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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.
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EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, Lawn & Landscape

“The next big 

development 
expected to 

come to market 

is the wireless 
technology for 

robotic mowers.”

Bring on the hots

S
ince I first heard about robotic mowing, 
the reality of it becoming mainstream 
always seemed similar to being a fan of a 
bad sports franchise. It's always, "wait until next 
year." Well, it seems that next year really could 
be the year - and if not this year, we're getting 

very close. That was a takeaway from a virtual 
panel I moderated on the topic with Logan Fa­
hey, CEO of Robin Autopilot; Tony Hopp, CEO 
of Mowbot; and Jen Lemcke, CEO of TurfBot.

Visit bit.ly/lawnrobotic to view the discus­
sion. Here are a few more takeaways:

EDUCATION ENHANCEMENTS. Hopp says there 
is still educating to be done on the topic, but 
he says when he started Mowbot 5 years ago, 
people laughed at the idea of a robot mowing a 
lawn. Now, consumers are taking it seriously, al­
though he says some landscapers are still skep­
tical the machines can mow lawns effectively.

DON’T GET STUCK. One of the main issues with 
robotic mowers is when they get stuck on hills, 
in holes or under things, etc. But all panelists 
said the software to detect obstacles is improv­
ing at a rapid rate.

GREENER GROW. Robotic mowers can mow 
multiple times a week, which makes for a 

healthier lawn because it doesn't put as much 
stress on the grass blades. Lemcke said she did 
a test with two lawns, side by side. Both were 
treated the same, but one was mowed by a regu­
lar mower and the other by a robomower. She 
said she was surprised at how much greener the 
robomowed lawn looked.

NO STRIPES. The mowers aren't able to mow in 
a back-and-forth pattern, so it doesn’t produce 
those striped lawns that people love so much. 
"My answer to that is with a traditional com­
pany, they come in and they stripe your lawn 
and two days later, you have no stripes. Under 
a robotic mower, the property is consistently 
maintained, and it looks perfect all the time," 
Fahey says.

TIRED OF WIRES. The next big development ex­
pected to come to market is the wireless technol­
ogy for robotic mowers. This will eliminate the 
need to install guides wires to create a boundary 
for the mowers. Fahey expects to see beta-test­
ing from some manufacturers as soon as 2021 on 
specific types of properties. Hopp says for sports 
fields and open fields, the wireless technology 
is here now, but to have it successfully navigate 
around houses, bushes, trees, sidewalks is where 
the challenge lies. - Brian Horn
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With over 500 edging options to choose from, Permaloe can match the perfect 
product to your project. Just give us a call!

EVERY PROJECT OF EVERY SIZE NEEDS PERMALOC.
Sure Permaloe goes on the world’s largest, most talked about projects. 
However, we are equally important on the smallest residential projects. 
Anywhere you have a line that you care about, Permaloe is your partner in 
making sure it can stand up to time and nature.

Find us at permaloc.com or contact us at 800.356.9660.

landscapes > hardscapes > green build
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$ permaloe
J ■SUSTAINABLE EDGING SOLUTIONS
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Bridging the gap
The recent “Lost in Translation” webinar explained ways 

to navigate cultural differences with Latinx workers.

By Jimmy Miller

F
rom handshakes to hard work, 
understanding the nuanced differ­
ences between the American and 
Latinx cultures can lead to a more 
productive workplace.This was the message during the webinar 

“Lost in Translation: The Five Things Businesses 
Must Understand About the Latinx Culture." 

The education was sponsored by the Illinois 
Landscape Contractors Association and went 
live earlier in November. Given that Spanish- 
speakers and Latinx employees make up roughly 
half of the landscaping industry's workforce, 
understanding ways to bridge cultural gaps 
became imperative to speaker Bernie Carranza, 
the manager at Lotus Farms Chicago. Latinx is

Lawnondlandscape.com
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PmScape
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
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ooo

LebanonTurf.com


L&L INSIDER

Jim

Your success 
brightens our day... 

and night.

For more news, visit
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At Cascade Lighting, your success is our 
top priority and it’s been that way since 

we set up shop over 20 years ago.

We’ll partner with you to provide expert 
advice on the best lighting solution to fit your 

project and budget. Our team also offers 
design and technical support at no additional 
cost. And to ensure the job gets done on time, 

our warehouse stocks a huge inventory 
of products ready for same day shipment.

Call us today at 800.758.6359
or visit cascadelighting.com

LIGHTING, INC.

Providing over 40 lines of outdoor and 
landscape lighting products including:

FXLuminaire KICHLER

philips Wac HINKLEY UNIQUE
HflDCO LANDSCAPE LIGHTING . * » .. . lighting systems*

a more recent term that replaces the "a" or the "o" in Latina and Latino 
to make the term gender-neutral. But before Carranza told attendees 
some of the lessons he's learned as both a manager and member of the 
Latinx community, Donna Vignocchi Zych, ILCA president, opened 
up the webinar.

"I deeply believe that this seminar isn't just about getting more per­
formance out of our teams," she said. "It’s about bridging an essential 
gap and how our different cultures interpret words, actions, gestures, 
hierarchies and traditions. When employees feel safe, they have the 
ability to excel and better their collective lives."

Here's some of what was discussed during the webinar:

DIVERSE CULTURES. First, it's important to understand exactly what 
demographic of people you're referring to when you say "Latinx." In this 
case, it's anyone from a Spanish-speaking country.

In his experience, Carranza said people who were originally born in 
one of these Spanish-speaking countries identify themselves as Hispanic, 
while those born in the U.S. with familial ties to other countries label 
themselves as Latinx. He made it clear, however, that they can ultimately 
determine how they'd like to be identified.

The presentation was more geared toward Latinxs who had not ac- 
culturated to American culture. Many are from Mexico; the complicat­
ing factor is that their experiences and cultural influences are different 
depending on what area of Mexico they're from.

"The employer, when appropriate, should discuss with their Latino 
employees the cultural differences that exist and how to make every­
one comfortable," he said. "There are differences in simple, everyday 
interactions. The more we become familiar with these, the (better) 
communication we have."

As it pertains to showing these employees respect, simple things 
like hand gestures and body language go a long way. Directly looking 
at someone's eyes during serious conversations can be viewed as a 
challenge to his authority, and handshakes for Latinxs are supposed to 
be soft to the touch rather than firm and rigid. Greetings in American 
culture are brief and to the point, while in Latinx culture, they're more 
warm, welcoming and expected.

Employers should talk about those differences and clarify with the 
employee that they're not trying to upstage them with direct eye contact, 
for example.

EDUCATION. Latinxs prefer cooperative learning environments rather 
than competitive. As an example, Carranza recalled helping other cous­
ins through school lessons growing up rather than trying to outdo them. 
This carries into the workplace, as training at a company should be done 
in more of a group setting than individually.

Carranza recommended allowing for smaller meetings to go on 
during larger meetings for those who learn most comfortably in 
a communal way. In his experience, these smaller groups lead to 
more productivity from his Latinx workers as they explain to one an­
other what they've learned. Another challenge is understanding that
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Latinxs “don't know," even when they do, 
Carranza said. This means that they'd rather 
not embarrass somebody leading a meeting 
by upstaging them with the correct answer, 
even if it means sitting on vital information. 
This can be avoided by encouraging them to 
speak up often.

"We should encourage them to ask ques­
tions," Carranza said. “Our style is more formal. 
What that means is that if you're the presenter, 
if you're the authority of the person presenting, 
there is this tendency to not interrupt you."

UNDERSTANDING AMBITION. Latinxs often 
credit their achievements to fate or religious 
circumstances rather than their own ability, 
Carranza said. “We look down at our shoes - 
we downplay our successes," he said. “When 
something good happens to us, we don't credit 
our own hard work."

He said because of this humility, Latinxs 
are often labeled as unambitious. Some miss 
out on raises or bonuses because of this trait. 
Their politeness can lead to Americans view­
ing them as subservient.

As Carranza put it, the squeaky wheel gets 
the grease, and sometimes, people with bad 
manners get what they want. Latinxs' ambi­
tion for career progression is demonstrated 
quietly, he said, and “the key for you is recog­
nizing that ambition and directing it."

Carranza said sometimes, Latinxs struggle to 
speak up when things get difficult because they 
have adopted a culture of hard work and pride 
in their company. He said it's up to employers 
to listen to employees and ask them proactively 
how the work is going.

“Working hard is in our culture, it's in our 
DNA," he said. “What can we do? We encour­
age them, we empower them."

LANDSCAPE WORKSHOP ACQUIRES 
GREAT OAK IN ATLANTA
Great Oak founder Tim Christie, who started the company 
in 2000, will join the team as GM of Atlanta operations.

BIRMINGHAM, Ala. - Landscape Workshop re­
cently acquired the landscape maintenance 
and enhancement operations of Great Oak 
Landscape Group, based in Atlanta. Great Oak 
founder Tim Christie will be joining the Land­
scape Workshop team as general manager of 
Atlanta operations.

“We are incredibly excited to have Tim and 
his team of talented managers and landscap­
ers join Landscape Workshop," said J. T. Price, 
Landscape Workshop CEO.

“Tim worked with several of LW's opera­
tional leaders in the past. We knew we wanted 
him on our team."

Christie started in the landscape industry 
as a crew member over 30 years ago and 

founded Great Oak Landscape Group in 2000 
in the garage of his home. Christie built Great 
Oak to three locations in greater Atlanta with 
40 employees. Landscape Workshop, mean­
while, ranked No. 43 on Lawn & Landscape's 
Top 100 list last year.

“I'm excited to stay on in my new role as 
general manager for Landscape Workshop and 
to expand on what Great Oak Landscape Group 
has accomplished in the Atlanta market," 
Christie said. "The people I know at Landscape 
Workshop share the same values of customer 
service and responsiveness that my team and 
I do, and I know we will be a good fit."

Landscape Workshop is a full-service 
grounds management company that has been

TAKE 
THE 

JOB.
Tackle with ease.

Vermeer and the Vermeer logo are trademarks ot Vermeer 
Manufacturing Company in the U.S. and/or other countries. 
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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

A C 5MFG. C5MFG.COM
(620) 532-3675

MAXIMIZE 
TICK CONTROL 
REVENUE & PROTECTION

Kill Ticks Where Sprays Don't Reach

For more news, visit
Lawnandlandscope.com

Strengthens 
Protection

Kills immature ticks 
where sprays don’t reach.

NOW AVAILABLE 
IN CANADA

$
Increases 
Revenue
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spray programs.
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TICK CONTROL TUBES
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Easy 
Application

Apply in minutes. 
No equipment needed.

Thermacellpro.com

providing professional service and expert maintenance for outdoor 
commercial spaces since 1984.

With the addition of Great Oak, Landscape Workshop now serves 10 
Southeastern markets in Kentucky, Tennessee, Alabama, Georgia and 
the Florida panhandle. Landscape Workshop is backed by Carousel 
Capital and McKinney Capital.

The Bradley law firm served as Landscape Workshop's legal counsel 
in this transaction.

DAVEY RESOURCE GROUP 
ACQUIRES ASSETS OF 
EEE CONSULTING
Founded in 1998, 3e operates in the
Richmond and Blacksburg areas in Virginia.

KENT, Ohio - Davey Resource Group, a subsidiary of The Davey Tree 
Expert Company, has acquired assets of EEE Consulting (3e) in Virginia.

Founded in 1998, 3e operates in the Richmond and Blacksburg 
areas and provides environmental and engineering services to the 
public and private sectors. Those services include: site assessment and 
remediation; water resource and stormwater management; landscape 
architecture; Geographic Information System (GIS) services; wetland 
delineation; mitigation design; stream restoration; threatened and 
endangered species consultation; brownfield redevelopment; certified 
drone surface modeling; National Environmental Policy Act document 
preparation and a variety of other services.

The acquisition was made by Wetland Studies and Solutions, a Davey 
company, which is a subsidiary of DRG. The 3e offices in Mechanics­
ville and Blacksburg, Virginia, will become new offices for WSSI, also 
based in Virginia.

