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FEATURES
Building better connections 
40 A solid relationship between design/ 

build companies and landscape architects 
and designers can help bring in more work 
and benefit both parties.

Relative changes
It stays in the family at Lawn Cure, 

which has reduced its employee turnover 
to almost none.

Betting on the right chips
From dyed mulch to a more organic 

approach, the industry’s latest trends 
are diverse.

Getting attached 
to mower attachments 
68 With the right attachment in the 

right application, lawn maintenance 
contractors can use their mowers to 
deliver additional services from one 
season to the next.

Breaking ground - gearing 
up your irrigation operation

The right equipment and tools for an 
installation job gives crews the power to 
work efficiently and deliver quality work.

Weed whackers
Ihese post-emergent herbicides will help 

you target problem weeds with more success.

Sold out
The industry faces plant shortages from 

last year’s soaring pandemic sales and this 
year’s southern freeze. That could spell 
better margins for growers as demand has 
never been higher.

The Mangave phenomenon
Hans Hansen describes why he’s 

so enthusiastic about this trendy 
breeding program.

Don’t phone it in
0 When leaving a voicemail for a potential 

client, make sure it’s concise and creative 
enough to warrant a call back.
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ffTiine
his issue contains our latest Top 100 List. You’ll

M find plenty of familiar faces and some newcomers 
among the companies this year. Hear how businesses all 
over the country combatted COVID-19 and set themselves 
up for success in 2020 and beyond. Curious how the 
competition compares to previous years? You can head to 
bit.ly/lawntoplOO to compare our 2021 list to years past. 
We’ve got them all the way back to 2005 on the website!

You won’t want 
to miss this
The Lawn & Landscape Technology Con­
ference is set for Tuesday, Aug. 31, through 
Thursday, Sept. 2, in Orlando, Florida. You 
won’t want to miss our second-annual 
event filled with informative sessions, 
workshops and panels to help you better 
embrace technology to benefit your busi­
ness. Pricing, hotel information and more 
is available at bitJy/LLtechconference. 
Register now and take advantage of 
our Super Early Bird Pricing.

Calling all 
hart students
We’re accepting applications for our Rich­
ard Foster Award. The $2,500 scholarship 
is available to outstanding students plan­
ning careers in the landscape, lawn care 
or horticulture business.

To be eligible, students must be en­
rolled at a recognized two- orfour-year 
college or university working toward a 
degree in horticulture, turfgrass manage­
ment, agronomy, environmental science 
or another field related to a segment 
of the green industry. Check out the full 
details here: bit.ly/LawnScholarship

Along for the ride
Rodney Smith, founder of Raising Men Lawn Care Service, has been 
helping people for years. And this past year or so has given him even 
more chances to give back. Between his 50 Yard Challenge and a new 
grocery program he started, Rodney is constantly traveling around 
the country. Catch up on what’s the latest with him in our “Riding with 
Rodney” podcast. You can find it here: itdy RidingwithRodney IL
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Small business is no small task.
So Progressive offers commercial auto and business 
insurance that makes protecting yours no big deal.
Local Agent | ProgressiveCommercial.com
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EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, Lawn & Landscape

If the minimum 
wage is increased to 
$15,72% said they 
would increase the 
prices for services, 
while 30% would 

have to reduce their 
total labor force.

Maximums 
and minimums

T
his month we feature our annual Top 100 list, which is a ranking of the 
largest companies in the landscaping industry. But this column focuses on 
something smaller - specifically, the recent conversation over a minimum 
wage increase. We surveyed our readership about the topic, and here are some of 
the results from approximately 200 respondents.

• To give you an idea of who was surveyed, the majority of our respondents (62%) 
have a gross annual revenue of below $1 million.

• 45% said all hourly employees are paid more than $15.
• When asked how much the federal minimum wage should be increased by, 

23% said by more than $5 dollars. That was the most popular choice, followed 19% 
who were in favor of a $3 increase. Almost 18% said it should stay the same.

• If the minimum wage is increased to $15, 72% said they would increase the 
prices for services, while 30% would have to reduce their total labor force. 38% 
expect they will be able to absorb the labor cost increases.

• In comparison, if the minimum wage increased to $11, 70% said they’d be able 
to absorb the costs, while 42% said they would increase prices for services. Only 9% 
said they would have to reduce their labor force.

• If increased to $15, 7% said they'd close their business, while 4% said they'd do 
so if increased to $ 11.

• A potential minimum wage increase hasn't necessarily spurred action. Only 
19% said they reached out to elected officials in the House or Senate about the issue 
and only 7% reached out to a state or national association.

We also received well thought out comments on the matter, which included feed­
back on how some companies have been preparing, and others who raised their 
concerns about a possible raise. For those additional thoughts, visit the web extra 
section on Lawn & Landscapes website at bit.ly/llminwage. - Brian Horn

lan&Laadscaiie Leading business media for landscape contractors.
5811 Canal Rd., Valley View, OH, 44125
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Optimal cut quality at 8 mph

5 year/2000 hour warranty
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A Simple 
Question 
for Landscape 
Professionals: 
Should You 
Manage Water?
By Brodie Bruner, EVP of Weathermatic

management opportunity (note: these are 
the lowest landscape maintenance margin 
markets in the U.S.). Landscape companies 
there can often get away with the status 
quo of not managing water. But just be­
cause they can, does it mean they should? 
So, it still begs the question: Should YOU 
manage water?

Every day we hear inspiring stories from 
our successful Premier Partners sharing 
that their customers place a high value 
on water management services. Water is 
after all the fastest growing utility expense 
throughout America and it’s the foundation 
of healthy landscapes; so why wouldn’t 
a property want it professionally man­
aged when presented a financially viable 
opportunity? FACT: The largest property

I WAS RECENTLY TOLD by a decent 
sized landscape company, “We don’t think 
our customers will pay for water manage­
ment services, and we don’t believe we’ll 
pick up enough labor savings alone to 
cover remote access costs for our irrigation 
systems. So we’re just going to stick with 
the status quo (offline, rarely adjusted irriga­
tion timers).” This wasn’t the first time we’ve 
heard this almost exact quote, one that's in 
stark contrast to what some of their direct 
competitors believe with the same cus­
tomer type and same labor and technology 
costs. So who’s right?

If water was abundant, free, and wasn’t

the #1 killer of landscaping, then I could 
completely understand the logic behind the 
strategy to not manage it. But that’s just 
not true. Water isn’t free for most proper­
ties and overwatering kills more landscapes 
than anything. Plus, it would be alarming if 
managing something as important as water 
is to the landscape doesn’t matter because 
it would mean landscaping is a pure com­
modity, “who can mow the cheapest” 
business. There’s no doubt that certain 
U.S. markets haven’t had Green Industry 
leadership in water management emerge 
YET, so there’s no real competitive pres­
sure or customer awareness of the water

and community management companies 
(CBRE, JLL, Associa, First Service Resi­
dential), most Fortune 500s, and thousands 
of major institutions are all actively seeking 
and paying for water management services 
- right now, during a pandemic. I deal with 
them personally, every day, on this exact 
topic of water management, so there is 
no question where they stand on water. 
They’re embarrassed by their waste and 
want it stopped now.

Ironically, the number one question we at 
Weathermatic receive from property own- 
ers/managers is, “Love your technology, 
but can you tell me which landscape com­
panies will know how to actually use your

Scan from your 
mobile phone to 
watch a demo!

product to manage my water?” There’s 
frankly not an abundance of good answers 
in a decent chunk of U.S. markets today 
that desperately need trained professionals 
to install, monitor, and inspect thousands of 
sites to make a dent into the water waste 
(38% savings opportunity on average).
These virtual deserts for water management 
companies are the same exact markets 
where I get landscape companies telling me 
no one is interested in water management - 
what a terrible disjunct! One thing’s for sure: 
there’s a huge gaping void in the market for 
water management service providers.

Water management in the Green Indus­
try ironically comes down to something 
unrelated to water. It’s about the land­
scape professionals who have a growth
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Over y3 of the industry’s top 100 companies and counting are embracing the opportunity to become water management companies.

mindset - a passion to be profit-driven 
market makers and to use technology to 
do something about their #1 challenge: 
labor. The appetite for water management 
requires the same capitalistic drive that led 
landscape companies (albeit some kicking 
and screaming) to bring irrigation repairs 
inhouse. But the v2.0 for water manage­
ment in the Green Industry is about more 
than repairs; it’s now more profitable and 
smarter with global commands, alert mon­
itoring, asset mapping, proactive water 
efficiency enhancements, and scheduled 
maintenance of system components. Win­
ning landscape companies are looking for 
this new type of competitive edge that wa­
ter management uniquely offers. They also 
recognize their labor pains won’t magically 
go away, especially when it comes to at­
tracting, retaining, and leveraging irrigation 
talent. Efficiency, standardization, and au­
tomation made possible through software 
and cloud based technology increasingly 
rule the day.

Over 1/3 of the industry’s top 100 
companies and counting are embracing the 
opportunity to become water management 
companies by tapping into millions of our 
capital to connect their irrigation portfolios 
online using affordable technology leasing - 
only $25/month for a cloud based irrigation 
control system. They’re monitoring alerts, 
tracking performance, and getting religion

about consistently completing profit-pro­
ducing irrigation inspections and proposals. 
Consequently, they’re retaining the best 
contracts and winning new business hand 
over fist with the almost unfair advantage 
of bringing water management savings to 
the table. It’s like having a gun in a knife 
fight. Water management companies flat 
out beat one dimensional landscape only 
companies (unless there’s no water man­
agement company at the table, then it’s 
just about price). Ask yourself: would you 
rather be a water management company or 
compete against one?

