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Grow the market:
hiring influences
52 See what prompts homeowners to bring
in a professional to take care of their lawns.

Always on their mind
I When a backyard is the home office and 

the outdoors is a reimagined vacationland, 
services like lawn care become even more 
important to customers.

Not going anywhere
60 Your customers’ yards will continue to 
see more deer as the population continues 
to grow.

Mainstay machines
these compact tractors can be an ideal 

addition to your fleet.

LAWNANDLANDSCAPE.COM • JUNE 2021 3

LAWNANDLANDSCAPE.COM


ONLINE CONTENTS
Q @lawnlandscape @lawnandlandscape (e) @lawnlandscape

SHINING STARS
Every year we highlight individuals who are not only standout employ­
ees at their workplace, but who are also kind, compassionate and 
looking to make a difference. As you read about this year’s honorees, 
you’ll learn what sets them apart in and out of the green industry. 
You can also head to our website and see Employee of the Year 
winners from years past. Head to bit.ly/lleoy now. Check the page 
periodically as the 2022 application will be up later this year.

Prioritize technology
Our annual tech report is included in this issue. We 
surveyed hundreds of companies, so find out what 
technology they are using more of, how it’s benefiting 
them and how they’ve gotten their employees on 
board with using it. You can also take a look online 
at some of our tech reports from past years and see 
how things have changed and what’s trending now.

Visit: bit.ly/TechreportLL

A positive outlook
Harvesters Ed Laflamme and Alison Hoffman give an update 
on how the economy is faring and how the green industry is 
reacting. They look at impacts of COVID vaccines, material 
costs, real estate and more. Also, find out the four things Ed 
thinks landscapers should be paying attention to right now. 
Watch the video online here: bit.ly/econupdateLL

Mata
TECHNOLDGV CDNFERENCr
AUG. 31-SEPT. 2,2021
ORLANDO, FLORIDA

If’s getting closer
The Lawn & Landscape Technology 
Conference is fast approaching. From 
drones to electric equipment to how 
technology can help profitability, 
retention and customer service, you’ll 
be ready to fully embrace technology 
after attending this fun and educational 
opportunity! The event is scheduled for 
Tuesday, Aug. 31, through Thursday, 
Sept. 2, in Orlando, Florida. Pricing, hotel 
information and more is available at 
bitdy/LLtechconference.

Simple service 
opporfunifies
Giving back is important — and there 
were plenty of opportunities to do 
so in 2020. We talk to Mike Haynes, 
founder of Loving, in a recent podcast 
to discuss his latest venture, Industry 
Collective. This project is designed to 
create a positive impact by connecting 
landscaping companies across the 
country with service projects they can 
take part in locally. Take a listen to our 
“Doing your part” podcast to learn 
more about Haynes, Industry Collective 
and ways to get involved. You can find 
it here: bit.ly/doingyourpart
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EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, Lawn & Landscape

“Industry companies 

continue to see the 

worthwile investment 

technology can be. 1 

know it can be pricey, 

but again, it’s an 

investment.”

Don’t be Blockbuster

W
hen David Cooke opened the first Blockbuster video store in Dallas 
in 1985, he made it different from other video stores. At those mom-and- 
pop shops, you had to hope that one copy of Teen Wolf was returned on 
time and you happened to be at the store within minutes of its return.

So, Cooke stocked Blockbuster with tons of copies of new releases, stayed open 
until midnight and created a family atmosphere, which meant getting rid of the 
videos behind the back curtain.

But it was Cooke's software that separated his store from everyone else. Instead 
of pen and paper logs to track videos going in and out, Cooke used databases to 
streamline inventory and made checking videos out more efficient. That allowed 
him to replicate stores faster than his competition and a year later he had 20 stores. 
By 2004, Blockbuster hit a peak of approximately 9,000 stores.

We all know the rest ...if you don't, I recommend The Last Blockbuster on Netflix. 
And speaking of Netflix, Blockbuster could have bought the now streaming giant 
for $50 million in 2000. They passed and the rest is history, although the former 
Blockbuster CFO claims that's not why the blue and yellow monster failed. I'll let 
you watch the documentary to get his point of view.

But the documentary does infer that Blockbuster executives were too focused on 
the cash pouring in and not the competitor right around the corner.

I bring this up because of the importance software and technology continue to 
play in the green industry. Our technology report, which you can read turning this 
around to the back cover, includes research and stories about how landscaper’s 
interest in technology continues to grow. Industry companies continue to see the 
worthwhile investment technology can be. I know it can be pricey, but again, it's an 
investment — it’s what can help your company become more like Netflix and not 
falter like Blockbuster. - Brian Horn

Lawn^Landscaiie Leading business media for landscape contractors.
5811 Canal Rd., Valley View, OH, 44125
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THE MOST 
PRODUCTIVE 
F-150 EVER
THAT’S SET IN STONE
The 2021 Ford F-150 keeps you working, miles away 
from the nearest AC outlet... with up to 7.2 kW of
class-exclusive* available Pro Power Onboard power.
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L&L INSIDER
For more news, visit
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Keynote speakers announced 
for 2021 Lawn & Landscape 
Technology Conference
Crystal Washington and Erica Orange will headline the event.

VALLEY VIEW, Ohio — Crystal Washington, 
technology strategist and futurist, and Erica 
Orange, executive vice president and COO 
of The Future Hunters, will be the keynote 
speakers at the 2021 Lawn & Landscape 
Technology Conference.

Washington's opening keynote will 
discuss how to use technology to increase 
efficiency while improving performance, 
including task automation. Orange's closing 
keynote will include several emerging trends 
that are shaping and impacting the future.

As a technology strategist and certified 
futurist, Washington takes complex social 
media, app and web topics and makes them 
easy to understand.

Washington’s clients comprise Fortune 
500 companies including Google, Microsoft 
and GE. She is one of Forbes' 50 Leading 
Female Futurists and the author of the 
books One Tech Action and The Social 
Media Why.

Mid
ncmiiisy mm
AUGUST 31-SEPTEMBER 2, 2021
ORLANDO, FLORIDA

scape

Erica Orange is executive vice president 
and chief operating officer of The Future 
Hunters, one of the world's leading futurist 
consulting firms. She evaluates emerging 
social, technological, economic, political, 
demographic and environmental trends - 
and identifies the strategic implications of 
those trends for several influential Fortune 
500 companies, trade associations and 
public sector clients.

Orange frequently speaks to a wide range 
of global audiences and has also authored 

numerous articles, book chapters and 
industry white papers on cutting-edge, 
future-focused topics.

The pair join an impressive list of indus­
try speakers who have successfully inte­
grated software and technology into their 
landscaping, lawn care and pest control 
companies.

Conference sessions and speakers have 
been carefully chosen by the editors of 
Lawn & Landscape, producer of the con­
ference, editors of sister publication Pest 
Control Technology (PCT) and the 2021 
Conference Advisory Board.

"With so many companies going remote 
in 2020 due to COVID-19, technology was 
needed more than ever for companies to 
function on a daily basis," said Brian Horn, 
Lawn & Landscape’s editor. "Crystal and 
Erica will give the audience big picture 
perspectives on how 2020 changed the way 
businesses will operate moving forward 
and howto do so effectively."

This marks the second year for the Lawn 
& Landscape Technology Conference, and 
will take place once again in Orlando, Flor­
ida, Aug. 31-Sept. 2,2021 at a new location 
— Omni Orlando Resort at Championsgate.

Along with the new location, there is 
expanded education for pest management 
professionals powered by sister publication 
Pest Control Technology (PCT), and a vir­
tual option is available for those unable to 
make the face-to-face event. Additionally, 
attendees will experience organized net­
working as well as access to an exhibit hall.

"This year's conference offers a one-of- 
a-kind networking opportunity between 
two service industries that not only sur­
vived, but in many cases excelled, during 
the world-wide pandemic," states Dave 
Szy, publisher Lawn & Landscape. "The 
exchange between professionals in both 
industries will be just as valuable as the 
education programming."

Conference details are now available at 
lltechconference.com.

Attendee registration is open, and Early 
Bird Registration rates are now available 
until July 23,2021. Registration information 
can be found at bit.ly/lltechreg.

8 JUNE 2021 • LAWNANDLANDSCAPE.COM

Lownandlandscape.com
lltechconference.com
LAWNANDLANDSCAPE.COM


LANDSCAPE ASSOCIATES IN WISCONSIN 
JOINS KUJAWA ENTERPRISES

KEI is a partner company of Sperber Landscape Companies.

MILWAUKEE — Landscape Associates of De 
Pere recently joined Kujawa Enterprises, a 
Milwaukee provider in commercial land­
scape services, expanding service offerings 
into the Green Bay and Fox Valley Region 
ofWisconsin.

Landscape Associates, founded in 1990 
by Gerry Andrews, has provided commer­
cial and residential landscape management 
and construction services. Andrews will 
continue to provide local leadership of the 
company alongside his existing manage­
ment team.

“This partnership secures the future for 
Landscape Associates and our employ­
ees/' Andrews said. “We're excited to see

BARTLETT TREE EXPERTS ACQUIRES WESTREE
The acquisition, completed May 3, is Bartlett’s latest in California.

STAMFORD, CONN. — Bartlett Tree Experts 
has acquired Westree, Inc., a tree care busi­
ness that has operated in the Santa Barbara, 
California area for over 31 years.

The acquisition expands Bartlett's foot­
print across North America and bolsters the 
company's presence in California, where it 
currently has nine offices. The acquisition 
further enlarges Bartlett's tree care services 
in Montecito, Carpinteria, and throughout 
Santa Barbara.

“This acquisition allows us to really 
grow in this market," said Peter Andreucci, 
vice president and division manager of 
Bartlett's California division. “Westree 
has been a well-respected family busi­
ness for a long time and was a good fit for 

the great things that are ahead of us."KEI, 
family operated for 57 years, is a partner 
company of Sperber Landscape Companies 
and is a full-service four-season landscape 
management contractor.

“Gerry has done a wonderful job build­
ing such a well-respected organization," 
said KEI President, Chris Kujawa. “KEI 
is excited to bring together two excellent 
family-oriented Wisconsin companies and 
we are thrilled to become a part of the fabric 
of the Green Bay community."

This latest announcement comes on the 
heels of last month's news that Sperber 
partnered with Northern California com­
pany Cagwin & Dorward.

us to acquire because they had a similar 
philosophy to ours; doing great tree work 
with a focus on providing scientific tree 
care, focused on safety and delivering 
excellent customer service."

Bartlett has maintained a presence on 
the West Coast for over 40 years. The ac­
quisition, which was completed May 3, is 
Bartlett's latest in California.

“Growth through acquisition continues 
to be a strong path forward for us," said 
Jim Ingram, president and COO of Bartlett 
Tree Experts. “We are excited about our 
expansion in new and existing markets, 
providing a full range of scientific tree and 
shrub care services for our customers to 
maintain beautiful, healthy landscapes."

LOVING 
ACQUIRES 

BABCOCK RANCH 
SOD FARM
Babcock Ranch is

an 18,000-acre, solar- 
powered town planned 

for 19,500 homes.

GASTONIA, N.C.— LOVING has acquired 
the Babcock Ranch Sod Farm located in 
Fort Myers, Florida. LOVING and Kitson 
& Partners worked on the framework of 
the arrangement to ensure a transition 
for employees, clients and vendors.

“We are beyond excited to build 
upon the rich history that has been 
created over the past 23 years at the 
Babcock Ranch Sod Farm," said LOV­
ING Founder and President Mike 
Haynes. “This is a farm that produces 
top-notch quality sod from a top-notch 
quality team. Syd Kitson and his entire 
team at Kitson & Partners have done 
a great job of continuing the legacy of 
the Babcock family. We are grateful and 
excited to continue to build upon the 
history that has been created over the 
years at this farm."

Babcock Ranch is an 18,000-acre, 
solar-powered town is planned for 
19,500 homes and up to 6 million square 
feet of commercial and retail space at 
build-out.

LOVING is headquartered in Gas­
tonia, N.C., and offers landscaping, 
outdoor living, and sod supply to both 
local and national homebuilding clients 
throughout the Southeast.
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► SCHILL GROUNDS MANAGEMENT 
ACQUIRESTWO CINCINNATI COMPANIES
The company acquired Ward + Thornton Landscapes 
and Fredericks Landscaping.

CINCINNATI — Schill Grounds Manage­
ment is expanding into the Cincinnati 
market with the purchase of two full-service 
landscaping companies that have served 
southern Ohio for a combined 90 years.

Schill has acquired Ward + Thornton 
Landscapes, which was founded more than 
50 years ago and is based in Maineville, 
Ohio. Ward+Thornton provides full-service 

landscape, maintenance, snow manage­
ment and design-build services to numer­
ous customers in northeast Cincinnati and 
beyond.

Schill also purchased Fredericks Land­
scaping, which is based in Cincinnati and 
has been providing full-service landscaping 
and snow management to customers in 
central Cincinnati and northern Kentucky 

for more than 40 years. The southeastern 
Ohio acquisitions expand Schill's presence 
beyond its primary markets of Cleveland 
and Columbus, and represent the third and 
fourth acquisitions Schill has completed in 
recent months.

Schill will operate out of the existing 
Ward + Thornton and Fredericks facilities, 
while approximately 200 employees from 
the companies will join the Schill family.

"We are delighted to show our new em­
ployees and customers in Cincinnati what 
makes Schill a best-in-class partner for year- 
round grounds management services," said 
President Jerry Schill, who co-founded Schill 
Grounds Management over 25 years ago.

Mike Ward, the former owner of Ward 
+ Thornton, will oversee the consolidated 
operations in the region in a new role as 
Schill's market president for Cincinnati.

AmericanHort.org/Cultivate

W^AmericanHort

CultivateZl
July10-13,20211 Columbus, Ohio USA

Invest in your team's 

education & development

Don't miss out on industry production tours and hands-ons 

workshops! Get your All-Access Pass to attend 100+ 

education sessions specially curated for your business.

We are committed to meeting safely in July. 
Learn more at AmericanHort.org/Cultivate
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MAKITA BREAKS 
GROUND ON NEW 

ATLANTA FACILITY
The ceremonial groundbreaking 

marks the beginning of 
construction for a new 

600,000 square-feet facility.

HALL COUNTRY, Ga. — Makita U.S.A. held 
a ceremonial groundbreaking recently 
to launch construction of a new 600,000 
square-feet facility northeast of Atlanta in

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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©THE FACILITY WILL SERVE AS A 

DISTRIBUTION CENTER, TRAINING CENTER, 
FACTORY SERVICE CENTER AND MORE.

Hall County, Ga. The new facility will be 
constructed on 80 acres of land and is part of 
Makita's planned future development to ad­
dress continuing growth in the United States.

"Today Makita begins a new phase of 
expansion with the construction of another 
new facility," said Joe Blackwell, senior vice 
president operations, Makita U.S.A. "This is 
part of our continuing growth here in the 
U.S.A., and this new facility will further in­
crease our operations, service and training 
capabilities. This means expanded service 

and support for our customers, while creat­
ing more jobs in the region."

The new facility will serve as a distribu­
tion center, and will also include a sales and 
training center, customer service resources 
and a Factory Service Center. The location 
has adjacent space for future expansion up 
to 800,000 square feet.

The groundbreaking marks another 
milestone in Makita's investment in the 
U.S.A. Construction of the Atlanta-area 
facility follows the August 2020 opening of a 
new distribution, training and service facil­
ity in Reno, Nev., and the 2017 opening of 
a similar facility in Wilmer, Texas. Makita's 
distribution chain also includes operations 
in Mt. Prospect, Ill., Buford, Ga., and La Mi­
rada, Calif. Additionally, the manufacturing 
and assembly plant in Buford is one of 10 
Makita manufacturing facilities worldwide.