"Davey Resource Group and WSSI are excited to welcome the employ­
ees of 3e into the Davey family," said Ken Joehlin, vice president and gen­
eral manager, DRG Environmental Consulting. "3e brings a broad range 
of expertise and experience partnering with municipal and government 
clients that will enhance the environmental consulting services WSSI 
offers to clients in Virginia. This acquisition also strengthens Davey's 
commitment to providing diverse consulting solutions to our clients."

Like Davey, 3e has been employee owned. Under employee own­
ership, staff members are given the opportunity to become owners
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through an Employee Stock Ownership Plan 
(ESOP), an employee benefit plan that gives 
workers ownership interest in the company 
through stocks. Davey has been employee- 
owned since 1979 and is the ninth largest 
employee-owned firm in the U.S.

3e has 36 employees working out of offices in 
Richmond, Blacksburg and Newport News. All 
employees will continue employment under 
the WSSI brand. Andrew Kassoff, president of 
3e, will continue as director of WSSI.

"Davey Tree is a leader in the tree care and 
environmental consulting industry, and we 
are thrilled to join the Davey family," Kas-

HOFFMAN NAMED CEO AT FISHER BARTON
Scott A. Hoffman has more than

WATERTOWN, Wis. - Scott A. Hoffman has been 
named CEO of Fisher Barton, a Watertown­
based group of eight businesses that has opera­
tions in Wisconsin, Illinois, Texas and Vietnam.

Hoffman, who previously was vice president 
of the municipal products group at Neenah 
Enterprises, Inc. and president of the Wise 
Company, a Memphis-based seating system 
manufacturer, fills the post that has been held 
on an interim basis since July by Craig Smith, 
who will return to his position as president of 
Fisher Barton TST in Sun Prairie.

Hoffman has more than 30 years of leader­
ship experience, largely in casting, stamping 
and precision machined products in the heavy 
truck, marine and foundry industries and has a 
track record of success in sales and marketing, 
supply chain and product development.

"Scott's record of leadership and dem­
onstrated expertise in the manufacturing 
sector make him an ideal person to lead our 
organization," said David Wilkey, board chair 
of Fisher Barton. "He understands the advan­
tages that a well-run family business offers 
both to its associates and customers as well 
as to the communities in which it operates. 
We are pleased to have him join our team.

"We also appreciate Craig's efforts while we

©
DAVEY HAS BEEN EMPLOYEE-OWNED 
SINCE 1979 AND IS THE NINTH 
LARGEST ESOP FIRM IN THE UNITED STATES.

soff said. "This is a great opportunity for our 
clients as well. The only major changes they 
will notice will be an expansion of our talent, 
expertise, and an increased diversity in the 
services we can offer. Also, 3e employees will 
benefit from Davey's legacy and culture of 
employee ownership. We are truly excited for 
what the future holds."

30 years of leadership experience.

©
HOFFMAN REPLACES CRAIG SMITH, 
WHO WAS INTERIM CEO.

conducted a search for our new leader. He has 
served us well, and we are glad that he will con­
tinue to be part of our leadership team by guid­
ing Fisher Barton TST in Sun Prairie," he added.

Besides serving as president at the Wise 
Company and as a senior executive at Neenah 
Enterprises, Hoffman also was a vice president 
at the Brunswick Boat Group's operations in 
Poland and vice president and general man­
ager at Mercury Marine in Fond du Lac.

He also served as president of a Brunswick 
unit in New Zealand and as vice president of 
supply chain for the Mercury Marine Group.

"I am honored to have been selected to lead 
the team at Fisher Barton at this critical time, 
and I look forward to working with such a tal­
ented group of people," Hoffman said.

"I am especially grateful for the steady 
hand of Craig Smith during these past four 
months. He has led the Fisher Barton Group 
admirably since July, and I am glad we can 
count on his continued contributions to our 
growth and success."

ASK FOR 
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NOW YOU CAN DESIGN

LIKE A PRO WITHOUT SPENDING 
HUNDREDS OR THOUSANDS OF 

DOLLARS ON DESIGN SOFTWARE!
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Create your own landscape and irrigation designs 
for as little as a dollar a day!

HUSQVARNA 
INTRODUCES ROBOTIC 
MOWER CEORA

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

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

The CEORA is capable of mowing more than
12 acres and is equipped with EPOS technology.

he CEORA is a commercial robotic mower coming in 2022 that 
will cover more than 12 acres with one mow, the largest total area 
for any of the brand's robotic mowers.

CEORA is designed to be a low-noise, zero-emissions solution
that will allow facility management companies, municipalities and sports
field managers to bring more efficiency and consistency to the overall
land maintenance process.

In the future, it can be tailored 
to specific needs by adding acces­
sories like a lawn striper, fairway 
deck or line painter and can be 
paired with other robotic mowers. 
Husqvarna’s suite of connectivity 
and fleet services will also allow 
the operator instant and con­
tinuous digital monitoring and 
control of multiple units.

4 FOR MORE INFORMATION 
ON ROBOTIC MOWERS, 

TURN TO PAGE 4 TO READ A 
RECAP OF LAWN & LANDSCAPE’S 
VIRTUAL PANEL ON THE TOPIC.

CEORA joins a line-up of commercial Husqvarna Automower prod­
ucts - Husqvarna Automower 550 and 550H - that are designed specifi­
cally for demanding professional applications. One machine can cover 
areas of more than 12 acres.

Ihe new CEORA will be available with Husqvarna's recently intro­
duced EPOS technology - a satellite-based navigation system enabling 
mowing with virtual boundaries. This navigation system delivers an 
accuracy down to an inch and is used to create virtual boundaries for 
professional robotic mowers. The new system will increase the flexibility 
and use of professional robotic mowers in green spaces.

Husqvarna professional robotic mowers with Husqvarna EPOS inte­
grate with Husqvarna Fleet Services, a digital fleet management control 
system, and make the management of large lawns and green spaces easier.

More details about the pricing for the new Husqvarna CEORA will 
be available in the summer of 2021 and mowers will start shipping to 
customers in early 2022.
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EQUIPPED TO
DO MORE.

ROBIN AUTOPILOT PARTNERS 
WITH TURFBOT MOWING
TurfBot operates under the Weed Man umbrella, which ranked 
No. 8 on our recent Lawn & Landscape Top 100 list.

DALLAS - Robin Autopilot USA, a robotic mow­
ing technology company, entered into a part­
nership with TurfBot Mowing, a brand under 
the Weed Man USA ownership umbrella.

Under the new partnership, TurfBot fran­
chises will offer robotic mowing services pow­
ered by Robin’s technology. TurfBot franchises 
will have access to all of the tools and resources 
available through the Robin platform.

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 to expand.

"Bobin 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 en­
vironmental and economic benefits of this 
new technology."

LANDCARE APPOINTS MARK 
HOPKINS TO LEAD NEW DIVISION
A LandCare employee since 2014, he will join the company’s 
newly formed Central Division as executive vice president.

andCare tapped Mark Hopkins to lead the 
company's newly formed Central Division 
as executive vice president.

Hopkins will continue to guide the
branch teams in Texas and Oklahoma, with 
the addition of the teams in Tennessee, Georgia 
and North Carolina, while joining LandCare's 
executive committee.

Since joining LandCare in 2014, Hopkins 
served as regional vice president in Texas 
and Oklahoma, leading his region through six 
consecutive years of robust growth.

Hopkins helped teams build sustainable 
portfolios and an engaging environment for 
team members, plus numerous advancement 
opportunities to budding young leaders.

CTX50 mini skid steer t

CTX100 mini skid steer

CTX160 mini skid steer

FOR UNMATCHED 
VERSATILITY, VISIT

VERMEER.COM/LA/VDSCAPE
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TRAVELS WITH JIM
WITH JIM HUSTON

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

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

PRICING A LAWN
MAINTENANCE PACKAGE
TOO MANY LAWN MAINTENANCE CONTRACTORS “wing” it when it comes to 
determining how much to charge for their services. Calculating an accurate hourly rate 
is essential if you are going to cover all of your costs and earn a reasonable net profit. 
Editor’s Note: You can see the worksheet for these scenarios by visiting bit.ly/lawnwebextras.

I’ll use both a bottom-up and a top-down approach to determine 
how much to charge. By bottom-up, I mean that I’ll calculate all of the 
field costs (field labor, labor burden and equipment) for this service. 
Then I’ll add general and administrative overhead and a reasonable 
net profit margin.

By top-down, I mean that once I calculate what I think is a reason­
able hourly rate, I’ll then ask if my market will accept that rate. Will the 
market support such an hourly rate?

HOW IT WORKS IN THE FIELD. First, we calculate how much we need 
to charge for a day for this package (see my MS Excel worksheet “181.0 
Two man mow crew.xls”). The costs for this scenario are as follows: 
• The average wage for the crew is $16.00
• Overtime adds 10% to this figure or $1.60.
• We apply a 10% risk factor to the hourly rate or another $1.60.
• Total cost per man-hour is $19.20 (16 +1.60 +1.60).
• Labor burden (FICA, FUTA, SUTA, payroll taxes, insurances for work­

ers’ compensation and liability, paid time off, etc.) adds 20% to this 
cost or $3.84.

• The truck and trailer costs $15 per hour or $120 (8 hours x $15) per day.
• The general and administrative (G&A) overhead cost per man-hour

is $12. We use a unit cost per man-hour of $12 because applying G&A 
overhead as a percent isn’t accurate.

• We desire a minimum 10% net profit margin (NPM) for this package. 
A10% margin is equivalent to an 11.11% markup. You calculate the 
10% margin by dividing the break-even point (BEP) by one minus the 
desired NPM (1 - .10 = .9).

Next, we add up all of the costs:
• 8 MHrs on site + 2 MHrs mobilization per person at $19.20 per man- 

hour totals: $384.00
• To this we add the 20% labor burden or $3.84 per man-hour: $76.80
• Next we add the field equipment costs by multiplying the average 

run-time hours per day by the cost per hour (CPH) for each machine.
• 5 hours for the 48-inch ride-on mower @ $12 CPH: $60
• 3 hours for the 36-inch walk-behind mower @ $6.50 CPH: $19.50
• 1 hours for the 21-inch push mower @ $5 CPH: $5
• 5 hours for edgers, trimmers, blowers, etc. @ $4 CPH: $20
• Total cost for field equipment: $104.50

• Eight hours of truck and trailer time @ $15 per hour totals: 120
• The total direct costs (TDC) are $685.30

Add the G&A overhead cost at $12 per man- 
hour (20 x $12.): $240.00
This gives us our break-even point (BEP): 
$925.30
We then add a 10% margin to the BEP ($925.30 * 
(1 - .1)) = ($925.30 - .9): $102.81
Our daily revenue goal for this crew is just over 
$1,000: $1,028.11

CALCULATING 
HOW MUCH TO 
CHARGE should 

include considerations 
on “windshield” time 
and field equipment 

costs per hour.

ANALYZING OUR DAILY REVENUE GOAL.

This two-person crew needs to generate just over 
$1,000 per day in 20 man-hours to achieve a 10% 
net profit margin. This is a little over $500 per 
day per person. If this crew can cut an average 
of eighteen lawns per day, the average price per 
lawn at 10% NPM is $57.12. At 15% NPM, the aver­
age lawn price would be $60.48.

Many (probably most) contractors would 
have a minimum one man-hour charge to drop 
their tailgate. In our scenario, it would probably 
be $50 or 55.

A 20% benchmark for “windshield” time (load/ 
unload, drive time, etc.) is a good goal for such a 
crew. This translates into an 80% curb-time (time 
on-site) benchmark.

If you felt confident about your daily amount 
of curb-time, you could charge a curb-time rate.

To calculate your curb-time rate, simply divide 
your daily revenue figures by the average curb­
time man-hours per day.
• Curb-time Man-hour TDC is $42.83
• Curb-time Man-hour BEP is $57.83
• Curb-time Man-hour 10% NPM is $64.26
• Curb-time Man-hour 15% NPM is $68.04

I’d argue that given the costs in our scenario, 
a bottom-up analysis of the rates that we’ve 
calculated shows that they are reasonable and 
accurate. You have to apply them to specific 
markets to determine if they will fly in a 
given market, l&l
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YOU DON'T COMPROMISE.