For companies in the industry who just 
don’t get it and take an intentional stand to 
not manage water, there’s probably nothing 
anyone will say to change their procrasti­
nation-based strategy. Until, as the saying 
goes, “when the pain to stay the same is 
greater than the pain to change, things 
change.” We’ve seen single companies 
introduce water management services into 
their market and turn it on its head, almost 
overnight. Millions of dollars in landscape 
contracts are being won (and lost) because 
water is now the tie breaker. The future has

Brodie Bruner
Executive Vice President

never been brighter for water management 
and thus the Green Industry. Light bulbs are 
going off in the minds of landscape indus­
try entrepreneurs based on the plain truth 
about the importance of efficiently managing 
water, and that should also be your truth:

It comes down to a simple choice about 
water management, will you: Delay, Dabble, 
or Dominate? The Weathermatic Premier 
Partner program combines the training, 
marketing, capital, social cause, and 
success guarantees in a simple process, 
proven time and time again. It’s not for 
everybody, but if you think it might be for 
you, let us know. You’ll be glad you did!

^Weathermatic
Save Water. Give Life.

get.smartlinknetwork.com/watchdemo-ll

get.smartlinknetwork.com/watchdemo-ll
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G
ary Vaynerchuk, better known as Gary Vee, 
knows a thing or two about leadership. As an 
entrepreneur, author and speaker, he's learned 
what elements of leadership are obvious and 
what's not talked about enough.

"Work ethic, determination, tenacity, ambition - all 
those are incredibly great traits for leadership," he said. 
Vee said these are all part of an 'old world' approach to 
leadership, while things like empathy, compassion, grati­
tude and humility trump those other qualities.

Vee delivered a keynote speech to green industry 
professionals during Jobber's Professional Development 
Day in March.

"I believe that most people hate accountability," Vee 
said. "They'd rather blame somebody else. It's just the way 
it is. And I think it's a huge mistake... no question the thing 
that's helped me the most in my career is realizing that 
any mistake anyone's ever made is completely my fault 
because I am the person who hired them."

Vee said that by first recognizing that you're wrong 
before focusing on what someone's mistake was helps 
you take on more accountability.

What makes 
a good leader?
Multimillionaire Gary Vee talks which 

qualities are key to leading effectively.

For more news, visit
Lawnandlandscape.com
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Turn bare land into a beautiful piece of property with the Kubota 
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everything you need to build a reputation for getting the job done right.

Together we do more’

KubotaUSA.com
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He also suggested finding someone who 
actively takes accountability during times 
of crisis to serve as leaders within your 
company.

"I say to a lot of my leaders, 1 don't need 
any peace time generals,'" he said. "Show 
me what you do when there's adversity. 
Show me what you do when the pressure 
comes on. That, to me, is pure leadership."

Vee said empathy also goes hand in hand 
with accountability. By remembering these 
two things, a leader can have a meaningful 
conversation with someone who’s made a 
mistake that will lead to resolution.

Vee said another characteristic of a great 
leader is curiosity. "Have you spent time 
trying to figure out if Linkedln can help? Or 
does a podcast help?" he asked.

Vee recommended being curious and 
reflecting on if direct mailers, or print ads,

GARY VAYNERCHUK. OR GARY VEE,’TOLD ATTENDEES 
AT JOBBER’S PROFESSIONAL DEVELOPMENT DAY THAT 
GOOD LEADERS ARE OFTEN EMPATHETIC AND CURIOUS.

or any other marketing approach are really 
working for your company.

He added that good leaders should 
spend 30 to 40 hours mastering something 
new, like how to utilize social media or 
YouTube, in order to grow their business.

"It's hard to inspire your organization to be 
more progressive in its marketing if you your­
self haven't really gone there or dismiss it," 
he said. "Complacency is a huge mistake."

While accountability and curiosity have 
certainly helped Vee, he said there are ele­

ments of leadership that he's struggled with 
over the years.

"As a manager of people, I struggled with 
delivering bad news," he said.

Vee said early on when he'd address 
someone for a lackluster performance, he 
would dance around the issue and wind up 
boosting that person up, then the next time 
an issue arose, he would get frustrated and 
end up firing them.

Now, Vee said he focuses on a form of 
kind candor.

12 MAY 2021 • LAWNANDLANDSCAPE.COM
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"I think people use candor as a way to be 
mean, and to rear their insecurities and talk 
down to people. I don't love that," he said. 
"That's why I call it kind candor. You have 
to be able to deliver feedback to people and 
you need to be kind about it."

Vee said good leaders make a note to 
hedge with kindness. He recommended 
starting with a positive note, transitioning 
into the problem and then finishing with 
a resolution.

By making it a point to embrace these 
traits, Vee said that also promotes humil­
ity - his final cornerstone of a good leader.

"Humility is incredibility important," 
he said. "I think a lot of you would have a 
lot more success if you didn't need to take 
credit for everything your team is doing. It 
really matters. I highly recommend you get 
into an honest place of self-awareness."

KENWDRTH DEBUTS NEW TRUCK LINE
The models are designed 
with increased cab space 

and more safety features.

PHOENIX - For the first time in nearly 30 
years, Kenworth Trucks is releasing an all- 
new line of work trucks that will be avail­
able sometime in the third quarter of2021.

The company debuted their trucks to 
media during a preview event in down­
town Phoenix last week. Of the five new 
trucks, the T180 is perhaps most notable 
for landscapers. It's a Class 5 truck that 
can come with a 16-foot stake bed, 
which could help moving materials or

equipment for crews out in the field. It 
can come equipped with a three-person 
bench seat and offers a 2.1-meter cab 
(eight inches wider than previous trucks) 
for more user comfort.

"The biggest thing was cab space," 
said Kevin Baney, Kenworth's general 
manager. "That was probably the top 
feedback from customers was just pro­
viding additional room."

The company also revealed four other 
trucks: the T280 (a water tank and box 
van models were both available), T380 
and T480. Kenworth has not yet deter­
mined prices for any of the models.

Five years ago, Kenworth started talk-
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ing with customers about what they could 
do to redesign the trucks. Ultimately, they 
conducted roughly 500 interviews with 
clients during the design process, some of 

LET'S TALK ABOUT

THE IDEAL SPRAY SYSTEM
FOR YOUR BUSINESS

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

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

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

which were commercial landscapers. They 
frequently received feedback on comfort­
ability and the three-person bench seat. 
Plus, they added additional storage spots in 

the cab to let drivers leave phones, wallets, 
keys and more in the truck without those 
items rattling around, and a new climate 
control system that's easy to navigate.

“We've always leveraged our customer 
councils (but) medium duty is a little bit 
different - it's more about the driver," 
Baney said. “We pulled in a ton of driv­
ers, and all of the different applications 
represented by these trucks, we had to go 
get their requirements."

Comfortability wasn't the only factor 
considered when designing the new mod­
els: They're equipped with a PACCAR TX-8 
automatic transmission and, for the T180 
specifically, a PX-7 engine that generates 
up to 325 horsepower. The T180 and T280 
come with tire sizes ranging from 19.5 to 
22.5 inches and rear axle ratings of 11,500 
to 21,000 pounds. Those two models also

KENWORTH RELEASED FIVE NEW 
TRUCKS, INCLUDING THE TM WHICH

CAN COME WITH A STAKE BED.

come with a low roof as the standard option 
but can come with a raised roof instead. 
Frame lengths are determined by the cus­
tomer order and what they specify in their 
needs, whether it needs to become a dump 
truck, snowplow or something else entirely.

“Medium duty customers, a lot of them 
put bodies on the back of the trucks, so we 
worked very closely with the bodybuilders 
and got a lot of feedback from them as well 
while we were designing the vehicle," said 
JT Mansurov, Kenworth's medium duty 
marketing manager. “When the customer 
orders the vehicle, they already know 
which body they put on the truck, so they 
already give us that information and the 
plant builds it according to spec to make 
sure that body fits properly."

Additionally, Baney said visibility and 
safety were frequently discussed when
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Kenworth revealed five new trucks at a recent media event in Phoenix, 
marking the company’s first all-new line of trucks in nearly three decades.

designing the new trucks. The front windshield on all five models 
is larger than before, increasing visibility by up to 17%. The new 
Kenworth Digital Display is also a seven-inch high-definition dis­
play that’s standard on all five trucks. It displays the speedometer, 
tachometer, oil pressure and coolant temperature, though it can also 
display various pieces of information like gauges or trip information.

With the right specifications, the display also analyzes speed 
limit signs and determines how fast the vehicle directly ahead of 
the truck is going. If the driver inches too close, the display lights 
up with clear warning signs, and if the driver drifts into another 
lane, the vehicle makes sounds that mimic rumble strips.

best nutrition with beautiful results for all your 

landscape plants, including turf! Grow brighter blooms, 

hardier trees, greener turf and healthier plants. Help 

plants recover from winter stress and prepare for the 

harshness of summer stress...just for the Health of it.

LebanonTurf

Best of all Worlds® 
www.LebanonTurf.com 1-800-233-0628

CAGWIN & DORWARD JOINS 
SPERBER LANDSCAPE COMPANIES

Cagwin’s CEO, Steve Glennon, will continue 

his leadership of the company alongside his 
existing management team.

WESTLAKE VILLAGE, Calif. - Sperber Landscape Companies has ex­
panded into the Northern California marketplace as it joins with 
commercial landscaping services company, Cagwin & Dorward. PH
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Headquartered in Petaluma, California, 
Cagwin & Dorward ranked No. 37 on our 
2020 Top 100 list. The company was founded 
in 1955 and has grown to include multiple 
locations servicing California's Bay Area, 
Sacramento, and the Central Valley.

"We are honored to partner with such a 
well-respected company. Cagwin & Dor- 
ward has the type of brand recognition 
that only comes from decades of hard work 
and strong multigenerational leadership," 
said Richard Sperber, Sperber Landscape 
Companies' managing partner. "This is a 

big step for Sperber as we expand in our 
home state of California."

Cagwin’s CEO, Steve Glennon, will con­
tinue his leadership of the company along­
side his existing management team.

"We are very excited to partner with 
Sperber Landscape Companies," Glennon 
said. "Combining our management teams 
and resources will provide the means to take 
Cagwin & Dorward to the next level and cre­
ate more opportunities for our employees."