WORKWAVE 
ACQUIRES SLINGSHOT

Slingshot will continue to 
support its customers operating 
on non-WorkWave platforms.

Holmdel, N.J. — WorkWave, a software 
company, acquired Slingshot, a provider 
of customer call center software combined 
with outsourced sales, lead, and customer 
response services.

"The need to grow their business — to 
attract, retain, and maximize each cus­
tomer relationship — is what keeps every
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field service owner and executive awake at 
night. Slingshot is not just the market leader 
at helping its customers grow, it is the only 
organization of its kind in our industry that 
has a proven track record of using omni­
channel communication software to close 
more deals for its customers/' said David F. 
Giannetto, CEO of WorkWave.

“By bringing such an outstanding 
organization into WorkWave, we will 
be able to provide unique integrations 
into our solutions that will increase the 
unparalleled advantage our customers 
have over their competition, reinforcing 
that WorkWave is the premier partner to 
service organizations/’

Customers can utilize this platform and 
the Slingshot team to enable or outsource 
their sales operation. Slingshot will con­
tinue to support its customers operating on 

non-WorkWave platforms, but integrations 
with WorkWave solutions will increase the 
value for customers using WorkWave .

“We're thrilled to be a part of Work- 
Wave's industry leadership and portfolio 
of solutions, working together to provide 
strong, measurable value for our custom­
ers," said Jon Soldan, CEO of Slingshot 
and now SVP of Slingshot Operations for 
WorkWave.

“Slingshot has always been about en­
abling conversations and more effective 
interactions between home service profes­
sionals and their customers, and by join­
ing forces with WorkWave, we'll be able 
to accelerate our goal of a tech-enabled 
contact center with 360-degree data and 
reporting, better scheduling and payment 
opportunities, and greater conversion for 
our customers."

STI HL EXPANDS 
WITH OPENING OF 

NEW WASHINGTON 
LOCATION

The Centralia, Washington, 
location boasts 

100,000 square feet.

VIRGINIA BEACH, Va. — STIHL expanded 
and relocated its STIHL Northwest branch 
operations with the opening of its new

POWER UP YOUR SOIL

Take your Lawns 
to the N Level

Bring on the heat! Keep turf color 
and density through summertime. WSRLDLAWN

POWER EQUIPMENT

___

MOVING FERTILITY
FORWARD Greene County 

Fertilizer Company

Greenecountyfert.com
MFR BUY/SHIP DIRECT & SAVE

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

WORLD-CLASS LAWNMOWERS

High Performance Plant Nutrients 
Fertilizers • Specialty Products 

Soil Amendments
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THE NEW LOCATION WILL SERVE 
STIHL DEALERS IN WASHINGTON, 
OREGON, IDAHO AND ALASKA.

location in Centralia, Wash. The new facil­
ity increases warehouse space, as well as 
technology upgrades that will enhance the 
company's ability to serve the 500-plus 
STIHL dealers in Washington, Oregon, 
Idaho and Alaska.

"We are extremely pleased to celebrate 
the opening of this new and expanded loca­
tion," said STIHL President Bjoern Fischer.

"This 100,000-square-foot facility rep­
resents our continued investment in the 
growth of locally owned STIHL Dealers 

and our confidence in the U.S. market."
The new location adds more warehouse 

space with taller, longer racks and more 
efficient picking methods to speed up the 
fulfillment of dealer orders and deliveries.

Additionally, separate classroom, work­
shop and training facilities will provide 
STIHL Northwest the ability to offer their 
dealers enhanced training and technical 
service capabilities.

"The new facility more than doubles our 
warehouse square footage and gives us 
additional space for future growth," said 
Casey Kralovetz, director of branch opera­
tions at STIHL Northwest.

"STIHL dealers are the core of our busi­
ness and the new location with improved 
efficiency of our warehouse operations, 
enables us to deliver products to most of 
our dealers within 24 to 48 hours."

DOOSAN DOBCAT 
INVESTS STD 
MILLION IN 

STATESVILLE, N.C.
The expansion will double the 
footprint, increase campus to 

160 acres and add 250 jobs.

WEST FARGO, N.D. — Doosan Bobcat North 
America has plans for a $70 million expan­
sion of its Statesville, N.C., manufacturing

PROGRESSIVE
COMMERCIAL

business is no small task.
Progressive offers commercial auto and business 

insurance that makes protecting yours no big deal. 

Local Agent | ProgressiveCommercial.com
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facility. The company plans to construct 
an additional 580,000 square feet for its 
manufacturing operations, which will cre­
ate 250 new, full-time jobs over the next five 
years in Iredell County. The construction is 
expected to begin July 2021, with full project 
completion expected May 2022.

This new investment will enable the 
company to meet a growing demand for 
all Doosan Bobcat products, including its 
Doosan Portable Power equipment and 
the growing line of Bobcat grounds mainte­
nance and landscaping industry products.

“This level of investment demonstrates 
our commitment to North Carolina, which 
has been an important manufacturing loca­
tion for us since 2008," said Mike Ballweber, 
president of Doosan Bobcat North America. 
“We are dedicated to the continued expan­
sion of our compact equipment line to help 

empower our customers to accomplish 
more, and our Statesville location has been 
an important part of this success."

Doosan Bobcat's investment in the 
Statesville facility through construction of 
the new expansion spaces and equipment 
purchases will grow the floorplan from 
nearly 500,000 square feet today, to more 
than 1 million square feet when complete. 
The company’s acquisition of 68 acres ad­
jacent to the current, 92-acre campus will 
allow for the addition of 500,000 square 
feet of attached manufacturing space and 
80,000 square feet of attached warehouse 
and distribution space.

The Statesville operation's current 
team of 400 full-time employees will grow 
through this project, which will result in 
the creation of 42 new jobs in the first two 
years, and up to 250 new jobs in five years.

CORONA TOOLS 
NAMES NEW 
PRESIDENT

Eric Prendeville bring over 20 
years of experience to the role.

CORONA, Calif. — Corona Tools has named 
Eric Prendeville as the new president, effec­
tive immediately.

Corona is a unit of the Venanpri Tools 
division of the Venanpri Group.

Work here.
Thrive ■■■
K d rr* SavaVree.

Tree, Shrub & Lawn Care

For ALL Your Lawn Care Needs

New England’s Largest Local Seed Company

SavaYkee

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

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

be outdoors and provide positive 
solutions for clients. If you love the 

jfdoors, have a positive attitude, 
and are willing to better yourself, 

SavATree is the best spot to 
launch your career!”

«; - Karl T. Hunter,
I Assistant Specialist

Cultivate 
your career 
at SavATree

More information at savatree.com/careers

Turf Seed
Custom Seed Blending 
Fertilizers & Combos 
Turf Control Products 
Golf & Sports Field

Mallet
INSECTICIDE

7 LOCATIONS
Holyoke, MA
Charlton, MA 
Wilmington, MA
Norwalk, CT 
Plainville, CT 
Smithfield, Rl
Albany, NY

800-862-0089 
800-759-2018 
866-830-5909 
203-831-9748 
888-889-9996 
401-232-2597 
518-650-6228

17-0-3 with Lambda-Cyhalothrin
Look at a label of any Allectus product .125% Imidacloprid
17-0-3 Mallet with Lambda contains 2% Imidacloprid 60% MORE!
All Allectus products contain .1% Bifenthrin
17-0-3 Mallet with Lambda contains .04% Lambda Cyhalothrin 
which is equal to 2% Bifenthrin 100% MORE!

What does this mean? 17-0-3 Mallet with Lambda covers 14,000 sq. ft. 
with a full rate of Imidacloprid and Synthetic Pyrethroid (Bifenthrin 
equivalent) Allectus products only cover 9,000 sq. ft.

Know what’s in the bag. Get more from Valley Green
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Prendeville brings over 20 years of experience work­
ing with Stanley Black and Decker in several commer­
cial and product development leadership positions.

He studied at Salisbury University, Perdue School 
of Business and holds a Bachelor of Science- Business 
Management with a Minor in Communications.

"Eric is a great addition to Corona and we look 
forward to his leadership & experience in the U.S./ 
Can hand tools market as we continue to accelerate 
our global business growth by delivering world class 
solutions to our customers" said Tom Welke, CEO of 
Venanpri Group.

Corona also announced that Steve Erickson, cur­
rent president at Corona, will be retiring effective 
June 1, 2021.

ERIC PRENDEVILLE WILL BE TAKING OVER THE ROLE OF 
PRESIDENT FROM STEVE ERICKSON, WHO IS SET TO RETIRE.

■ LAWN OKLAHOMA MERGES
WITH GREEN GROOP
TULSA, Okla. — Green Group, a 
national turf care company, recently 
partnered with Lawn Oklahoma to 
further build on their entry into the 
Tulsa market.

Lawn Oklahoma specializes in 
lawn care, tree and shrub care and 
mosquito control services for com­
mercial and residential properties 
in the Tulsa metro. Lawn Oklahoma 
merged into Green Group Okla­
homa, taking on the Green Group

name. The company retained all 
Lawn Oklahoma employees and is 
transitioning them to Green Group.

As part of the partnership, Green 
Group will expand service offerings 
to the Tulsa market.

"I'm thrilled to join forces with the 
Lawn Oklahoma team and to create 
a positive impact in the Tulsa lawn 
care market," said Benjamin Allen, 
vice president of the Midwest Region 
for Green Group.

LWQ1R1K<WS7ATS

Robert Kershaw

“Are you having a difficult time finding legal 
workers? Let us help you get the labor force that you 
need, just as we have for hundreds of other companies?’ 
Legal foreign workers with H2B and H2A visas may be 
the answer to your labor needs!

. EARLY SIGN UP OFFER . 

H2B Visas $3,200? 
(Landscape Companies Only) Offer valid until July 31,2021 

That’s $3,200 in fees for all of your visas—not $3,200 per visa!
’Flat rate per application paid in advance. Does not include Requests for Evidence, audits, investigations, bus fare, USCIS (DHS) fees, Fed-Ex fees, 

required newspaper ads, foreign processing & consulate fees, nor foreign recruiting fees.
’Number Of Potential Clients Is Limited

512-940-4282
ROBERT KERSHAW, THE KERSHAW LAW FIRM, PC

3300 Bee Caves Road, Suite 650*237, Austin, Texas 78746 • Robert.kershawakershawlaw.com

Licensed by the Texas Supreme Court. Not certified by the Texas Board of Legal Specialization.
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»CATERPILLAR FOUNDATION DONATES 
S3.4 MILLION IN COVID RELIEF
The company is collaborating with relief organizations 
to provide essential medical supplies.

DEERFIELD, III.— Caterpillar and the Cater­
pillar Foundation, the company's philan­
thropic arm, announced a series of targeted 
relief efforts to support countries struggling 
with a significant rise of COVID-19 cases.

As part of the Caterpillar Foundation's 
ongoing response to COVID-19, it is collab­
orating with partners and relief organiza­
tions to provide essential medical supplies 

and improve equitable access to vaccines.
The Caterpillar Foundation is giving 

$1 million to help India's health system 
deliver care to families and communities 
by funding medical equipment, including 
oxygen concentrators and oxygen plant 
optimization, as well as critical medical 
supplies. In addition to the Foundation's 
efforts, Caterpillar India is providing an 

initial contribution of $ 1.4 million, enabling 
an additional supply of oxygen, donating 
beds with ventilator support to hospitals, 
supporting vaccination drives and setting 
up temporary relief shelters.

Additionally, in Brazil, the Foundation 
is donating $250,000 to help coordinate 
with local partners to deliver essential 
medical and basic service supplies to 
hospitals and communities.

The Caterpillar Foundation, through its 
partnership with the UN Foundation and 
the WHO Foundation, is supporting the 
COVAX initiative to promote equitable 
access to COVID-19 vaccinations with a 
$500,000 gift.

Additionally, the Foundation is investing 
$250,000 to support the Ad Council and 
COVID Collaborative's COVID -19 Vaccine 
Education Initiative, "It's Up To You." l&l
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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.

With over 500 edging options to choose from, Permaloe can match the perfect 
product to your project. Just give us a call!

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

landscapes > hardscapes > green build

(t) permaloeJ ■ SUSTAINABLE EDGING SOLUTIONS

permaloc.com


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.

THE PRICE IS RIGHT
■ RECENTLY I WORKED WITH two landscape installation contractors who installed 

both residential and commercial projects. Gunther hailed from Utah, and Zane was 
headquartered in Idaho. They had archaic estimating systems that were a combination 
of hourly rates, equipment rates and material markups. They wanted to systematize their 
pricing while making it simpler and more consistent. I identified two KPIs that I thought 
would help them achieve their objectives that I’d like to share with you.

UNDERSTANDING MARGINS. In financial terms, a margin is the differ­
ence between the costs to produce a project and its price to the buyer. 
There are two types of margins — gross profit margin (GPM) and net 
profit margin (NPM). Let me illustrate with a $10,000 planting job.

$2,500 Material cost
$2,000 Field labor cost
$500 Field labor burden cost
$1,000 Field truck and equipment cost
$6,000 Total direct costs (TDC)
$2,000 General and administrative (G&A) cost
$2,000 Net profit margin
$10,000 Price to the customer
GPM can be calculated two ways. You could add the G&A overhead 

cost to the NPM to total $4,000, or 40%. Or, you could subtract the TDC 
from the price and arrive at the same figures.

The break-even point (BEP) is calculated by adding the TDC to the 
G&A overhead costs or $8,000 (80%) in our example.

NPM is calculated by subtracting the BEP from the price or $2,000 (20%).

UNDERSTANDING PRICING. Next, we need to understand market pric­
ing and what I refer to as market predisposition. By market predisposi­
tion, I mean that there are certain price points that the market favors 
and rallies around: unit prices for various products such as pavers, 
zones or heads for irrigation systems, hourly rates for maintenance, and 
so forth. Once you understand and know these price points, you have a 
much better idea how your customers will respond to your pricing.

• Retail or list price: This is the price that a homeowner pays a 
nursery for a plant.

• Re-wholesale price: This is the discounted price that a contrac­
tor pays the nursery for the same plant. It is discounted because the 
contractor gives the supplier multiple jobs, not just one as does a 
homeowner; and the contractor is the sales person for the product. 
As such the discount is somewhat of a reverse discount credited to the 
contractor.

• Wholesale price: This is the amount that the supplier or vendor 
pays the grower or manufacturer for the materials.

An overly simplistic example might be a plant that the grower sells to 
the supplier for $5. The supplier multiplies his cost by 2.0 and charges 
the homeowner a $10 retail price. However, the supplier sells the plant 
at a re-wholesale discounted price of $7.50 to the contractor.

HOW IT WORKS IN THE FIELD.
• Residential installation work (the contrac­
tor works for the homeowner): In today’s 
robust market, you should add a minimum of a 
20% net profit margin to the BEP when pricing 
residential work. You should strive for a 40% GPM 
on such work. You could reduce your NPM by 
5% for jobs over $100,000. This would produce a 
GPM in the range of 35% or so.

• Commercial installation work (the 
contractor works for the GC, builder, etc.): 
You’re a sub-contractor when you work for a GC, 
builder, etc. A subcontractor should provide the 
GC, builder, etc. a discounted price for his or her 
work. This discount usually amounts to 10-15%. 
This allows the GC to add a 10-15% margin to the 
subcontractor’s work and sell it to the end user 
at a retail price. Here are some minimum KPIs for 
commercial installation work:

• The GPM on such work should generally be 
25% +/-5%.