NEITHER SHOULD 
YOUR MOWER.
When your cut is your calling card, you can't compromise 

Neither should your mower. With Grasshopper, you get 

top quality, comfort and durability. And a cut on which 
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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.

ORGANIZATIONAL 
HEALTH CHECK: TAKING 
ENGAGEMENT’S PULSE
OF THE MANY WAYS we reshaped our organizations last year, the most important turns 
out to be how we focused on helping our people and our communities thrive through crisis. 
The attention we gave to health, safety and well-being - and the high level of communicating 
we did with employees and customers - made every company one where people came first.

There are countless reasons people-first engagement needs to 
continue as we move into a post-pandemic reset. Boosted morale, 
a cohesive culture, everyone connected and aligned with digital 
processes and systems and improved protocols for service delivery, 
safety and hygiene.

Once people experience engagement, no one wants to give it up. 
Keeping teams and customers engaged will not only be essential 
in this new year, but a key metric for ranking organizational health 
overall and future success.

Many companies approach ‘happiness’ as a benchmark or rely 
on happiness, i.e., happy customers/happy employees, to improve 
retention. But happiness is not the same as engagement. Happiness 
is an abstraction and subjective. Engagement is based on how much 
people care.

For example, a company that focuses only on happiness does, in 
fact, generate high levels of optimism; but optimism does not neces­
sarily translate to caring about the wider business or contributing to 
the bigger picture. Sometimes an employee is happy if they simply 
take home a paycheck. Engaged employees, on the other hand, do 
whatever it takes.

A lot of companies spend valuable resources on ‘touchy-feely’ 
things to foster happiness. Everyone loves good barbecue or a gift. 
But afterwards, are people left with feelings of engagement or are 
they merely satisfied in the moment?

The difference matters. Engaged people drive innovation and are 
in it to win it. Disengaged people - customers and employees - have 
an 8-to-5 mentality and do not seek involvement or inclusion.

An example of a disengaged customer, for example, is one that 
may decline to participate in a service feedback survey. They don’t 
care enough to further your performance by giving you information 
you need to improve. For maintenance companies, customers that 
invest in frequent enhancements is a sign of engagement, as are 
renewals with price increases.

If your team relishes challenges and jumps 
in to drive revenue, it’s a sign of good organiza­
tional health. On the contrary, if they complain 
that goals are not realistic, assuming that they 
are attainable, this is not a good sign.

Many owners sense a loss of urgency in their 
team. I think some of this is a normal evolution 
of business maturity, but it is an early warning 
of declining company health. It is a result of 
complacency. It’s probably a time to make sure 
you have some young talent coming up to push 
those that are starting to get too comfortable.

If engaged people will consistently push 
your business forward, where do we find these 
people? Better yet, how do we create and in­
spire them? How can we lay the foundation for 
engagement, and shape the experience people 
have with our companies that not only benefits 
them, but is a return on investment for us?

PEOPLE-FIRST 
ENGAGEMENT 

leads to boosted 
morale, a cohesive 

culture and improved 
team organization.

Engagement pulse points:
1. Improve satisfaction. Coincidentally, this will 

also increase happiness and morale.
2. Communicate. Involve people in outcomes, 

problem-solving and planning, and include 
them in things that matter.

3. Delegate. Give people room to work and 
think in the way they work and think best.

4. Create a continual, consistent feedback 
loop; make recognition and course correc­
tion a conversation.

5. Make training, career growth and profes­
sional development a priority, l&l
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Bobcat
One Tough Animal

From its outstanding quality to its incredible performance 

and comfort, the latest generation of Bobcat® equipment is 

our best yet. Ask your dealer about new R-Series loaders 

and R2-Series excavators.

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.
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CREAM OF THE CROP
WITH ED LAFLAMME
CO-FOUNDER, HARVEST GROUP

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

a landscape business consulting company.

DO YOU FEEL LIKE
YOUR COMPANY IS STUCK?
QUITE OFTEN, I GET CALLS from landscape company owners telling me 
they feel stuck. For example, this past week, an owner told me he started 
his business 15 years ago and felt like quitting.

He said he was exhausted, not physically but mentally. His sales 
were projected to be around $1.5 million and “I’m running around like 
a nut and can’t take it anymore.” He sounded really frustrated. He 
said, “if this continues, then at the end of the next 10 or 15 years, I’ll be 
ready for the funny farm and my company won’t be worth anything. 
I would have worked all these years and have nothing to show for it. 
Can you help?”

Why is this happening to him? Wow, where to start! There are 
numerous reasons. Let me give you some.

NO VISION, NO END GOAL. “If you don’t know where you’re going, 
you won’t know when you get there.” This is my version of what the 
great Yogi Berra said. Funny but, oh, so true. My friend, Ret. Com­
mander Mary Kelly said, “Vision is like having a picture on the box of 
a jigsaw puzzle. If there was no picture, can you imagine how difficult 
it would be to put the puzzle together?” Her point is, operating a busi­
ness without a vision is like trying to put those puzzle pieces together 
without a picture; not only do your people not know where they’re 
going ... you don’t, either.

The other saying that comes to mind when thinking about “vision” 
is from the Stephen Covey book, “The 7 Habits of Highly Effective 
People.” The second habit in his book is “begin with the end in mind.”

In other words, know where you want to end up and then plan out 
what needs to be done to get there.

So, if you’re a business owner reading this, ask yourself: Do I have 
a vision and know where I’m going? Do I know what type of company 
I’m trying to build? How large, how profitable, what type of work are 
we best at doing? If you don’t know, it’s not too late.

GET OUT OF THE SWAMP. I use this metaphor because it’s appro­
priate for many business owners, including myself when I had my 
company. I was stuck in the proverbial swamp trudging around and 
around for years not knowing what was going on with other compa­
nies outside of the swamp. Not until I went to my first national trade 
association convention and met owners with much larger companies 
did I have my eye’s opened. The exposure to these awesome people 
who were non-competitors, and who shared with me whatever I

wanted to know, was totally amazing. That first 
convention was in the early ’90s and I haven’t 
missed a year since. What friends I made over 
the years! I just wish I had started earlier.

GET OUTSIDE ADVICE. Another thing that 
changed my company and helped me get out 
of the swamp was hiring my first consultant. 
I felt just like the company owner I described 
above when I hired my first consultant... frus­
trated, running around like a nut and preparing 
myself for the funny farm! The experience was 
amazing; he was amazing. I learned so much 
and it was incredible. From then on, I became a 
firm believer in hiring consultants because they 
helped me understand my finances, opera­
tions, marketing and planning. I really became 
conscious of what I didn’t know. Shortly after his 
first engagement, my company began to grow 
and prosper twice as fast as before.

WORTH YOUR TIME. If you feel you’re in the 
swamp I described above, think seriously about 
the items I mentioned. Take the time and learn 
all you can about the landscaping business.

Learn all you can about people. I’ve said 
many times that we are not in the landscap­
ing business, but in the people business doing 
landscaping.

Read trade journals, like this one, from cover 
to cover every month. Be curious. Read busi­
ness books, attend seminars and network with 
other company owners. Learn how to grow and 
maximize your profits. If you do these things, 
you will feel in control of your destiny and you’ll 
get great satisfaction from building a great 
company you will be proud of. l&l

BURNOUT CAN BE 
CAUSED BY NOT 

THINKING OF 
YOUR END GAME.
Having a long-term 

plan and sticking to it 
can keep you engaged 

in your business.
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Today s forecast: 
perfect conditions for 
growing your business

Thick, wet grass. Uneven terrain. No problem with our full commercial 

lineup and comprehensive fleet program with special discounts and 

free loaner units to keep you productive. The Z700, SZ Stand-On 

and W Series. Built to mow it all. And build your business.

Together we do more.
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LEGISLATIVE LANDSCAPE
LEGISLATIVE LANDSCAPE is an occasional 
column by Andrew Bray, vice president, 
government relations, for the National 
Association of Landscape Professionals.

BIDEN’S 
POTENTIAL 

IMPACT

he November elections were just like everything else in 
2020. Pundits/pollsters/media had a lot wrong, results 
were contested and the nation remains hotly divided. 
The one area of agreement for most Americans is that

2020 couldn’t end soon enough, so we now turn the page toward 2021.
On Nov. 3, Americans submitted ballots in person or by mail in 

historic numbers. It took several days (in some cases weeks) for elec­
tions to be called, but the most important election was called by all 
major media outlets on Nov. 7 in favor of President-Elect Joe Biden by 
an electoral margin of 306 to 232, which is the exact same margin that 
President Trump beat Hillary Clinton in 2016. The similarities and close­
ness of both races (in the electoral college, not the popular vote) are 
remarkable. Whether this electoral map holds true in 2024 will remain 
to be seen, but it is important to note that the nation remains hyper 
polarized and nearly deadlocked in multiple key electoral states.

During the next four years, will the partisan divides deepen or will 
compromise prevail? We hope the latter but want to turn toward 
what the Biden Administration means for the landscape industry.

H-2B
Opportunities
• Biden hails from the state of Delaware which is a state with strong 

seasonal labor demands in landscaping, tourism, hospitality and 
seafood. The two senators from Delaware ,Coons and Carper, have 
been staunch supporters of H-2B reform and will hopefully continue 
to garner influence with the President on the need for H-2B reform.

• Biden has openly stated on his transition website “Biden will work with 
Congress to reform the current system of work visas.”

• Biden is committed to pushing immigration reform through Congress.
• Biden has nominated Alejandro Mayorkas to head the Department 

of Homeland Security. Previously, Mayorkas headed USCIS during the 
Obama administration and he has a track record of understanding 
the importance of the H-2B program.

Challenges
• Biden has strong connections with labor unions who fundamentally 
oppose guest worker programs. Unions will have significant influence 
in this administration.

Labor unions are likely to hold key position at 
the Department of Labor and there are con­
cerns over how strongly they will support and 
validate the labor certification process.

LAWN CARE/ENVIRONMENTAL ISSUES 
Opportunities
• Work with EPA personnel to further defend the 

Federal Insecticide Fungicide and Rodenticide 
Act (FIFRA).

• Biden’s EPA will be more credible at the state 
and local level rather than Trump’s EPA, which 
was maligned as bad for the environment.

• Climate change will take center stage and 
the landscape industry can use this as an op­
portunity to demonstrate how we are part of 
the solution.

Challenges
• EPA could become less receptive to industry 

input on benefits when evaluating pesticides.
• Biden may roll back some EPA decisions that 

may make lawn care practices increasingly 
burdensome.

• The environmentalist anti-pesticide commu­
nity that fundamentally opposes some of the 
practices and tools the lawn care industry uses 
will have strong influence inside the EPA and 
the White House.

In addition to our primary issues, we antici­
pate Biden pushing forward with a bold agen­
da on COVID-19 relief and economic stimulus; 
infrastructure; health care; and employment 
protections.

But President Biden’s ability to pass a bold 
agenda will hinge on his ability to work with a 
Congress that, like the country, is divided along 
partisan lines with razor-thin majorities.

All of this will unfold in the following weeks 
and months but there will certainly be opportu­
nities and challenges ahead for the landscape 
industry as we turn the page on 2020 and begin 
2021 with the newly inaugurated President Joe 
Biden and the 117th Congress, l&l

BETWEEN H-2B AND 
ENVIRONMENTAL 
ISSUES, the Biden 

Administration 
presents opportunities 

and challenges for 
landscapers.

Editor’s note: This article was written by NALP Government 
Affairs Department on Dec. 4,2020. You can contact Bray 
at andrew@landscapeprofessionals.org for the most 
current information.
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Steer your Business 
in the Right Direction.

Ready to handle more business? Nothing goes to work like the T3100. Start with the largest capacity 

applicator that can fitthrough a 36" gate. It handles hills like no other, gets operators up and running 

faster, and boosts productivity. More yards covered, less sleepless nights, higher profitability. Grow 

your business Go with Turfco. CALL (800) 679-8201 OR VISIT TURFCO.COM

TURFCO WORKS HARDER. WORKS SMARTER. WORKS LIKE A TURFCO.