Transaction terms were facilitated by Bill 
Arman of Harvest the Green Partners.

ROBIN AUTOPILOT ACQUIRES MOWBOT
Robin Autopilot will launch a newly expanded partnership 

with Husqvarna Group, a Mowbot investor.

R
obin Autopilot USA has acquired 
Mowbot, a robotic lawn care franchise 
business with 16 locations throughout 
the U.S.

As part of the acquisition, Robin Auto­
pilot will launch a newly expanded part­
nership with Husqvarna Group, a major 
investor in Mowbot and a current equity 
partner of Robin.

Following the transaction, Mowbot will 
become known as "Mowbot Powered by 
Robin" and will move its headquarters from 
Durham, North Carolina, to the Dallas-Fort 
Worth Metroplex where Robin is looking to 
expand its U.S. headquarters.

The business will be managed by Robin 
Holdings, led by CEO Logan Fahey.

Mowbot’s operators will gain full access 
to all of Robin's key offerings, including a 
proprietary software package of fleet man­
agement, surveyor and customer acquisi­
tion tools, plus patented products such as 
Robin's robotic door system for navigating 
around fences and tight spots.

The acquisition continues Robin's rapid 
expansion as it increases its position in ro­
botics as a service (RaaS) for the U.S. lawn 
care industry.

e
MOWBOT WILL MOVE FROM DURHAM 

TO DALLAS-FORT WORTH.

In December 2020, Robin entered a 
similar arrangement with Weed Man USA 
to introduce the benefits of robotic mowing 
to a growing portion of the North American 
lawn maintenance and landscaping market.

"Husqvarna is a pioneer in the robotic 
mowing industry, and we are pleased to 
partner with them even more directiy as we 
work together to change how North America 
mows," Fahey said.

"Adding Mowbot's experienced opera­
tors to the Robin platform will further our 
goal to expand our presence as a leader in 
disruptive RaaS technology for the lawn 
care industry.

"Robin's innovative platform coupled 
with Husqvarna's global leadership in robot­
ics will provide leading-edge RaaS solutions 
for landscapers and industry professionals 
throughout the sector."
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NOW YOU CAN DESIGN
LIKE A PRO WITHOUT SPENDING 

HUNDREDS OR THOUSANDS OF 
DOLLARS ON DESIGN SOFTWARE!
Create your own landscape and irrigation designs 

for as little as a dollar a day!

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

Email: sales@raincad.com I Phone: (936) 372-9884
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that never 
rust

Paddle 
agitation
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powered
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MASSEY SERVICES EXPANDS 
IN THREE SOUTHERN STATES

Texas, Georgia and Florida have all 

seen new Massey offices recently open.

ORLANDO - Massey Services, a national pest management company 
and family-owned company, has expanded its operations in Texas, 
Georgia and Florida through the opening of several new service 
centers in these states.

The company opened three new service centers in Texas, lo­
cated in Denton, Frisco and McKinney in the Dallas-Fort Worth 
area. Massey also opened a new service center in Doral, Florida, 
to further expand their presence 
in the South Florida market. In 
The Villages community, Massey 
opened two new service center 
locations. They now have a total 
of eight offices in The Villages, 
Florida, that provide pest, ter­
mite, landscape and irrigation 
services. Additionally, the com­
pany opened a new service cen­
ter in Decatur, Georgia, to better 
serve their customers northeast 
of Atlanta.

Massey Services also opened 
two new GreenUP Landspace service centers in Orange Park, 
Florida, and Destin, Florida. Additionally, they now offer their 
landscape service in Marietta, Cumming and Dallas, Georgia. 
Massey’s landscape service includes aeration, custom-blended 
fertilizers, pH testing and targeted weed, insect and disease control.

Finally, Massey Services has opened new commercial service 
centers in Cocoa, Florida; Clearwater, Florida; and Baton Rouge, 
Louisiana.

These offices provide commercial pest prevention and disin­
fecting services to all types of businesses, including healthcare, 
restaurants, hotels, warehouses and many more.

"These new locations continue to establish Massey service cen­
ters in local markets to enhance growth opportunities and better 
serve our customers,” said Tony Massey, president of Massey Ser­
vices. "We are very excited about these openings and expansions, 
which provides promotional opportunities for our team members 
and demonstrates our commitment to total customer satisfaction.”

MASSEY NOW OFFERS 
LANDSCAPE SERVICES IN 

MARIETTA, CUMMING AND 
DALLAS. GEORGIA, AMONG 

OTHER NEW LOCATIONS.
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GREEN GROUP EXPANDS 
IN RALEIGH,ENTERS TULSA MARKET

Green Group Tulsa will be led by Green Group’s 

regional director Benjamin Allen.

TULSA - Green Group, a national turf care 
company, recently added turf care company 
Touch' N Grow to the Green Group platform 
and entered the Tulsa, Oklahoma market 
under the Green Group brand.

Touch' N Grow, a Raleigh turf care com­
pany, merged its business with Eastern Turf 
Maintenance, which joined Green Group 
last year. Touch' N Grow owner Bruce Lud­
low said this was an opportunity to continue 
serving his Raleigh-area customers while 
partnering with another local brand.

"Everyone in this area knows and respects 
Eastern Turf Maintenance. They have been 
serving Triangle area customers for more 
than two decades. That, combined with the 
ability to come on board and be a part of the 
exciting things Green Group is doing in the 
industry, was too good to pass up," Ludlow 
said. Touch' N Grow will now service cus­
tomers under the Eastern Turf Maintenance 
brand and, in most cases, still by Ludlow. The 
companies follow the same lawn care prac­
tices, and the transition has been seamless.

Additionally, Green Group entered the 

Tulsa, Oklahoma market, opening its first lo­
cation using the Green Group brand. Green 
Group Tulsa will be led by Green Group's 
regional director Benjamin Allen.

"We've got a lot growing with Green Group, 
and I am looking forward to being able to 
nurture that growth right here in Oklahoma," 
Allen said. He will continue working with the 
other brands in the Green Group family as 
well. Green Group Tulsa is currently serving 
customers in the greater Tulsa area.

"We want to show that there is more than 
one way to grow. We are expanding organi­
cally under leaders in the Green Group fam­
ily and honoring the legacies of respected, 
well-established brands across the nation. 
That means creating unique partnership 
opportunities crafted around individual cir­
cumstances," said Keith Freeman, founder, 
and CEO of Green Group. "In some cases, we 
are partnering with owners who are ready to 
retire; in other cases, they want to continue 
working and benefit from the synergies, 
support and growth opportunities we have 
to offer at Green Group."

DESIGNED 
BASED ON 
CUSTOMER 
INPUT.
• Wide variety of attachments

• Heavy-duty lift capacity

• Impressive maneuverability

NORTHERN TOOL ACQUIRES JACKS SMALL ENGINES
All Jacks team members will continue to work 

from the Maryland operations and local retail store.

n. AH Rights Resen

Vermeer
BURNSVILLE, Minn. - Northern Tool + Equip­
ment has acquired Jacks Small Engines, a 
second generation, family-owned com­
pany providing online replacement parts 

for major brands of engines, tools, and 
power equipment.

Northern Tool's acquisition builds on the 
company's expertise in tools, equipment,
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(844) 240-8695 GridironCTS.com
engine and maintenance services by offering customers millions 
of parts for maintenance and repair. In addition, it delivers a new 
dimension of support to its Parts, Service and Repair offering across 
its 120 retail stores.

All Jacks team members will continue to work from the Maryland 
operations and local retail store.

Former owners John Cumberland and Adine Cumberland 
have joined the Northern Tool team and will remain active in the 
operation.

The acquisition deal was finalized on March 31.
"We share a great amount of customer crossover with Northern 

Tool + Equipment, and our respective customer-focused strategies 
really complement each other, which makes this partnership a 
great match for our brand,” says John Cumberland, CEO of Jacks 
Small Engines and son of the founder.

A MUST-HAVE TOOL 
for Landscapers & Grounds
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PINE HALL BRICK NAMES 
NEW PRESIDENT, CEO

Walt Steele takes over for Fletcher Steele, 

the former president and CEO, who will 
remain onboard as executive chairman.

WINSTON-SALEM, N.C.-Pine Hall Brick recently promoted Walt Steele 
to president and CEO.

Fletcher Steele, the former president and CEO, remains as execu­
tive chairman and will continue to be involved on a part-time basis.

For the past three years, Walt Steele has been vice president and 
chief operating officer and was responsible for the day-to-day opera­
tions of the company.

"I have great confidence in Walt and the team of talented and 
dedicated individuals that he now leads, and I'm sure that the 
company is in good hands for years to come,” Fletcher Steele said.

Walt Steele has been with the company since 2011 in a variety of 
positions. Before he was promoted to vice president and COO in 
2018, he was paver business manager.

Prior to that, Walt held positions at Dow Chemical, Aqua Treat 
Chemicals and Cardinal Health.

Tm excited to step up now and lead the company as it turns 100 
next year," Walt Steele said. "I am thankful for those that I have the 
privilege to work alongside as we reach that milestone. Together, 
we are building a business that is as sustainable as the products we 
make and sell. As always, we will continue to be an organization that 
is an innovative leader in building products."

LeafBurrito.com 1800-BURRIT0 THE YEAR ROUND YARD BAG
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EQUIPPED
TO DO MORE”

SAVATREE ACQUIRES COMPANY 
IN ROCHESTER, MICHIGAN

CTX50 V

Advanced Arboriculture by Arbor-Olin 

has served customers for over 40 years.

ROCHESTER, Mich. - SavATree has acquired 
Advanced Arboriculture by Arbor-Olin of 
Rochester, Michigan, a full-service tree care 
company that has been serving customers 
for more than 40 years.

Advanced Arboriculture founder, Terry 
Jenkinson, an arborist with decades of 
experience in the industry, will be joining 
the SavATree team along with members 
of his staff. This union further strengthens 
SavATree’s service at its Troy and Orion 
branches to customers throughout the 
Detroit Tri-County.