• You should price negotiated work in the mid 
to high twenty-percent range — 25 -30%.

• You should price competitive “low-bid-takes- 
all” work in the mid to low 20% range.

CONCLUSION. These KPIs not only helped to 
simplify Gunther’s and Zane’s installation pricing, 
but it also made it more consistent. In today’s 
market, these residential and commercial KPIs 
are very accurate.

Break down your bids similar to my illustration 
above and compare your margins to mine for 
both your residential and commercial work. I bet 
they’ll be fairly close.

Of course, if you can, charge more than my 
KPI benchmarks. The better you understand your 
own (and the market’s) pricing, the better you’ll 
reflect market conditions. This should make you 
a smarter (and richer) estimator, l&l

TAKE A LOOK 
AT HOW YOU’RE 
ESTIMATING, and 
make sure you’re 

calculating your gross 
profit and net profit 
margins correctly.
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The Rain Dial-R Series Controller is now mobile device or web 
programmable. With newly added SMRT Logic® compatibility, 
enjoy the familiarity of a controller you’ve relied on for 
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WORDS OF WILSON
WITH ROBERT CLINKENBEARD
PRINCIPAL, COACHING PRACTICE LEADER

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

TURN YOUR ORGANIZATION 
INTO A CHAMPIONSHIP TEAM

—> WHAT KEY ELEMENTS take players from rookie to elite and on to win championships, 
or lead teams and companies to the top 1% or Top 100? As companies rise to the top, the 
percentages keep getting smaller. The majority of companies in this industry don’t even make 
it to $ 1 million in revenue.

The ratios are similar when analyzing the success of world-class 
sports teams. Even when new owners inject insane amounts of 
money into their organizations, money alone will not take your team 
to the finals.

I’ve played and competed at a high level in intense sports such as soc­
cer and rugby, but I never got to the elite status. However, I did achieve 
elite status in Ironman races — a field where only 0.01% of athletes ever 
successfully complete a full Ironman race. I have completed four.

Achieving Ironman status gives me an insider’s look at how 
championship mindsets are built, and what it takes for athletes and 
businesses to win. Here are six simple strategies that each organiza­
tion can use to get their team to the top:

1. A great coach. Business teams need an experienced coach who 
can call the plays and bring out the personal best in all their players. 
In rugby, we have a head coach and specialist coaches for perfor­
mance positions, such as the back and forwards, since they have 
unique skills. In business, you’d have a leadership coach, a sales 
coach, specialty coaches for different segments of the industry and a 
strong level of alignment among the coaching team.

2. A winning vision. You need an inspiring call to action that moti­
vates your team to buy-in to the dream. Work on every aspect of your 
strategy, the plays on and off the field, give them the support they 
need to win with no expense spared.

3. The right players in the right position. Not all the players need 
to be elite, but they need to be coachable, open to listening and 
respecting the opinions from the coaches trying to build a team of 
individuals eager to win together.

4. Data. Statistics will let you know what your competition is up to, 
give you important context for performance improvement, and help 
you develop the real strengths of your players rather than spend­

ing too much time fixing their weaknesses. I 
remember a story about Messi nearly quitting 
soccer soon after moving to Italy to play be­
cause they spent all their time trying to get him 
to kick with his right foot. The frustration was 
too much and after nearly quitting, the coaches 
gave up and invested instead in giving him 
room to win.

5. Discipline and structure. Be hyper-focused 
on execution. This could mean attending all 
practice sessions, even in bad weather, not 
being late for team meetings, or even having a 
curfew after a certain time. An accountability 
framework needs to be communicated clearly 
and repeated often. I have seen many coaches 
make tough decisions by dropping some of 
their top players for infringing on some of the 
mutually agreed-upon team rules.

6. Culture and Rapport. Team chemistry is criti­
cal, not only to wins and losses on the field, but 
also to your financial success. If teams are not 
fully aligned with complete trust in each other, 
then cracks begin to show and can quickly 
accelerate. If players undermine others, team 
unity breaks down. If trust, rapport and team 
culture thrive, then the results can be amazing.

For example, during the Ryder Cup golf 
championship, when the American team was 
clearly more skilled on paper, the European 
team handsomely won the tournament due to 
hard work and skill, but most importantly, the 
bond and commitment to each other, l&l

FOCUSING ON THESE 
SIX STRATEGIES 

will help you improve 
your team and 

take your company 
to the next level.
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SWITCHflGO

>\ GIVE US FIVE MINUTES, 
WE WILL TRANSFORM 
YOUR TRUCK

Let’s talk about how Switch-N-Go can be the 
greatest tool in your business. With ground level 
loading, you can drop a body on the ground 
and be back on the road with another in just five 
minutes. Switch-N-Go provides a WorkReady™ 
solution to every problem.

• Higher return on capital
• Lower maintenance costs

• Fewer drivers needed
• Job specific solutions



CREAM OF THE CROP
WITH STEVE CESARE
INDUSTRIAL PSYCHOLOGIST

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

a landscape business consulting company.

BE READY FOR
THE THREE QUESTIONS
THE PERFORMANCE APPRAISAL MEETING between a supervisor and subordinate 
employee is one of the most challenging and unpredictable events a supervisor must 
complete. Judging an employee’s contribution to the company over an annual timeframe, 
providing convincing documentation to substantiate that rating and discussing a wage 
increase are just a few of the key topics a supervisor has to consider, anticipate and address 
with poise and professionalism.

While standard performance appraisal training frequently touches 
on myriad points, seldom does that training prepare the supervisor to 
respond appropriately to difficult questions posed by the subordinate.

With that premise in place, every supervisor should be ready to 
confidently answer the following three questions whether they are 
asked by the subordinate or not:

1. “Why did you give me a rating of #?” For the sake of example, let’s 
presume the supervisor gave the employee a rating of “3” (i.e., “Meets 
Expectations”) on the performance dimension of Employee Safety. This 
is a credibility crossroad for the supervisor.

The employee is demanding justification from the supervisor to 
validate the rating. If the supervisory does not provide satisfactory 
evidence for the rating, the supervisor, the rating and indeed the 
entire performance appraisal will be viewed as illegitimate in the eyes 
of the employee. In response, the supervisor must present multiple 
behavioral examples supporting the rating ( “you attend all of the 
safety tailgate sessions,” or “you are always in proper PPE.”).

2. “What do I have to do to get a rating of 4?” This is another thinly- 
veiled test for the supervisor, one in which the subordinate wants to 
see if the supervisor has a type of development plan indicative of a 
clairvoyant path tailored for subordinate improvement. The supervisor 
must always have this response ready.

For example, the supervisor could list the following behaviors that 
indicate the next level of performance (i.e., “Exceeds Expectations”): 
“Volunteer to be a spotter every time your vehicle is backing up in 
the morning,” “Before you begin working at a jobsite, walk the job 
to identify any potential safety hazards,” and “Double check that all 
equipment is securely positioned, fastened, or locked in the trailer or 
bed of the truck before leaving the jobsite.”

3. “What do I have to do to make more money?” Don’t be indignant, 
judgmental or hypocritical of this implied or expressed question; every­
one of us has this same thought in mind every day. To be succinct: The 
answer must include goal achievement. The capitalist assumption is if

all employees reach the goals assigned to them, 
the company will then necessarily achieve its 
goals, which culminates in reinforcement being 
distributed throughout the company.

To that end, there must be a clear connec­
tion between the organization’s goals, the de­
partment’s goals, the work crew’s goals and the 
employee’s goals. If a management team can­
not identify the specific goals and performance 
expectations connecting the key performance 
indicators threading the entire organization 
vertically, they should not be managers.

The supervisor should be able to articulate 
the specific goals for each employee at any 
moment (e.g., “you have to ensure that all of 
your jobs are completed within the established 
labor hours standard which helps the company 
achieve its gross margin goal,” “you have to en­
sure that each job is completed according to its 
job quality standards, which helps the company 
achieve its job retention goal.”)

If the employee does that, and all employ­
ees follow suit, the company will make more 
money, and by derivation, so should the em­
ployee. But keep in mind: It all starts at the top 
or all three questions.

SUMMARY. As the performance appraisal 
process becomes more critical to aligning 
employee performance with organizational 
results, supervisors must increase their ability 
to consider that process from the subordinate’s 
vantage point. Supervisors must raise their 
performance feedback skill set to draw clear 
connections between the subordinate’s job 
performance and their desired outcomes, l&l

SUPERVISORS 
SHOULD BE READY 

to give concrete, 
detailed examples 

when reviewing 
an employee’s 

performance and 
discussing potential 

pay raises.
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BATTERY SERIES 
CHARGED WITH 
PERFORMANCE AND 
CONVENIENCE

© 2021 Husqvarna AB. A!! rights reserved.

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

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

HUSQVARNA 520iLX BATTERY TRIMMER FOR 
THE PROFESSIONAL FINISH TO EVERY JOB.
A lightweight and high performance trimmer designed for professional users and 

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

Connect with 
HusqvarnallSA

B@ YoufiTO n

HUSQVARNA.COM


Integrate. Automate. Facilitate.
Real Green Systems Integrated Software 

Solutions are Built for Your Growth

What if you could handle 20% more customers - without adding more staff? 

What if you could increase profitability and drive customer growth - while 

reducing costs by 5%?

With Real Green Systems, you can.

When you use Service Assistant 5 (SA5) and our 
integrated suite of business solutions to help run 
and market your company, you'll save time, you'll 
save money, and you'll see incredible growth. SA5 
makes running your business easier, putting crucial 
information and functionality at your fingertips at any 
time, on any device. From scheduling and routing, to 
marketing and customer communications, to billing 
and payments and more, SA5 streamlines the day- 
to-day tasks you need to run your business so that 
you can focus on growing it.

Unlike other one-size-fits-all-industries software 
products, Service Assistant was created by lawn 
care professionals for the green industry. It was 
specifically designed to work the way you work and 
solve your industry-specific challenges. And our 
integrated, automated suite of add-on solutions all 

work seamlessly with SA5, helping you simplify your 
operations across the board.

Routing Assistant: More Stops. Simplified.

Real Green Systems Routing Assistant can help you 
optimize every route for every vehicle, keeping your 
entire fleet running as smoothly and efficiently as 
possible - saving gas, time, vehicle wear-and-tear 
and mileage. With drag-and-drop route planning 
and live vehicle tracking, you can plan for and follow 
your entire crew, wherever they are.

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

Mobile Live®: Run everything, from anywhere 

Mobile Live® is the 360-degree solution that gives 
you the ability to run just about every aspect of your 
business at any time, from anywhere.

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

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

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

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

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

This barely scratches the surface of what Mobile Live 
can do to power you and your team, every day.

Customer Assistant® Website: Your office is 
always open

With a Real Green Systems Customer Assistant 
Website, your clients can access your business 24/7 
and connect with you on their own time. They can 
see their account information, manage and pay 
their bills, request estimates and contact you with 
questions. Plus, it's a powerful marketing tool: Set up 
service reminders, past due reminders and customer­
specific offers based on information gathered in the 
field by your techs.

Automated Marketing Assistant®: Send more, 
do more, sell more

Automated Marketing Assistant gives you access to 
a wide variety of "set it and forget it" messages to 

promote your business effectively. With more than 
50 customizable communications, AMA will do the 
heavy promotional lifting for you.

Marketing Services: Reaching the right 
people at the right time

Real Green Systems offers a full range of marketing 
services and programs that can work together to 
promote your business in ways that make sense. 
Direct mail puts your business into the mailboxes of 
customers and potentials that are looking for your 

services. Print marketing helps 
you promote with professionally 
designed brochures, door 
hangers, posting signs and more. 
And digital marketing makes your 
online presence pop with website 
design and content creation, 
search engine optimization, social 
media management, listing and 
reputation management and lead 
generation.

Real Green Payment Processing: 
"All-Inclusive" Approach to Payments

Real Green Payment Processing (RGPP) is the all- 
in-one payment solution that seamlessly integrates 
with SA5 to quickly, safely collect online payments. 
Clients can pay as they go, pre-pay or auto-pay; 
effective notifications virtually eliminate late 
payments. Secure, PCI-compliant transactions are 
posted quickly to your account, helping to improve 
cash flow.

For more information on how Real Green
Systems and it's products can help grow your 
business visit www.realgreen.com or call 
877-252-9929.

BRealGreen
SYSTEMS

© 2021 Real Green Systems.

http://www.realgreen.com


WOMEN IN LAWN &

of women working in green industry companies varies. 
Published figures indicate that there are fewer than 25%

WOMEN IN LAWN & LANDSCAPE is a column 
brought to you in partnership with the National 

Association of Landscape Professionals.

of females in production/leadership positions in land­
scape firms.

Why is this the case? Women continue to face chal­
lenges with workplace culture including societal beliefs 
about women and their abilities in the industry as well 
as pervasive stereotypes of women and what roles they 
can play.

When asked recently if I have any regrets in my former 
life as a leader in business, I responded that I wish that I 
had done more to encourage women in leadership roles 
in all businesses, not just ours.

Women-led companies excel. As reported by 
Forbes Magazine, these companies tend to perform 
better than male-led firms in the standard business 
metrics. Gender diverse companies stand out in more 
ways than one. Research shows that gender diversity 
results in increased productivity, greater innovation, 
better decision-making and higher employee reten­
tion and satisfaction. The Harris Poll shows that slightly 
greater than half of Americans surveyed prefer to
work for a female leader. Along with surveyed workers

Deborah Cole
Writer/Speaker/Consultant, Founder and Former 
President of Greater Texas Landscape Services

indicating they prefer working for a woman, they state 
that in female-led groups, they feel the teams are more 
purpose-driven, more likely to offer equal pay and focus 
on fair and equitable working conditions.

Millennials who place a high value on work culture 
want to work with organizations that champion values 
which in the past have been considered “soft.” These

Editor’s note:
Deborah Cole is an active 
member of the National 
Association of Landscape 
Professionals Women 
in Landscape Network 
(powered by Bayer) 
which provides a forum 
for industry professionals 
to support each other's 
professional growth. 
The Network is free to all 
industry professionals.

I NEVER CONSIDERED myself a leader 
or mentor. As a young girl guided toward traditional 
roles of the day (you know the ones), my sights weren’t 
set on leading anything or anyone, much less founding 
and leading a multimillion-dollar landscape corpora­
tion. The joke was on me: The universe had other plans.

After 35 years of a gazillion successes and an equal 
number of goofs, I left my employee-owned company in 
the hands of a talented group of leaders and leaders-in- 
training. On reflection, my proudest shared successes 
were the professional growth of team members. They 
morphed into leaders of enthusiasm, integrity and skills 
beyond what they thought possible. Mentoring women 
was an especial joy for me.

Admittedly, the majority of the staff in our com­
pany was male, many of whom felt that leadership in 
some form was their path. On the whole, the percentage 

values are compassion, collaboration, and the freedom 
to be a unique individual. The same group said that 
women more often lead with a focus on these values 
and that having a female in an executive position makes 
them believe that they can also achieve a leadership 
role. More than once I was encouraged to stop worrying 
about the “soft stuff” and focus on numbers. I’m proud 
that I stood my ground (soft as it was.)

