thing being done; 
studying pictures, charts, videos, illustrations 
and real objects.

4. Being told: Getting information and instruction 
through words - written, spoken or printed.

5. Being checked and corrected: Learning 
through mistakes brought to their 
attention in a positive manner by an alert, 
competent trainer.

In an effective training program, each step is 
discussed in detail, as is the sequential flow of 
the process to achieve the maximum effect.

Providing training to your trainers will make 
them more comfortable and less fearful of their 
role as a trainer.

Once the training program is embraced, it 
allows an organization’s trainers to have the 
familiarity and the self-confidence to train their 
team members consistently and thoroughly. 
The result is a safe, competent and effective 
workforce.

As we all know, training is not a full-time job - 
it is an all-the-time job. If your trainers have the 
right tools, they can get the job done for your 
trainees, l&l

PEOPLE LEARN IN 
DIFFERENT WAYS. 

AN EFFECTIVE 
TRAINING PROGRAM 

should focus on 
5 common learning 

methods.
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Landscaping is a world all its own. From hauling rock to laying mulch, no two projects are alike. The variety and
demanding nature of the job requires a machine that's equally as versatile and productive. Enter John Deere’s run

full line-up of Compact Track Loaders (CTL). With dozens of attachments for countless applications, not to [YOUR]

mention a host of creature comforts, our CTLs make even the biggest landscaping jobs feel a lot smaller. world



Story by Kristen Hampshire

t ,

Building a 
solid business 
infrastructure 
has positioned 
Matt Lyum and 
Performance
Landscapes to 
grow thoughtfully, 
train thoroughly 
and deliver quality.
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“I intentionally turn down work so we 
don’t have big jumps in our workload. 
We always have to keep looking at 
infrastructure, and that infrastructure 
has to change and evolve with our growth.”
MATT LYUM, president, Performance Landscapes
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► So, the plan was to land work in the As­
sociation of Apartment Owners (AOAO) 
sector - Hawaii's version of HOAs. Lyum 
tapped into his family business's real estate 
contacts, reaching out to property managers 
to let them know he had started his business, a 
pivot from his previous career in landscaping 
and composting.

"I called these property managers that my 
dad and family knew and they were all excited 
and encouraging me, saying, 'A year from 
now, we'll have a bid coming up, so we'll keep 
you in mind,’" Lyum says.

A year?!
“I’m thinking, 'I need money now,"' Lyum 

says. “My cash flow projection said I'd be 
hiring in the upcoming months. I had to pivot 
right away.

“I rushed and got my contractor's license, 
which in my business plan was not until year 
two. I jumped into install work and then the 
maintenance followed."

Earning a contractor's license requires 
working in the field for at least three out of 
the last 10 years. Lyum leveraged experience 

u, working for a previous licensed landscape 
§ contractor, plus the compost company had a 
Q
5 landscape division with licensing.
z “I was able to use that to qualify," he 
o says, adding that he passed the test within a 
o'
£ month's time. This fast ramp-up was neces- 
& sary because potential clients were requesting 
| install work and the new business already had 
p a growing pipeline of opportunities.
o
£ Since then, consistent growth has followed.

Performance Landscapes evolved from Lyum 
and his business partner and operations man­
ager Benny Abrigado, to more than $7 million 
in revenue and 120 employees, a large por­
tion of which are Filipino and are embracing 
Performance Landscapes' customized train­
ing and opportunity to work on the island's 
high-end properties.

Lyum says of the business, “This is scalable. 
I don’t even see an end in sight to our growth 
right now." In fact, he turns down potential 
clients in order to preserve quality and ensure 
the infrastructure is in place to deliver on 
the company's standards. Currently, Perfor­
mance Landscapes services 24 HOAs on The 
Big Island.

“I intentionally turn down work so we don't 
have big jumps in our workload," Lyum says. 
“We always have to keep looking at infrastruc­
ture, and that infrastructure has to change and 
evolve with our growth."

RAMPING UP REPUTABLY. Referrals feed 
new accounts to Performance Landscapes 
because property managers are looking for 
providers that understand Hawaii's tropical 
nuances and what this means for landscapes. 
“We have year-round insects, pests and 
weeds, so you have to be up on your horticul­
ture skills to identify those and know how to 
treat them," Lyum says.

When he started the business 18 years 
ago, there were “lots of mow, blow and go" 
contractors. “But if you don't control irriga­
tion, fertilization and pests, you can really lose 
control of your landscape quickly," he says.

In essence, Performance Landscapes 
has “taken control" of the high-end market 
because word passes on the island. Lyum 
rewinds to the first year in business when a 
friend of his received a wrong-number phone 
call from a woman seeking a landscaper. “He 
convinced her to call me, and she was on the 
board of one of the largest HOAs, which was 
a big leap into that market," he says.

Lyum met with this new contact and 
she hired him. A year later, the HOA board 
requested an RFP from Performance Land­
scapes. But the property, called The Pen­
insula, was 43 acres, “and we were still too 
small to ramp up," he says, always thinking 
infrastructure.

So, Lyum declined the opportunity. If he 
said yes, he'd have just 30 days to find staff 
and acquire equipment. “They actually liked 
our honesty, and they gave us 90 days to ramp 
up," Lyum says.

The company recruited 10 more employ­
ees, which was a 30% jump in labor. Per­
formance Landscapes relies on referrals to 
recruit new team members, offering a $1,000 
bonus paid out during a year’s time to crew­
members who bring a qualified, hard-working 
employee to the table. “It helps motivate them 
to get good guys, and they want to do that 
anyway because they don't want dead wood 
working with them," Lyum says. The bonus is 
paid monthly until the $1,000 cap is hit as long 
as the new employee stays on board.

With a phase-in plan to handle the account 
and ongoing recruiting, Performance Land­
scapes took over the property maintenance 
and has been working there ever since.

HOA properties are bread-and-butter for 
Performance Landscapes, but entering the 
military property management sector has 
provided stable income and advanced the 
company's safety training. In 2007, Lendlease 
reached out to Lyum. Lendlease is a private 
military contractor in the real estate industry 
and has a number of properties in Hawaii. 
“Usually, we don't do government work be­
cause it's in the low-bid world, but I talked to 
them and toured the site," Lyum says.

They were looking for something different. 
“They wanted a high-quality service provider," 
he says.

Lyum’s wife, Tracey, who is a financial 
adviser and does the accounting for Perfor­
mance Landscapes, helped changed Lyum’s 
tune. In 2007, the country was on the brink of a 
recession and she saw the writing on the wall. 
“She said I might want to consider a customer 
with a 50-year federal contract," he says.

Performance Landscapes has been servic­
ing Lendlease properties since then, and the 
account has grown exponentially, from 300 
homes to now more than 5,000 and counting. 
Plus, the work has been recession-proof and 
resulted in safety and training protocols that 
Lyum says makes Performance Landscapes 
a better business.