Tm very pleased to be joining such a suc­

cessful and well-run company as SavATree," 
Jenkinson said. "In addition to the excellent 
arboriculture customers have received, 
we will now offer the following additional 
services: professional lawn care, deer deter­
rents, organic options and holiday decor."

"We’re happy to be joining forces with 
such a respected tree company as Advanced 
Arboriculture,’’ said SavATree CEO Carmine 
Schiavone. "We look forward to offering cur­
rent and new customers in the Tri-County 
region our broad range of science-based, 
environmentally responsible services in the 
care of their properties."

S925tx

CTX100

BAYER REINSTATES ARMADA CTX160

Your day depends on it.

The company has decided against phasing out the Armada 

fungicide and is offering a discount on it through June 30, 2021.

VERMEER.COM/W/SK/DSr££/?S

CARY, N.C. - The Turf and Ornamentals 
business of Bayer, part of the Environ­
mental Science division, has reinstated 
the Armada 50 WDG fungicide. Armada 
fungicide offers broad-spectrum control 
for protection against tough diseases that 
affect both turf and landscape ornamentals. 
Bayer had previously slated Armada for 
phase out but decided to reinstate it after 
feedback from the industry.

"At Bayer, we strive every day to help 
make lawn care operators' jobs easier as 
they work to give their clients beautiful, 

healthy lawns," said Dr. Brad Glenn, fun­
gicide product manager for the U.S, Turf 
& Ornamentals business. "We value our 
customers’ feedback and support and were 
happy to reinstate Armada in our portfolio."

One treatment of Armada gives lawn care 
operators broad-spectrum control of a range 
of turf diseases, such as dollar spot, brown 
patch, leaf spot, large patch, fairy ring, gray 
leaf spot and more. It also provides protection 
against tough landscape ornamental dis­
eases, like Anthracnose, leaf spots, black spot, 
rust, powdery mildew, scab and more, l&l

Vermeer Corporation reserves the right to make changes in engineering, 
design and specifications; add improvements: or discontinue manufacturing 

at any time without notice or obligation. Mini skid steer attachments 
available from Vermeer dealers may be manufactured by Vermeer 

Corporation or other attachment manufacturers. Please contact your 
local Vermeer dealer for more information on machine specifications and 
attachments. Vermeer, the Vermeer logo and Equipped to Do More are 

trademarks of Vermeer Manufacturing Company in the U.S. and/or other 
countries. © 2021 Vermeer Corporation. All Rights Reserved.
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TRAVELS WITH JIM
WITH JIM HUSTON

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

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

KEEPING TRACK OF KEY 
PERFORMANCE INDICATORS
THE PRIMARY RESPONSIBILITY of a CEO/entrepreneur is to achieve the agreed 

upon objectives and profitability of the organization. In order to do so, he or she 

has to constantly evaluate organizational threats and opportunities.

Put another way, the CEO is constantly thinking in terms of risk-analy­
sis as he or she attempts to achieve consistent profitability (or certainty).

The organization’s annual budget is the primary document that a 
business uses to quantify and measure its objectives and its progress 
in achieving its goals. Just as a doctor uses vital signs to measure the 
health of the human body, so does a CEO use critical numbers to 
measure the health of a business. These critical numbers are often 
referred to as key performance indicators (KPIs). Not all numbers are 
critical and not all performance indicators are key. Hence, a CEO has 
to separate the wheat from the chaff, so to speak, and focus on that 
which is key. What follows are the KPIs that I’ve developed over my 35 
years of working with green industry entrepreneurs.

HOW KPIS WORK IN THE FIELD. I’ve worked with thousands of green 
industry entrepreneurs during those years. The most important thing 
that I do for my clients is to show them how to calculate and establish 
daily revenue goals for all of their projects and services, including 
installation; maintenance and tree care crews; chemical applicators; 
irrigation service technicians; and so forth. Once this is done, they can 
measure daily production and know if they are on track or not.

Daily KPIs: KPIs need to be quantifiable and timeable. Once the 
annual budget is in place and pricing for services and crews are cal­
culated, daily KPIs can be established. For instance, the KPI for a lawn 
care technician is often a minimum of $1,000 in revenue per day. This 
translates to $5,000 per week or $21,000 per month.

This KPI is easy to measure, and it has a time deadline. A company 
with a seven-month lawn care season could set a revenue goal per 
technician at roughly $150,000 annually (7 months x 21.7 days per 
month x $1,000) minus a day or two for holidays.

The daily KPI for a two-man mowing crew might be $800 per crew- 
day. This would translate to $4,000 per week or just over $17,000 per 
month ($4,000 x 4.333 weeks per month). This crew should bill roughly 
$119,000 over a seven-month season.

The annual average revenue KPI that I’ve calculated over the 
years for a maintenance crew member is between $55,000 to 
$65,000. Our sample crew falls right in line with my KPI at $59,500 
($119,000 - 2 crew members).

This KPI methodology could easily be adapted to a general tree 
work crew, a gardening crew, an irrigation technician and so forth. 
It’s also easily applied to use with smaller landscape or irrigation

installation projects. For instance, most resi­
dential irrigation installation jobs take one or 
two days. A four-person crew with a machine 
would usually bill about $600 per man per day 
or $2,400 per day (without parts). With parts 
this crew would bill about $4,000 per crew-day, 
which is easily trackable.

Project KPIs: Risk management for green 
industry entrepreneurs is all about field labor. I 
claim that 90% of a contractor’s risk is tied to field 
labor. If you are going to make or lose money 
on a project, it’s whether you bring the job in on 
budget for field-labor hours. While materials, 
weather, subcontractors, etc. do pose some risk, 
they are overshadowed by field-labor hours bud- 
get-to-actual performance. Therefore, the critical 
numbers for monitoring project performance are 
the budgeted-to-actual field-labor hours.

I’d break this figure down and track such per­
formance for the various phases of a project. For 
instance, I’d possibly have a budgeted-to-actual 
field-labor hour KPI for demolition, site prep, 
grading, soil prep, planting, irrigation, general 
conditions and so forth.

CONCLUSION. Achieving budgeted profitability 
for a green industry company is all about risk 
management. Risk management is all about hit­
ting (or beating) your budgeted field-labor hours 
for your projects and services. KPIs can provide a 
critical tool for measuring your progress toward 
achieving not only your daily field production 
goals but also your annual budgeted revenue 
and profitability objectives. They also provide 
simple, bite-size objectives that a contractor 
and/or manager can easily wrap his or her head 
around and know on a daily basis if their work 
is being profitable. And keeping it simple while 
keeping it profitable is a pretty good combina­
tion that most contractors welcome, l&l

NOT ALL 
NUMBERS ARE KEY 

PERFORMANCE 
INDICATORS, so CEOs 

need to figure out 
which metrics are best.
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With over 500 edging options to choose from, Permaloe can match the perfect 
product to your project. Just give us a call!

EVERY PROJECT OF EVERY SIZE NEEDS PERMALOC.

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

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

landscapes hardscapes green build

o © ® © © © © © Q permaloe
J ■ SUSTAINABLE EDGING SOLUTIONS

permaloc.com


WORDS OF WILSON
WITH BRUCE WILSON
FOUNDER AND CONSULTANT

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

5 FUNDAMENTALS
FOR A WINNING COMPANY
AS A BASEBALL-LOVING KID growing up in New York, opening day for spring training 

was my favorite day of the year. Summer was just around the corner and everything was good.

I’m lucky to live in Arizona, where half the teams do their spring 
training and where I can observe the hard work that goes into hitting 
home runs.

Spring training’s emphasis on fundamentals - practicing routine 
plays, throwing techniques and form, base running, etc. - isn’t all that 
different from the basics that can also help you and your company 
win in business.

With talent shortages, market competition and a constant need 
to perform at the highest level, these fundamentals will help your 
company get in shape for the season ahead.

MARKET DENSITY. When starting a new business, we take any busi­
ness we can get. After a few years, it pays to remember that density 
is fundamental to strategy. Travel time is dead time; it does not add 
value to your company or to the customer. So even if you can pass 
the cost on to the customer and still be competitive, it is what we call 
a “dumb tax.” Either we pay it or the customer pays it. Additionally, 
it raises other costs of supervision and account management due to 
limiting the size of the book of business that supervisors and account 
managers can manage.

LEADERSHIP BENCH. As you build your business, it’s necessary to 
have a leadership team that does two things: ensures that as an 
owner, you don’t get maxed out and, that with the right players, your 
A-Game is exponentially stronger. Creating and developing a high- 
performing executive team and leadership pipeline that can remain 
agile over your company’s various stages of growth will provide you 
with continuity of knowledge and expertise, and give you a senior team 
you can trust when the going gets tough.

SALES & OPERATIONS. Selling solutions and delivering solutions go 
hand in hand. But the thread that connects sales and ops is increasing­
ly complex. Automation helps. So does integrated business planning 
around your entire value chain: the systems and processes of market­
ing, planning, funnel and lead management, product and service qual­
ity, customer satisfaction and revenue stream forecasting. Profitability

depends on these functions sharing a real-time 
view of changing customer demands and a 
commitment to providing a seamless customer 
experience at every touchpoint.

ACCURATE ESTIMATING. Our search engine 
world makes it easy for customers to shop. 
Companies that can quickly respond to requests 
for pricing and services with timely proposals 
have a big advantage. Many contractors can 
deliver pricing with their initial consult or site visit 
within hours. If a design is required, more time 
is justified but speed still wins. Develop a good 
system of delivering fast and accurate estimates 
to avoid costly mistakes or potential loss of cred­
ibility. Your proposal might be the first experience 
your customer has with your company and can 
make or break their view of you and your service.