Leaving the industry in frustration should not be the 
only choice. I believe that being a role model and men­
tor when possible will move the needle on an increase in 
numbers of women in leadership while setting the stage 
for others in the future. Giving lip service to increasing 
numbers of women in leadership is not enough. We 
must lead by example and be the leaders and role mod­
els. Be the change we wish to see. The talents we have 
as women are essential to the success of green industry 
businesses whether in management, administration or 
operations, l&l

30 JUNE 2021 • LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


TAKE ADVANTAGE 
OF THESE EARLY 

BIRD RATES!
(RATES EXPIRE JULY 23)

$499 $399 $149 $399
ALL-ACCESS 

PASS

(ON-SITE 
PRICING $649)

CONFERENCE 
& EXPO PASS

(ON-SITE 
PRICING $549)

EXPO 
ONLY PASS

(ON-SITE 
PRICING $249)

VIRTUAL
ONLY PASS

AUGUST 31-SEPTEMBER 2,2021
ORLANDO, FLORIDA

L LT ECHCONFERENCE.COM

ECHCONFERENCE.COM


N BLAIR • LEGENDARY LANDSCAPING
2021 EMPLOYEE OF THE YEAR

COAC By Kim Lux

Sean Blair s affinity for fitness lets him

iad crews through back-breaking work

wit h expert ise and empathy.
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TOMMY BURSI , owner of Buford, Georgia-based Legendary Landscap­
ing, admits that Sean Blair was “pretty green" when he brought him into 
the green industry back in 2018. Nowadays, Blair is Bursi's go-to guy and 
second in command, serving as the company's senior project manager.

Bursi says its Blair's dependability and driven nature that make him such 
a standout and a shoo-in for this award.

“Sean is always going to do the right thing," he says. “Sean is going to 
be reliable and trustworthy and all those great character traits that we all 
aspire to have."

FORMATIVE FITNESS. What led Bursi and Blair to begin working together 
was one of Blair's passions — fitness, specifically CrossFit, powerlifting and 
Olympic weighdifting.

“I've known Sean Blair for a long time," Bursi says. “We did CrossFit to­
gether and I met him at a CrossFit gym where he was a coach.... our paths 
just kept crossing over the years, and we built a friendship together. And I 
came to the realization one night that he'd be a great person to invest time 
into training and I felt like it wouldn't be wasted."

Blair says fitness has been a fundamental part of his life for a long time.
"I've competed and coached in Olympic weightlifting for 15 years and I 

still compete now in powerlifting and bodybuilding," he says. "I still live the 
fitness lifestyle. I eat my six meal-prepped meals every day, I hydrate, and 
I still compete, so I am still very much into it. And I still coach on the side."

In fact, Blair says it's his background in fitness that allows him to effec­
tively lead Legendary's crews each and every day.

“It's given me the ability to work with people better," he says. “That ex­
perience of having to explain things and look at them from different points 
of view to have people understand, made me a better communicator for 
sure. And communication is just one of the biggest things."

Blair says that coaching has also taught him plenty about tolerance and 
patience — more essential qualities for leadership.

“If something doesn't go as planned, I'm able to not get frustrated or angry 
and find another way to come up with a solution," he says.

Bursi adds that everyone on the team knows about Blair's fervor for fitness, 
and his physique has caused quite a few “mishaps" on the job over the years.

“The man is a bodybuilder, and I'll say I've never seen a human rip more 
jeans than Sean," Bursi says. “The man rips his jeans on a weekly basis."

HIGHLIGHTING HEALTHY CHOICES. Nothing goes hand-in-hand with train­
ing more than nutrition and hydration, so Blair's become a bit of an expert 
over the years. And he's adamant about passing that knowledge down to 
the company's crews in order to keep them safe and healthy.

“When people first come into this industry, they don't realize how really 
physical it is. And when you don't take care of yourself, that's what leads to 
accidents and injuries," says Legendary's Office Manager Suzannah Hall, 
who nominated Blair for the award. Hall adds that Blair is always educat­
ing employees about the importance of eating right and staying hydrated 
— especially while they're out working in the hot, Georgia sun.
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SEAN BLAIR
LEGENDARY LANDSCAPING

COLLEAGUES WORDS: 
A FIVE-STAR FRIEND

“Employees can 
sometimes have 
difficulties pop up, in 
terms of their personal 
lives... he helps the 
guys personally as 
well as professionally.

He provides them 
friendship and 
a listening ear.”
DAN PLOURDE, maintenance manager, 
Legendary Landscaping

“The man is a body 
builder, and I’ll say 
I’ve never seen a 
human rip more 
jeans than Sean.

The man rips his jeans 
on a weekly basis.”
TOMMY BURS!, owner, 
Legendary Landscaping

Blair says he initially noticed some 
employees getting fatigued easily, and 
relying on sugary, caffeinated beverages 
to get through the day.

"A lot of the guys think that it's fuel, 
and that's not the case," Blair says. “I try 
to explain to the guys that to be happier, 
healthier employees you've got to be hy­
drated, and you've got to be well-rested, 
and all these things that will make you 
better at your job."

But it took a while to get people on 
board. Blair says he had to get out 
there with them and get his hands 
dirty to show them what making the 
right choices could do for them.

“Initially, I had a lot of pushback," 
Blair says. “You could tell everyone was 
thinking, 'What does this guy know?’ 
but, when I have to grab a shovel, I’m 
not getting tired and I'm able to per­
form better. The guys noticed that. I've 
had conversations one-on-one with 
them and say 'I’m drinking water. I’m 
eating properly.. .I'm not smoking four 
packs of cigarettes a day.' All these little 
things on just being healthy, they allow 
me to do more."

Once crews saw how well Blair was 
able to perform the tough, demanding 
jobs, they started to come around. Some 
even have such a desire to get healthier 
that they're willing to put in the time 
outside of work.

“I’ve had several guys ask me about 
it, and I've had some start going to the 
gym. Some stopped carrying around a 
12-pack of Coke and got a case of water," 
Blair says. “Things like that have helped 
productivity with a lot of guys."

And those aren't the only measures 
Blair's taking to make things better for 
employees, he's also updating Legend­
ary's employee handbook.

“It was one of those things that needed 
to get done, so I just put my mind to it," 
he says. “It's really about what we can 
do to make onboarding easier. If they 
have a clearer vision of what we're trying 

to do, then I think it's easier for them to 
transition and become part of the team."

LEADING THROUGH SERVICE. For Blair, 
making sure his crews are healthy and 
performing at their best isn’t all about 
the bottom line; he genuinely cares 
about them and wants them to succeed. 
And he hopes they know that.

“I think from a caring for people 
perspective, if someone feels you care 
about them — they’re going to be will­
ing to work harder and be more under­
standing," he says. “If someone feels 
appreciated, they won’t just halfway do 
something — they're going to try and 
do their best job."

Blair says it's the little things, like just 
being positive, that have a big impact.

“I always try and start the day fresh 
and in a good mood and in high spirits to 
set the pace for the day," he says. “If you 
come in and are already negative, then 
you’re just going to have a terrible day. 
That's why I try to say, 'Good morning’ 
and 'Do you have everything you need?' 
and approach it as a way that I’m trying 
to serve and help them as opposed to 
barking orders or things like that."

Legendary's Maintenance Manager, 
Dan Plourde, says he saw just how ef­
fective Blair's leadership was right 
when he started with the company last 
November.

“He was very helpful in terms of get­
ting me acclimated to the company," 
Plourde says of Blair. “He's very accom­
modating and was always willing to help 
me adjust to the new job."

Plourde spent his first few weeks rid­
ing around in Blair's truck and learning 
the ropes. He says he noticed how com­
municative Blair was with the crews 
and how he was always there to listen 
to any problems they had — on the job 
or otherwise.

“Employees can sometimes have diffi­
culties pop up, in terms of their personal 
lives, and he just listens and helps them
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along/' he says. "He helps the guys person­
ally as well as professionally. He provides 
them friendship and a listening ear."

Blair recognizes this allows him to better 
connect with his crews, so resolution can be 
found faster if problems arise.

"Sometimes hard situations come up and 
you have to be a stickler or an unmovable 
rock, but a lot of the times, compromise is 
what makes the world go around," he says.

Bursi says all of this has contributed to 
Blair becoming such an integral part of the 
day-to-day operations at Legendary.

"At the end of the day, when I have Sean 
handle a situation, I know he's going to work 
hard, handle it the best he can and do the 
right thing," Bursi adds. "Whenyou're grow­
ing and developing a business and a brand, 
it's such a relief to have somebody like that."

COOL, CALM AND COLLECTED. Blair's 
co-workers say his easy-going nature is 
another reason why he's a great asset.

"He's empathetic and kind, and just 
exudes joy and happiness," Hall says. "You 
can't be in a bad mood around Sean. He's 
very easy to be around. You never know if 
he's in a good mood, bad mood, or what­
ever because he always has a great, big 
smile on his face."

Plourde says Blair's calm disposition is 
the trait he admires most.

"Whenever a crisis occurs, such as a 
crew truck breaking down on the road, 
he approaches the problem calmly and 
systematically to help find a solution," he 
says. "Even if it is not his crew, he will jump 
in to assist everyone involved."

Hall adds Blair's ability to remain unrav­
eled really showed last year during a difficult 
situation. "I was completely frustrated, and 
Tommy was too, but I never saw it in Sean 
until that situation resolved itself," she re­
calls. "And then he let out this huge sigh of 
relief. He just doesn't ever let the bad show."

Bursi says that Blair's work ethic and 
personality has spread throughout the 
company.

"Sean has a positive attitude and he's

When Sean Blair isn’t working or in the gym, he says his favorite thing to do is spend time with his 
fiancee, Kristen.

goal-oriented and growth-oriented," he 
says. "He wants to do good work. He's not 
trying to cut corners and he's preaching to 
the guys that you've got to do a good job in 
the right amount of time."

IN IT FOR THE LONG HAUL. Blair says he 
has no plans of giving up the green industry 
anytime soon.

"I love the physicality of it," he says. "I 
tried the whole sit at a desk thing, and it 
wasn't for me... I'm a very hands-on guy. 
This job is great because it lets me get in 
the mix with the guys every day. It's always 

changing and there are always new chal­
lenges to overcome. It keeps it from getting 
dull and boring."

He adds he's eager to see what the future 
holds for the business.

"We are set to have our best year yet," 
Blair says. "We've grown tremendously 
since I've started four years ago, and I feel 
like we're on the upswing. I foresee us 
continuing to grow."

And with Blair by his side, Bursi too is 
looking forward to the future.

"I hope that we get to continue to work 
together for years to come," he says, l&l
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By Jimmy Miller

ALEX HEFFELMIRE and his brother grew up on 
2,000 acres of farmland and tended to corn, beans, 
wheat and the various Belgian draft horses that wan­
dered the property.

So, when Heffelmire wrapped up his time in the 
military and wasn't sure what was next, it seemed like 
a no-brainer to start a landscaping company with his 
brother. He didn't expect it would grow so big — and 
he didn't anticipate being bought out. So, when he was 
forced into another transition in his life, he landed in 
an unfamiliar spot: behind a desk.

For four years, he worked at an insurance agency, but 
his resume remained online. That's when Jeremy Stacy, 
the owner of J. Stacy Landscaping in Carmel, Indiana, 
dialed Heffelmire’s number and told him it was time to 
come back outside.

"I love being outside. I love learning new things, 
learning all the new plants, especially in different areas," 
Heffelmire says. "I'm a very business-minded guy, so 
being able to run companies, operate them, manage 
them, has been something that's always been my knack."

AT A CROSSROADS. Heffelmire says that while he was 
figuring out what to do with his career, Stacy was at a 
similar crossroads with his company. Stacy and his wife, 
Stephanie, had founded the company in 2005, though 
Stacy was handling jobs as an AP Physics teacher at a 
nearby high school as well as leading his own company.

About seven years into owning the company, Stacy 
and his operation manager decided to part ways, leaving 
the quality of work - and, to some degree, the company 
— in jeopardy.

It was in the middle of the season, so finding some­
body to fill that role was particularly tricky as the best 
in the industry had already landed positions for the 
summer. At one point, he was making plans to liquidate 
the company entirely.

Stacy calls it a "miracle" and a "Hail Mary" on Indeed 
that two days after initially posting, he found Hef­
felmire's contact information.

"Knowing Jeremy, who's one ofmy best friends in the 

world now, I'm sure it was an extremely difficult time for 
him," Heffelmire says. "Do I throw away 10 years' worth 
of hard work or am I going to be able to find somebody?"

Now, Stacy and Heffelmire have a saying that in 
everything they go through, things seem to work them­
selves out. "I just happened to be around at the right 
time," Heffelmire says. "I honesdy never regretted the 
decision (to leave my office job) at all. It's been the best 
opportunity of my life in terms of waking up, getting 
up and being excited to get out. Work is an escape. It's 
something that I really enjoy doing."

Four years after hiring Heffelmire, I. Stacy Landscap­
ing has opened a new facility and doubled its revenue 
from that turbulent time. Stacy says at this point, he 
looks at Heffelmire as another owner. Heffelmire will 
even make recommendations to Stacy and say "your 
company," and Stacy says he has to remind Heffelmire 
that it's "our company."

"The hardest part of finding an operations manager 
is finding someone who treats the company like their 
own without their name on the truck," Stacy says. "He's 
my best friend. He's part of my family."

His wife and co-founder, Stephanie, agrees.
"Jeremy was so blessed when he met Alex and it im­

mediately was a perfect fit," she says. "(Alex) shares the 
same vision (as Jeremy) and works hard and diligently 
to be the very best."

OUT IN THE FIELD. Andrew Huntsman believes he's 
found the best boss he's ever had in Heffelmire. Case in 
point: When Huntsman was working on a property and 
trimmed bushes he shouldn't have, Heffelmire didn't 
scream and shout. He didn't publicly ridicule Huntsman 
for the mistake. He simply waited until they returned 
to the office, where they had a brief and calm meeting 
about it. He's seen Heffelmire take up the same level of 
patience with others.

"If it's on the jobsite, he'll pull me aside to teach 
them how to do it more efficiendy, or they'll pull them 
into the office to tell them to do things better this way," 
Huntsman says.
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ALEX HEFFELMIRE
J. STACY LANDSCAPING

COLLEAGUES WORDS: 
MR. DEPENDABLE

“The hardest part of 
finding an operations 
manager is finding 
someone who treats 
the company like 
their own without their 
name on the truck.

He's my best friend. 
He's part of my family.”
JEREMY STACY, J. Stacy Landscaping owner

“He treats everybody 
like family. As soon as 
you meet him, you're 
pretty much friends...

He'll help anyone out 
any way he can.”
ALEX HUNTSMAN, Heffelmire’s coworker

For Alex Heffelmire, his coworkers at J. Stacy Landscaping have become a second family to him.

Of course, this isn't to say the expecta­
tions aren't high. Huntsman says every 
detail has to be precisely correct before 
plants even go into the ground. Sometimes 
they'll plant up to 70 in a day, but they have 
to look up to his standards before the crews 
start digging holes.

To help show what needs to be done, 
Heffelmire is one to also pick up a shovel 
and lead by example.

“He’s not afraid to get out in the field and 
do stuff," Huntsman says.

Heffelmire admits it’s a cliche, but he 
wants to work in the field with his employ­
ees because it’s a matter of respect.

“The number one thing that I live my life 
is the Golden Rule," he says. “Treat others 
as you would want to be treated yourself."

ALL ABOUT FAMILY. When he's not work­
ing outside, Heffelmire says he still finds 
himself doing something with his family 
outdoors. He and his wife, Danielle, recent­
ly purchased a camper, so their frequent 
camping and fishing trips are about to get 
a litde more comfortable.

Danielle runs an auto repair shop now, 
and they both make time for their two 
children - nine-year-old Christian and six- 
year-old Landon. Heffelmire says he helps 
Christian manage some aggression issues 
stemming from autism, so work-life balance 
is especially important.