For example, Lendlease implements the 
military AHA, Activity Hazard Analysis. “So, 
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you have to analyze each piece of equipment 
or activity, come up with a training program 
and workers have a laminated card signed off 
by a supervisor saying he is trained for one 
year," Lyum says. “Every year it expires, and 
they have to retrain."

Lyum loved the concept and adopted it as 
a best practice at Performance Landscapes. 
Every year, the company hosts a training day. 
The workweek is cut to four days and staff is 
paid overtime on the fifth day, which is set 
aside for field activities and education. Team 
members retrain on every piece of equipment.

“We think this is a better way to operate, 
and we've grown from it," Lyum says.

Meanwhile, Performance Landscapes 
creates its own training manuals and videos, 
primarily because the company translates 
English into the Filipino language of Ilocano. 
Landscape training manuals are widely avail­

able in Spanish, but not this dialect. “We make 
our own in-house training flyers, and several 
of our supervisors and managers are fluent in 
English, so now we are doing in-house train­
ingvideos," he says.

Recruiting from the Ilocano Philippine 
farming communities has resulted in build­
ing an agronomically strong team, which is 
important to Lyum.

“They have an awareness of plants and 
plant management," he says.

Similar to how Performance Landscapes 
has grown its client base, it expands its team 
through referrals.

“Our people almost prequalify people for 
us," he says. “They have already talked about 
our company and our values, our attention to 
detail and professionalism. So, a lot of the guys 
who come to us say, 'We want to work like that, 
too.' It cuts the interview process way down."

SYSTEMS WITH AN EDGE. Ifyou see Perfor 
mance Landscapes on the road, you'll notice 
their vehicles because of the professional logo.

Plus, the enclosed vans aren't the usual 
truck-and-trailer outfit. The service vans are 
windowless, which prevents theft. They're 
easier to drive on the volcanic Hawaiian to­
pography. And it’s easier to jet through traffic, 
which can be merciless during rush hour.

“A truck and trailer have physical difficulty 
getting around town and to different jobsites," 
Lyum says. “And because our streets follow 
the contour of the land, our crews are winding 
up and down hills, and truck-and-trailers are 
a little bulky for that. So, we use the vans that 
are lockable for mobility, maneuverability 
and security."

With growth a theme, the fleet has ex­
panded and so has Performance Landscapes' 
need for warehouse space. A major milestone
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OPEN TO SUGGESTIONS. Performance 
Landscapes employees can earn a $1,000 
bonus for bringing in a new worker.

was purchasing a location - its third move - 
in Honolulu, where industrial real estate can 
cost up to $300 per square foot.

But being in town was critical for reduc­
ing drive time, Lyum says. As everyone files 
into the city to work, the crews are driving 
against traffic.

“We save what we pay in our mortgage 
in travel-time costs," he says. "And, buying 
our own property really stabilized that part 
of the equation where a landlord could raise 
the rent or evict us."

Another stabilizing force is how Performance 
Landscapes uses time-motion efficiencies for 
estimating through online property measuring 
software. "We set up production rates and did 
some random checks on our crews and modi­
fied those a little bit," Lyum says.

With those rates and the measurements 
software provides, Performance Landscape 
can accurately job cost. And once a year, Lyum 
reviews those numbers to assess whether 
price increases are necessary.

"If we are doing really well with time on a 
property, it will not get an increase. But if we 
are behind, there might be a price increase," 
he says.

Looking ahead, Lyum says that Performance 
Landscapes, like every business, is anticipating 
the end of the pandemic.

Though, he's grateful to be in an industry 
that is deemed essential and that his accounts 
are HOA and military vs. hospitality and retail, 
which are struggling. Sure, some jobs have 
been postponed, but other areas like instal­
lation have accelerated. In fact, the company 
was wrapping up a CARES Act-funded job in 
December.

Acquiring plants and landscape materi­
als continues to be a challenge across the 
green industry, and it’s no different for 
Performance Landscapes. Back to the word 
of the year: pivot.

With one job, Lyum is working with the 
architect to re-specify plants and extending 
the project through 2021. He plans to contract 
grow a lot of plants.

Continued growth is on the docket, though. 
Performance Landscapes created another 
layer of management to allow for career de­
velopment. "We just have to be conscious of 
not growing too quickly," Lyum adds.

With all the pivoting during the company’s 
history, in many ways it was prepared for the 
pandemic. And, there have been may silver 
linings. Lyum names this one specifically:

"One of our HOA accounts applied for 
the local building industry 'landscape of the 
quarter’ award because of our service," he 
says, proud, l&l

441 was totally blown away by the service. 
... I’ll definitely be back for another rig.”

THE GRAHAM DIFFERENCE?
OUR WOW FACTOR.

Graham® Spray 
Equipment

PUTTING YOU FIRST IS WHY 
WERE SECOND TO NONE

► Smart design for your business

► Service you won’t find anywhere else

► Relationships built on a team that 
champions your success

Talk to us about your next rig. 
We’re ready to wow you.
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The next software solution
The right labor management software can help 

tackle common tasks more efficiently. By Kimberly Lux

today's world, business owners 
are looking to technology to 
solve their everyday problems 
and help streamline operations.

Nate Moses, CEO of Precision Landscape 
Management, in Greenville, S.C., says good 
labor management software can be one of 
the most essential tools for a landscaping 
company.

"Like the CRM that you use for your busi­
ness, it’s very involved and the more involved 
you are in it, the more you get out of it,” he 
says. "You have to utilize it almost on a daily 
basis to get the most out of it.”

TAKING THE PLUNGE. Moses admits he 
didn't go looking for a labor management 
software, and it took him awhile to commit 
to the investment.

"The product came to us. The salesperson 
who taught us about it is someone we knew 
from their previous job,” he says. "He knew 
the business we were in and knew that labor 
management was a key part of what we do. We 
did a lot of our own research, too. It was prob­

ably three to four months since he first told us 
about it before we decided to pull the trigger.”

Daniel Henks, owner of the Missouri-based 
Earth Effects Outdoor Living, was turned on 
to his software by a local colleague. After get­
ting the referral, Henks says he made sure to 
test it with a few members of his team before 
committing to it.

"We started using (the software) three 
years ago and had used a few basic types of 
software before but decided through another 
local company to give it a try,” he says. "I came 
to love it pretty quick just because of the effi­
ciency and how things tie together from being 
out in the field and then coming back to the 
office and it's all tied in.”

One of the things Moses says he likes 
most about his software choice is how tech­
forward it is.

"It's a technology company that handles 
HR and payroll rather than a HR company 
trying to use technology,” he says. "We feel like 
it gives us a lot of advantages on the reporting 
and predicting side that traditional payroll 
and HR software has not.”

The process 
for us started 

with our office 
manager really 
spearheading 

the project.
When you’re 

implementing 
something new,

I think it’s really 
important that 

one person 
owns the project.”