TURFCO.COM


Jena and Rudy Larsen started Lawn Butler during the Great Recession, but still have grown it by 50% every year.
By Kristen Hampshire

/lew fW
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COVER STORY

I
n 2007, “everything was collapsing,” says Rudy 

Larsen, CEO of Lawn Butler in Centerville, Utah, 

of the economy. But while talking to potential 

customers, they beefed about getting landscape guys to 

call them back or deliver bids. They told him, “We can’t 

get anyone to do what they said they were going to do.”

Larsen thought, “1 can do that.”

"There were enough landscape companies 
out there that were not concerned about tak­
ing care of their customers," he says, jump­
ing ahead to today and his $18-million firm, 
which has grown an average of 57% every 
year during the last decade.

Larsen started his business that year with his 
wife, Jena. Then, Larsen was fresh out of high 
school and determined to grow his mowing 
side gig into a legitimate, profitable business.

Larsen maxed out credit cards, purposely § 
broke a bank covenant, barely made payroll | 
and questioned whether he should be in 5 
this business. He hired the wrong people, £ 
completed jobs that weren't profitable and g 
stayed up worrying if he would make payroll. 2 
In other words, his experience is "like any true |

entrepreneurial story" in many ways, he says. g
But he focused. And, he refocused, recog- | 

nizing that "the single push on the flywheel" o

INNOVATIVE HERBICIDE SOLUTIONS

All-Season Power.
No-Callback Performance.
We understand customer satisfaction is a season-long endeavor - that's why we've 
built a best-in-class herbicide lineup. Our innovative solutions partner throughout the 
season to keep lawns clean from spring starts to fall finishes.

IT'S JUST ONE WAY WE CAN HELP YOU KEEP WEEDS, AND CALLBACKS, AT BAY.
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The Rain Dial-R Series Controller is now mobile device or web 
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enjoy the familiarity of a controller you've relied on for 
decades with the convenience and time-savings of remote 
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irritrol.com/raindial


COVER STORY

that his favorite author Jim Collins writes 
about in Good to Great, was adopting a 
guiding principle - this idea of a family cul­
ture. Certainly, labor keeps most owners in 
the landscape industry up at night. But for 
Larsen, his concern is about "making sure 
people are happy."

"I don't want people to feel left out or like 
they are not important," he says. "If I lose my 
people, I lose my business."

Here is how he grew Lawn Butler to be at­
tractive enough to sell and continue to grow.

THE FIRST FIVE YEARS. We weren't making 
any money," Larsen says. "We didn't know our 
pricing structure, we didn't know how to bid. 
But I had a desire to take care of customers, 
so we were growing."

Larsen can count a good 15 times when 
Lawn Butler should have gone out of business.

“We weren’t making any money. We didn’t 
know our pricing structure, we didn’t 

know how to bid. But I had a desire to take 
care of customers, so we were growing.” 

Rudy Larsen, CEO of Lawn Butler

Flexible.
Powerful.
Profitable.

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

This is PRO Landscape.

prolandscape.com | 800-231-8574 | sales@prolandscape.com

PRO Landscape
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Q John Deere

Our engineers never rest on their laurels. Whatever laurels are.

It's Zevolution: the evolution of the ZTrak 900 Series.

Ever since the first Z900, we've always kept the pedal down in terms 
of product improvements. We don't look back: we look forward.
For us, there's always a better Z900 around the corner.

We do this because we know you've got places to be, lawns to mow, 
jobs to finish. And John Deere is right there every step of the way, with 
not only great products, but also NEVERSTOP™Services and Support - 
from financing to parts and service, even loaners.

We all have got a job to do. And ours is making sure you have exactly 
the tools you need to do your job right, the first time and everytime.

ZEVOLUTION
Evolution of the ZTrak”

JohnDeere.com/MowPro

John Deere's green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company.
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COVER STORY TOUGHING IT OUT. Larsen says there were 
15 times his company should have shut down, 
but he made a promise to himself to never quit.

One of those was after a struggle to make 
payroll. Larsen was driving his truck on Utah's 
1-250 and he wanted to quit. Just forget it all 
and move on. "I thought, 'I need to be done

and just do something different. I'm not mak­
ing any money, and this is going nowhere.’"

He kept driving.
He kept thinking, too.

LET'S TALK ABOUT

THE IDEAL SPRAY SYSTEM
FOR YOUR BUSINESS

We offer innovative custom spraying equipment

G
solutions tailored to your needs.

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

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

"I said to myself, 'I'm going to make the 
decision right now to never consider quitting, 
ever again,”' he says. "That was a moment of 
'passing through,' and once I passed through, 
I never went through that again. I was deter­
mined to make my business work and to stop 
worrying about whether I should or shouldn’t."

This was 2010, and the business was 
only three years old. The moment changed 
Larsen's mindset. With a full-boar attitude, 
Lawn Butler grew from $30,000 in 2007 to $2.5 
million in 2012.

Getting there was a grind. The company 
began to dig into its bidding process and 
finetune pricing. In 2009, Larsen's wife who 
was working as a dental hygienist and doing 
the books off-hours - came into the business 
full-time to focus on production processes. 
She also began focusing on team-building.

Jena says, "Rudy is good at the big picture 
and the vision, and I'm good at the details of 
how to make his vision happen."

Organizing field labor and keeping an 
eye on expenses positioned Lawn Butler to 
support its growing customer base. The team 
had grown to about 20 with five trucks in the 
fleet by 2011 when Dario Benitez joined the 
company. He had been working as a junior 
accountant and ran into his high school 
friend - Larsen - only to learn his buddy 
was still in the landscaping business. "I told 
him I was contemplating a career change 
and he told me about his business and the 
opportunity," Benitez says.

At Lawn Butler, there is a formal Culture of 
Family philosophy, and though it wasn't writ­
ten down in a core values format at that time, 
Larsen had been operating that way since the 
beginning. It was just in a more casual way. 
"Rudy painted this picture and shared the 
goals he had for the business, and knowing 
him, I trusted that. Whenever he says he will 
do something, he accomplishes it. So, that is 
why I made the leap," Benitez recalls.

Benitez came on board as operations 
manager and soon evolved into an account 
manager role, focused on sales as Lawn Butler 
aimed to increase its commercial mainte­
nance business.

Today, Benitez manages a team of 12 
account managers and two estimators as 
vice president of sales. And, Lawn Butler is
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COVER STORY ON THE HOOK. The Larsens decided they 
wanted to grow fast, so they took on debt 
with the confidence that they'd pay it back.

primarily commercial maintenance, servic­
ing retail sites, HOAs, commercial offices 
and industrial facilities. In ramp-up mode, 
Larsen recognized how much capital his

business required to keep up with growth.
“Free cash flow is a great way to grow, and 

a lot of businesses do that," he says. “There 
are plenty of articles out there about, 'Why I
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never took out a truck loan, ’ or 'Why I have no 
debt.’ It’s slower and safer to grow with cash. 
But I can’t go slow. I can’t."

THE SECOND FIVE YEARS. Larsen wanted to 
grow fast. “I wanted to build something time­
ly," he says. He and Jena considered bringing 
on a minority investor, but losing control of 
the business was a concern. “A lot of investors 
have a horizon," he says. “They want to invest 
for five years, and after that, they want to sell 
and get their money back. You might be able 
to pick your first investor, but you likely will 
not be able to pick the second one. You may 
hate their guts, but you’re stuck."

With private equity or an outside inves­
tor, “You share the risk - but you share the 
returns," Larsen says.

“We think we can do this on our own," the 
Larsens concluded.

Well, that is - they could do it with the bank. 
Deciding that cash-only was too slow and an 
outside investor would be too overbearing, 
the only reasonable third option was debt.

“Debt is an accelerator - for better and for 
worse," Larsen says. “We had to get good at 
managing the business and growing our com­
pany because with debt, you're on the hook. 
You have to perform and deliver."

Lawn Butler did just that.
Larsen describes the company’s financial 

approach as “offensive," so banks never 
had to ask him to provide statements or stay 
compliant. “We approached the banks and 
negotiated lines of credit - and we approached 
them with the perspective that we wanted to 
continue to grow," Larsen says.

Larsen fine-tuned Lawn Butler’s financial 
best practices, committing to detailed month- 
end reporting and meetings with managers to 
discuss performance. “Our average growth 
over the last 10 years has been 57%, so we 
had to produce 57% more working capital 
every year and service that debt," he explains, 
adding that, “if you don’t know where you are 
financially, how can you make good decisions 
when it comes to debt?"

There was a point when Lawn Butler broke 
a debt covenant. “And, we were the first ones 
to tell the bank we broke it," Larsen says. The 
company purchased a bunch of equipment 
from a different bank than the one that held

30 JANUARY 2021 • LAWNANDLANDSCAPE.COM

mailto:proturfsolutions@penningtonseed.com
pennington.com
LAWNANDLANDSCAPE.COM


BUILT FOR 131(60011
From World First to World Leader

PERFORMANCE

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. |

Financing 
Available

NOW
At Participating Dealers

Available Now though March 31,2021

*Availabl(

us.com


WE'RE LOOKING

FOR YOU.
Join our national Lawn care family.

Safer Lawn Care I
Naturally"! 1

Industry Leader 
Since 1987

$Upto$150K 1st Year 

Revenue Potential

Two Additional
Revenue Sources

ft Environmentally
*4? & Pet-Friendly

I looked 
at doing 

lawn care 
myself, but 

why reinvent 
the wheel?

Jon Bennett
Scranton, PA 

Franchise Owner

Key

COVER STORY

(800) 989-5444
NaturaLawnFranch1se.com
* Based on 36 owners and the 2019 gross revenue report. 
© 2020. NaturaLawn of America, Inc. A division of 
NATURLAWN® Services and Products. All rights reserved.

Markets Available 
ln Your Area-

POWER UP YOUR SOIL

Take your Lawns 

to the /V Y" Level
M®glogy

Early on with his fledgling company, Rudy Larsen told himself he’d never 
consider quitting. Since that moment, Lawn Butler has only rapidly grown.

00-5

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

its existing credit lines. “So, we had two banks," he continues. “We went 
to the second bank and said, 'We are going to break this covenant for 
about 90 days. Here are our projections. Here is what we are doing. We 
want you to know we are in total control of the situation and we are 
making a good decision.'"

Within 90 days, Lawn Butler went from breaking that covenant to 
dropping its debt to far below the required 3-to-l ratio. After taking 
on the second loan, the company's debt ratio was 5-to-l, higher than 
allowed. Post-90 days, its debt ratio was 1.8-to-l. The company had cut 
its debt to one-third of the total requirement.

Businesses need to think of debt as a responsibility to generate in­
come, he says. “We weren't just adding debt, we could service it with 
our customers because we understood that every customer generates X g
dollars, and every bit of debt is Y," Larsen says. "(When) we increased our |
customer base, the X would outweigh the Y and we would be compliant." 1

To further manage processes, Lawn Butler adopted Enterprise Re- > 
source Planning (ERP) software. "We started tracking everything so we | 
could review production data and performance numbers," Larsen says. g

Jena adds, "Every one of our processes has been developed because £
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TAKE TIME FOR YOU. Lawn Butler doesn’t 
have a set PTO policy, but as long as production 
goals are met, schedules remain flexible.

we learned the hard way. We started the business from nothing, and 
whenever we encountered a roadblock, we solved it by creating a process 
to bypass that situation.”

Larsen calls this five-year period of time in the business, “the years 
when we started making money."

Meanwhile, people were always central to Lawn Butler’s opera­
tion - and just as the company evolved its financial and production 
processes, it also paid close attention to how people were given op­
portunities to thrive.

As Vice President of Operations Clayton Phillips, who joined the 
team in 2011, describes: “Because we are like a family, we can be more 
open and direct with each other. As managers, we focus on a 'sandwich 
system, ’ which is to compliment something they are doing well, address 
the issues we need to talk about, and remind them we support them and 
want to see them succeed.”

Developing Culture of Family is a work in progress. “We always have 
to adapt and make changes as we grow,” Phillips says.

ALL ABOUT PEOPLE. The biggest change Larsen names is Lawn Butler’s 
intentional focus on people and doing what's right for the team - even if 
that means doing things that would make a typical HR manager cringe.