“Work is work, home is home," he says. 
“We ask about one another's days, but that’s 
about it. Let's talk about our next camping ad­
venture or things going on around the home."
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ALEX HEFFELMIRE
J. STACY LANDSCAPING

Heffelmire remembers that when he was 
growing up on the farm, his dad seemed 
very black-and-white about the work-life 
relationship: When you’re at work, you’re 
focused solely on work so that when you're 
at home, you can focus solely on your fam­
ily. This is why Heffelmire's dedicated to 
his work, even when the going gets tough.

“It was work comes first, we’ve got to get 
things done so we can provide for our fam­
ily. Whether you're seeing it or not, this is 
what puts food on the table," he says. “We 
always want to do better for our children 
than what we had. You just kind of keep it 
in your mind that (hard work is) not neces­
sarily for you, it’s for them."

A FOUND FOUNDATION. Heffelmire says 

it’s hard to envision ever leaving J. Stacy 
Landscaping: His loyalty to Jeremy and the 
company is strong.

That seems to be apparent at all levels 
of the company, as Huntsman remembers 
one winter where Heffelmire stepped in and 
helped Huntsman manage 50-60 properties 
that season.

“He treats everybody like family. As 
soon as you meet him, you’re pretty much 
friends," Huntsman says. “He'll help anyone 
out any way he can."

It’s not just employees at J. Stacy who 
are treated like family: Heffelmire says 
he prides himself on building solid rela­
tionships with clients. If they’re looking 
to build a new patio for instance, Hef­
felmire won't simply ask “how big" and 

“how much." He'll ask them what types 
of social gatherings they envision on the 
patio; do they want to keep it open or 
closed and more.

“I feel like if you don't do something 
other than just show up and give them a 
cost... that's everybody's spiel," he says.

Heffelmire says he's incredibly fortunate 
to have stumbled into J. Stacy Landscaping. 
Though he and J. Stacy Landscaping found 
one another at unique crossroads in their 
journey, things have certainly seemed to 
work themselves out.

“I don’t think I'll ever leave Jeremy," he 
says. “It's the way he treats people at his 
company, the way that we treat people like 
family. Whether you're Mr. Roberts or Mr. 
Jacobs, you're family to us." l&l
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AUGUST 2^4,2021

After a long year of online events, it's time to reunite the snow and ice 
management community, and there is no better place than the industry's 
foremost leadership event!

Reconnect with your peers for real, hands-on advice to recharge your 
business. Commiserate, share successes, and brainstorm solutions to the 
management issues companies such as yours face every day. We'll also 
raise a glass to the 2021 Leadership and Top 100 Companies during our

ASCA

CURRENT RATES EXPIRE JULY 1! -
special awards night.

Join us this August and let's face the future together.

To register and learn more: ascaexecutivesummit.com

DON’T DELAY, REGISTER TODAY.w
WWW.ASCa1)IcUTIVESUMMIT.C0M

I W.F

ascaexecutivesummit.com
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More machines, more savings and more power. Because now’s the time to OWN IT 
and get even more out of your investment. Contact your dealer today.



a John Deere

'Offer valid on qualifying purchases of new equipment made between 1 April 2021 to 31 October 2021. Subject to approved installment credit with John Deere Financial, for commercial use only. Down payment may be required. Average 
down payment is 10%. laxes, freight, setup, delivery charges and optional features could increase monthly payment. Available at participating U.S. dealers. Prices and available models may vary by dealer. Offers available on qualifying 
purchases of new equipment purchased in the U.S. Prices and savings in U.S. dollars. ^Qualified equipment includes the 317G canopy package (0730) or cab package (0735) with 12.6" offset block lug tracks, vinyl mechanical suspension 
seat, 3" seatbelt, and 66" construction bucket.

Machine icons in this ad are representations of qualified equipment.

JohnDeere.com/Ownlt

JohnDeere.com/Ownlt


LAUREN MORALES • ARCHITECTURAL LAND DESIGN
2021 EMPLOYEE OF THE YEAR



Lauren Morales has 

handled all sorts of jobs at 

Architectural Land Design, 

but they all require a keen 

focus on getting things right.

By Jimmy Miller

WHEN LAUREN MORALES joined Architectural Land De­
sign nearly a decade ago, the Houston native was simply trying to find 
a way to help her family. She adopted her company, just a 15-minute 
drive from her childhood home, as another family in the process.

She was 17 years old when she first landed a job with ALD, 
where she’s been a receptionist, bookkeeper, office manager and 
project manager, the role she currently has out in the field with her 
crew. She first joined because her mother had been in a major car 
accident and could no longer work, which motivated Morales to 
jump on securing part-time work.

She found an ALD listing on Craigslist for an open receptionist 
position, but they ended up bringing her on as a full-time employee 
instead. Morales was quickly convinced that amidst a scary time 
in her life, she had landed at the right spot.

"It was definitely stressful, but I was ready for the challenge,” 
Morales says. "Even at ALD, we stand by family as number one. It's 
a mom-and-pop company. It first started with a mother and son, so 
we’ve always had strong family values here.”

GROWING UP QUICKLY. Naomi Valdez has often wondered if her 
daughter is an "old soul.”

"She needed to be the breadwinner, which of course made me 
feel bad, but we were stuck,” Valdez says of Morales. "She's been 
working since she was about 10 years old. Always been an honors 
student, always had perfect attendance, always trying to be number

COLLEAGUES WORDS: 
STELLAR STUDENT

“(She’s) always been 
an honors student, 
always had perfect 
attendance, always 
trying to be number 
one but not in a 
conceited way.

Everything she 
touches turns to gold.”
NAOMI VALDEZ, mother

"She has created a 
warm environment for 
growth amongst those 
she works with.

Her multi-faceted 
nature has enabled 
her to be an asset.”
GARY ANDREAS, ALD owner
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one but not in a conceited way. Everything 
she touches turns to gold."

Valdez remembers Morales tending to 
their family gardens growing up, trying 
to grow tomatoes, jalapenos and - Mo­
rales's favorite — roses. Even when the 
plants wouldn't quite cooperate the way 
she had hoped, Valdez says Morales was 
determined to figure out ways to make 
them blossom.

It's this same determination that got 
Morales inducted into the National Honor 
Society in high school and earned her 
several perfect attendance awards as a 
student. She attended Lone Star College 
for certifications in business management 
and is taking Harvard classes now toward 
a business degree.

"Especially with starting fresh out of high 
school, really absorbing everything has 
been a continual challenge in a good way," 
Morales says. "Being that it's a small firm, 
I've been able to wear multiple hats. Being 
17,1 was really young. I had to learn busi­
ness management, team building, sales and 
even the basics of QuickBooks data entry. 
I have had to learn many, many skills, and 
it's all been self-taught."

THE RIGHT RELATIONSHIPS. Morales 
says there were two things she noticed 
right away in working with her crews: 
first, everyone else at the company is 
male - she's the only female on the ALD 
payroll; second, many of the employees 
spoke Spanish, which Morales could 

hardly speak at all when she first started 
at the company.

Morales says she hasn't experienced 
any sort of major issues in directing men 
(she's leading eight this season), especially 
since she emphasized creating a strong 
relationship with each individual when she 
first became a manager. Small details like 
buying the crews new socks or gloves go a 
long way toward building those relation­
ships, Morales says.

Her boss, Gary Andreas, says Morales has 
even purchased meals and hygienic sup­
plies for her crews, investing in their lives 
on a nearly daily basis.

"She has created a warm environment 
for growth amongst those she works with," 
Andreas wrote on his nomination form.
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Smart Control Timer and Kichler Connects features

External Antenna increases range of signal outside of the 
enclosure.

Easy installation plugs directly into the transformer. Can be 
used for indoors or in outdoor enclosures.

Kichler Connects App digitally controls the Smart Control 
Timer, available for iOS and Android. Allows you to choose 
preset or create custom schedules.

Bluetooth® and Wi-Fi allows for local or cloud-based control.

16085BK

‘Alexa, turn on the landscape lights.

Let your voice do the work.

Use voice commands with smart home devices like Amazon Alexa" 
or Google Home™ to tell your landscape lighting to turn on or off.

KICHLER

Learn more at Kichler.com/Kichler-Connects

KICHLER

Kichler.com/Kichler-Connects
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Sod Solutions 
Professionals

^EMPIRE
ZOYSIA®

The Proven Zoysiagrass

With a proven track record of 
success, EMPIRE® Zoysia is the 

most dependable and easiest to 
maintain zoysia for southern 

lawns. EMPIRE provides a lush, 
green landscape that's kid-friendly, 

pet-friendly and drought tough.

Learn about EMPIRE and our 
other natural turfgrass 

brands in the link below.

5 ~ ...* D EMPIRE
CESB'ON ~ ZOYSIA

NorthBndge

CitfttBlue INNOVATION
Si. Augustine zoysiagrass

SodSolutionsPro.com/Landscape

"Her multi-faceted nature has enabled her to be an asset to the busi­
ness and her peers.”

Of course, the language barrier that existed also caused some 
complications. Her parents knew Spanish growing up, and she took 
Spanish in high school, but Morales did not consider herself bilingual 
until she self-taught herself the intricacies of the language on the job.

Valdez says she is fluent in Spanish, as were her late mother (Mo­
rales's grandmother) and Morales's father, so she wasn't surprised 
to find that her daughter picked up the language with so much ease.

"She’s like a sponge and she enjoys learning more and more and 
more and more and never stops,” Valdez says.

But it was mainly through nonverbal communication with em­
ployees where Morales learned industry-specific words, and they 
taught each other the English and Spanish translations simply by 
pointing at an object.

"When I found myself needing to communicate with my team, 
we were able to feed off one another,” Morales says. "We were able 
to collaborate in a way where we know body language is universal."

As long as Morales is out in the field working with her employees, 
she feels she's gained their respect. She says focusing on the details 
helps prevent any major issues from coming up.

"Leading by example is one thing that (ALD has) really taught me, 
and just not to let a language barrier or even if you’re male or female 
get in the way of getting a job done,” she says.

OUTSIDE OF WORK. Valdez says her daughter works relentlessly at 
ALD because she feels so attached to it. In many ways, she's grown 
up with the company — at a time when she needed the work most, 
Morales found a business that turned into a family.

On July 11, she will have been with the company for exactly a 
decade. Andreas says Morales aims to become a partner in the 
company by the end of this year.

"That's as if it were her own baby or her own company,” Valdez 
says. "She's been there so long, it's like her blood now.”

That's not to say Morales doesn't have other interests outside of 
work, though many of them still relate to the green industry. She's 
known to put in well over 40 hours of work at the company, but 
outside of ALD, she also found a way to remain connected to the 
outdoors while also giving back.

This is through the Tomball Community Garden, where they grow 
plenty of organic produce that gets donated to a local foodbank.

Plus, Morales continues to educate herself on the various facets 
of the green industry outside of work hours. Valdez says she's seen 
her daughter trying to learn some basics of pool maintenance and 
irrigation repair.

Meanwhile, Morales says she's always seeking continued educa­
tion outside of work hours to find new ways to help out.

"I've always been connected with nature,” Morales says, "but 
joining ALD at 17 really enabled me to get more in depth with it.”i&L
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BATTERY POWER
MADE BY STIHL

Jeff Cartwright
Owner, Cartwright Landscaping

“STIHL battery products offer exceptional long-lasting 
power, no hassle or cost of fuel, low noise and the same 
durability and dependability we expect from STIHL 
equipment.”

STIHL

LEARN MORE AT STIHLUSA.COM

STIHLUSA.COM


GROW the 
MARKET

SPONSORED BY

CORONIX
SEASON AFTER SEASON

RESPONDENTS’ INCOME -> 6=extnemely influential; O=not at all influential

A Less than $50,000- I | $75,000- $100,000- More than
W $50,000 $74,999 ' $99,999 $149,999 $150,000

Hiring 
influencesIn the April issue of Lawn & Landscape, we ran our 2021 Grow the Market report. The report focuses on why landscapers and LCOs are hired, fired and gathers information on how homeowners perceive the industry. The results are based on 576 homeowners. Throughout the year, we’ll publish more information from the report. This month, we focus on what motivated homeowners to hire a professional.To read the full report, visit bit.ly/2021gtm.

HOW INFLUENTIAL ARE THE FOLLOWING AS MOTIVATIONS 

TO HAVE A LAWN MAINTENANCE CONTRACTOR DO THE 

MOWING, TRIMMING AND EDGING OF YOUR LAWNP

Keeps yard looking 
better than l/we could

Well-manicured lawn 
adds value to home

Most neighbors 
use a contractor

Have other things to 
do instead of yard work

l/we dislike 
yard work

Health issues that keeps 
me/us from doing work

5.2 4.6 4.8 4.9 rx i
* MBMMK

5.1 4.7 4.6 5 4.±

3.7 3.3 3.4 4.5 4

3.5 3.9 4.2 3.9

3.± 3.5 3 3.3

3.4 3.3 3.2 3.2 ± .8

HOW INFLUENTIAL ARE THE FOLLOWING AS MOTIVATIONS 

TO HAVE A LAWN CARE CONTRACTOR APPLY THE FERTILIZER, 

WEED KILLER AND/OR INSECT CONTROL PRODUCTS?

Knows what products 
work best in my yard

Gets better results than 
l/we ever could

Has access to more 
products than l/we do

Have other things to 
do instead of yard work

Prefer not to be in 
contact with chemicals

Most neighbors 
use a contractor

l/we dislike 
yard work

Health issues that keeps 
me/us from doing work

3.6

3.1

3

5 5.± 5.4 5.4

4.3 5 5.2

4.7 5 4.6 5.±

3.4 3.8 4.7 4.5

3."7 3.5 4.6 4.2
3,£ 3.3 4.7 4.4

3«8 3 3.3

2.7 3 3.3 ±.7

HOW INFLUENTIAL ARE THE FOLLOWING AS MOTIVATIONS 

TO IMPROVE YOUR HARDSCAPE?

The ability to enjoy 
the outside space 4.5 4.6 4.7 4.6 4.8
A sense of 
personal pride 4.3 4.6 4.6 4.5 4.7
Adding to the 
home value 4.3 4.4 4.5 4.7 4.5
Having an outdoor 
entertainment area 3.8 ...3.9,. 4.± 4.6 4.4
Fitting in with neighbors, 
meeting expectations 2.8 3 3.4 3.5 3.5
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TO GROW YOUR BUSINESS
The increased focus on our homes means there's never been more opportunity for growth in the green industry. 

At Corona, we're more than just quality tools and engineering. We're partners in your success, dedicated to 
helping you get more out of your equipment, through superior service and our commitment to research and innovation.

I

Q CORONIX.
SEASON AFTER SEASON

Visit coronatoolsusa.com/GTM | Call 800.847.7863 | Connect f O

coronatoolsusa.com/GTM


When a backyard is the home office view and the 
outdoors is a reimagined vacationland, services like 
lawn care become even more important to customers.
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LAWN CARE MORE MONEY TO SPEND. With people 
staying at home more, they are spending 
less on traveling and more on improving 
their own backyards.

“My yard is full of weeds. Help!”
This is the most common lawn care ser­

vice request when a new client calls Clean 
Cut Landscape Design, Maintenance & 
Lighting in Lancaster, Pa. “The other one is, 
T want my yard to look like my next-door 
neighbor's yard,"' says Aaron Raabe, who 
co-owns the firm with Jim Mellinger.

Lawn care is a growing service for Clean 
Cut, and Raabe points to a couple of reasons 
for an increase in demand. “Where we live, 
our demographic is at least half 60 (year 
olds) and up, so you get the customer who 
decides they don't want to care for their lawn 
anymore or can't do it anymore,” he says.