NATE MOSES, CEO, 
Precision Landscape 

Management

ABOVE: Crews at Earth 
Effects Outdoor Living are 

fairly tech-forward and have 
learned to embrace labor 

management software.
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SMART

PROFESSIONAL-GRADE LANDSCAPE DRIP PRODUCTS

Maximize the beauty and health of landscapes and gardens 

with Toro professional-grade drip and low volume irrigation 

products. From pressure-compensating point source emitters 

engineered to deliver consistently without clogging, to sub­

surface dripline guaranteed against root intrusion, count on 

Toro to help you efficiently bring your landscapes to life and 

keep them looking beautiful for years to come.

Learn more at: www.toro.com/irrigation

http://www.toro.com/irrigation


TECHNOLOGY
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Innovation. Dependability. Support.

We invented the first HydroSeeder
And we’ve been reinventing it ever since.
Today, we offer the most advanced and dependable machines 
on the market; supported by a national network of over 150 dealer 
locations who know our equipment and understand your business.

To learn more about FINN visit 
FINNcorp.com or call 800-543-7166.

FINN
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©2021 FINN Corporation

Moses didn’t seek out labor management software, and it took him awhile to 
commit to the investment, but now it’s an integral part of his business.
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GETTING IT TOGETHER. Moses and Henks both say the process of 
implementing the new software was time-consuming but well worth it.

“Obviously, there's a huge learning curve," Henks says. "I still say I'm 
not using it to its full potential because there's so much you can integrate 
and automate, and I just haven't had the time to fully use it. But, even 
at using it to 35 to 50% of its capacity, I still find it to be a huge value."

Onboarding the new software took Moses' company about two 
months to complete.

"There's a lot of work that goes into it," he says. "The process for us 
started with our office manager really spearheading the project. When 
you're implementing something new, I think it's really important that 
one person owns the project."

After getting it set up, the next step is introducing it to the masses.
"When we rolled it out to the company, it was a tiered rollout," Moses 

says. "There were three or four weeks where we rolled out specific things. 
And that went very, very well since it was planned intentionally." §

Henks says his software came with a convenient way for his crews to §
learn it on their own time. |

"There were training videos galore, so you could have your staff watch §
Q

videos on their phones even to see how it works," he says. "That saved 5 
a lot of time." |

u
And after training the staff, the next step was encouraging employees g 

to utilize it. Henks says he let employees practice using the new technol- & 
ogy for a few weeks before they officially went "live" with it. This way they | 
felt more confident using it when the time came. o

"The biggest challenges were getting it set up the right way... and then £
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LOOK BEFORE YOU LEAP. Henks 
and Moses both did a great deal of 
research before selecting software.

training both the office and guys in the field. There’s different levels 
in people's ability when it comes to technology," Henks says. “Young 
people gravitate to it really quick and wonder why you didn't do it sooner, 
and the older generation says, T don't want this new thing. And how in 
the world am I supposed to learn this?"’

When it came to those older employees, Henks says he allowed more 
time for training and knew some hiccups might occur during the early 
stages. But, he says they continued working with those employees.

Moses says the software was well received at Precision.
“I'd give the reception an eight out of 10," he says. “People are typically 

resistant to change, but there was enough frustration with our previous 
software that they were a little more open to the change."

REAPING THE BENEFITS. Moses says the advantages of labor manage­
ment software are endless.

“We've been using it now for about six months," he says. "It's made 
our payroll process shorter. It has made reporting for our team members 
better, and it's made our team members more involved in the process."

Communication is always key, and Moses says the software has made 
it a breeze.

“It allows us to do things like make company announcements and 
schedule company events," he says. “Some other features it has is that 
you can survey your staff on different things...and you can also link it 
with Indeed and other job-tracking software."

But Moses says there's one special feature that really sold him.
“The technology, once you've used it for a while, can help predict 

what employees may not be satisfied in their position based on your 
turnover trends and other common things," he says. “It has GPS and 
looks at where people are driving from, how long they've been in the 
company, how long they've been in this role and who their supervisor is. 
It looks at all these different factors and tries to predict that employee's 
long-term success at the company and prompts you to proactively have 
a chat with that person."

For Henks, the labor management software is all about saving time.
"It's a lot more efficient. It takes care of a lot of the things that you’d 

have to bring paper into the office for and enter," he says. "I also use it 
for marketing some and could use that heavier."

Henks says other perks include a customer portal for online payments 
and he's able to keep an eye on crews out in the field.

EMBRACING THE TIMES. The pair believe that the software, and tech­
nology in general, is necessary to keep their companies moving forward.

"Like anything in life, you have to keep up with changes or you get left 
behind," Henks says. "One of the reasons I like technology is because I 
like things to be seamless. I’m not a huge company, there’s 15 of us on 
average, we don't have the time to do lots of extra things. Anything I can 
do to push the processes through faster is important."

Moses says he recognizes that some may be hesitant of the expense 
but staying stagnant in business could be even more costly.

“When you're analyzing software you really have to not think about 
what the expense is but what additional efficiencies you can get out of 
your business when you do implement it," he says, l&l
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into

A n increasing global population, droughts and a move 
/1 toward more sustainable options throughout the industry 

/ has led to drip irrigation becoming more popular.

/I Because of this, irrigation companies are working to 
Jk provide products that are more advanced, environmentally 

friendly and speed up installation time for contractors.

DRIP
Drip irrigation has become more 

commonplace in recent years, and 
irrigation companies are keeping up 

by designing more products to increase 

efficiency and ease installation.

By Kim Lux

BENEFITS BEYOND SAVING WATER. The primary advantage of drip 
irrigation is ultimately water conservation.

“It’s the most efficient form of irrigation because it's putting water 
directly where it's needed," says Peter Lackner, product manager at 
Toro. "And that’s especially true of subsurface irrigation where it's put­
ting water directly at the root level."

Rick Foster, principal product manager with Rain Bird’s landscape 
drip business unit, calls drip irrigation a problem solver, since it elimi­
nates overspray that winds up on cars, parking lots, sidewalks and other 
areas where it's not wanted.

Foster says another perk of choosing subsurface drip irrigation is it 
reduces acts of vandalism.

"Drip irrigation can be installed subsurface.. .which means you don't 
see it. And if they can’t see it, they can't damage it. Unfortunately, vandals 
see a spray that’s popped up and they give it a kick," he says. "It happens."

The amount of water needed to run a drip irrigation system also at- | 
tracts more contractors. o

"As the population increases, and there's more and more demand 1 
on the infrastructure, we’re losing more water pressure," says Rick Hall, 
market development director with K-Rain. "Drip irrigation, by nature, | 
is a low-pressure delivery system. It’s not going to suffer the same long­
term effects of an overhead system." £
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IRRIGATION

Hall adds that during times of droughts, 
where water conservation is critical, some 
communities give relief or exemption to wa­
ter restrictions where drip irrigation systems 
are installed.

ADVANCING THE APPARATUS. Since drip is 
becoming increasingly more popular, irriga­
tion companies are making a wider range of 
products to keep up with demand.

Netafim has been working to provide more 
options when it comes to flow and spacing.