Case in point: Lawn Butler does not have a PTO policy and never has.
“Our policy is, you take the time you need for your family and we 

expect you to show up and work and create a successful company - to 
do your part and carry your weight,” Larsen says. “And if you don’t, you 
won't work here.”

To determine whether employees are “carrying their weight,” each 
crew member and manager is assigned a production goal that is mea­
sured monthly, quarterly and annually through the ERP system. If a team 
member is not meeting his or her goal, a manager will hold a meeting 
to find out what's going on. “Sometimes, they have a good reason why 
- and we ask, 'How can we help?'” Larsen says.

You'll always have people who abuse freedom. Lawn Butler has a 
“slow, managed exit process” in those cases, where the company gives 
a team member who is underperforming a few chances to meet goals. 
Because production goals are based on specific job production times 
that have been tested and tweaked, they are realistic.

By managing performance and giving people the time they need when 
they need it, Larsen says 90% of the time team members make the right 
decisions on their own. “You empower people when you say, 'I trust you 
to make the right decision.”'

Operating in Utah, where winters can demand long hours through 
the night for snow and ice removal, Larsen also expects that employees 
will give to the company. “We expect you to work with the company if 
we need you and it's snowing at 2 a.m.,” Larsen says. “But when you 
need that same courtesy when it comes to time off, we will be there for 
you as well.”

Another key component of Lawn Butler's Culture of Family phi­
losophy is treating employees the same as customers. Twice a year, the 
company gives customers gifts like calendars or mugs, pens. “We decided 
we were going to buy the same things for our employees - our team is 
just as important as our customers,” Larsen says.
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COVER STORY

“Every one of our processes has been developed 
because we learned the hard way. We started 

the business from nothing, and whenever 
we encountered a roadblock, we solved it by 
creating a process to bypass that situation.”

Jena Larsen, Lawn Butler co-founden

Every year, Lawn Butler hosts a family 
barbecue, a company swim party and mul­
tiple team-building events - axe-throwing, 
going to the movies, etc. Employees look 
forward to the annual holiday party. "These 
little things quantify into something much 
bigger," Larsen says. “We hope it shows 
people we care about them - we genuinely 
care about them."

This culture goes a long way toward at­
tracting labor in a tough market. Specifically, 
Lawn Butler shows invested, hard-working 
individuals who are H-2B workers or inter­
ested in a work visa that the company cares 
by sponsoring their journey toward citizen­
ship. It costs about $10,000 per permanent 
resident card. They move to the U.S. with 
their families and essentially take a loan from 
Lawn Butler to pay back some of the initial 
housing and setup expenses over time.
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ADOPTING TECH. Larsen expected crews 
to hate mobile tracking, but they’ve come 
back and said they like not filling out timesheets.

"It's a long-term investment," Larsen says 
of this project and recruiting, in general.

THE LAST THREE YEARS, fust as wise debt is a 
growth accelerator for Lawn Butier, so is smart 
technology. After starting Smart Rain in 2012, an 
irrigation platform to help scale the company's 
remote irrigation management business, 
Larsen began exploring other tech options.

Recently, Lawn Butler introduced a 
custom-built mobile app. It tracks photos 
and infield work, progress on jobs and pre­
vents "time theft." Previously, the company 
relied on paper time sheets that crewmem­
bers filled out. The pay-per-day sheet had a 
significant human error risk, though. If an 
employee forgot to fill it out, he or she would 
not get paid. In addition, there was a risk to 
the business, too, if a team member wasn't 
completely accurate since Lawn Butler is 

so focused on managing production time.
"When we implemented the mobile track­

ing app, we figured our guys would hate it, 
but they came back and said, 'We like the app 
better!"' Larsen says. "I asked, 'Why?' They 
said, 'We don't have to spend time filling 
out paper day sheets.' And, they are getting 
paid like clockwork because the recording is 
happening like clockwork."

As for in-field technology, Lawn Butler 
invested $100,000 in a pilot robotics program 
and hired a dedicated employee to manage 
it. The company has a few commercial-grade 
mowers that also perform sidewalk clearing in 
winter. So far, customers are receptive.

"Everything we have figured from a dollar- 
savings perspective tells us this makes sense, 
and we are always looking at ways to reduce 
production times," Larsen says. "We are 
looking at how we might be able to replace 

an individual for a task like mowing and use 
that person for another aspect of the business 
that generates more profit."

All the hard worked paid off for the Lar­
sens and their employees and has set the 
company up for even more growth. In April 
of 2020, Lawn Butler was acquired by Out- 
worx Group, a facility services management 
company that's part of the New York-based 
Mill Point Capital portfolio. Larsen will still 
be involved with Lawn Butler and has no 
plans of leaving anytime soon.

"I plan to stay engaged in helping them 
grow my company and their company into a 
successful industry leader," he says. "I chose 
to partner with them because I felt at the 
time, and still do, that together we are much 
better than we are apart. We can do more 
and accomplish more in a shorter time then 
we could apart." l&l
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TECHNOLOGY

buttons

SEO is complicated, 
but getting started 
can be simple.

By Jimmy Miller

racticing strong search engine op­
timization is like tending to a land­
scape: There's multiple important 

components that make up the whole.
That's how Jack Jostes likens it to his cli­

ents in the green industry. He's the president 
and CEO of Ramblin' Jackson, a digital mar­
keting agency based in Boulder, Colorado. 
Between getting strong Google reviews and 
properly listing your company's contact 
information online, Jostes says there's not 
one clear-cut path to strong SEO.

“There are multiple components that need 
to work together to get found online," Jostes 
says. “There isn't any one single thing that you 
do, just like there isn't any one single thing 
you're going to do if you're in a landscape."

While there's no secret formula to find­
ing success online, SEO experts say there's 
certainly several steps that convert website 
users into leads. And here's the positive: Chris 
Darnell with The Harvest Group believes 
there's very little competition online because 
landscapers simply haven't put in the time as 
an industry to learn about SEO.

“I would say if somebody would spend 
four or five hours a month on it, they'd be 
ahead of 90% of the other competitors," 
Darnell says. “It takes very little to move the 
needle in our industry because people don't 
take advantage of digital marketing."

TWO (GREEN) THUMBS UP. Getting strong 
reviews online is among the first things land­
scapers can do to improve their SEO. Jostes 
says clients look at the reviews online before 
deciding to invest money in a company, and 
three out of five stars doesn't look good when 
someone else has five out of five.

So, Jostes recommends asking for an on­
line review while building that relationship 
with the client. He's told companies to make 
it a part of their process, where managers 
will ask clients for a Google review before 
final walkthrough of the property. Others 
can secure the review months in advance by 
getting an agreement that they’ll leave their 
feedback at the end of the process.

Jostes says it's important to get Google 
reviews, but it's also important to give clients 
options in the event they don’t have a Google 
account. Put a reviews section on the com­
pany website where people can write first-
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Don’t just tell people 

what services you 

offer - tell them how 

their solutions will help 

them get what they 

want For example, 

the writing is often 

something like, 

“we provide mowing” 

when it should be, 

“we’re giving you 
your weekends back.”

CHAD DILLER, 
director of client success, 
Landscape Leadership
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ASK FOR FEEDBACK. Getting strong 
reviews online is among the first things 
landscapers can do to improve their SEO.

hand feedback without needing to create an 
account. Reviews on social media also factor 
into the SEO equation, so he says landscapers 
can't ignore those, either.

"The clients who are not getting strong 
results from the internet don't have reviews 
yet," Jostes says. "They all say that word of 
mouth is their number one source of busi­
ness. Online reviews is still word of mouth."

A WORK IN PROGRESS. Chad Diller says 
it's easy for companies to forget that people 

g - not computers - are on the other end of
£ a Google search. Real, live humans are the
| ones viewing a website, so the site should be
d as user-friendly as possible.
£ "Every move that I've seen in Google over 

the last 10 years has been rewarding websites 
| that provide a meaningful, valuable user ex- 
< perience," Diller says. "If a person finds your 

website and they stay there...that is a big, big 
indicator to Google that things are going good."

Diller is the director of client success at 
Landscape Leadership, which focuses on 
improving marketing and sales for compa­
nies in the green industry. He tells his clients 
to ensure their websites look good on both 
desktop and mobile devices, plus warns them 
to watch for slow loading times.

He also urges companies to consider 
what's on their website. Don't just tell people 
what services you offer - tell them how their 
solutions will help them get what they want. 
For example, the writing is often something 
like, "we provide mowing" when it should 
be, "we're giving you your weekends back."

"(The best sites) are writing for a human. 
It's actually funny or clever or meaningful," 
Diller says. "This looks different than the 12 
other lawn care websites we went to."

CREATING SOLUTIONS. Tone is not the only 
important factor to consider when evaluat­
ing a website's content. Darnell says it's 
important, and for a prime example of why, 
landscapers should look at Apple's website. 
They’re not posting photos of the latest chip 
that goes in their phone; they post photos 
of people dancing and having a good time.

But he also reminds landscapers that creat­
ing original, unique content is vital to success 
online. Darnell says SEO is like your digital 
reputation, and creating a strong reputation 
means doing and saying the right things 
over a period of time to establish yourself 
online. Showing off how many awards your 
company has won or that you can take nice 
photographs in front of a truck is not enough 
- potential clients want to see expertise.

"The misconception is that you want to talk 
about yourself a lot. You don't," Darnell says.
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TECHNOLOGY

"You want to identify the issue, the solution 
and basically why you're the best choice to 
provide that solution."

There are some elements to SEO that can't

I would say if somebody would spend four 

or five hours a month on (SEO), they’d be 

ahead of 90% of the other competitors.”

CHRIS DARNELL, The Harvest Group

really be changed: Search location proximity 
factors into what people search, so a land­
scaper in Ohio is always going to show up 
higher than a landscaper in Hawaii if that

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

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

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

Google user is searching "landscapers." But 
Jostes says creating several web pages on a 
website helps build up SEO and including rel­
evant links and keywords like the city names 
or services that the company offers will help. 
A four-page website won't stand up against 
a 50-page website, especially if the pages on 
the latter are relevant.

Developed pages answer questions a client 
might have and provide education, while 
underdeveloped pages focus simply on why 
that company is so great - a marketing pitch.

"If you don’t mention the individual cit­
ies and pages, you're not going to stand out 
online," Jostes says. "Andyou could, because 
most landscapers have a very thin, weak 
website with no content. If you build out the 
content, you will rank (and get) those leads."

MONITORING CHANGES. Diller urges land 
scapers to remember that SEO work is never 
really done. Not all a company’s problems 
will disappear if they reach the coveted top 
landing spot for when someone searches 
"landscapers near me." He reminds compa­
nies that the goal is to get quality leads, not 
simply to get views.

"I think companies are looking for short­
cuts," Diller says. "They want someone to 
do this for them. They don’t want to be tied 
up with it."

There are other search engines out there 
but Diller says landscapers should max out 
what they can do with Google first since it’s 
king. Plus, if they do find success on Google, 
landscapers will likely inherently find success 
on the other search engines.

Monitoring the changes in algorithms can 
be complicated, Darnell admits, but using 
tools like Google My Business, Moz and Search 
Engine Journal will help. Constantly reading 
about what Google uses in its algorithms helps 
people stay ahead of the curve in SEO.

Jostes compares SEO to a "tree of good 
fortune" - you can go out and buy fruit, but if 
you grow it instead, it'll be plentiful and more 
productive in the long run.

"It takes more work to get started and it 
takes time," Jostes says. "But once you plant 
it and nurture it, every season you're generat­
ing those leads, but not necessarily paying as 
much as you did to build it and plant it." l&l
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The green industry has a number of franchise options if you 
want to break into landscaping or expand your service offerings.