Clean Cut only mows for customers who 
sign on for other services, such as a lawn 
care program or tree and shrub services. 
For those who just wish the dandelions 
would go away (another popular demand), 
Raabe focuses on educating clients first so 
they understand what's involved in taking a 
lawn from a weed patch to a healthy green.

“We explain the process, the steps we 
take, the applications,” Raabe says, noting 
that this further grabs their interest. Educa­
tion helps sell the service, set expectations 
and, ultimately, grow a business because 
clients view you as a trusted resource.

And with more people working from 

“...If you’re sitting at home at a 

desk and you see the neighbor’s 

lawn is rich green and yours 

isn’t, you might say, ‘I have to 

do something about this.’”
AARON RAABE, co-owner, Clean Cut Landscape Design, Maintenance & Lighting

home during the pandemic, there's more 
attention on the lawn and landscape — 
including large-scale projects like outdoor 
kitchens, patio living spaces and pools. 
“The momentum has continued and only 
increased,” says Neave Group Outdoor 
Solutions' Glen Baisley, noting that reduced 
travel and more time at home has resulted 
in a budget and desire for backyard beau­
tification projects.

“In general, people are putting more 
into services than ever before, too,” adds 
Baisley, the company's marketing and 
customer service director. “People who 
typically might have wanted weekly lawn 
maintenance and didn't necessarily take 
on a turf healthcare package are wanting 
the whole gamut of services because they 
want their properties to look as best as pos­
sible. They are looking out the window all 
the time and that is what they are seeing.”

BUDGETING FOR A BETTER VIEW. Business 
has been healthy during the pandemic, 
at times even exceeding expectations, as 
Baisley says. People are asking for pools, 
fire pits, entertainment spaces and gardens. 
“They want a personal backyard paradise or 
their own vacation getaway in their back­
yard,” he says.

Michael Kaylor is seeing the same trend 
in Virginia, where he operates Kaylor Lawns 
and Landscaping. “We have had more calls 
than we can handle for patios and hardscap- 
ing projects like retaining walls,” he says. 
“We are as slammed as we've ever been.” 
Kaylor has even turned down mowing re­
quests from his clients, who live where he's 
based in Christiansburg and Blacksburg.

But what about lawn care specifically?
Are customers just as interested in a 

healthy, weed-free lawn as they are a patio 
entertainment space? How does the de­
mand for lawn care services in 2021 com­
pare to how other landscaping services are 
performing?

That depends on the customer demo­
graphic, location and clients' budgets, too. 
As Raabe says, his area of Pennsylvania 
which includes lots of newly developed 
farmland tends to have an older demo­
graphic. They’re willing to spend on lawn 
care and let someone else handle the tasks.

Another interesting market dynamic for 
Raabe that’s driving lawn care business is a 
result of the soil-rich farmland. Developers 
tend to strip and sell the valuable soil before 
building, which basically lays the ground­
work for him to sell lawn care. “Commercial 
construction companies come and take the 
topsoil and then someone like me has to 
work with junk soil,” he says. “For custom­
ers who want grass, I walk them through 
the process and explain it's a long game.”

Freed-up budget dollars have prompted 
some homeowners to spend where they 
might not have before. “The percentage 
of income goes toward things you might 
not have cared about before,” Kaylor says. 
“Maybe they're not commuting and buy­
ing lunch out every day, so they have extra 
disposable income to put toward their 
property vs. their car or meals out.”

Kaylor says the debt relief and stimulus 
dollars many homeowners have received 
during the last year has given them more 
expendable income to say yes to big proj­
ects. So, in his area, he's seeing more of an 
interest in projects that residents might 
have been dreaming of and put on hold 
vs. services like lawn care. “With people at PR
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Simplify Lighting Design and Close Sales Faster

With the new online My Design tool, it’s easy to conquer 

landscape lighting design — no technical skills required! 

Snap photos of your jobsite, place fixtures over each 

photo, and generate a visually stunning proposal to close 

the sale. Then send your complete product list directly to 

your local distributor for faster, more accurate ordering.

Work Smarter with My Design
All you need is a free account to get started!https://fxl.com/mydesign

LANDSCAPE & ARCHITECTURAL LIGHTING | Learnmore.Visitfxl.com FXLuminaire

https://fxl.com/mydesign
Learnmore.Visitfxl.com


LAWN CARE We have had more calls than we can 
handle for patios and hardscaping...
We are as slammed as we’ve ever been.”
MICHAEL KAYLOR, owner, Kaylor Lawns & Landscaping

home, they want an outdoor space where 
they can spend time," he says.

When an office view is a backyard rather 
than a white wall or parking lot of an office 
building, there’s naturally more attention 
on a home’s outdoors.

"If you're leaving for work at an office 
at 7 a.m. and coming home at 7 p.m., you 
might not care how green your grass is," 
Raabe says. "But if you’re sitting at home at 
a desk and you see the neighbor's lawn is 
rich green and yours isn’t, you might say, 'I 
have to do something about this."’

Overall, his customer base is demand­
ing lawn care even though they are home 
and perhaps available to do it themselves 
because perhaps they’ve attempted it and 
achieving desired results wasn't as easy as 
they thought. "They realize, T don't want to 
do that again,"' he says.

ADDING IN DEMAND SERVICES. Clients 
are taking suggestions for improving their 
properties, Baisley adds. "While we have al­
ways made suggestions that lead to a better 
long-term impact on their landscape and 
increased curbside value, now clients are 
more on board because they are at home 
spending more time," he says.

While weeds are the top lawn care 
complaint that drives residents to inquire 
about a lawn care program, Neave Group 
Outdoor Solutions has noticed more 
request for plant healthcare and tree 
healthcare. "We can make suggestions 
about which plants are going to thrive and 
which ones will be the most easily treated, 
or vice-versa," he says.

Another in-demand service this season 
is tick and mosquito control with a special 
concern for ticks. "We are really anticipat­

ing a bad tick season, and then as we go 
into summer, we'll get more requests for 
mosquito," Baisley says.

Raabe is anticipating greater weed pres­
sure from nutsedge in his region, "which 
is a challenging grassy weed to take care 
of," he says, figuring it will probably cause 
more people to call for help. "Also, we've 
seen an increase in aeration and overseed­
ing services."

This could be attributed to educating 
customers, he says. "As a smaller company, 
we spend time with customers discussing 
the different options," he says.

Continuing into 2021, business is going 
strong with an uptick in lawn care. "We 
absolutely have seen a spike in services," 
Baisley says. "That includes from new cli­
ents and requests from existing customers 
who want more services." l&l
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Isuzu NPR with 18’ Enclosed Landscape Bod'
Isuzu NPR HD with 12’ Dump Bod'

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

landscaper trucks. Many have brand new bodies!

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

(Other Options And GVW Ratings Available)
297 HP Gas Engine, Automatic Transmission, 14,500 lb. GVWR,*19.5 Tires, AM/FM CD Player, 

A/C, P/S, Power Windows & Locks, Tilt Wheel, Tow Padkage & Brake Control, 
(Other Options And GVW Ratings Mailable)

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

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

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

(Other Options And GVW Ratings Available)

• Isuzu NPR with 19’ Dovetail Landscaper Body
297 HP Gas or 210 HP Diesfel Engine, Automatic Transmission, 12,000 lb. or 14,500 lb. GVWR, 
ixh'aust Brake (Diesel Only), AM/FM CD Player, A/C, P/S, Power Windows & Locks, Tilt Wheel, 

(Other Options And GVW Ratings Available)

ISUZUISUZU
TRUCKTRUCK

HUGE INVENTORY!

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

INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!

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

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

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

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

1 « XM

Nashville, TN ■ 800-367-7712 www.neelycoble.com Madison, al 800-433-6351

http://www.neelycoble.com


By John Torsiello
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A
ccording to a recent Cornell Univer­
sity Integrated Deer Research and 
Management study, the population 
of white-tailed deer in the U.S. has 
soared from around a half-million 

in the early 1900s to around 25 million 
today. Densities of white-tailed deer may 
exceed 40 deer per square mile in some 
rural areas, and over 100 deer per-square- 
mile have been documented near many 
eastern metropolitan areas.

This is all good news for animal lovers 
and, well, the deer, but not so good for 
homeowners in many parts of the country 
who are seeing their valuable landscaping 
decimated by deer.

URBAN ENCROACHMENT. According to 
Michael Gaunya, president of American 
Deer Proofing, problems with deer foraging 
in the past would have been "mostly rural." 
However, with urban encroachment and 
ever-growing deer populations, "we are 
now getting calls from everywhere," he 
says. "When you see a deer on the side of 
the road, it's not really novel any longer. It's 
more commonplace."

Gaunya believes the Bambi Boomer 
explosion is a result of several key factors. 
"First, with less hunting and less natural 
predators, deer are over populating. Sec­
ond, from what we see specializing in the 
deer repellent business for over 20 years, 
deer are less fearful of humans. We have 
customers telling us deer are up on their 
porches and decks, even looking in their 
windows. We have a few customers for 
whom we spray planters on their decks. 
That is something we really haven't dealt 
with in the past."

Sean McNamara, owner of Great Oak, 
says, "More and more mayors and first 
selectmen across the country are having to 
deal with complaints about gardens being 
destroyed and other deer-related issues. 
There is a growing battle between those 
that want the local deer population culled 
by professional hunters versus people that 
are against hunting the deer."

Continuing, McNamara says the deer 
problem is "mainly worse" in the suburbs

Even though some species of trees and shrubs may be described as “deer resistant,” if populations are 
high enough, deer can still do damage.

around major cities. "This was farmland 
100 years ago. When all the trees were 
chopped down for agriculture, there were 
very few deer. Now that the woodlands have 
returned, it is perfect habitat for deer. They 
have cover, food and no predators. We are 
seeing an increase in deep populations 
in the suburbs around all the major cities 
across the country except the Southwest."

DOING DAMAGE. Foraging deer, Gaunya 
says, keep his crew hopping even during the 
winter months. "Deer do not typically eat the 
same plants in the summer as they do in the 
winter. Winter months see plants like arbor­
vitae and rhododendron getting destroyed 
from the ground up to about five feet."

During the summer, deer develop a dif­
ferent pallet, if you will. Hosta, roses, many 
different varieties of flowers come under 
their noses and in their mouths. "We have 
been tracking deer and their movements 
for almost 20 years," Gaunya says. "We are 
now seeing deer smaller in size, probably 
due to the pressure of urban development, 
but higher deer populations because of 
less hunting and milder winters. Back in 
the 1990s when our company started, the 

damage was closer to six feet in height. The 
larger the deer, the higher up they can feed."

Gaunya says damage being wrought 
by deer to landscaping and crops, as well 
as causing car accidents and serving as 
catalysts for Lyme disease, is in the billions. 
"The amount of money spent to spray, 
fence, cover, you name it, to guard against 
deer foraging is immense," he says.

McNamara says from around Thanksgiv­
ing to the middle of April, deer will eat ever­
green trees and shrubs when no other food 
is available. Arborvitae, hemlock, pine, rho­
dodendrons, azaleas, holly and many other 
plants are susceptible to winter deer brows­
ing damage. Plants that are often thought of 
as "deer resistant" will be browsed when the 
population gets high enough. Their favorite 
winter plants are yews, euonymus, arborvi­
tae, rhododendron and azaleas.

"The damage they do can run into the 
thousands and even tens of thousands of 
dollars on some properties," McNamara 
says. "It also has altered the plants land­
scapers are willing to plant in high deer 
population areas. The trend for 30 years in 
Fairfield County, Connecticut, has been 
to only plant things that are truly deer
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DEER CONTROL Deer do not typically eat the same plants 
in the summer as they do in the winter.”
MICHAEL GAUNYA, president, American Deer Proofing

resistant, such as boxwood, dwarf Alberta 
spruce and andromeda. We have planted 
so many boxwoods in Fairfield County that 
there has been an explosion in the pests 
that go after these plants. Boxwood leaf 
miner, psyllid, mites and andromeda lace 
bug are all on the rise. You get rid of one 
problem, (like) the deer, and you invite a 
dozen more."

Gaunya says, "Don't get me wrong, I 
love deer, I really do. They are beautiful 
animals. Deer can be taught to stay off or 
not to eat non-indigenous plants that we 
introduce to an area. If you can figure out a 
way to train without a fear deterrent, such 
as blood or urine or needing the animal to 
try the plant, thus causing damage before 
they decide it's something they do not like, 
you will have something."

Gaunya adds deer will not eat something 

they cannot digest, which he says his prod­
uct will train deer to think.

McNamara encourages landscapers to 
use "the full pallet" of plants, along with 
his deer repellent, which is not available 
to homeowners. He adds that landscapers 
should be aware that during the growing 
season, deer leave evergreen trees and 
shrubs alone and turn their attention 
to annuals, perennials and deciduous 
shrubs. There is "really no need" to protect 
arborvitae and rhododendrons during the 
growing season.

The battle against marauding deer might 
not be one in which landscape professionals 
will ever claim total victory. But with the right 
repellents and thoughtful planting practices, 
they can save homeowners and commercial 
clients countless stress and money, l&l 
The author is a freelancer based in Connecticut.

Spring loaded 
vibration control

EZ Kart quick connect for 
fast and seamless assembly

maneuverability
Multi-stage air 
filtration system

70:30 ratio for dirt 
dispersement

Self-sharpening digging 
chains designed for 
tough and rocky soils

WE'RE LOOKING 

FOR YOU. 
Join our lawn care family.

Safer Lawn Care 
Naturally™!

Q/ Industry Leader 
Since 1987

Avg. Gross Revenue/
Owner: $2.2 Million*

Serving 115K+ Customers
•P in 26 States & D.C.

Are you ready to decrease 
your labor costs and 

increase your profits???

Environmentally
& Pet-Friendly W

We've grown 
tremendously 
over 30 years.

There's a 
comradery 

among owners 
that's really 
helped us be 

the successful 
operation we 

are today.
Rick Yates 

Wilmington, DE 
Franchise Owner

www.minitrencher.com

(800) 989-5444
NaturaLawnFranchise.com
* Based on 34 owners and the 2020 gross revenue report. 
© 2021. NaturaLawn® of America, Inc. A division of 
NATURLAWN® Servicesand Products. All rights reserved.

^Tick Ranger
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PRECISION
FINISHER
When you wield the power of a RedMax trimmer you’ll, cut through your workload 
with ease. Solid-steel drive shafts reduce vibration and improve acceleration, while 
the perfectly balanced design helps you trim the toughest terrain with minimal 
effort. RedMax trimmers - all the power you need, redmax.com

Commercial fleet discounts, financing and leasing options available

BCZ260TS
• 25.4 cc displacement
• 1.3 hp power output
• 10.8 lbs
• 2 year warranty

RedMax
© 2021 RedMax. All rights reserved. RedMax and other product and feature marks are trademarks of the RedMax Division.

redmax.com


DESIGN/BUILD

Mainstay machines
These compact tractors can be an ideal addition to your fleet.

KUBOTA’S LX SERIES 
COMPACT TRACTORS

KI0TICK2610SEHST
CAB COMPACT TRACTOR
The pitch: Landscaping professionals can tackle 
tough jobs with ease with KIOTI’s CK2610SE HST Cab 
compact tractor.
• Launched in 2020, the model features a 24.5 hp engine 
with hydrostatic transmission and a factory-installed cab 
with A/C and heat, plus a deluxe suspension seat that 
allows operators to perform tasks comfortably year-round.
• A Tier 4 compliant eco-friendly diesel engine combined 
with a premium cab offers operators powerful 
performance in a quieter environment.
• A standard rear three-point adjustment lever makes 
it easy to raise and lower the telescopic lower links and 
stabilizers from outside the tractor when attaching 
implements.
For more info: Kioti.com
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WINTER ANIMAE 
REPELIENT

learn more at DeerProProfessional.com

Year-round, professional strength protection 
DeerPro™:The ONLY one that works.

deerPro deerPro®
SPRING/SUMMER ANIMAL REPELLENT WINTER ANIMAL REPELLENT

DeerProProfessional.com


w?