“Dripline used to be about .9 gph (gal­
lons per hour) flow and 12-inch spacing. 
Most manufacturers still only have one or 
two flow rates,” says Mauricio Troche, vice 
president of sales for specialty markets at 
Netafim. “With our farming background we 
understood the need for multiple flows to 
meet different soil or plant types.”

Netafim manufactures equipment with 
flow rates as low as .26 gph to as high as 1.16 
gph, coupled with spacings from six inches 
to 24 inches.

Troche says the company is also making more 
checkvalves for slope and elevation changes.

Rain Bird has been making advancements 
with checkvalves too, by adding them to each 
emitter in the dripline system.

“In a drip zone, or any irrigation zone, 
when you complete the irrigation cycle and 
the valve turns off, typically all that water 
drains out at the lowest point in the zone,” 
Foster says. “And that's a lot of wasted wa­
ter. .. so, one of the other advancements that’s 
happening is the integration of check valves 
inside each tiny, little drip emitter.

“So, instead of having an in-line check 
valve, which have been around for years and 
years, that are big and bulky and the size of 

your fist, the industry has developed tiny 
check valves that are located in each indi­
vidual drip emitter,” he adds. “And what that 
means is, when the zone shuts off, all the water 
stays in the drip line.”

Rain Bird also has a patent for its copper 
chip technology in its new XFS Subsurface 
Dripline.

“When you go subsurface, you have to 
protect the devices from root intrusion and 
that's a big problem,” Foster says.

“One of the most important advancements 
is the use of copper located right in the drip 
emitter itself. Copper is known to resist root 
growth, so as roots get closer to a high con­
centration of copper, the growth of the root 
is interfered with.”

Hunter is also getting into the copper game, 
and Robb Kowalewski, product manager for 
Hunter's valves and micro-irrigation division,

Work here.
Thrive 
here. SavAYree

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

expanded my skills from plant health 
care, to lawn services and helping 
with general tree care. SavATree 
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and are willing to better yourself, 
SavATree is the best spot to 
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- Karl T. Hunter, 

Assistant Specialist
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GOOD THINGS COME IN SMALL 
PACKAGES. Rain Bird’s check valves 
have gone from the size of a fist to 
small enough to fit on your fingertip.

says a copper dripline will debut in Q1 of2021.
However, Kowalewski says one of the com­

pany's tried and true products is even better 
at preventing root intrusion.

"What we consider to be our better invest is 
our Eco-Wrap and our Eco-Mat,” he says. "The 
Eco-Wrap is a dripline that has a fleece lining 
wrapped around it. It is more root-resistant 
than copper and, because of the fleece, it 
actually moves the water better under soil."

Lackner says Toro still has a flagship prod­
ucts, the DL2000, which uses a cylindrical 
emitter that's also tolerant of debris.

Additionally, Lackner says Toro is working 
on creating products that ease installation.

"We revamped our drip zone valve kits 
about three years ago, and with anything 
with drip, it's important to have a filter on the 
line as well as a pressure regulator," he says.

"The revamp we did was basically consoli- Using copper in drip irrigation systems has become more popular because it’s root-resistant.

SIMPLE. ACCURATE. 
PROFITABLE.
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IRRIGATION

dating our regulators into one model that can 
tolerate a wider range of flows. We’ve got essen­
tially a universal flow pressure regulator.. .that 
makes things easier for the contractor to install."

I think the way people design will probably modify 
globally...and because of that, drip irrigation will 

continue to grow and be more and more relevant.”
ROBB KOWALEWSKI, product manager for Hunter’s valves and micro-irrigation division

Furthermore, Toro's tri-lock fittings fit 
multiple size driplines, which helps contrac­
tors when retrofitting or dealing with main­
tenance issues.

REDUCE PESTICIDE COST 

BY 50% OR MORE

EC0-505 INJECTION SYSTEM

• Spot spray pesticide while blanket applying fertilizer
• Increase efficiency/reduce callbacks
• Pays for itself in less than one season
• Easily installed on your existing sprayer

I GREGSON-CLARK Spraying Equipment
A Division of Rhett M. Clark, Inc.

800-706-9530
sales@gregsonclark.com | gregsonclark.com

Rain Bird has also been working to speed 
up installation.

"We've developed pre-assembled units we 
call control zone kits,” Foster says. "Instead 
of having to go find all the individual compo­
nents, and confirming they all work together, 
we’ve done all that work for them. "

Netafim has created its wheelbarrow tub­
ing dispenser and Techlock Fittings with the 
motto "keep it simple” in mind.

"The tubing dispenser is just that. You put a 
roll onto the wheelbarrow. Like a lazy Susan, 
you're able to move it around easily and dis­
pense tubing quickly,” Troche says.

"The Tech Lock fittings are meant to be 
used instead of insert fittings when you think 
you might move the tubing again or want to 
change the design down the road. They are 
meant to be used in smaller spaces.”

MAKING DRIP A MAINSTAY. Hall believes 
that drip’s popularity plays into contractors 
being more educated on the subject.

"I can recall years ago that drip was con­
sidered a splurge or a luxury,” he says. "But 
today it’s become common practice in a lot of 
areas. Irrigated areas are becoming smaller and 
smaller as populations expand, so drip is very 
much mainstream today.

"The need to throw water great distances are 
limited to athletic fields, golf course, large parks 
and places like that."

And Hall says drip irrigation will only con­
tinue to evolve.

"I would suspect that as drip continues to 
grow in popularity, you’re going to find more 
companies offering creative ways of quickly 
installing it,” he says.

Lackner too believes more people will 
embrace drip irrigation, and other sustain­
able measures.

"I anticipate we'll see more fluent water 
infrastructure expansion and people using 
more retreated water to water their land­
scapes,” he says.

Troche says Netafim has been looking to 
encourage more people to use reclaimed 
water as well.

"As more water agencies and states require 
the use of reclaimed water, we have developed 
two options,” he says. "We've always had a 
reclaimed option that drained completely
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IRRIGATION KEEP IT SIMPLE. Irrigation companies 
are working to consolidate their products 
to make installation easier.

With sustainability and water conservation gaining momentum throughout the industry, drip systems 
water plants directly at the root level.

and with our emitter filtration and new copper 
oxide root intrusion technology, we now offer 
a reclaimed check valve version for projects 
that have elevation changes."

Kowalewski also says an increased focus on 
the environment will lead to more landscape 
designers to incorporate drip.

"I think drip irrigation will continue to

grow at a higher pace than overhead sprays," 
he says. "I think the way people design will 
probably modify globally...and because of 
that drip irrigation will continue to grow and 
be more and more relevant."

But with so many options out there, Kow­
alewski says it can be difficult for contractors 
to know exactly what to choose.

"I think there are some many (products) 
that it's confusing so I think companies will 
probably consolidate products," he says.

Foster says simplifying the installation 
process is more important now than ever.

"Sometimes, simple innovations like pre­
assembling a system may be very helpful for 
customers," he says.

"I think it's important especially with a 
tight labor market, and COVID-19, contrac­
tors want to do work with smaller teams and 
get in and out of the jobsite quickly." l&l
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Used Landscapers In Stock! Variety of Specs Available

ISUZU ISUZU
TRUCK TRUCK

HUGE INVENTORY!