FRANCHISE ROUNDUP

Archadeck
Outdoor Living
Franchising since: 1980

Average initial investment and what this 
covers: $130,000-$150,000 - Start-up capital 
(Home-based, minimal tools and equipment, 
software, launch marketing for the first year).
Royalty fee: 6.5% on a sliding scale 
Franchise fee: $49,500
Total investment: $130,000-$150,000
Number of North American Locations: 66 
States/provinces with at least 1 franchise: 30 
Services offered: Residential custom 

design and build for outdoor living spaces 
including decks, sunrooms, screened porches, 
hardscapes, outdoor kitchens and pergolas
Closures in the last three fiscal years: 5 
Hours of Training: 116 hours of classroom 

and 10 hours of field training
Website: Archadeckfranchise.com 

and Archadeck.com

U.S. Lawns
• Franchising since: 1986
Average Initial Investment and what 

this covers: Between $45,800 and $141,300 
depending on type of franchise (standard vs. 
conversion) and desired operational model. 
Covers the first three months of operation and 
includes the franchise fee; initial marketing 
plan; training costs; deposits and payments 
for facility, truck, trailer and equipment and 
additional operating capital.
• Royalty Fee: Begins at 6% of gross monthly 
sales and declines to 5% and then 4% as 
certain revenue thresholds are achieved.
* Franchise Fee: Initial franchise fee is 
$34,0000 - discounts are available for existing 
landscape business operators looking to 
convert their business.
• Total Investment: Same as average initial 
investment listed above
• Number of North American Locations: 250 
• Services offered: Core services includes 
maintenance, tree trimming; fertilization, lawn 
care and shrub and tree insect and disease 
control, lawn and ornamental consultation; 
irrigation services; installation of landscape 
materials; arborist services; and snow 
management and other snow-related services 
• Closures in the last three fiscal years: 41

Hours of Training: 47
* Website: uslawnsfranchise.com

Clintar
• Franchising since: 1982
Average Initial Investment and what this 

covers: $400,000 - $600,000 covers set-up, 
real estate planning, training and operations 
and marketing.

Royalty Fee: 8%
• Franchise Fee: $40,000
• Total Investment: $440,000 - $640,000
• Number of North American Locations: 26 
• States/Provinces with at least 1 franchise: 6 
• Services offered: Snow and ice control, 
landscape management, landscape 
enhancements, parking lot maintenance, 
other services such as window cleaning, 
noxious weed and invasive species control 
• Closures in the last three fiscal years: 0
• Hours of Training: Seasonal
• Website: Clintar.com

Weed Man
Franchising since: In Canada in 1976 and 

expanded to offer franchising to the United 
States in 1996.
Average initial investment and what this 

covers: $69,490 - $86,550. Initial franchise 
fee, training expenses, travel, real estate 
improvements, equipment and fixtures, truck 
and spray package lease, computer hard­
ware and software, insurance, miscellaneous 
operating costs and additional funds for 
three months.

Royalty Fee: $12,558.98 annually for each 
of the first two production vehicles; $8,791.29 
annually for the third production vehicle; 
and $6,279.49 annually for each subsequent 
production vehicle used during the year. 
Each year, these amounts may be adjusted 
for inflation, according to the Consumer 
Price index. The Base Year is Nov. 1,1995. The 
amounts stated are for 2020.
• Franchise Fee: Single territory (population 
up to 150,000): $20,000; double territory 
(population up to 300,000): $33,750
• Total Investment: $69,490 to $86,550
Number of North American Locations: 306

License Agreements & 683 Territory Counts
• Services offered: Fertilizer, weed control, 
insect control, mosquito control, aeration, 
seeding
Closures in the last 3 fiscal years: 7
Hours of training: 10-day training - 70 hours 
Website: Weedmanfranchise.com

or Weedman.com

The (Grounds Guys
Franchising since: 2010
Average Initial Investment and what this 

covers: $81,220 - $200,070. This includes 
the initial franchise fee, software, vehicle(s), 
equipment, supplies, inventory, insurance, local 
marketing and promotions, training, travel, 
lodging, deposits, permits licenses, real estate. 
The Grounds Guys estimated initial investment 
range includes the franchise fee; however, the 
initial franchise fee may vary depending on the 
size of the territory purchased.

Royalty Fee: 5-6%
Franchise Fee: $35,000 (minimum initial) 
Total investment: Not available
Number of North American Locations: 213
Services offered: Residential and commercial 

services include: lawn and bed maintenance; 
landscape and hardscape; pest, weed and 
fertilization, irrigation, outdoor lighting, snow 
and ice management; gutter cleaning

Hours of Training: 110 hours over a 12-13 week 
onboarding process from signing to opening. 
Ongoing learning opportunities: 48-plus annual 
training opportunities, all day training events, 
weekly webinars and more.
Websites: Franchise.groundsguys.com 

and Groundsguys.com

Freedom Lawns USA
Franchising since: 2007

• Average Initial Investment and what this 
covers: Ranges from $45,000 - $60,000 
excluding franchise fee. This includes vehicle, 
spray unit, computer software program, 
miscellaneous equipment, training, marketing, 
customized website, paper supplies, start-up 
product, insurance licensing.
“ Royalty Fee: 6% - Also offers franchise owners 
an incentive program for reducing their 
monthly royalty based on annual growth.
• Franchise Fee: $15,000 - $25,000 based on 
territory
* Total Investment: $60,000 - $70,000

Number of North American Locations: 11 
* States/Provinces with at least 1 franchise: 4 
* Services offered: Organic based lawn care, 
plant health care, natural mosquito control, 
many other optional lawn care services.
• Closures in the last three fiscal years: 1 
* Hours of Training: 2 weeks- 80 hours- 
training is conducted at the corporate office 
and on franchise site
• Website: Freedomlawnsusa.com
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FRANCHISE ROUNDUP

Spring-Green 
Lawn Care
• Franchising since: 1977
• Average initial investment and what
this covers: $87,424 - Franchise fee, down 
payment on vehicle and equipment, 
technology and software, opening supplies, 
initial marketing campaign, initial data fee, 
three months working capital.
• Royalty Fee: 10-8% (5-3% first season for 
qualifying green industry business)
• Franchise Fee: $25,000 with qualifying green 
industry business; ($40,000 without)
•Total Investment: $89,982-$106,262
• Number of North American Locations: 126 
independently operated locations, plus 26 
company owned locations
• States/Provinces with at least 1 franchise: 26
• Services offered: Lawn fertilization and weed 
control, lime treatment, lawn disease control, 
brown patch control, aeration and overseed, 
core aeration, grassy weed control, ornamen­
tal bed weed control, irrigation maintenance, 
moss control, root feeding, specialty injections, 
two-step tree program, perimeter pest control, 
mosquito mitigation, fire ant, control, flea and 
tick control, crane fly control, grub/subsurface 
insect control, surface feeding insect control 
(services may vary by region)
• Closures in the last three fiscal years: 3
• Hours of Training: 40
• Website: Spring-green.com

Outdoor Lighting 
Perspectives
Franchising since: 1998
Average initial investment and what

this covers: $150,00 start-up capital (initial 
inventory, tools, equipment, launch marketing 
leasing program is available for the vehicle.)
Royalty fee: 7% sales
Franchise fee: $49,500
Total investment: $150,000
Number of North American locations: 90 
States/provinces with at least 1 franchise: 32 
Services offered: Residential LED low voltage 

lighting, holiday lighting (for commercial and 
residential) and commercial and hospitality 
lighting solutions
Closures in the last three fiscal years: 19
Hours of Training: 61 hours of classroom and 

36 hours of field training
Website: Outdoorlightingfranchise.com 

and Outdoorlights.com

NaturaLawn
Franchising since: 1989
Average Initial Investment and what this 

covers: Visit bit.ly/naturainvest
Royalty Fee: Service fees start at 9% until 

you reach $500,000 annual revenue, and 
once $500,000 is achieved the fee drops to 
7%. Service fees are based on deposits, not 
on sales.
• Franchise Fee: $29,500 (new start up) - for 
conversions (current lawn care companies) 
the fee is adjusted based on revenue. It could 
be as low as $9,500.
Total Investment: $47,500 to $112,650 - 

depends on a new start-up vs a conversion.
Number of North American Locations:

49 physical locations / 93 licenses
Services offered: Lawn care, flea and tick, 

mosquito and aeration and seed
Closures in the last three fiscal years: 0 
Hours of Training: Classroom 120 hours 

(3 weeks) and on the job 51-90.
Website: Naturalawnfranchise.com 

and Naturalawn.com

Conserva Irrigation
• Franchising since: June of 2017
• Average Initial Investment and what this 
covers: First 90 days - $81,800 - $102,250 covers 
territory fee, travel for training, tools and 
equipment, computer hardware and software, 
inventory, storage, vehicle, vehicle signage, 
marketing investment and additional funds
• Royalty Fee: Tiered 8%, 7%, 6%, 5%
• Franchise Fee: First territory - $49,500;
Second territory - $40,000
• Total Investment: Initial investment (first 90 
days) - $81,800 - $102,250; Total Capital (first 
year) $150,000 - $200,000.
• Number of North American Locations: 105
• Services offered: For residential and 
commercial properties: Irrigation system 
installation, irrigation service and repair, 
irrigation annual/seasonal maintenance 
packages, annual inspection of backflow 
devices, government water rebate incentives, 
upgrading and retrofitting irrigation systems, 
system inspections and assessments, 
drainage solutions
* Closures in the last three fiscal years:
4 franchisees, 7 territories.
• Hours of Training: 10 days of training - 
80 hours. 5 days in person; 5 days virtual 
• Website: Conservairrigation.com

Nutrilawn Ecology 
Friendly Lawn Care/
Mosquito.Buzz
• Franchising since: 1988
• Average initial investment and what this 
covers: N/A
• Royalty fee: 6%
• Franchise fee: $20,000
• Total Investment: $80,000 in working capital 
which is applied to start-up costs, marketing 
and equipment
• Number of North American Locations: 30
• Services offered: Lawn fertilization and weed 
control with additional services including 
overseeding, lawn renovation, irrigation; insect 
control - turf insects and mosquito, ticks; 
perimeter pest control
• Closures in the last three fiscal years: 0
• Hours of Training: 120 hours start up training 
plus ongoing e-training and support
• Website:  and Mosquito.buzzNutrilawn.com

Mowbot
• Franchising since: 2018
Average Initial Investment and what this 

covers: $69,000 includes: franchise fee, open­
ing assistance fee, initial equipment package.
Royalty Fee: 7%
Franchise Fee: $39,000

• Total Investment: $61,510 - $129,680
Number of North American Locations: 17

franchises (total of 47 territories)
States/Provinces with at least 1 franchise: 11
Services offered: Robotic mowing services 

and additional lawn care and seasonal 
services (varies per location).
Closures in the last three fiscal years: 0 
Hours of Training: 40
Website: Mowbot.com

and Mowbotfranchise.com AL
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Introducing the New

Ewinff ProAdvantaffe Program
Rewards + Resources for Green Industry Pros

Enroll TODAY at
Ewinglrrigation.com/ProAdvantage o © on *Follow us on 

social media:

PRO
The Ewing New ProAdvantage Program was built for landscape contractors!
Earn points for every dollar spent at Ewing plus:

• Redeem for the rewards you want
• Leverage services that help add value to your business
• Access resources that really make a difference, like Synchrony homeowner-financing 

options and back office discounts from ADR Office Depot UPS, Penske and more!
Shop, Earn and Have Fun!

Eiuinu
Irrigation & Landscape Supply
800.343.9464 I Ewinglrrigation.com

Ewinglrrigation.com/ProAdvantage
Ewinglrrigation.com


A WINTER 
CHECK-UP

Keeping winter turf diseases 
off your properties all comes 

down to proper maintenance

ABOVE: Pink snow mold, spotted in the image above, is one of several winter 
turf diseases to monitor when your crews hit the field again this spring.

By Jimmy Miller

urfgrass experts say most winter turf- T grass diseases won’t be catastrophic
this year - particularly the various 
type of snow mold that spring up 

when 2021 rolls around.
And while proper prevention methods are 

the best ways to tackle turfgrass diseases, there 
are some ways to keep lawns healthy even after 
temperatures rise again.

"By the time we get to January, there's not 
a lot we're doing to prevent those diseases, so 
now we're at the point where we're trying to 
recover as quickly as we can," says Paul Koch, 
an associate professor at the University of Wis­
consin - Madison.