BOBCAT CT1025
The pitch: The CT1025 sub-compact 
tractor packs power into a small frame 
size to efficiently complete projects.
• It includes a limited Category 1 three- 
point hitch for using implements.
• The hydrostatic transmission offers 
clutch-free forward and reverse 
movement.
• It features a 25-hp diesel engine and 
four-wheel drive.
For more info: Bobcat.com/tractors

SIMPLICITY’S LEGACY XL
SUBCOMPACT TRACTOR
The pitch: Reliable power and dynamic capabilities in a 
subcompact package without skimping on the comfort features. 
• Attachments include (but are not limited to): dozer blade, front-end 
loader, backhoe and powered rotary broom.
• It is equipped with a 33 gross hp Vanguard Big Block V-Twin engine 
with electronic fuel injection.
• Shift between 2WD and 4WD for on-demand power when needed.
• Users have a choice of a 52- or 61-inch deck.
For more info: Simplicitymfg.com

STEINER 450 TRACTOR
The pitch: The Steiner 450 tractor is a versatile machine with its 
articulating and oscillating frame, hydraulic weight transfer, traction 
boost system and a powerful engine.
• The Steiner Rough Cut Mower attachment clears thick, overgrown, 
brush and grass and comes standard with durable caster wheels.
• This tool is designed to evenly cut through tall grass and heavy 
brush up to 1.5 inches in diameter.
• The Steiner 450 tractor and its attachments can tackle a wide array 
of tough projects.
For more info: Steinerturf.com
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PLACE A CLASSIFIED TODAY! Please contact Thomas Vidmar at 800/456-0707 x223 or tvidmar@gie.net. CLASSIFIEDS

BUSINESS FOR SALE BUSINESS SERVICES FOR SALE

ACQUISITION
Experts ilc

FOR SALE FLORIDA
EAST CENTRAL COAST 

OF FLORIDA $1.2M 
SOUTH FLORIDA 2 MAN 

OPERATION $95K
Contact John Brogan 772-220-4455

EMAIL: John@acquisitionexperts.net

BUSINESS SERVICES

H2-B Work Visa - 
Family Beneficiary Visas

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

visas for your workers.

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

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

www.mi-familia.com

FOR SALE

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

REDUCE PESTICIDE USE 
BY 50% OR MORE

Spot-spray pesticide while 
blanket applying fertilizer

GREGSON-CLARK

Toll free - 800.706.9530
Phone - 585.538.9570

Fax - 585.538.9577

A Dmskm of Rhett M. Clark, Inc.

Sales@GregsonClark.com
GregsonClark.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

FOR SALE
Lawn & Landscape Company

• Established April 1990
• Proven profit
• Growth market in Raleigh, NC area
• Contracts in place
• 80% commercial & 20% residential
• All vehicles and equipment included
• $425,000
• Contact: Mark Blackwell

markblackwell@centurylink.net

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

Discount 
Small Engines & Parts

Small engines & parts 
from Briggs & Stratton, Kohler, 

Tecumseh, Robin and more. 
www.smallenginesuppliers.com

Also, look up your own parts 
and buy online at 

www.smallenginepartssuppliers.com

LAWNANDLANDSCAPE.COM

HELP WANTED

Florasearch, Inc.
In our third decade of performing 

confidential key employee searches 
for landscape and horticulture 

employers worldwide. Retained.

Career candidate contact welcome, 
confidential and always free.

Florasearch, Inc.
Phone: 407-320-8177

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

(rocus
G E N C Y

EXPERTS IN FINDING 
LANDSCAPE TALENT!

No upfront fees.
We know what rocks to look 

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

confidentially?
We're the firm to call.

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

THE FOCUS AGENCY
877-362-8752 

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

In business over 30 years 
with clients coast to coast.
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CLASSIFIEDS PLACE A CLASSIFIED TODAY! Please contact Thomas Vidmar at 800/456-0707 x223 or tvidmar@gie.net.

HELP WANTED PLANTS, SEEDS & TREES SOFTWARE

GreenSearchf^p

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

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

www.greensearch.com 
678-778-3529 

info@greensearch.com 
Linkedln: greensearch-usa

LANDSCAPE EQUIPMENT

Gothic Arch/ft\
Greenhouses □ □

Catch 
the 

Sunshine!
Greenhouse Kits • Equipment • Supplies

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

www.GothicArchGreenhouses.com

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL 
POSTING SIGNS

RNDSIGNS
Marketing, Design & Print

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

RNDsigns.com • 800.328.z 009
Posting Signs • Door Hangers

Brochures • Mailers Mo1re

LINERS

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

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

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

PLANTS, SEEDS & TREES

We Find (and Ship) 
it ALL!

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

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

info@wefindplants.com 
585-889-5933

Want to sound off 
on something 

you saw in this issue?
Have an idea that you think 
would be worth featuring in 

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

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

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 endorsement 

to your message.
800-456-0707 • reprints@gie.net
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AVERAGE
Jason Cromley,
Owner, Hidden Creek Landscaping

Getting out of bed in the 

morning can sometimes be 

a difficult task, especially 

when a workout awaits. On 

those mornings when Jason 

Cromley, owner of Hidden 

Creek Landscaping in 

Columbus, Ohio, misses a 

morning workout, it doesn’t 

take long to make up for the 

morning malaise.

Interviewed by Brian Horn 

“If I skip a workout, I have regret all day 
and leave work early to get it in,” he says.
Here’s what else Cromley squeezes in on 
an Average Day.

I run and bike and strength train every day 
before work. I run Tuesdays and Thursdays 
for about 5 miles and stretch afterwards. 
It’s approximately 45-60 minutes in total 
- strength train for about 30 minutes and 
then stretch afterwards. My coffee is my 
favorite part of my day after working out.

For breakfast it’s a protein bar or shake plus 
a banana in the car. My commute is 5 miles 
so it’s nice and short. I love upbeat, fast- 
paced music on my way to work.

I’ll arrive around 7:15- 7:30 and then say 
hello to whoever is here and then head 
upstairs to my journal and email. I’ll review 
my calendar and journal for upcoming day 
and tasks that need to be completed.

I try to pack a lunch every day, unless I have 
a lunch meeting. It’s usually a sandwich, 
or carrots, or trail mix or pudding, or string 
cheese — same as when I was kid, I guess.

After-lunch tasks are never consistent here. 
I have a daily journal I use and it really 
helps me keep my day on track and get 
all my tasks done. It’s by Michael Hyatt 
and has made a big difference in holding 
myself accountable!

I have approximately 4-6 meetings per day 
with varying responsibilities. We implement­
ed an Entrepreneurial Operating System 
a year ago and its very helpful when you 
follow an agenda that’s always the same.

I did have to address my team to put 
phones away during meetings as they were 
constantly on them when the topic wasn’t 
about them. Personally, I like my people to 
be able to respond quickly to clients, but 
they all need to set boundaries from the 
beginning of any new relationship. I need to 
teach all of team about upfront expecta­
tions so they can be aligned.

I’ll leave around 5:30 p.m. and use that 
time mostly trying to catch up on calls. 
I’ll mostly sit in my garage for 20 minutes 
trying to finish up calls, so I don’t have to 
interrupt family time.

I go to bed around 11 p.m. every day and I 
mostly work up until the last 30 minutes be­
fore I go to sleep. I rarely work on weekends. 
If I do, it’s mostly on Sunday trying to get 
prepared for the upcoming week, 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.

Learn more at Exmark.com £*■>(§)

SAVE 
s1,000

WHEN YOU PURCHASE A 
NEW60-INCH LAZER Z® 

X-SERIES MOWER
with a Kawasaki® FX801V engine now through 
October 31, 2021 and receive a $1,000 instant 
rebate. Model LZX801GKA60600 only. Visit 
exmark.com or dealer for complete details.

Exmark.com
exmark.com


A SMARTER WAY TO WORK 
AROUND A TOUGH SITUATION

Wireless HC Flow MeterNEVER TUNNEL UNDER OR CUT THROUGH A SIDEWALK TO 
INSTALL A FLOW SENSOR AGAIN! When hardscape is in the way, 
the Wireless HC Flow Meter delivers critical flow data without labor- 
intensive trenches or costly wires. Simply pair the wireless transmitter 
and receiver with any HC Flow Meter to enable reliable flow-monitoring 
capabilities for your Hydrawise control system.

For the ultimate in control and cost savings, upgrade your 
Hydrawise system with the Wireless HC Flow Meter.

https://hunter.info/WHCflow
Reliable flow and electrical 
monitoring with Hydrawise

RESIDENTIAL & COMMERCIAL IRRIGATION
Learn more. Visit hunterindustries.com 43 Hunter I Hydrawise'

https://hunter.info/WHCflow
hunterindustries.com
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Work smarter, not harder:
Aspire Landscape business management software.

When you're running a landscaping company, it's easy to get caught up in the day-to-day 

and lose sight of the big picture. Aspire Landscape helps you stay in control of your business 

so you can focus on what matters most: profitable growth.

With access to data from every area of the company and real-time visibility into your margins, 

you can make proactive, informed decisions that allow your business to grow and thrive.

Aspire Landscape offers the end-to-end functionality you need to run your business 

smoothly-and profitably:

» CRM » Purchasing » Reporting

» Estimating » Equipment » Mobile Time

» Scheduling » Invoicing » Accounting Integration

There’s a reason it’s the #1 business management solution 

for landscape contractors.

SCAN 
ME!

aspire
" LANDSCAPE

www.youraspire.com
866.727.7473

http://www.youraspire.com
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LEAD OR GET LEFT BEHIND

Technology enables 
businesses to move 

away from time­
consuming manual 

processes and 
disconnected systems 

that hinder profits.”

I
owball competitors. Labor shortages. Increased 
material costs and extended delivery times.
The landscaping industry today faces plenty of 
challenges, and it’s becoming harder and harder 

to get — and stay — ahead.
Technology enables businesses to move away from 

time-consuming manual processes and disconnected 
systems that hinder profits. Although these benefits are 
enticing, making the jump can be scary. Fortunately, 
the best solutions in the industry offer continual, 
proactive support to ensure users always get the most 
out of the technology they’re paying for.

At Aspire Software, we’re dedicated to making a real 
difference in our clients’ lives. With Aspire Landscape 
business management software, contractors gain 
full visibility into every aspect of their business, from 
estimating and scheduling to job costing, payroll and 
more. Armed with consistent, real-time data, they can 
make informed decisions and change course if needed 
— before it’s too late.

We’re proud to support this year’s Lawn & 
Landscape Technology Report because we believe 
technology can make all the difference between 
leading and getting left behind in this industry.

To learn more about Aspire Software’s end-to-end 
business management software, visityouraspire.com.

Mark Tipton
Founder and CEO
Aspire SoftwareSPONSORED BY
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TECH SPECS
In our inaugural technology report in 2018,58% of landscapers 

said customers could pay for services online. In this report, that number 

jumps to 77%. That’s a great sign that more customers are embracing 

technology to make their lives - and their customers’ - easier.

Another area that shows the industry is embracing software more - 

when asked what types of technology they use at their company, 79%

said mobile technology like smartphones and apps, which is a 42% 

increase from last year’s report.

What was 
your 2020 
revenue? 26%

Under 
$200,000

21% 
$200,000- 
$699,999

21% 
$700,000- 
$1.9 million

16% 
$2 million- 
$6.9 million

16%
$7 million 
or more
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i7% 46% 44% 44%

79% 79%

27% Advanced

39%
24% Behind but 

catching up

In line with my 
competition

ABOUT THIS SURVEY: Lawn & Landscape surveyed 
readers in late April and early May. The results are 
based on approximately 150 respondents.

11IQlL Behind and 
JLU/0 staying that way

Which of the following do 
you use at your company?

2.
3.
4.
5.
6.
7.
8.
9.
10.

Business/accounting software
Mobile technology — apps; smartphones 
Social media 
Design software 
GPS software/equipment 
Search engine optimization 
Online marketing 
Electric/Battery-powered equipment 
Drones 
Robomowers

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

5% 
io

Do you feel the technology or software you use as a 
company makes you more attractive to potential customers?

©
 V
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R
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U
C

H 
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D
O
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C
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Respondent Comments
• I don’t think they notice how you do it os 

much os they notice what you do. The fin­
ished product is what they’re focused on.

• As long as the work gets done and they 
get billed correctly, that’s all the customer 
cares about.

• It seems like people are becoming more 
tech friendly and expect everyone around 
them to be as techy as them.

I don’t believe the buyer/customer neces­
sarily associates our use of technology to 
their benefit?

Clients are able to reach us in several ways, 
on their terms, and vice versa. Our CRM 
gives us insight into who our best client is 
and how to best serve them.

Much more efficient, they feel good know­
ing we’re minimizing impact on the planet.
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NSFORMAT
Technology con help a company run more efficiently and provide better 

services, and it doesn’t have to be a costly investment. By Kim Lux

J
ust a few years ago, Chris Duckworth, 
owner of Duck Works Lawn Care 
in Cobden, Ill., lost something very 
important. That's when he knew his 
dependence on paper needed to go.

"Paper got really ridiculous in my life and 
I was sick of it," he says. "I lost my calendar 
one day and realized that 100% of every­
thing I had was in that calendar."

Not only was Duckworth losing track 
of things, but he was also having trouble 

staying in contact with all his employees, 
which can get up to 20 during peak season. 
The company is expected to do just over 
$700,000 in revenue in 2021.

"I needed to get information to another 
crew, and I was always writing everything 
down and for a guy who works with his 
hands, it doesn't feel very good to write a 
lot," he says.

"Through a need to really communicate 
better, we started using some apps and ba­

sic things that I could use instead of paper.
At Maldonado Nursery & Landscaping 

in San Antonio, Eric Greer, director of ac­
counting and financial reporting, says the 
company is using technology more as it 
focuses on the future.

"We definitely believe that technology is 
critical to position ourselves for the growth 
we feel is coming," he says. "We are utiliz­
ing technology to secure information, so 
we can make good decisions. Greer says
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IVE TECH
the company, which ranked #60 on this 
year's Top 100 List, recently started using 
a new customer relationship management 
(CRM) software geared directly toward 
landscaping businesses.

“It allows us to manage our purchase 
order process better, and there's revenue 

z recognition, billing and all of those things,'
*< he says. “It helps us to capture those costs 
| critical to making sure we're bidding work 
| at a price point that's profitable.''

£ Greer adds this is especially important 
| when it comes to maintenance work.
* “The margins are pretty thin and there 
1 tends to be a lot of competition in that 

space, so we are always looking for data that 
helps us know what our costs are and then 
manage them better," he says.

Anne Roberts, president of the Chicago ­
based Anne Roberts Gardens, says profit­
ability is also her driving factor for prioritiz­
ing technology.

“It definitely helps in terms of bidding 
and making sure you're bidding jobs prop­
erly," she says. “When you go to bid the 
same job the following year, you can really 
look and see ‘did we bid this correcdy? Did 
we perform at a profit?' If not, the technol­
ogy allows you to change your pricing, so 
that you are profitable."

42%
of respondents say their 
company depends on 
technology and software 
a lot more compared to 
five years ago.