VISION, MISSION AND VALUES. Cultural 
alignment across your organization, from 
your front line to the corner office, is grounded 
in a shared commitment to your company’s 
vision, mission and values. These fundamen­
tals give your company its personality and its 
critical path, describe what you stand for and 
distinguish your business from all others. Align­
ment starts with hiring value-aligned talent; 
this is more important than skill in the long run 
as skills can be trained. Look for value fit by 
identifying characteristics you value that are 
inherent in the people you hire, such as: people 
who are self-starters, team players, tech-savvy 
or results-oriented, have a positive attitude, or 
who think like a manager and not an employee, 
and people who want to learn, l&l

REMEMBER THE
FUNDAMENTALS 

when talent shortages, 
market competition 
and other stressors 

overwhelm you.
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CREAM OF THE CROP
WITH JUD GRIGGS
DESIGN/BUILD CONSULTANT

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

a landscape business consulting company.

HELPFUL HABITS TO BUILD 
BETTER RELATIONSHIPS
DO YOU FEEL LIKE you’re just a number when submitting a project proposal? Most likely 

you are. In today’s connected world, it’s becoming more and more common to see clients 

requesting proposals by email, and expecting a return proposal be sent electronically. No 

doubt, it’s a quick, easy and efficient way of communicating. It’s also completely impersonal.

When you submit and respond to a proposal via email, it becomes 
nothing more than a business transaction. Your client then simply 
reviews the numbers and selects the lowest price.

As I travel the country meeting with landscape contractors, I am see­
ing a disturbing trend of salespeople doing nothing more than submit­
ting their proposals by email. Don’t get me wrong, email is a great tool. 
You can create some pretty amazing proposals electronically. How­
ever, it’s certainly not the best way to be successful in sales. Submitting 
your numbers and hoping for the best is not a great strategy.

How do we change that? Start building relationships! To go from 
just being a number to building a long-term, loyal client relationship 
takes time and effort. If you are successful though, your results will be 
well worth it.
• Your sales will increase.
• Your profits will soar.
• The quality of your prospects and clients will be better.

The first step in building relationships is to define your ideal client. 
This step is critical in determining where to focus your efforts. Then, 
decide how best to start building great relationships.

I have created a list of 20 Relationship Building Habits and here 
are my top 5:

1. Take a prospect or current client to lunch. Doing this became dif­
ficult with restrictions due to COVID-19, but restrictions are now loosen­
ing up. It’s time to get back to setting up lunch or breakfast meetings. If 
they are busy, offer to bring lunch to their office. Everyone has to eat!

2. Send handwritten notes. Handwritten notes make an impact. 
People love getting a letter in the mail. Unfortunately, this is becom­
ing a lost art due to email and social networking. It takes no more 
than five minutes each day to send a thank you note, a congratula­
tory note or a birthday card.

3. Write a testimonial for one of your clients. We always want to post 
a testimonial from one of our clients on our websites. It gives you and 
your business instant credibility. What if you did that for one of your

clients? I guarantee they’ll love it. You first need 
to find out what business they are in, and then 
become a client of theirs.

4. Set up monthly face-to-face meetings with 
your clients. It’s quite easy to forget about 
your existing clients when you are trying to 
close prospects. Your existing clients are a 
great source of revenue and referrals, so make 
time to see your top clients monthly. If they do 
not want to meet face-to-face, this is where 
technology helps. Zoom, Microsoft Tea ms or 
Google Meets all work well. I also suggest trying 
Vidyard.com. It’s a great way to walk your cli­
ent’s property virtually with them. You can point 
out potential enhancement opportunities on 
your virtual walk-through.

5. Reward your clients when they give you 
referrals. There is nothing better than getting a 
great referral from a client. Most turn into new 
sales. If you get a referral from a client, sending 
flowers, gift baskets or gift cards are great ways 
to thank them for the referral. It does not have to 
be much. Consider building a relationship with 
a restaurant or a florist where they will discount 
the cost of the gift cards to you if you commit to 
a minimum number of cards over one year.

Relationship building is not a one-time market­
ing effort. Relationship building needs to become 
a habit. It should be the way you do business 
going forward. If you do this, I guarantee that you 
will be extremely happy with the results!

Note: if you would like a copy of all my Relationship 
Building Habits, please send me an email at 
judson@harvestlandscapeconsulting.com . L&L

REGULAR FACE-TO- 
FACE MEETINGSAND 

HAND-WRITTEN 
NOTES may sound 
old-school, but they 

are still excellent ways 
to connect better 
with your clients.
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STATE REAKDOWN
Some things never change - California has been home to the most Top 100 
companies for 12 years, this time with 12. But there are some newcomers to 
this list: Kentucky, Rhode Island, Utah and Idaho all missed the cut in 2020.

CALIFORNIA: 12
TEXAS: 11

FLORIDA:?
MARYLAND:?

ILLINOIS: 6
■■■■■■■■■ ARIZONA: 5 
■■■■■■■I COLORADO: 4
■■■■■■■■ MASSACHUSETTS: 4 STATE-BY-STATE CENSUS
■■■■■■ NEW JERSEY: 4
■■■■■ CANADA: 3
■■■■I GEORGIA: 3
■■■■I NEW YORK: 3
■■■■■ OREGON: 3
■■■■■ PENNSYLVANIA: 3
■■■ MAINE: 2
■■■ NORTH CAROLINA: 2
■■■ OHIO: 2
■■■ TENNESSEE: 2
■■■ WISCONSIN: 2
■I ALABAMA: 1
■I CONNECTICUT: 1
■I IDAHO: 1
■I INDIANA:!
■H KANSAS: 1
■I KENTUCKY: 1
HR LOUISIANA: 1 

WE TALLIED ALL 1OO FIRMS’ LOCATIONS 
BY HEADQUARTERS ADDRESS. FOR 

THE 12th YEAR IN A ROW, CALIFORNIA 
IS AT THE TOP OF THE LIST

• BASED ON DATA COMPILED BY LAWN & LANDSCAPE■I MICHIGAN:!
■H MINNESOTA:!

MISSOURI:!
■ H RHODE ISLAND:!
■ H SOUTH CAROLINA: 1
■ H UTAH: 1
■H VIRGINIA:!
■H WASHINGTON:! THE NEXT 1O

THESE 1O COMPANIES JUST MISSED MAKING THE LIST IN 2021.

DAVID J. FRANK 
LANDSCAPE CONTRACTING

$24,900,000

GREEN LAWN 
FERTILIZING 

$23,528,217

SANTA RITA 
LANDSCAPING 

$24,500,000

LAWN 
MANAGEMENT CO. 

$23,125,368

THEMUNIE 
COMPANY 

$24,399,016

ARTIS TREE LANDSCAPE 
MAINTENANCE & DESIGN 

$22,825,634

WLE 

$24,250,000

BENCHMARK 
LANDSCAPE 

$22,435,000

ANDRE 
LANDSCAPE SERVICE 

$24,150,000

LEVEL GREEN 
LANDSCAPING 

$21,743,000
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LESSONS LEARN
While the effects of 
COVID-19 hit businesses 
across the industry, larger 
companies had more 
resources to deal with the 
challenges it presented 
but also had more of those 
challenges to manage. We 
asked leaders of some of the 
Top 100 companies about 
what they learned from 
the past 12-plus months.

“We had one client tell us 
that ‘Corporate says 
to stop all landscape 
maintenance until further 
notice.’ We knew and they 
knew that this would not 
last long term, so we did 
the bare minimum service 
to keep the hotel in decent 
shape for no charge. They 
were only closed for two 
months and, since then, 
they have been busier than 
ever. They are incredibly 
appreciative that we were 
there when they really 
needed us.”

Kevin McHale, Principal, McHale Landscape Design, 
Upper Marlboro, Maryland.

I WAS VERY GRATEFUL and impressed by 
how quickly our company pivoted and adapt­
ed to “different” working conditions. Our man­
agers really stepped up to calm and reassure 
our people that protocols are important, and 
we will get through this by working together. 
Landscape professionals are somewhat used 
to challenges. The weather, material avail­
ability, labor shortage, regulation and the 
rising cost of doing business are all things we 
face as an Industry. These are things that we 
prepare for and deal with regularly. However, No one had a global pandemic on 
their radar and we had little time to prepare for it. The response of our company 
and our industry has been monumental. We all pulled together and helped each 
other through networking, effective communication and team building.

There is no doubt that we have learned some valuable business and life les­
sons. We learned the importance of communication. We learned that reassuring 
our people that we would get through the pandemic had a very positive effect 
on their personal lives, too.

Remote workstations have clearly been effective, and several positions will 
remain remote.

Most importantly, we learned that effective communication on a regular basis 
fosters a feeling of synergy and teamwork. We started doing weekly updates dur­
ing the pandemic as a method of simple and consistent communication. We re­
ceived quite a bit of positive feedback and that people felt reassured by the weekly 
company-wide address. The weekly discourse started out as COVID informative 
but quickly broaden to stories about business and life. The updates will remain 
long after the pandemic.

Bob Grover, President,
Pacific Landscape Management, Portland, Oregon

COVID-19 WAS DEFINITELY challenging, and 
business did slow a little bit. However, we have 
been working to utilize cloud-based technol­
ogy and having our staff needing to work re­
motely this past year. We learned a lot about 
how to communicate and manager adminis­
trative processes away from the office.

Learning how to effectively utilize Zoom 
meetings with customers and internally will 
improve our efficiency in timeliness. Having
converted all of our administrative functions to cloud-based services will allow 

LEE EDWARDS,
President/CEO, The Greenery

our managers and admin staff great flexibility in working remotely.
The silver lining to the pandemic is forcing us to utilize those systems to im­

prove our service and communication. It will also allow flexibility with employees 
to help them maintain work life balance and support their families’ schedules
while completing their work responsibilities.



ED IN 2020
Lee Edwards,
President/CEO, The Greenery, 
Hilton Head, South Carolina

WHAT WE LEARNED is that no matter what is thrown 
at you, you have to adapt. Whether it means talking 
to your clients that are struggling to stay in business 
or meeting with your employees to hear their con­
cerns and provide a path moving forward, you have 
to be able to adapt.