Koch says the winter diseases can really be de­
fined by whether or not there's snow cover in that 
particular region of the country. Where there is 
snow, the snow molds - speckled, gray and pink- 
are all more likely to pop up. In areas ofthe country 
where there isn’t much snow, contractors could 
deal with more leafspot or large patch diseases.
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Nashville, TN - 800-367-7712 www.neelycoble.com Decatur, AL • 800433-6351

ISUZU ISUZU
TRUCK

HUGE INVENTORY!

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

INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!

Isuzu NPR with 19’ Dovetail Landscaper Body
210 HP Diesel Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR,

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

A/C, P/S, PowerWindows & Locks, Tilt Wheel, Tow Package & Brake Control, 
(Other Options And GVW Ratings^Avallable)

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, PowerWindows & Locks, Tilt Wheel, (4) Boxes, 400’ Hose, Hand Wash, Tow Pkg, 

(Other Options And GVW Ratings Available)

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, P/S, PowerWindows & Locks, Tilt Wheel
(Other Options And GVW Ratings Available)

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

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

jW HP
Exhaust Brake (Diesel Only), AWFM CD Player, A/C, P/S, PowerWindows & Locks, Tilt Wheel, 

(Other Options And GVW Ratings Available)

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

landscaper trucks. Many have brand new bodies!

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

A/C, P/S, PowerWindows & Locks, Tilt Wheel, Split Dovetail Ramp, 
(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, PowerWindows & Locks, Tilt Wheel, 
(Other Options And GVW Ratings Available)

http://www.neelycoble.com


Gray snow mold, found here on a bluegrass lawn, is often mixed up with pink or speckled snow molds.

"If we get snow down here, it's generally 
here today and gone tomorrow,” says Clint 
Waltz, an extension specialist at University of 
Georgia Extension. "It's more wet conditions 
than anything else, and then compound that 
with possible drying conditions, that generally 
doesn't facilitate disease when it gets dry.”

IDENTIFYING THE DISEASES. By the time 
landscapers start encouraging turf growth 
in the spring, Koch says plants usually are 
recovering from their dormant periods.

The issue with finding the right treatment 
is that many of the diseases look similar at 
first glance, particularly snow molds. They all 
produce circular patches about one to three 
feet in diameter, though pink snow mold con­
tains a reddish ring around the outside while 
gray snow mold produces structures called 
sclerotia, which survive in dead leaf tissue. 
These look like red pebbles or sand granules. 
Meanwhile, speckled snow mold simply looks 
like somebody sprinkled pepper on the turf.

Other cool-season turf diseases found up 

north or in colder parts of the western United 
States are Pythium blight, which produces 
slick, brownish blotches in the turf, and pow­
dery mildew, a more serious issue that leaves 
the turf looking like it's been sprayed with 
white dust.

Koch says leaf spot can affect both cool- 
and warm-season turf, though it seems to 
be a little more common in areas that don't 
experience much snowfall. These can be 
identified by finding spots on leaves as the 
name implies.

Diseases like large patch, meanwhile, are 
also a little easier to decide because the issue 
is obviously spread right across the turf. These 
are often found on St. Augustine, zoysiagrass, 
centipede and Bermudagrass turfs. Dollar 
spot and brown patch are also issues for these 
types of turf.

But Koch also says talking with an exten­
sion specialist, particularly locally, can help 
contractors best navigate these winter dis­
eases. It's easy to get one disease confused 
for another, and treatments can vary. He 

recommends treating and monitoring the 
infected areas for about a month before then 
reaching out for help to see if someone knows 
what to do.

"It always helps to know what you're deal­
ing with,” Koch says. "You may think the issue 
that you had was snow mold, but it may be 
something else. You want to make sure that 
you have an accurate diagnosis.”

A YEAR-ROUND AFFAIR. In areas with 
warmer climates, turf disease is an ongoing 
fight, though wintertime actually provides 
some much-needed reprieve.

Waltz says most warm-season grasses are 
more susceptible to diseases during transi­
tion seasons like fall and winter. There are 
some exceptions, he notes, but generally, this 
time of year actually slows down diseases for §
folks down south. In fact, if contractors are i 
just noticing winter turfgrass diseases during >
the winter months, chances are strong that | 
they're seeing the remnants of a fall disease, p 

o
Waltz says. £
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LAWN CARE

“It always helps to know what 

you’re dealing with...You want to make 

sure that you have an accurate diagnosis.” 

PAUL KOCH, associate professor with the University of Wisconsin-Madison

SUBSCRIPT*
assistance

IS JUST AN
"It’s not going to get better over the wintertime," Waltz says. "If you 

had patch over October, that spot didn't disappear in December or 
January. Because it was there in the fall, it still will be there in the spring.

The issue is knowing when to apply product - it's easier to go too early 
in places where it's relatively warm all the time. Waltz recommends 
waiting until temperatures are a little more consistent. To be specific, he 
says soil temperatures four inches deep in the ground should be about 
65 degrees or higher.

Fertilizing too soon will only invite turfgrass diseases to come in dur­
ing the spring, Waltz says.

"Disease doesn’t go to zero, but it certainly slows down this time of 
year for us," he says.

Ways to constantly combat turfgrass diseases include raking off leaves 
and debris from the turf constantly. Allowing the turf to retain all the 
moisture from beneath the leaves over an extended period of time is 
often what causes the diseases in the first place.

"I think getting that off can help mitigate disease as much as anything," 
Waltz says. Regarding raking, Koch adds that it increases the temperature 
of the grass, fending off any further damage from the disease.

"It's going to have sunlight penetrate deeper into the canopy and 
increase oxygen flow in the area," Koch says.

THERE’S ALWAYS NEXT YEAR. As far as turfgrass diseases go, Koch 
says the best way to avoid them is simply taking preventative measures. 
Applying nitrogen products, for instance, should stop by the end of 
September or end of October.

"When we get later in the fall, you’re stimulating growth when it really 
should be slowing down," Koch says, adding that the plants are trying to 
shut themselves down to protect themselves during the winter.

Improving drainage around the turf also helps prevent diseases, as 
water or other moisture that pools up together in one spot is often a 
culprit for turf issues. Plus, Koch says once a diseased spot is found, 
landscapers should avoid walking through it, spreading the disease 
from one spot to another.

And, of course, mowing at an appropriate height during the season 
also helps keep the turf healthy. This helps keep conditions bad for fungal 
growths and good for proper turf growth at the same time. For most types 
of grasses, keeping lawns at a three-inch height is about right, though 
this is just the recommended mowing height. It could vary based on the 
situation or even the type of turf.

"(Treatment is) a matter of changing the environment again to make 
it less suitable for disease to grow," Koch says. "If things aren’t healing, 
you need to reach out to an expert. It’s a case-by-case basis with an 
extension specialist." l&l
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EQUIPMENT FOCUS

More to show The industry still has plenty of 
products to showcase despite 

canceled in-person trade shows.

Last month, we highlighted some of the 
industry's newest products we didn't see 
at trade shows this year. Here are more of 
the products you'll see out in the field in 
2021 that we found during virtual events.

The pitch: Belgard’s Tandem Modular Block is a flexible solution for a 
range of applications, such as retaining walls, curved walls and more. 
• Three different veneer facing styles lends itself to more design 
flexibility for design/build projects.
• Connecting multiple blocks together is easy, and it reinforces to 
make a higher wall to prevent geogrid.
• Units can be added to the back, which makes this product perfect 
for outdoor kitchen elements and smaller jobsites.
For more info: Belgard.com
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BUILT TO DOMINATE. 
READY TO REIGN.

The new Toro Z-Master 4000 zero-turn mower is a force to be reckoned with.

Show up big, bad, and fearless. The 4000 is the durability king, providing a royal 

ride with MyRIDE suspension system and grass-kicking TURBO FORCE deck 

with a bold, dominating look. It’s going to cut a path that you know will be noticed.

FROM START TO FINISH.™

TORO

toro.com/contractor Count on it.

toro.com/contractor


EQUIPMENT FOCUS

The pitch: The ZT7000 is one of 21 machines in Bobcat’s full lineup of 
sit-down or stand-on zero-turn mowers, and it features a AirFX cutting 
system, creating a powerful vacuum to ensure a premium cut.
• Roto-molded dual fuel tanks on the commercial models - ZT3500 
through ZT7000 - which hold up to 15 gallons.
• The machine features a mowing speed of up to 13 MPH and can reach 19 
MPH during transportation.
• The ZT7000 can be equipped with various Bobcat attachments, such as 
the mulching baffle kit, a ZT Hitch Kit and more.
For more info: Bobcat.com

The pitch: The largest and most powerful zero-turn in the Ferris lineup, 
the new IS 6200 brings the company back into the high horsepower 
diesel market.
• Powered by a Cat 48 gross hp turbo diesel engine, the 72-inch standard 
cutting deck will mow in the toughest conditions.
• It features include an interactive, three-inch color display screen, a foot- 
activated hydraulic deck lift and dual-commercial Hydro-Gear pumps.
• The next generation ROPS, suspension seat and patented suspension 
system come standard for unmatched comfort.
For more info: Ferrismowers.com

The pitch: The PB-9010T is ECHO’S biggest backpack blower to date, 
and it’s ready to move anything from light to heavy, wet debris from 
any jobsite.
• The 79.9 cc blower features a tube throttle and generates 48 Newtons 
of force.
• Landscapers can use the machine for longer than other backpack 
blowers with a 83.8-fluid ounce fuel tank.
• The metal ring at the end of the blower pipe reduces wear and tear 
from daily use.
For more info: Echo-usa.com

The pitch: With several 
technology updates, Luxor 
can control your outdoor living 
spaces from anywhere.
• New software features 
include off-site system control, 
secure cloud access, custom 
site management, custom 
controller naming and smart­
product capability.
• Cloud connection eliminates 
local network limitations 
to streamline control in the 
field and enable remote site 
management from anywhere in the world with an internet connection.
• Activate the Luxor lighting systems with voice-controlled smart home 
solutions including Amazon Alexa. In 2021, Luxor will also feature total 
voice integration for Google Home devices.
• Luxor incorporates zoning, dimming and more into a single controller. It 
also fully integrates with home automation systems including Control4, 
Lutron, Crestron, Savant and now ELAN.
For more info: fxl.com
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Laran
VENDOR SHOWCASE

February 3,2021 •

If you are looking for the latest information on green industry products, you've 

come to the right place! The Lawn & Landscape Vendor Showcase features 

the newest products on the market from leading industry suppliers. Register 

today FOR FREE and tune in from your truck, home, or office to learn more 

about the tools that help make you more profitable in 2021!

AN ATTENTIVE Al PRODUCT

•^clearpathGPS
driving business clarity

Attentive Al is a technology 

company focused on 

revolutionizing the property 

measurement and quoting 

process. The new release, 

called Falcon, is the first 

product on the market which 

automates the quoting 

process. This means huge 

time savings and dramatic 

improvement in accuracy.

ClearPathGPS vehicle and 

asset tracking solutions help 

thousands of landscaping 

design/maintenance and 

other field service businesses 

improve their operations 

and bottom line. Hear first­

hand from two landscaping 

customers on how they 

are using the top-rated, 

affordable solutions to 

improve customer service, 

control costs, protect their 

fleet, save time, and more.

lytx.
Lytx® is a leading provider 

of video telematics, safety 

and productivity solutions 

for commercial, public sector 

and field services fleets.

The Driver Safety Program, 

powered by the DriveCam® 

Event Recorder, is proven to 

help save lives, reduce risk 

and improve productivity.

^slingshot
Slingshot helps lawn and 

pest providers adapt to 

the on-demand economy 

through virtual, around-the- 

clock sales and customer 

support. With 25% of sales 

calls happening after-hours 

or weekends, Slingshot 

helps businesses respond to 

every new lead, sign more 

contracts, and instantly 

engage with current and 

potential customers 24 hours 

a day, using its multi-channel 

support platform.