Roberts also uses landscape-based 
software. “The CRM is a lot more than just 
a regular CRM," she says. “It's time track­
ing, it's invoicing - it goes directly over to 
QuickBooks, which is nice - everything is 
centrally located and that's really helpful."

Efficiency is another reason Roberts says 
her business relies on technology.

“We use technology to be able to track 
all our time on our jobs individually, and 
we use it out in the field in terms of crews 
signing in and out of jobs and all of our 
payroll is directly tied into that program as 
well," she says.

Even though his company is small, it's 
just him and his brother-in-law in terms 
of full-time employees, CJ Kowalke says he 
went ahead and dove into the technology 
world to improve efficiency as well.

“When I started out, I was told by a lot 
of people, ‘You're too small. Once you're 
a bigger company it matters, but for small 
companies, technology isn't worth it.' But 
I've actually found the opposite to be true," 
he says.

“I'm sure it's important to larger compa­
nies but my time is even more important 
because I don't have 20 guys out there 
bringing in income. It's just two of us. The 
more efficient we can make ourselves - the 
more money we make."

WHAT’S WORTH THE EXPENSE? Kowalke, 
who owns Lawns & More in Kendallville, 
Ind., uses a field-service software that he 
pays $130 a month for it. Kowalke says his 
business is projected to do about $200,000 
in revenue this year.
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“The biggest thing Tve learned with the 

technology, is you’ve got to pay to play,” 
he says. “We tried some free versions. I got 
very frustrated with them and thought they 
weren't worth the hassle, so I just gave up 
on them.”

Kowalke acknowledges that some small­
er companies may be hesitant to make the 
monthly investments. “It can be a little bit 
daunting,” he says, mentioning it's worth 
every penny. “My only regret is I didn't do 
it sooner.”

Roberts says finding technology that fits 
the right price point was also important for 
her, and adds she was more inclined to go 
with a subscription-based model, where 
you aren’t committed for the long-haul.

“What I like about what we use, is that it's 
affordable,” she says. “It's a monthly sub­
scription, so you don't have a big upfront 
cost. A lot of other companies you have to 
pay $8,000 to $20,000 just to get in, and then 
they want a percentage of your sales, too.”

According to Roberts, the most important 
thing to keep in mind when selecting a soft­
ware, or any type of technology, is how will it 
grow with your company over time? Will you 
have to continue replacing it as you scale up?

“My advice would be don't buy more than 
you really need and get a system that you can 
grow into, and add and utilize more,” she 
says. “At some point, we're probably going 
to have to get into something bigger, but for 
now I've used it for many years, and it's been 
keeping up with us.”

For most of his technology needs, Duck­
worth prefers to go in the opposite direction 
— and sticks with free or low-cost choices.

“The margins in lawn care aren't great, 
especially, in southern Illinois, so I didn't 
have a lot of money to spend,” he says. 
“So, I had to find something that was free. 
The ones I've paid for have been the least 
productive for me, and I think it's because 
they're too advanced. I don't have time to sit 
down and learn the whole thing, and then 
if I can't figure it out in a short time, I don't 
have time to train everyone on howto use it.”

Duckworth did his research and at­
tended a few virtual events and through

86%
of respondents say 
their companies budget 
between O%-5% for 
software expenses.

that he learned how to start utilizing free, 
online spread sheets with his crews.

“They clock in and out of each yard 
through it. So, we can see in real time 
where they are and where they've been,” 
he says. “That was the other thing about 
before, when we were just writing every­
thing, I couldn't ever find them. Obviously 
if they are working, they won't be answer­
ing their phone, so I'd drive to a yard and 
they wouldn't be there, I'd drive to another 
and they weren’t there either... I'd try to get 
ahead of them and I'd still miss them, and 
it got very frustrating.”

To outfit his employees with all these free 
apps, Duckworth says each crew has its own 
cellphone with all of them downloaded to it. 
“My foreman keeps his phone,” Duckworth 
adds. “Everybody else leaves their phone at 
the office at the end of the day.”

One of the most beneficial apps Duck­
worth has started using is a free, family 
tracking app.

“If the guys aren’t clocking in and out 
perfectly, or they're driving, I can look on 
their and see where they are,” he says. “It 
was cheaper than all the other business 
ones, and I can create 'pings.' So, for the 
town to the north of us, I set it up at the fur­
thest part south. So, when they reach that 
location, it pings. And in case I forgot to add 
something to their schedule that day, I can 
see they're entering and exiting that area.”

Duckworth says that even as his business 
expands, he doesn’t feel the need to spend 
a lot of money on fleet tracking.

“You can pay hundreds of dollars a 

month for GPS trackers on every vehicle,” 
he says. “And it'll tell you to the second 
where they are, but I don't really need that. 
I just need to find them when I need them.”

Roberts says her company uses tradi­
tional vehicle tracking technology, but it's 
more for reassurance when questions arise, 
then keeping tabs on those out in the field.

“We do have GPS on our trucks,” she says. 
“It helps us go back and just verify where 
people have been. There's been times where 
people say we haven’t been there, and we 
can say 'Yes we were, we have GPS on our 
trucks. We were there at this time, and on 
this date.”

VALUE OUTSIDE THE BOTTOM LINE. All 
four say embracing technology has allowed 
their companies to grow, thus increasing 
revenue. However, they all measure its 
return on investment in other elements of 
the business.

Greer says he makes very few decisions 
without first consulting the information 
garnered by the software.

“I tend to be a data guy, so we focus on 
technology that provides us better, more 
timely data,” he says. “In a space where 
you're looking at thinner margins than 
you'd like at times, having that data in front 
of you can help you manage a lot better.”

Getting a better look at the financials is 
also a key benefit to Roberts.

“It's about being able to really under­
stand your numbers,” she says. “Some­
times you have to let go of jobs, because 
the technology will tell you it's not worth 
having that job. You're losing money at it. 
Also, a lot of companies don't understand 
their overhead. I think the technology really 
shows you what your overhead is.”

And for Kowalke, he measures the tech­
nology's success simply in time saved.

“It handles everything from our esti­
mating to our invoicing,” he says. “When 
I started, we had about 50 lawn customers 
that we serviced weekly. So, I would make 
a note that said we mowed on this date and 
it took us this long. Then, at the end of the 
month I would take all those notes, type
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"I’m sure it’s important to larger companies but my time is even mope impoptant 
because I don’t have 20 guys out there bringing in income. It’s just two of us.

The more efficient we can make ourselves - the more money we make.”
CJ KOWALKE, owner, Lawns & More

them up and do the invoices. It would take 
me anywhere from 10 to 12 hours."

Now, that process is cut down to just half 
an hour, and Kowalke says all he has to do 
is double-check things.

Kowalke says using the technology has 
allowed him to stand out from the competi­
tion, as his business appears more profes­
sional. And customers are now able to pay 
online, which he says they love.

“The biggest thing has been details not 
falling through the cracks," he says. “The 
level of service we've been able to provide 
has expanded. If they ask us for something 
we make sure it gets put into the computer 
and not forgotten. And if I give them a price, 
it's in there and we don't accidently charge 
them more and have an upset customer. 
Those elements have been huge for us."

COMBATING COMMON CHALLENGES. 

Despite all the advantages of technology, it 
is sure to come with its challenges. Roberts 
says that sometimes people try to blame the 
technology for mistakes.

“You get people who say, 'my phone 
was broken that day, or my phone wasn't 
charged.' There's people who will give you 
every excuse in the book for why they don't 
use it, but at that point I have a conversation 
with them," she says. “I tell them it's abso­
lutely important and absolutely necessary 
and not optional."

Kowalke adds that the onboarding pro­
cess when instituting a new system can be 
overwhelming and time consuming.

“There was a learning curve with it," he 
says. “I spent a lot of hours learning how

—> How much have 
investments in 
technology or

7%A,ot
software helped 

you recruit and 
retain employees? 

to run the system and getting customers 
in there. But even through all that, I never 
thought'I don't think this is worthit.' It was 
totally worthit."

His best advice for this is to enter all the 
necessary data right away, and then slowly 
add in more as you start working with the 
system. “You can quickly add all your cus­
tomers and get it running without a whole 
lot of trouble. Then, you can go back in and 
all the information you want into it," he says.

Greer agrees saying that onboarding 
always takes more time than you think, and 
what consultants tell you, it should.

“That was one of our biggest challenges 
was just being patient," he says. “You've 
got to see the light at the end of the tunnel."

For companies who are going from one 
system to another, Greer suggests using 
both for a while to make the transition easier.

“Allow plenty of time for parallel process­
ing," he says. “Yes, it's double the work, but 
it gives you that point and counterpoint. If 
the old system is processing it one way and 
you get these results... and we're processing 
it through the new system and we're getting 
similar results, then fantastic. We can move 
forward. Or, if it's giving us different results, 
then we need to go back and diagnosis 
where the differences are coming from."

Greer says he'd recommend parallel 
processing for at least two close cycles, but 
he's seen companies keep it up for nearly 
six months just to make sure they work out 
all the kinks.

TAKE THE TIME TO TRAIN EXTENSIVELY.

But one of the toughest challenges when

Wi Somewhat 

Not really 23%Notata"

introducing new technology always seems 
to be getting everyone to use it.

“I've found that it's helpful to get your 
early-adopters on board first. These are 
the folks that will be the main drivers of 
that change, and who get excited about the 
change and new opportunities," Greer says.

“But you've also got to spend some time 
with the late adopters and those who are go­
ing to fight you every second of the way. Sit 
down with them, answer all your questions 
and be patient with them."

Duckworth says his 22- and 23-year-old 
employees embraced the change imme­
diately.

“It was a benefit to run a crew, because 
that meant you got to be in charge of that 
phone, and that's a lot of responsibility," 
he says.

But he's had a few employees who 
wanted nothing to do with the phones.

“We had some guys who were much 
older, and it was a challenge," Duckworth 
says. “I bought new phones over the winter 
and they're still struggling with them now. 
If anything happens that wasn't supposed 
to, they just shut down."

Roberts says plenty training is the only 
sure way to make everyone more comfort­
able with technology.

“We try to give everybody as much train­
ing as possible, and sometimes people still 
don't want to use it," she says. “But it is a 
requirement of your employment here, 
to be able to use it, so people get on board 
pretty quick at that point."

Roberts adds that if after all that train­
ing there are employees still not willing to 
embrace the technology, she offers them 
one last option.

“We'll give them as much training as they 
want.. .at that point we tell them if they still 
continue to not use it and need more train­
ing, then they can come in on a Saturday 
on their own time, and we'll be very happy 
to show them how to do it," she says. “It 
usually moves it along." l&l
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RAISING CONCERNS. This isn't to say employees don't grumble — 
privately or publicly — about using new software from time to time.

USE IT
If nobody at your company is an expert 
in your new software, it’s going to fail.

By Jimmy Miller

or the last four years, Greenscape in North Carolina has been 
tiptoeing closer and closer to a paperless future. Leslie Herndon, 
the company's president, has spearheaded that charge, imple­
menting all sorts of software since 2018.

And the technology is used in various ways: Some software gets 
bid proposals out the door, while others help manage the behind- 
the-scenes action at the office like getting their books in order. But 
the end result, is ultimately the same, as Herndon says her company 
continues to embrace technology. Getting the employees to that stage 
comes down to whether or not someone at the company can answer 
every sort of question the employees will have.

"The biggest thing for me is someone needs to own them," Herndon 
says. "New things come out all the time, somebody needs to be trained 
on that and they decide if they want to use it or not use it. If you're going 
to invest, you're going to have to learn how to use it."

Rank in order the factors that



What do you use 
software for in 
your business?
(Choose all that apply)

Herndon says she's heard employees criticize 
software for being too clunky and complicated.

"To some degree, they're valid complaints," 
she says. "You want to make sure you hear 
the complaint, and you just help them get it 
resolved as much as possible. There's no real 
use in arguing about it."

Mediating those frustrations comes down to 
someone at the office knowing all the details 
about the software, Herndon says. If an employ­
ee comes into the office confused about how to 
use a software and nobody can help him or her, 
the employee will get discouraged fast and give 
up on trying to make the software work out.

"Nobody really got in our industry because 
they want to play on computers all day long," 
Herndon says. "There's a lot of challenges that 
come with (technology and) people in our in­
dustry. Having a power user of some sort gives 
them a resource."

READY TO CHANGE. Having someone in the 
company who "owns the software," as Hern­
don says, will help employees adapt accord­
ingly once it's introduced. But it’s not just the

“If you’re going to invest, you’re 
goingto have to learn howto ose it.
LESLIE HERNDON, president, Greenscape 

initial introduction that a company needs to 
land the right way: Software gets updated and 
changes frequently, so having someone on the 
company’s roster who tracks those changes 
and follows along is essential.

Picking a software that adapts to consumer 
demand is a good thing, Herndon says, but 
these changes, if left unchecked, can be infuri­
ating for a company trying to get its employees 

z to buy in. Whole features could become obso- 
% lete and get phased out, while the location of 
| some files could move when updates happen.
| "You want to pick a software to grow and 

§ develop, but then can't get mad about that 
g ongoing growth and development," she says. 
<5

Ways to avoid that initial panic when up- 
1 dates happen include frequent conversations 

with the software developers. Herndon says 
it's rare that a week goes by where she hasn’t 
touched base with someone at their primary 
software provider's company, even if it’s just 
to talk over minor issues.

But these conversations — and establishing 
a good relationship with someone at a software 
company — helps for smooth implementa­
tion of the technology. Those talks should be 
continual for years.

"We’re still trying to get everything up to 
speed because software change," she says.

MAKING THE RIGHT CHOICE. When it comes 
down to actually picking a software, look in all 
the familiar spots—join industry associations 
or talk with consultants about what they’ve 
seen work for other companies.

But don’t be afraid to venture outside of 
the green industry to pick your next software, 
either. Herndon says her mission has long 
been to eliminate paper at her company, and 
sometimes, the green industry relies too much 
on paper records for her liking. Asking peers 
in other industries helps keep her perspective 

fresh, she says, especially in the 
areas of sales, accounting and 
human resources, which aren't 

yy industry-specific.
"We don’t hesitate to dive out­

side the normal where we need 
to," she says. "There's a better 
way out there somewhere, but 

we’ve just got to find it."
Herndon recommends asking as many 

questions as possible before selecting a soft­
ware. Understand as many minute details as 
you can, including questions that make you 
feel stupid for asking. She says that if you're 
asking the question, chances are high that 
someone else will ask the question (or already 
has) as well.

But once you’ve decided on a software, 
Herndon says it is no longer business as usual. 
Making sure employees operate with the soft­
ware you're trying to implement is essential, 
even if there are growing pains along the way.

"When you switch softwares, you switch soft­
wares," Herndon says. "You can't keep doing 
things the way you’ve always done them." l&l
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What was the most 
effective way of 
training yourself 
and your team 
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Say goodbye to scheduling nightmares.

And hello to easy.
If you're running a growing lawn care and landscaping company, it's likely you're using 

spreadsheets and paper to schedule and manage your crews. While it can work, you've 

probably found that it doesn't work we//.

With paper route sheets, jobs can easily get skipped and your crews don't always have the 

information they need to do every job well. Luckily, there is a better way: electronic route 

sheets in Aspire Crew Control.

Aspire Crew Control is an easy-to-use, intuitive, and flexible software solution that can 
solve your scheduling hassles and headaches. Even better-it won't break the bank!

Find out if Aspire Crew Control is right for you:

Sign up for your free, no-obligation 14-day trial today.

aspire
" CREW CONTROL

SCAN
ME

www.youraspire.com
866.727.7473

http://www.youraspire.com