We service a lot of hospitality clients (vacation 
rentals, hotels, resorts, etc...) and some of them had 
a really tough time last spring. When a client says “we 
have zero income, and we can’t pay for landscaping” 
then you listen and work with them through the bad 
times as well as the good. You work together on a 
budget and make sure you are doing what is best 
for them, as long as we can both stay in business.
We had one 
client tell us that 
“Corporate says to 
stop all landscape 
maintenance until 
further notice.” 
We knew and 
they knew that 
this would not 
last long term, so 
we did the bare 
minimum service 
to keep the hotel in

Jennifer Lemcke, CEO, Weed Man, 
Orono, Ontario

FOR WEED MAN it was critical for 
us to maintain a clear line of com­
munication with our franchisees, 
listen to what they really needed, 
assess and come up with solutions 
to keep them working and on track 
of their goals. We have built a lot 
of trust over the years, and this 
trust is what carried us through 
the last year. We worked diligently 
with suppliers, competitors, state,
provincial and national associations, HR lawyers, bankers and ac­
countants to make sure we were able to meet all the needs of the
franchisees. It was truly a team effort, and we are stronger for it.

It forced us to create new process and procedures to provide a 
no touch experience with the customer, we were able to have office 
staff and sales people work from home, and the lawn care techni­
cians deliver invoices electronically. Honestly, many of the things that 
changed last year will have a lasting impact on our company for 
the positive. We will continue to enhance this digital transformation 
and consider having people work from home to increase our pool 
of talent. The network truly showed resiliency and determination to 
continue providing a safe work environment for our employees and 
maintain a focus on delivering service to the customers.

I am very proud of our network of franchisees but equally proud 
of our industry that worked together to keep people employed and 
moving forward.

decent shape for
no charge. They were only closed for two months and, 
since then, they have been busier than ever. They are 
incredibly appreciative that we were there when they
really needed us.

Many of our employees didn’t know whether we 
were going to be shut down or not. Fortunately, we 
never were, and we continued working throughout. 
We provided guidance and PPE as well as sanitizing 
products and we paid for on site testing when we 
had heightened risks. We also paid any employee 
that tested positive for the virus for any hours they 
missed. Our reasoning for this is that we did not want 
sick people coming to work because they didn’t want 
to miss a paycheck and risk further spreading the 
virus to the rest of the team.

Coronavirus has been a miserable experience for 
The Greenery, but we consider ourselves fortunate 
compared to others. Coronavirus, like many other 
challenges, has helped us work together as a team.

Lesson Learned N9. 2
THE CUSTOMER BUYING BEHAVIOR has been changing over the 
years, but COVID has brought it to the forefront. People’s expecta­
tions are evolving. You need to make sure that your process and pro­
cedures are changing and evolving as the customer’s buying behav­
ior changes. When they ask for a quote online you need to make sure 
you deliver the quote fast (seconds/minutes) because if your process 
is days, you are last in the game. As more people are working from 
home and spending more down time enjoying their backyards, they 
are looking for our services to help beautify their surrounding.

When the idea strikes them that they need the service, it is a quick
i 

decision that leads them to fill out a form and they do not want to wait. 
As you look at your process, you really need to look through a different 
lens, you need to consider yourself and how your own buying habits 
have changed, would you do business with you, would you wait?

COVID forced everyone that wants to stay in business to be inno­
vative and nimble; we had franchisees that had already started the 
digital transformation; those early adopters helped pave the way 
for our small to mid-size franchisees. It was so inspirational to see 
everyone pulling together to help each other.



Designscapes: 
Captuning 

COVID layoffs

McHale: 
From trash 
to treasure

Chenmark: 
Always 
learning

Intermountain
Plantings: Above 

and beyond

AAA:
Make 

them stay
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OUR SPONSOR 
KOHLER ENGINES

Overcoming 
adversity
LET ME CONGRATULATE all of you on having a successful year 
despite the pandemic and the global economic conditions. We, 
at Kohler Engines, feel we are in awe of your ability to keep your 
businesses growing. We are so proud to serve such industry.

Over the last months, we focused on creating a workplace 
where all associates can achieve their full potential and commit 
to helping communities thrive and grow. We are convinced that 
a more diverse, sustainable and inclusive company can delight 
and provide customers with better products and services.

It is undeniable that, in more than 100 years of history, 
Kohler Engines has always showed tenacity in overcoming 
adversity. This last year has been very challenging, but Kohler 
associates' commitment turned out to be the key to overcome 
the difficulties posed by the pandemic and we are proud to 
state that we are now stronger than before and ready to better 
serve our customers.

We will continue to put our efforts to enhance performance 
and durability, reduce overall consumption and total cost of 
ownership, and offer full reliability.

We are so excited about working with you in the future and 
we wish you a highly rewarding year.

Best regards,

WE ARE 
CONVINCED THAT 
A MORE DIVERSE, 

SUSTAINABLE AND 
INCLUSIVE COMPANY 

CAN DELIGHT 
AND PROVIDE 

CUSTOMERS WITH 
BETTER PRODUCTS 

AND SERVICES.

Nino De Giglio v

Director — Marketing Communications 
& Channel Management, Kohler Engines
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Who says gardening has to be a chore? KOHLER® Command 
PRO EFI are powerful gas engines that make light work of 
cutting your overgrown grass. Simple to use, easy to maintain 
and amazing cutting power. You can thank us later.

The power to bring you here.
KOHLER
IN POWER. SINCE 1920.



Budding labor 
opportunities
Designscapes Colorado had to get creative when it 
came to hiring in the midst of the COVID-19 pandemic.

Story by Brooke Bilyj • Illustration by Jay Bendt

WHEN LANDSCAPING COMPANIES 
were deemed essential businesses last 
spring, Phil Steinhauer was relieved to 
learn that Designscapes Colorado could 
continue working through the pandemic. 
But COVID caused another dilemma for 
the company when national borders closed 
- shutting off the flow of H-2B workers that 
Steinhauer has relied on to fill his labor 
force for the last 15 years.

"Having to hire hundreds of employees 
over the course of three weeks was a big 
challenge," says Steinhauer, Designscapes 
CEO, who typically brings in 170 H-2B 
workers every year to perform commercial 
and residential landscape construction and 
maintenance work around Denver. "Our ap­
proach was to look at where the opportunity 
was instead of looking at this as a disaster."

NEW LABOR POOL. With many other busi­
nesses closed due to COVID, Steinhauer 
looked to the local labor pool. To capture 
candidates laid off from other industries, 
Designscapes began holding weekly job 
fairs in the parking lot, where HR team­
mates could process as many applicants 
as possible in a socially distanced setting.

"We started to find a lot of displaced 
restaurant and hotel workers applying, 
because the hospitality industry shut down 
when the pandemic started," Steinhauer 
says. "Most of them had zero (landscape) 
industry experience, but we were looking 
for people more than we were experience."

Designscapes promoted these job fairs 
by distributing flyers and advertising on 
local radio stations, but Steinhauer says 
the most effective promotion was word- 
of-mouth. "We started a referral program 
where we paid bonuses to employees who 
referred people to us," he says. "The new 
people we hired (would tell) their friends, 
so it grew exponentially. We probably had 
30 or 40 applicants every Monday."

Applicants filled out a simple question­
naire to confirm that they had a valid driver's 
license and could perform basic job duties 
like lifting and digging. "If you were willing
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to work, you had a job/’ Steinhauer says.
Over the first couple months of the 

pandemic, Designscapes hired about 250 
workers at these weekly job fairs. Since they 
weren't vetting candidates much before 
hiring, Steinhauer assumed there would be 
some attrition, he says, "knowing that some 
wouldn't show, some wouldn't work out, 
and some, when the restaurants reopened, 
would go back."

However, the success of this hiring 
method surprised him, as more than 150 
employees stayed through the summer, 
and about 120 remained through the 
winter. "A lot of them saw opportunity in 
the upward mobility that the hospitality 
industry doesn't have," Steinhauer says. 
"When restaurants slowly started to open 
back up, we didn't lose what we thought 
might just be temporary employees; they 
became full-time employees."

This labor shift caused an unforeseen 
domino effect, unlocking new opportuni­
ties as Designscapes worked to integrate 
these employees into their business model.

ON-THE-JOB TRAINING. The biggest di­
lemma with hiring displaced hospitality 
workers was their lack of landscape experi­
ence. Once Steinhauer filled Designscapes 
labor force for 2020, "the next challenge 
was: How do we now train them in a format 
with social distancing?" he says.

About three years ago, Designscapes 
filmed and produced its own training 
videos with employees demonstrating the 
company's processes, safety standards 
and equipment guidelines. Pre-pandemic, 
the whole team gathered at the office to 
watch these videos and 
kick off the season with 
a barbecue.

Instead, Steinhauer 
relied on his experienced 
foremen and crew lead­
ers to gradually train new 
hires on the jobsite. "It 
was a slow process," he 
says. "I don’t think ev­

DESIGNSCAPES 
STILL MANAGED 
TO INCREASE ITS 
REVENUE HAVING 
NO H-2B WORKERS.

Of the nearly 250 workers Designscapes Colorado hired to kick off the 2020 season, very few had any 
landscaping experience. They instead had to rely on training videos and lots of on-the-job learning.

erybody got trained until the Fourth of luly.”
To make remote training more effec­

tive, the Designscapes team spent last fall 
and winter setting up an online learning 
management system - making its training 
videos and tests accessible to employees 
anywhere, on any device. After rolling out 
this remote safety training program in April 
2021, the company plans to add more edu­
cational courses in the future to help em­
ployees advance into management roles.

"Now we have this whole platform that 
came out of our need to train employees 
during COVID," Steinhauer says. "We have 
a committee of three people working on 
what is going to be a year-round program 
called Designscapes Academy, which can 
open doors for all kinds of career training."