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

INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!

Isuzu NPR with 18’ Enclosed Landscape Body
297 HP Gas Engine, Automatic Transmission, 12,000 lb. GVWR. AM/FMCD Player, 

A/C, PIS, Power Windows & Locks. Tilt Wheel. Split Dovetail Ramp, 
(Other Options And GVW Ratings Available)

If you are not in the market for a new landscape truck, maybe a premium used unit will work for 
you. We are one of the few dealers in the country that is dedicated to providing you with used 

landscaper trucks. Many have brand new bodies’

Isuzu NPR HD 4 Door with 19’ Dovetail Landscaper Body
*Gas or 210 HP Diesel Engine, Automatic Transmission, 14,500 lb. GVWR, Exhaust

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

Isuzu NPR HD with 12' Dump Body
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR, 19.5 Tires, AM/FM CD Player, 

A/C, P/S, Power Windows & Locks. Tilt Wheel, Tow Package & Brake Control, 
(Other Options And GVW Ratingswattable)

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

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

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

(Other Options And GVW Ratings Available)

Isuzu NPR with 19’ Custom Irrigation Body
297 HP Gas or 210 HP Diesel Engine. Automatic Transmission, 12.000 lb. or 14,500 lb. GVWR, 

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

Isuzu NPR with 19’ Dovetail Landscaper Body
297 HP 6as or 210 HP Diesel Engine, Automatic Transmission, 12.000 lb. or 14,500 lb. GVWR, 
•must Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel.

(Other Options And GVW Ratings Available)

http://www.neelycoble.com


BUSINESS FOCUS

Celebrating 
your 
differences
Understanding the diversity 

in your workforce could do 

more than boost your team 

morale. By Jimmy Miller

R
ichard Lehr believes refocusing your 
efforts on diversity and inclusion is a 
slow burn - it's not easy and it won't 
come quickly.

"It's wading from the shallow end to the deep 
end," says Lehr, the legal and human resources ad­
viser with the National Association of Landscape 
Professionals. "It's not diving into the deep end."

Lehr presented during a session called "Fo­
cus on Diversity and Inclusion: Implementing 
Meaningful Initiatives in your Organization" at 
LANDSCAPES 2020, which was held virtually in 
October due to the pandemic. Pam Dooley from 
Plants Creative Landscapes in Georgia hosted the 
panel, which also included Lehr; Brigitte Orrick, 
the director of recruiting and employee develop­
ment from the Davey Tree Expert Company; and 
Mari Medrano, the human resources director 
from CoCai Landscapes.
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to maximize 
your routes. J
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Schedule More, Reduce Costs
Quickly plan technician optimized routes for every estimate, job and 
service call with Routing Assistant. Free up hundreds of man-hours 
worth of manual route planning - allowing for more time with current 
and prospective customers.

For more information about Routing Assistant visit 
RealGreen.com/Routing or give us a call at 877-252-9929.

© 2020 Real Green Systems.

RealGreen.com/Routing
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J Sod Solutions 
Professionals

The Turfgrass 
Experts

Let Sod Solutions Pro help 
source the right grass cultivar 

for your next project. Our 
network of 250+ farms and 

portfolio of superior turfgrasses 
can help you and your clients 

achieve an exceptional 
landscape no matter where you 
operate. Contact our pros today 

to get started.

B SPECIFICATION 

& PRODUCT SOURCING

W DELIVERY

INSTALLATION

MAINTENANCE CONSULTING 

FINANCING

The panelists acknowledged that efforts to celebrate workforce di­
versity are often well-intentioned, but they can lose steam unless the 
company undergoes a significant culture change.

“We need to change our mindset," Medrano says. “Not only as own­
ers, but we need to change the mindset with our employees out in the 
field as well."

LOOKING FOR THE RIGHT THING. Lehr specifies that a focus on diversity 
should not be company owners seeking to make their employees conform 
to one specific cultural identity. Avoid assimilation - it’s not the end goal, 
nor is simply tolerating everyone's differences.

“What we're really focusing on is to appreciate the various back­
grounds and beliefs that individuals have," Lehr says. “What we really 
want to do is understand, respect and celebrate the differences that 
individuals bring to the workplace."

Lehr says that when we hear the words “diversity and inclusion," the 
focus tends to be on race, sexual orientation and gender identity. But 
really, he says company owners should be thinking in a broader view of 
what makes each member of their companies unique.

Yes, this viewpoint includes a look at race or sexual orientation or 
gender identity, but it should also include language skills, geographic 
background and work experience. It can include preferences like learn­
ing style, favorite foods, social style or hobbies, too.

“One of the mistakes we make is we look at it too narrowly," Lehr says. 
“There's a richness within our own workforce that we can learn about."

It's not just about the employees: Lehr says a “thorough, wall- 
to-wall" focus on diversity and inclusion is an effort to bid jobs to 
female-owned or minority-owned companies at a higher frequency. 
The outreach to do work with these companies needs to be strong, 
and Lehr challenges landscapers to consider how they're doing this 
in their own communities.

But Lehr says one of the reasons the process of truly embracing 
diversity and inclusion can be so difficult is because there are plenty of 
people who come from areas that truly were not that diverse. In other 
words, some folks were raised in spots where people didn't think too 
differently from one another, and diversity in race, ethnicity, or even 
sexual orientation may come as a culture shock.

Even still, Lehr says it’s important to go through the meticulous 
growing pains of this process should they exist. That's because the 
benefit of a company that embraces each other's differences is one 
that has a strong culture overall.

“Individuals are not spectators, they’re participants," he says. “Orga­
nizations that have less of a focus on inclusion and diversity tend to be 
cultures that are more siloed."

HOW TO GET ROLLING. Orrick says Davey Tree launched their initia­
tive in a four-stage process, of which they're only midway through.

First, she recommends collecting data and analyzing it thoroughly. 
Examining the existing workforce and determining ways to break it down 
into categorical data is helpful. And if company owners find that they can't 
break it down into some types of categories, that means there's not even 
visibility at the company.

SodSolutionsPro.com/Landscape
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What we really want to do is understand...the 

differences that individuals bring to the workplace.” 
RICHARD LEHR, legal and human resources adviser, NALP

©
 M

AM
BA

 A
ZU

L 
| A

D
O

BE
 S

TO
C

K

For example, Orrick says Davey Tree found 
they didn’t offer many ways for employees to 
select themselves as military veterans or share 
their sexual orientation preferences in com­
pany surveys. Obviously, employees should 
have the option to opt out of answering any of 
these questions, but Orrick says they should 
be able to opt in to addressing their status, too.

This type of research helps companies 
evaluate spots where they're succeeding in 
their efforts on hiring or recruiting with di­
versity in mind, and it highlights areas where 
the company can improve.