*Times, sessions and speakers are subject to change.

vendorshowcase.lawnandlandscape.com

vendorshowcase.lawnandlandscape.com


EQUIPMENT FOCUS

The pitch: This new slow speed, high torque cutting attachment 
mounts to Compact Utility Loaders with 10-20 GPM of hydraulic flow 
and 2,000-3,000 PSI.
• Its open frame facilitates material flow, while a powerful drive generates 
up to 4,000 ft. lbs of torque to tackle any species of wood.
• The Stumpex CUL removes stumps from 4- to 11-inches with a single 
plunge, and stumps greater than 11 inches with multiple plunges.
• There are no carbide tips to replace, and no flying projectiles, 
making the Stumpex CUL a safer, low-maintenance approach 
to stump removal.
For more info: Fecon.com

The pitch: The new compact tractors include upgraded cabs with more 
headspace and other premium features.
• They feature an ergonomic operator station with standard features, 
including a tilt wheel with power steering, a joystick valve with quick 
attach and detach loaders and a precision-built KIOTI diesel engine.
• The CS2220 and CS2520 are compatible with KIOTI’s new SB2420 
backhoe and SL2420 front end loader.
• The new models are also compatible with KIOTI’s SM2454 and SM2460 
mid-mount mowers, both of which include drive-over decks for easy 
attach and detach.
For more info: Kioti.com

The pitch: Add wireless flow monitoring to new or retrofitted 
systems with this kit.
• The device sends station-level flow rates and flow totals from the 
sensor to the controller wirelessly, without the need to dig trenches 
or run wire.
• It provides 500 feet of line-of-sight communication from 
transmitter to receiver.
• It’s compatible with Hydrawise enabled HC, HPC, Pro-HC and 
HCC controllers.
For more info: vec.hunterindustries.com

The pitch: The Vulcan V-Plow cutting edge system features Winter 
Carbide Matrix for curb and snowplow cutting edge protection.
• It’s a complete system featuring two, 5/8-inch steel cutting edge sections, 
two nose and two curb PlowGuards.
• All the Vulcan steel is reinforced with carbide matrix hard facing weld, 
increasing cutting edge efficiency, while also reducing damage from 
rough roads and unseen obstructions.
• Intended for use on city streets and parking lots, the Vulcan system
is compatible with Western, Fisher and SnowEx plow models, and 
additional models are planned.
For more info: Winterequipment.com
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PLACE A CLASSIFIED TODAY! Please contact Steven Webb at 800/456-0707 x223 or swebb@gie.net. CLASSIFIEDS

BOOKS BUSINESS SERVICES BUSINESS SERVICES

Benchmarks for Landscape 
Construction Professionals

Publication special for Jim Huston's new book. 

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

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

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

Just $200 + S&H

For more details email: jhuston@jrhuston.biz

BUSINESS FOR SALE

ACQUISITION W Experts llc
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

BUSPRINCIPAL1OO@GMAIL.COM

BUSINESS OPPORTUNITIES

1994 • 25 YEARS *2019
SELLING YOUR BUSINESS?FREE NO BROKERAPPRAISAL FEES

Professional Business Consultants

Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase 
offers from qualified buyers without disclosing your 

identity. Consultants’ fees are paid by the buyer. 
CALL:

708-744-6715
FAX: 508-252-4447

pbcmellol@aol.com • www.PBCbroker.com

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 I Licensed Broker
CABRE #01846694

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

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

(SFP) Consultation 
w/th Michael Hornung of 

ValleyGreeri 
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

FOR SALE

Discount 
Small Engines & Parts

Small engines & parts 
from Briggs & Stratton, Kohler, 
Tecumseh, Robin and more.

www.smallenginesuppliers.com

Also, look up your own parts 
and buy online at 

www.smallenginepartssuppliers.com

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

WfeM
Powered by Horticultural Associates

FOR SALE

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

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
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HELP WANTED HELP WANTED LINERS

FOCUS
G E N C Y

EXPERTS IN FINDING 
LANDSCAPE TALENT!

No upfront fees.
We know what rocks to look 

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

confidentially?
We're the firm to call.

Expanding your business?
We're the firm to call.

Florasearch, Inc.
In our third decade of performing 

confidential key employee searches 
for landscape and horticulture 

employers worldwide. Retained.

Career candidate contact welcome, 
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177

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

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

THE FOCUS AGENCY
877-362-8752 

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

Hedge Trimmer Chapps, Mower Trash Bags, 
Chemical Spray Vest and Chapps, 

String Trimmer Chapps, Zero Turn Mower Covers, 
String Trimmer Covers, Arm Guard Chapps 

and Much Much Morell!

In business over 30 years 
with clients coast to coast.

NATIVE SEEDS
Largest producer of native seeds in 

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

Contact ERNST SEEDS today.

www.ernstseed.com - 800/873-3321

GreenSearch
Green Industry 

Leaders Start Here!

Bver BBS Quality. Innovative landscaper accessories
WWW.WECIIAPPS.COM **

MADE IN U.S.A. 800-8162427

LANDSCAPE EQUIPMENT

Solve your key leadership 
hiring needs by contacting 

GreenSearch, the professional 
search and HR experts 

exclusively serving landscape 
contractors and the green 

industry nationwide. 
Contact us today!

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

info@greensearch.com

Catch 
the 

Sunshine!
Greenhouse Kits • Equipment • Supplies

Gothic Arch/fix
Greenhouses □ □

PO Box 1564 • Mobile, AL 36633 • 800-55 l-GROW (4769)

www.GothicArchGreenhouses.com

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS OK

RNDSIGNS ~
Marketing, Design & Print

Maodscape

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

Posting Signs • Door Hang 
Brochures • Mailers

800.328.4009 
ers 

More

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

LAWNANDLANDSCAPE.COM
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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 
reprints@gie.net

1 Advertiser Website PG#

Annuvia Plant Nutrients anuviaplantnutrients.com 2

Billy Coat Industries billygoat.com 33

Bobcat Company bobcat.com/llbuildquote 17

C5 Manufacturing c5mfg.c0m 10

Cascade Lighting cascadelighting.com 8

Pennington Seed pennington.com 30

John Deere Company johndeere.com/mowpro 27

Ewing Irrigation Products ewingirrigation.com 45

Exmark exmark.com 59

Focal Point growpro.com OUTSERT

Go iLawn goilawn.com/test-drive 29

Grasshopper grasshoppermower.com 15

Greene County 
Fertilizer Company greenecountyfert.com 32

Gregson-Clark gregsonclark.com 28, 40

Hunter Industries hunterindustries.com 60

JR Simplot Co. simplot.com 37

Kubota kubotausa.com 19

Kuriyama of America kuriyama.com 33

Lebanon Turf Products lebanonturf.com 7

Mulch Mate mulchmateusa.com 39

NaturaLawn naturalawnfranchise.com 32

Neely Coble Co neelycoble.com 47

Nufarm nufarm.com/usturf 24

Permaloe Aluminum Edging permaloc.com 5

Pro Landscape/ Drafix prolandscape.com 26

Progressive progessivecommercial.com 35

Real Green Systems realgreen.com/mobilegrow 41

Smartgate Conveyors smartgateconveyors.com 12

Software Republic raincad.com 12

Takeuchi MFC takeuchi-us.com 31

Thermacell thermacell.com/tickpro 10

Toro Company toro.com/75oo-D 51

Toro Irrigation toro.com/psn 25

Turfco MFG, inc. turfcodirect.com 21

Vermeer Corporation vermeer.com/miniskids 9/11,13

World Lawn worldlawn.com 34
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AVERAGE
I Fl Stephanie Leonard, co-owner and

vice president, Brad Rose Landscaping

Brad Rose Landscaping 
is the definition of a family 
business. Company co­
owner and Vice President
Stephanie Leonard; her 
father, Brad, who started 
the company; and husband, 
Eric, work for the company 
and because of remote 
learning, Leonard’s two 
daughters, ages 11 and 12, 
are at the office when they 
aren’t at school.

Interviewed by Brian Horn

The 9-month-old daughter of the com­
pany’s office manager has been coming to 
office since she was 3 months old because 
daycare isn’t an option due to COVID-19. 
Oh, and the Leonard’s Rottweiler, Apollo, 
clocks in a few days a week at the Rens­
selaer, New York-based company.

“So, it’s crazy around our office on a daily 
basis but I wouldn’t have it any other way,” 
she says. Here is Leonard’s average day.

Monday through Saturday I am up at 4:45 
a.m., but on Sundays, I will sleep until 6:30 
or 7 a.m. I go to the gym four times per 
week and do CrossFit type of training. This 
is 50 minutes that I block everything out, 
focus on me and make my mind and body 
stronger. But before I leave for the gym, my 
husband and I spend about 45 minutes 
drinking coffee, planning our day, get 
caught up on things, etc. After the gym, 
I either go right to work or head home to 
get my girls ready for school. They attend 
school in person two times per week.

My commute is pretty short, only about 12 
minutes. I listen to XM Radio Hair Nation 
Station 39. This brings me back to my teens 
when life was carefree and stress free.

I arrive between 7:15-7:30 if coming right 
from the gym. If I am doing drop off to 
school, I’ll get to work around 9 a.m. It is 
important for me to see the staff before 
they all roll out, so that is why I really like 
coming in directly after the gym, but the 
mom guilt kicks in.

Once the crews roll out, I take about 10-15 
minutes to regroup with office staff and 
make sure all bases are covered. Then, I 
spend about 10-15 minutes talking with my 
father about anything and everything. The 
key ingredient in my life is communication.

Lunch is hit or miss. I generally just have a 
snack around 11 a.m. and then have a huge 
dinner when I get home around 5 or 5:30 

if I am in the field. If I am in the office, I will 
eat a heavier lunch and then have a light 
dinner with the family.

After lunch, I tend to get with my assistant, 
Emily, and my father to plan the follow­
ing day and recap on any happenings, 
weather, equipment, customers, problem 
solve and plan the next day.

When the girls were in school five days per 
week, I would leave at the end of the school 
day which was around 2:30 and finish my 
day at home in my home office. Now, I’m 
there until 4-5 p.m. I tend not to do much 
work from home lately.

COVID-19 has had a few positives and those 
would be the ability for clients to meet dur­
ing the day because they, too, are working 
from home. The other is I get to have my 
girls with me at work.

I will say that dinner every night with my 
family is very important. My husband is a 
phenomenal cook. Growing up, we always 
ate as a family and my husband’s family 
was the same way, so it is one tradition 
that we try to hold on to. I like reconnect­
ing with my family, listening to my girls 
talk about their day and my husband talk 
about his day. So, unless it is an emer­
gency, I won’t answer my phone, but I will 
check it a few times in the evening. But if 
a client is calling me or emailing me after 
hours I will answer or reply because typi­
cally that is pretty important.

Usually I am asleep by 8:30 p.m. I do require 
7-8 hours of sleep, where my husband can 
function on 4, so he definitely stays up later 
and shuts the house down, makes sure kids 
are good and pets are all set.

Weekends are for family and watching my 
girls play basketball. I will check emails and 
spend 1-2 hours doing miscellaneous things 
but that is before the girls get up or if they 
are playing with friends, l&l
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THE EXMARK LEGACY
Professional cutters and homeowners alike have aspired to be a part of the legacy and experience the 
Lazer Z's superior cut quality, productivity, durability and performance. Built for easier maintenance and 
longer life, a Lazer Z is simply tougher and easier to operate. And since one size doesn't fit all when it comes 

to professional zero-turn mowers, Exmark offers a complete line of Lazer Z mowers to fit 
anyone's specific needs.

NEW select gas-powered Lazer Z models can be outfitted with Tractus drive tires. These 
all-new airless tires are an Exmark exclusive designed to eliminate flat tire downtime, 
increase traction, enhance ride quality and boost durability for added tire life.

LearnmoreatExmark.com f * ■> ©

LearnmoreatExmark.com


MP ROTATOR®
MORE COVERAGE. LESS WATER.

STANDARD MP

8-35 ft.
• Maximum water efficiency
• Slowest precipitation rate
• More heads on one zone

MP STRIPS

5 ft. wide
• Rectangular spaces
• Pair with standard MP 

or MP800 nozzles

Higher water savings. Faster installation. More than a decade of proven performance.
Manage irrigation according to exact landscape needs with the industry-best MP Rotator 
nozzle family. With two precipitation rates across the widest radius range available, install 
the smarter solution for high-efficiency irrigation. Choose the MP Rotator.

residential & commercial irrigation Built on Innovation®
Learn more. Visit hunterindustries.com 4© Hunter

hunterindustries.com