YEAR-ROUND GROWTH. Designscapes' 
hiring approach caused a ripple effect 
throughout the business. Instead of being 
a strictly seasonal operation dependent on 
the availability of H-2B visas, the company 
can now continue working without pause. 
"To adapt to the changing conditions of 

the employment situa­
tion, we've had to shift 
our business model to 
be more year-round," 
Steinhauer says. "The 
advantage is it will allow 
our company to grow in 
a different way."

To keep this new 
workforce engaged all 

year long, Designscapes is now offering 
year-round maintenance services and pur­
suing snow removal contracts that require 
more manual shoveling.

But the real key to keeping employees 
engaged year-round isn't just about the 
workload; Steinhauer says it boils down to 
the culture and team spirit.

"It takes a team of people all kicking in 
and embracing this new opportunity," says 
Steinhauer, who has about 110 full-time 
employees in addition to a labor force of 
about 200. "From our HR department to 
our foremen to our project managers, they 
were all willing to change the way they did 
business to accommodate these unskilled 
workers. Embracing these employees as 
part of our company is an important part 
of keeping them over the winter."

Although COVID forced Steinhauer to 
rethink Designscapes’ labor force, this new 
approach to hiring has transformed the 
company from a seasonal business into a 
year-round service. Meanwhile, the need 
for remote training prompted the creation 
of Designscapes Academy to develop 
skills and advancement opportunities 
for employees. Together, these changes 
positioned the company to achieve record 
sales during the pandemic, posting 10% 
growth and over $32 million in revenue 
since last year.

"It would have been easy for us to go back 
to our old model," says Steinhauer, "but our 
willingness to change our business was a 
big factor (in our growth)." l&l

LAWNANDLANDSCAPE.COM • MAY 2021 31

LAWNANDLANDSCAPE.COM


Green savings
McHale Landscape Design originally started its in-house recycling program to reduce 

its trash expenses, but now the sustainable decision is savings customers money, too.

Story by Kim Lux • Illustration by Jay Bendt
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LIKE WITH MOST BUSINESSES in 2020, 
the coronavirus pandemic certainly im­
pacted McHale Landscape Design, based 
in Upper Marlboro, Md.

“Hitting us right at the busiest time of 
year - it was kind of like the perfect storm," 
says President Kevin McHale.

However, it turned out to be the best year 
in the company's 40-year history.

“In May and June, we saw all these peo­
ple who had been home for quite a while... 
our phones started ringing excessively," 
McHale says. “At the end of the year, it was 
one of our best year's top line and bottom 
line. We certainly wouldn't have forecasted 
that in March or April of last year."

And this wasn't the first storm McHale 
Landscape Design had to weather. Back 
during the Great Recession, the company 
found a way to tighten its belt by starting an 
in-house recycling program - a move that's 
still paying off today.

McHale says being a 100% high-end 
residential company helped the business 
fair better than others during that time, but 
it also allowed them to take a closer look at 
where they could cut costs.

“It gave us the opportunity to really 
examine our operations and how we were 
doing things," he says. “And one of our pet 
peeves has always been our trash removal 
line item... it just seemed like it was always 
such a large number.

“We ran the numbers and saw what 
we were spending on hauling trash out in 
dumpsters, and a lot of it was green trash 
that could be recycled," McHale adds.

So, the business bought a tub grinder to 
process that green trash 
themselves.

“Mostly, it's stuff that 
comes from projects that 
we bring back," McHale 
says of the recyclable 
material. “If we're cutting 
down trees, eliminating 
brush, it's also our grass 
clippings and leaf debris, 
the cutbacks from peren­

THE COMPANY 
CUT ITS DUMPSTER 
EXPENSES IN HALF 
WITH IN-HOUSE 
RECYCLING.

Kevin McHale (left) says his company, now 40 years old, had its best year in 2020 despite the pandemic.

nials and certainly our flower rotations. 
Most of our customers have two to three 
seasonal color rotations in a year, so we 
bring all that back."

All that organic debris is turned into a 
natural mulch that McHale Landscape 
Design then uses at customers' homes, 
passing the savings on to them.

“We would use it on certain properties, 
far out and away from the house where it's 
really used for nutrient and horticultural 
benefits and not really aesthetics," McHale 
says. “It's a savings for the client. We also use 
it at our 40-acre nursery and incorporate it 
into the soil along with some leaf grow we 
made with all of our leaf debris. Our main­
tenance division brings in quite a bit of leaf 

litter every year."
In the last decade since 

starting the recycling 
program, McHale says it 
continues to prove itself 
a worthwhile investment.

“By the end of the first 
year, we saw a lot of prog­
ress," he says. “It's turned 
into a real good approach 
to be green, and it's cut 

down on our dumpster expenses by 50%. 
It seems to have been a win/win for us all 
the way around."

However, McHale says learning to sepa­
rate the recyclable material was something 
crews had to get used to. And the business 
learned an expensive lesson in what can 
happen if that step is ignored.

“The one thing we learned the hard way 
was it doesn't matter how good the machine 
is and it doesn't matter how good the opera­
tor is, if you don't train the crews to separate 
their trash, all it takes is a piece of stone, or a 
tool, to get stuck in that tub grinder and then 
you have a pretty major expense on your 
hands," he says.

No added labor was needed to operate 
the tub grinder, as McHale Landscape 
Design utilizes its existing employee base.

“We've dedicated one of our operations 
people to operate the tub grinder two 
days a week, and still perform his duties 
as a truck driver the other days in a week," 
McHale says.

McHale advises other companies to 
consider starting an in-house recycling 
program - especially if trash expenses are 
eating way into their profits.
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McHALE LANDSCAPE DESIGN

Buying a tub grinder is a sustainable way to also save you and your clients money, but McHale recommends running the numbers to ensure your company 
can feasibly purchase a big machine and have the space to maintain it.

"We've always tried to keep trash re­
moval at about 0.5% of our revenue/’ he 
says. “As long as we can keep it under that, 
we feel pretty comfortable."

But he does acknowledge that buying a 
tub grinder may not be feasible for everyone.

“I’d be really careful about running out 
and buying a big machine unless you've 
run the numbers," he says. “I think a lot 
of it has to do with the size of a company 
and what it costs you to manage your trash 
expense. For us, we had the space, and we 
had the personnel."

For smaller companies, McHale suggests 
stockpiling recyclable material and then 
renting a tub grinder a few times a year. He 

adds that this is something his business still 
does even with owning one machine already. 
“What we're looking at now, as the company 
is continuing to grow, is bringing in a large 
rental tub grinder to come in twice a year to 
help us, because the machine we 
have now is at its limit," he says.

Regardless of if they decide 
to rent a tub grinder and create 
their own natural mulch, McHale 
urges landscaping companies to 
reach out to their local landfill.

“Maybe you can separate 
your recyclable material and 
work something out with a lo­
cal landfill or supplier," he says.

OUR PE

KEVIN McHALE, 
company president

Not only are the cost savings to the 
company and its customers important, but 
McHale says the environmental benefits 
are immeasurable.

“We did this initially because cutting our 
trash expense was our goal, but 
being part of the green industry, 
all of us are obligated to be stew- £o 
ards of the environment and we | u 
really need to do everything we | 
can to be green," he says. “It’s not 3
cheap to be green...But with the |
industrywe’rein,wearetherep- | 
resentatives of making sure we | 
limit our waste. Our group has o o 
taken this pretty seriously." l&l *
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PALMER HIGGINS,
CEO, Mainely Grass

Back to school
To set themselves apart from competition, 

Chenmark employees are investing in classes 

to learn more about all sides of the business.

Byjimmy Miller

PALMER HIGGINS and his team at Chen­
mark have invested heavily in education, 
though they're finding opportunities in 
unconventional ways.

There are plenty of differences between 
the green and hospitality industries, but 
one thing that remains the same is a fo­
cus on satisfying the clients. Roughly 60 
Chenmark employees enrolled in the Ritz- 
Carlton training program to find out what 

sets them apart from other hotel chains 
nationwide. Hint: It's not just luxury suites 
or skyline views seen from the windows.

"If you're focused on customer service, 
you're focused on the wrong thing. You 
should be focused on customer excel­
lence," Higgins says. "Everyone does cus­
tomer service, but if you really want to dif­
ferentiate, you need to shoot for legendary."

Chenmark ranked No. 43 on the 2021 

Top 100 list, earning $50 million in revenue 
from 2020. For Higgins - a partner at Chen­
mark and the CEO of Mainely Grass, one 
of Chenmark's several companies - con­
stantly learning about the green industry 
specifically is essential. Before Chenmark 
partnered with Mainely Grass, he was a 
chief operating officer at a company that 
created Spanish and French textbooks.

But even for employees who have always 
worked in the green industry, Higgins says 
educational opportunities are important. 
The big takeaway from the Ritz-Carlton pro­
gram was that they needed to raise the bar.

"You're not just checking a box to resolve 
a situation - that's table stakes. That's not 
bad, but that's not good enough," he says. 
"What more can I do? What more can we 
do as a company to go above and beyond?"

Chenmark employees have enrolled 
in several types of educational opportunities.
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Higgins also saw 51 employees enroll in a turf man­
agement course at the University of Massachusetts. 
Higgins was one of them, and his employees asked 
him frequently how he was doing. They were all in 
it together, but they wanted to see if Higgins could 
earn an A.

"I don't think it wasn't competitiveness in the sense 
of trying to do better than other people," Higgins 
says, "but among my management team and I, we 
certainly had an internal competition."

Due to COVID-19, the classes were held remotely, 
one of the silver linings of operating amidst a pan­
demic. Before this year, the drive out to Amherst 
- where the classes were held at a UMass campus - 
discouraged many of the employees from enrolling 
in the class. Only a handful of employees would take 
the course before the pandemic, but having the ability 
to log in and learn helped make it more accessible.

Of course, it wasn’t just accessibility that intrigued 
the employees: Chenmark paid for course enroll­
ment and offered a $1,500 bonus for anyone who 
completed the course, plus an extra $2 per hour for 
anyone who earned an A grade.