"What we did learn is that just by examin­
ing our workforces, we found some pockets 
of success and some pockets we needed to 
pay attention to,” she says. In particular, 
she found that at Davey, there was decent 
representation from women and minorities

Continues on pg. 54
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By Damson Manufacturing

DISPENSE MATERIAL 
3X FASTER

All-electric, virtually silent 
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Some landscape 
companies are 
trading in their 

walk-behinds and 

riders for stand- 
on mowers.

By Gregg Wartgow

T
hanks to its shorter profile and enhanced agility, the stand-on mower is 
becoming the preferred mowing machine for more landscape companies. 

Nate Hrobsky, owner of Nate’s Landscaping & Snow Removal in Milton, 
Wis., first began using stand-ons several years ago. Now he won't use anything 

else. It’s all about productivity.
"We mow some very large commercial properties," Hrobsky says. "We typically need three 

60-inch mowers going at once. The biggest advantage we've found with stand-ons is that we're 
able to get as many as four on our big trailer. When we were using riders, we could only fit two."

Some landscape companies have found that a stand-on is a good match for smaller 
properties, too.

"If we are mowing anything less than a half-acre, we use either a 48-inch rider or 36-inch 
stand-on," says Alex Kirby, owner of Trifecta Lawn Care in Lexington, S.C. "I personally 
wouldn't want to be standing all day to mow. But in our market where there are a lot of 
smaller subdivision yards, a 36-inch stand-on is great. It fits through any gate, is excellent 
around beds and eliminates the need for push mowing. A stand-on is also lighter which is 
good for delicate turf. Plus, we can flip the platform up and turn it into a walk-behind if we 
have to, like if the grass is pretty wet. Overall, the flexibility of the stand-on has been awe­
some for us. We don’t even own any walk-behinds."
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all-in-one business 
management software 
by Arborgold

ARBORGOLD.COM/LM

SALES TEAMS
Find out why today's most successful lawn, 
landscape, and tree care 
companies use Arborgold to manage bids, 
schedule work, route crews, track job costs, 
manage projects, invoice clients, receive 
payments, and market their business.

Bid & Proposal Templates 
Autoprice Service Calculator 
Unlimited Lawn Measurements 
Client Plant & Tree Inventory 
Marketing & Sales Automation 
Message and Appointment Center 
Mobile Estimating
Sales Pipeline Management 
Automated Renewals

PRODUCTION
Drag & Drop Scheduling
GPS Crew Routing & Time Tracking 
View Crew GPS in Real-Time 
Document Chemical Usage & Weather 
Track Travel, Job, and Shop Time 
Mobile Job Management
Project Management

Contact Management

Appointments & Messaging
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Estimates & Bids

Intelligent Scheduling & Routing
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Seamless Integration to QuickBooks 
Electronic Payment Solutions 
Recurring Billing
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orders on their phones and being able to look ahead and even plan for the next day.
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MAINTENANCE

Brad Behr, owner of Copper Creek Cuts in Macclenny, Fla., also uses 
a 36-inch stand-on for his smaller residential accounts. For increased 
productivity, he switches to his 48-inch stand-on to cut the larger front 
lawn, like common areas of an HOA or spots where gates aren't an issue. 
Added productivity is just one of the reasons why.

“There is some slope to the terrain surrounding two ponds in those 
common areas," Behr says. “The larger the wheelbase, the better the 
mower is going to do on slopes. From a safety standpoint, I wouldn't 
even want to attempt mowing those ponds with a rider."

SAVING TIME. Kirby says that by completely removing walk-behind mow­
ers from his operation, maintenance crew productivity has skyrocketed.

“Using stand-ons instead of walk mowers has allowed us to add 
another two or three properties to each route," Kirby says. Having a 
stand-on on the trailer also helps when a rider unexpectedly becomes 
inoperable. “Before, the crew would have been done for the day because 
it wouldn't have been possible to finish the route by push mowing. But 
with a 36-inch stand-on, the crew can still get through the mowing 
without too much lost time," Kirby says.

DJ Aldrich, co-owner of Aldrich Landscape in Sylvania, Ohio, says 
stand-on mowers have been a boon to his crews' productivity as well. 
The company began experimenting with its first stand-on a fewyears ago, 
replacing one of its intermediate walk-behinds. Now all of the company's 
intermediate walk-behind mowers have been replaced by stand-ons. In 
fact, at Aldrich Landscape, the zero-turn rider has even been replaced.

“We have found that a stand-on is quicker than a sit-down," Aldrich 
says. “You have a much better point of view. Everything is out in front of 
you so you don't have to worry about anything that might be a couple feet 
behind you. Your turns can be faster. We've also found that the balance 
is a lot better. For the most part, your center of gravity is over the back 
wheels. You can turn a bit faster with less risk of tearing up the turf."

Hrobsky says his crews have come to appreciate the fact that visibility 
is better on a stand-on. Since an operator is standing upright, it's easier 
to see over hills, shrubs and other obstacles.

Stand-ons can also be advantageous when debris is in the mower's 
pathway. “The operator can easily step off of the mower because the 
blades shut right off," Hrobsky says. “Then the operator can grab the 
piece of trash, stuff it in a garbage bag or pail, jump back on and get 
back to mowing. It's so much faster than if you're on a riding mower."

EMPLOYEE ADOPTION. For veteran employees who are used to sit- 
down mowers, switching to a stand-on may be met with some initial 
skepticism. It pays to be patient and to remain enthusiastic. “Experienced 
employees will eventually come around," Aldrich says.

Aldrich says it was interesting to watch his employees come to accept 
the concept of stand-up mowing. For those who had experience operat­
ing riders, it took a few days to get the feel. “The quality of their mowing 
was the same, but it took a little while until they became comfortable 
and started getting really efficient," Aldrich says.

To help expedite the learning curve, Aldrich set up cones in his parking 
lot so employees could get some extra practice at the end of the day. “The 
hand controls are a little different," Aldrich says. “Our new employees
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PRACTICE MAKES PERFECT. To help 
employees get acclimated to stand-ons, 
set up a practice course where they can 
learn to adjust to the new hand controls.

Stand-ons can provide a better vantage point to see debris and can make it 
easier to see over hills compared to walk-behind and seated mowers.

who had never operated a zero-turn rider picked it up pretty quickly. 
They're all 19 to 25 years old and play video games, so the hand controls 
came pretty naturally." Another slight difference employees might run 
into relates to preventive maintenance.

"Since a stand-on is more compact, it might be a little harder to work 
on than a zero-turn," Behr says. "A lot of it depends on the manufac­
turer and how it designs things. With one brand I’ve tried in the past, 
you have to bolt from both the bottom and top of the spindles. With the 
kind of lift I have in my shop, changing the middle blade was almost 
impossible for me."

On the other hand, Aldrich says that with the right design, a stand-on 
mower can actually make preventive maintenance a little easier.

"The nice thing with a stand-on is that there are no safety bars going 
around the mower to block off parts of the engine," Aldrich says. "With 
the stand-ons we use, the engine is right there and easy to get to. Oil 
changes are easy."

When asked if there are any downsides to a stand-on mower, Hrobsky 
could only point out how someone feels at the end of a long day of work.

"Honestly, the only thing I can say is that for a guy like me who is 44, 
comfort can be an issue," Hrobsky says. "Stand-up mowing for eight 
hours can leave me pretty exhausted. But that’s not really an issue 
because my crews are doing the mowing for me now. They are mostly 
in their 20s and have no issues whatsoever. In fact, they all tell me that 
they would never go back to a riding mower now." l&l

The author is a freelance writer based in Wisconsin.
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in the consulting part of the business but significant underrepresen­
tation in other areas.

So, after companies evaluate where they stand with their current 
workforce, Orrick says employers should then transition into the 
strategy development phase. She says they noticed some trends that 
stood out - again, some positive, some negative. They saw minorities at 
the company tended to actually stay longer before leaving Davey Tree 
than their majority counterparts, which felt like a victory.

That said, Orrick says they also learned some surprising things as 
they started asking employees questions about the data they collected.

For example, women who work in the field at the company told 
employers that they needed better fitting uniforms and equipment to 
help them do the job comfortably and safely.

“We also learned that women don't always have access to regular 
bathrooms in our field crews. That was another really big learning 
moment," Orrick says, adding that some of the men also felt the com­
pany needed to better provide this to their employees. “Some of these 
initiatives were just good common sense."

Orrick says one key element to their strategy development phase was 
also looking at the company's marketing materials. To successfully re­
cruit minority employees, Orrick says the materials should show people 
who look and talk like them. She also says building a strong mentorship 
program will help retain the employees a company recruits.

Orrick says the company's still in the strategy phase, but the imple­
mentation phase will take place over the next year. This includes 
creating accountability to not only celebrate these individuals, but 
also establish strong protections for them and clear pathways to pro­
motions down the track.

Eventually, Orrick says they'll enter an evaluation period. What did 
they learn? What do they want to implement further? She says any ini­
tiative like this requires a pilot phase. There will be some wins - some 
areas where the company clearly progressed - but there will also be spots 
where the company must continue to improve.

A FINAL FOCUS. The LANDSCAPES 2020 presentation concluded with 
a segment from Medrano, the president of the National Hispanic Land­
scape Alliance, which joined forces with NALP in April.

As the human resources director at CoCai in Colorado, Medrano 
says she's seen her company become predominately Latinx employees 
over time. She says they've been solely Latino-owned since 2011 and 
they've got a diverse set of executives, plus a middle management 
team that's 100% Latinx.

She also says that a focus on diversity really comes to understanding 
the views and values of all employees. This leads to better flexibility, 
such as granting women employees who work in the field the time to 
drop off their kids at school should that be an issue.

But to understand those viewpoints, it first comes down to under­
standing.

“Often we don't look the same in gender, color and economic status," 
Medrano says. “We as business owners and leaders need to do a better 
job of inviting minorities to the table." l&l
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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

ae* ACQUISITION 
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FOR SALE FLORIDA
COMMERCIAL BUSINESSES
BREVARD COUNTY $975K 

PALM BEACH COUNTY $980K 

MIAMI DADE COUNTY $475K

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

For sale: Colorado resort town 
landscape contractor, 

proven profit, growth market, 
wealthy clients, $1.2m
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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

H2-B Work Visa - 
Family Beneficiary Visas

Reward your most valuable H2-B 
& H2-A workers. We process family 

visas for your workers.

Your worker....their family......all
together & safe in the United States.

Excellent references. Call Todd Miller - 
Head Honchos - (210) 695-1648

www.mi-familia.com

Pool & Landscape Brokers
Whether you're considering selling your 

entire business or just downsizing by 
selling off some maintenance accounts

We Have Solutions

• Buy/Sell/lnvest
• Free Consultation & Valuation

• Exclusive & Confidential
• Serving most all U.S.

• No upfront fees

Access to Thousands 
of Buyers Worldwide

John Hawke / Licensed Broker
CABRE #01846694

Call or Text (949) 246-5206
Email: John@johnhawke.biz

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 $1,500 for one day/$3,000 
for two days, plus travel expenses. 

You will also receive 60 days of free 
telephone support.

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

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

for scheduling and further details 
at your earliest convenience.

http://valleygreen.net

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

STORK’S PLOWS 
610-488-1450

Year round Snow and Ice experts 
With nearly every brand and over 1500 

plows and spreaders in stock 
The largest plow part 

selection in the industry.
Value, Selection, Honest, Excellence 

WWW.STORKSPLOWS.COM

doorbags.com
Protecting Your Message At Their Door 

Order Today/Free Shipping

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
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Spring 
Meadow

Get your FREE starter plant catalog:
Spring Meadow Nursery

offers every Proven Winners® 
ColorChoice® shrub variety and more. 

Contact sales@springmeadownursery.com 
800-633-8859, www.springmeadownursery.com

PLANTS, SEEDS & TREES
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LANDSCAPER ACCESSORIES
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with clients coast to coast.

Hedge Trimmer Chapps, Mower Trash Bags, 
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String Trimmer Chapps, Zero Turn Mower Covers, 
String Trimmer Covers, Arm Guard Chapps 
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NATIVE SEEDS
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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

GreenSearch
Green Industry 

Leaders Start Here!
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hiring needs by contacting 

GreenSearch, the professional 
search and HR experts 
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contractors and the green 

industry nationwide.
Contact us today!
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©OO

Lawnciandse^e

Bver BBB Quality, Innovative landscaper Bccessories
WWW.WECIIAPPS.COM

MADE IN U.S.*. 800-816-2427 W

LANDSCAPE EQUIPMENT

Gothic Arch Z0\
Greenhouses □ U

Catch 
the 

Sunshine!
Greenhouse Kits • Equipment • Supplies

PO Box 1564 • Mobile, AL 36633 • 800-531-GROW (4769)

www.GothicArchGreenhouses.com

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS 

RNDSIGNS
Marketing, Design & Print

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

Posting Signs • Door Hang 
Brochures • Mailers

800.328.4009 
ers 

More

LAWNANDLANDSCAPE.COM

19-21’ NIGRA ARBORVITAE!
Specimen Plants!

Located in SE Wisconsin 
Shipping Available 

Coast to Coast
Cell: (262) 949-4180
Fax: (262) 763-6501 

www.millersnursery.net 
Email: perry@millersnursery.net

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
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AD INDEX

SOFTWARE

BILLMASTER Software®

Simple, Reliable, Affordable

Perfect for Small Business 

Convert from any existing system 

All at a price your 
business can afford

Call today to get started.
201-620-8566

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

Were You 
Featured In 
This Issue?
Reprints enable you to 
reuse your article and 
simply place it into the 

hands of your target 
audience. Having been 

featured in a well- 
respected publication 
adds the credibility of 
a third-party endorse­
ment to your message.

Give yourself a com­
petitive advantage 

with reprints. Contact 
us for more informa­

tion regarding reprints 
and additional appli­
cations designed to 

meet your challenging 
market needs.

800-456-0707 
reprintsdgie.net

1 Advertiser Website PG#
Anuvia Plant Nutrients anuviaplantnutrients.com 21

Arborgold arborgold.com 51

Atlantic Water Gardens atlanticwatergardens.com 32

Bayer Cropscience LP backedbybayer.com/lawn-and-landscape 25

Belgard Oldcastle APG belgard.com/l&l 43

Bobcat Company bobcat.com/llbuildquote 7

C5 Manufacturing c5mfg.c0m 14

Cascade Lighting cascadelighting.com 37

DeWitt Co. dewittcompany.com 11

Exmark exmark.com 59

Finn Corporation finndealers.com 36

Go iLawn goilawn.com/test-drive 39

Graham Spray Equipment grahamse.com 33

Greene County Fertilizer Company greenecountyfert.com 19

Gregson-Clark gregsonclark.com 20, 42

Hunter Industries hunterindustries.com 60

John Deere Company johndeere.com/mowpro 27

Landone landonetakeoff.com 41

Lebanon Turf Products lebanonturf.com 13

Mean Green Products meangreenmowers.com 10

Mulch Mate mulchmateusa.com 49

NaturaLawn naturalawnfranchise.com 36

Neely Coble Co neelycoble.com 45

Novae Corp gridironcts.com 19

Permaloe Aluminum Edging permaloc.com 16

Pro Landscape/ Drafix prolandscape.com 15

Progressive progessivecommercial.com 7

Real Green Systems realgreen.com/mobilegrow 47

Sava lawn savatree.com 40

SePro Corporation thestewardsofturf.com COVER

Smartgate Conveyors smartgateconveyors.com 40

SOD Solutions sodsolutions.com 48

Takeuchi MFG takeuchi-us.com 23

Service Pro, The servpro.com 44

Thermacell thermacell.com/tickpro 18

Toro Company toro.com/75oo-D 2

Toro Irrigation toro.com/psn 35

Turfco turfco.com 9

World Lawn worldlawn.com 14
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AVERAGE
DAY Krisjan Berzins, president/CEO, 

Kingstowne Lawn & Landscape

A few years ago, Krisjan 
Berzins arrived at his 
office, and an employee 
commented that he hadn’t 
seen Berzins around in a 
while. The employee caught 
Berzins off guard so his 
response was defensive, and 
Berzins realized later that it 
was the wrong way to react.

Interviewed by Brian Hom

“The proper response would have been, ‘I 
trust you so much that I don’t need to be 
here every minute, looking over your shoul­
der. I have faith in you to get the job done.’ 
And that would have been a great way to 
totally disarm it. But I didn’t react that way.”

Lesson learned for Berzins, who doesn’t 
want to sound arrogant, but after years 
of trial and error of delegating, he’s settled 
into a good spot as president and CEO. His 
normal workday looks different than it did a 
decade ago. Here’s Berzins’ average day.

I am generally in the office 2 to 3 times per 
week. If I’m going into the office, I’m up 
around 5 a.m. and in the office by 6:15 a.m. 
If I’m working from home, I’m probably up 
by 6:30 a.m.

Obviously, my alarm clock is on my phone, 
so, once I turn the alarm off, I’m gener­
ally looking at any recent text messages 
or emails that came in overnight. I’m just 
looking for something that might be urgent. 
Otherwise, I’m not getting into business 
right away.

I love coffee. I am a bit of a coffee snob, so 
I enjoy trying different types of roasts and 
different types of coffees. So that’s the first 
thing, I’ll generally have two cups and then I 
switch over to water for the rest of the day.

Commute is anywhere from 15 to 20 
minutes. On satellite radio, I do listen to Fox 
Business and that’s almost exclusively what 
I listen to in my truck. It’s a lot more business 
talk than it is political talk.

First thing I do when I get in, I like to stay 
down downstairs and greet as many people 
as I can with a smile on my face and an 
elbow bump at this point. I might find some­
one that recently had a baby or they had 
a family member that was ill and ask them 
how they’re doing. I’ll probably have a quick 
chat with our operations manager and then 
I’ll head upstairs and get out of her way.

I am pretty removed from the day-to-day 
operations, but I do handle recruiting for the 
most part. I focus my energy on strategy. 
For financial analysis, we do have a CFO, 
but I review finances on a monthly basis 
with her and our financial consultant.

I have a workout routine where I’m working 
out early afternoon, generally three times 
a week. That also keeps me from having a 
big lunch, because I know that I’m going to 
be working out. And if I wanted to go out 
and have a big lunch, I will occasionally take 
staff. I would much rather do that than have 
some formal meeting in the conference 
room or in my office.

If I am at the office, I’m out the door gener­
ally by 12:30 p.m. or so, and then I’m work­
ing out and putting two to three hours in at 
my home office. Sometimes it’s longer than 
that, it just depends.

As corny as it sounds, we still eat together 
as a family. No phones at the table and we 
discuss whatever we feel like discussing.

I love to grill. So, I’ll probably grill three, 
sometimes four times a week. I’m an 
audiophile, so I have the Bluetooth speakers 
out there on the deck and music and the 
grill going. That’s my sanctuary for 20 to 30 
minutes.

I’m actually guilty of letting the hours creep 
into evening before I unplug. I’m not a big 
television guy.

I do have one other hobby: It’s called 
iRacing. I have a whole rig down in the 
basement that has the racing seat and the 
custom wheel and pedals. I race a lot of the 
guys virtually. It has become very popular 
now that COVID has changed things. I also 
race my vintage BMW four or five times a 
year at racetracks around the country.

I wish I went to bed earlier, but I would say 
generally, I go probably around 10:30 p.m. l&l
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AN INNOVATIVE LINE OF
TURF MANAGEMENT

PRODUCTS

ADDING TO THE EXMARK LEGACY.
New to the Exmark family of products, the Z Turf Equipment brand has significantly expanded its product line, 
with a number of new models based on legacy Exmark designs. First, well-known for its rich history in the lawn 
care industry, are the Z-Spray spreader-sprayers. The complete line-up includes: the Z-Spray LTS, Z-Spray Junior, 
Z-Spray Mid and Z-Spray Max stand-on models. Next, the Z-Aerate line will expand in 2021 from one model to three 
including stand-on aerators in 40-, 30- and 24-inch widths. Other new 2021 ZTurf Equipment includes the versatile 
20-inch Z-Seed slicer seeder, which performs three jobs with each pass: verticutting, dethatching and overseeding. 
Z Turf Equipment has also added more than 700 North American dealers, making it easier than ever for customers 
to get the parts and service support they need to keep their machines running at peak productivity.

zturfequipmt -f * d ©



New modern path lights from FX Luminaire are more 

than a bold design statement. Four sleek aluminum 

models ensure elegance in every application. Each fixture 

provides an optimized throw and includes an innovative 

conduit stake to prevent tilting. Enlightening.

LANDSCAPE LIGHTING | Learnmore.Visitfxl.com FXLuminaire.

Learnmore.Visitfxl.com