It certainly wasn’t an easy A. Higgins says the course 
was a time investment, as it was four classes a week, 
and each class required roughly three hours of video 
review outside of class time. Then, once in the class 
each week, it required an hour-long Q&A discussion 
on the reviewed material. They also took roughly four 
quizzes a week.

"The hardest class specifically was probably plant 
pathology," Higgins says, joking that there are too 
many Greek words. "That's getting pretty technical 
into plant disease and mechanisms in which they 
infect hosts and spread."

Higgins says paying for the courses wasn't an issue 
for the company despite the pandemic. He added that 
he was proud to say that no Chenmark companies fur­
loughed or laid off any employees due to COVID-19.

In the future, he says Chenmark will continue to 
invest in employee education. They’re developing 
an internal training program, and while they're not 
sure if they'll go back to the UMass classes should 
they be in person rather than virtual, Higgins says 
they'll seek out education opportunities regardless.

"At a high level, education is something that I’m 
going to continue to back pretty strongly, whether 
it's another crack at turf management or diving into 
pest control," Higgins says, l&l

Making the grade
CHENMARK EMPLOYEES 

WHO ENROLLED 
IN A HORTICULTURE 
CLASS AT UMASS

THE BONUS FOR 
ALL EMPLOYEES 

WHO COMPLETED 
THE COURSE 

SUCCESSFULLY

THE PAY RAISE 
EMPLOYEES RECEIVED 

PER HOUR IF THEY EARNED 
AN A’ IN THE COURSE
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Trust the process
Intermountain Plantings aims to have confident 

decision-makers at all levels of the company.

By Jimmy Miller

WITH A RIBBON-CUTTING ceremony 
just around the bend, one of Intermountain 
Plantings’ clients urgently needed help.

The customer’s grass was already brown­
ing. The client had specified they wanted a na­
tive type of sod that went against the contrac­
tors' best wishes, and ultimately, they were 
struggling to keep the lawn looking alive.

Erik Kimball, president of the company, 
says that between labor and new turf prices, 
the ensuing fix cost the company roughly 
$10,000. But satisfying the client was the top 
priority, not saying "told you so." In the end, 
they replaced a half-acre of sod.

The decision paid dividends in the long 
term, leading to four more projects and 
what Kimball estimates as millions in 
future revenue.

"Customer service is number one," says 
Brad Stewart, company CEO. "If there’s is­
sues on a site or with our product, whether 
it’s irrigation or plant materials before or 
after the job is completed, we really do live 
by the saying ’the customer is always right.”'

Intermountain Plantings 
ranked No. 79 on the 2021 Top 
100 list and earned $31 million 
in revenue for 2020. Stewart 
estimates that the company’s 
been growing at a 20-25% clip 
annually for the last four years, 
to the point where the company 
opened up another branch 
in Boise, Idaho, just over two 

i4WE REALLY 
DO LIVE
BY THE 
SAYING ‘THE 
CUSTOMER 
IS ALWAYS
RIGHT.’”
BRAD STEWART, 
company CEO

years ago. Much of the plant material the 
company orders comes through Boise 
anyway, and the climate and clientele there 
is similar to the one they’ve established in 
Salt Lake City.

But Stewart is the new guy on the block 
of the company’s executive team. Kimball 
founded the company nearly 30 years ago, 
and Chad Richards - the vice president of 
business development - started as a gen­
eral laborer at Intermountain 11 years ago. 
Stewart’s been there only three years during 
the company’s most profitable era. He at­
tributes the growth largely to the company's 
emphasis on customer service, not simply 
having more projects than ever before.

"It shows that hard work pays off," he 
says. "We take pride in our work. We really 
are about quality as well as quantity."

The work is not quick - most of Inter­
mountain Plantings’ projects take several 
weeks to years to finish. Work for home­
builders to create housing developments 
must be quick, and Richards says his em­

ployees had to figure out how 
to ramp up the time it took to 
finish the job.

"There’s a hurdle or a chal­
lenge in putting commercial 
crews in residential landscapes," 
he says. "(We figured) if they 
can run those big jobs, they 
can handle the smaller ones. 
They've created their own way 

on how to be effective and efficient on 
these projects."

And that’s what Kimball prides his com­
pany on most: its ability to adapt at any level 
of the company.

"I feel like if you have people you feel 
like you have to micromanage, you have 
the wrong people or the wrong person," 
Kimball says. "We try to build that in. We 
tried to build a culture where we can make 
decisions at the lowest level possible."

Stewart says the company's trust in em­
ployees was on full display when a large 
residential builder was well behind on its 
own landscaping.

They hired Intermountain Plantings to 
finish the job in 30 days.

Despite initial skepticism the work could 
get done, it did. Intermountain Plantings 
put all divisions of the company to work, 
and Stewart says it’s actions like this that 
speak volumes to their clients.

"We probably had 60 landscapers on site. 
It almost looked like they were being driven 
by an orchestra. They were working to­
gether in tune," Stewart says. "We finished 
the job in the time requested even though 
it was an unrealistic request. It’s things like 
that where you can go from being a provider 
to a partner." l&l
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Encouraging 
employee longevity
In 2020, AAA Landscape was focused on bringing 

in new employees and retaining them. By Kim Lux

FOR PHOENIX-BASED AAA Landscape, 
COVID-19 compiled with an already dif­
ficult labor market meant it was time to 
make some changes when it came to hiring 
and recruiting.

Despite this, the company's CFO Greg 
Gaston says AAA Landscape continued to 
grow in 2020, as it has for the last several years.

“In August 2020, the company imple­
mented several monetary programs," Gas­
ton says. “They consisted of a new hire and 
mentor program, whereby both the new hire 

„ and mentor/trainer receive
B a monetary incentive. Ad-
| ditionally, we increased the
1 incentive amount for our
> new hire referral program."
□ The company is even 
2 considering starting a new
o 
£ perfect attendance pro­ GREG GASTON, CFO

gram. However, before it's put into action, 
Gaston says they still have to carefully 
define what “perfect" means.

“Some thought it should be strictly that 
there must be 100% attendance in order to 
qualify," he explains. “Some thought that 
an excused absence shouldn't disqualify 
an employee. Another issue is whether an 
employee should be disqualified if they 
stayed home to care for someone who has 
COVID-19. The goal is to motivate employ­
ees, not have them get upset because the 

think their attendance was 
perfect but our program 
states differently."

While these programs 
were not initially budgeted 
for in 2020, they were still 
impactful, as they helped 
boost retention.

“Management at AAA looked at the in­
centives as something it must do in order to 
compete and grow," Gaston says. “In order 
to meet the requirements of our custom­
ers, the company must have employees to 
perform the services."

According to Gaston, money budgeted 
for recruiting was utilized to start the in­
centive programs, and while it didn't cover 
the entirety of the costs, it did help get the 
programs off the ground.

With labor being an ongoing obstacle 
for green industry businesses across the 
country, Gaston recommends looking into 
incentive programs to entice employees to 
stay longer.

“Companies which aren't proactive 
might face many employee related hurdles 
now and in the very near future," he says. 
“High turnover typically occurs within the 
first month. A company needs to give the 
employee a reason to stay longer."

But before instituting an incentive pro­
gram, Gaston says taking a hard look at the 
costs is a good starting point. “A company 
must calculate the annual cost of the incen­
tive program realistically," Gaston says. 
“There are times in which the incentives 
aren’t paid because the employee quits 
before qualifying."

However, more importantly, he recom­
mends looking at the costs of just main­
taining your status quo when it comes to 
recruiting during these tough times.

“The second thing is to calculate the cost 
not creating a plan," he says. “Once you find 
and hire an employee, how long will they 
stay? Having a financial incentive to stay 90 
days helps. If the employee stays 90 days, 
the likelihood of them staying over a year 
increases significantly.

“The company believes starting the incen­
tive program was definitely the right thing to 
do for AAA Landscape," Gaston adds.

Beyond establishing the new programs, 
Gaston says the coronavirus caused an­
other unexpected bright spot in the year by 
boosting camaraderie among employees.

Continues on pg. 94
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Building better 
connections

I
n 2006, Ian McCarthy sold his maintenance compa­
ny on Cape Cod in order to invest in a professional 
basketball team. Fast forward to 2016: After living 
in Canada for six years, McCarthy found himself 
out of the sports industry and back on Cape Cod.So, McCarthy went crabbing with a former friend 

who owned a landscaping company. That friend was 
looking for senior management within his company 
and encouraged McCarthy to get back into the industry.

McCarthy went to work for him and oversaw the 
company's construction department until it was sold 
about a year later.

Around that same time, McCarthy, who was always close 
to his employees from his previous company, decided to 
host a homecoming of sorts to catch up with his old friends.

"I had a reunion at my house with all my former em­
ployees that were living in the area," he says. "They were 

showing me pictures of stone walls and things they were 
building, and I thought to myself, 'Wow. The quality is 
just incredible.' And they kept urging me to start the 
company again."

All of this led McCarthy to start Blue Claw Associates in 
2018. He now serves as the company's president.

“We started #ith two employees and started with 
reaching out to landscape architects and sending them 
flyers," he says. "I built a website that had my old port­
folio on it. I also did a job at my parents' house to get the 
company going. I got a referral for a job here and there, 
so it was really by word of mouth at the beginning, but I 
was making contacts with landscape architects."

GET IN FRONT OF THEM. As more and more projects 
came in, McCarthy continued to hire employees who 
worked with him in the past.
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DESIGN/BUILD When you’re working for one landscape 
architect, it gives you corporate 
credibility with others at their level.”
IAN MCCARTHY, president of Blue Claw Associates

Then, Blue Claw landed its big break with 
a $2 million project on Nantucket Island 
from a well-known landscape architect.

"I hired some of the masons I used to have 
working for me. In fact, some of them left 
companies they'd been with almost 13 years 
to come back. I took that very seriously," he 
says. "We used that project as a way to hire 
people, but we also were publicizing it on 
social media. When you’re working for one 
landscape architect, it gives you corporate 
credibility with others at their level. It started 
to open doors for us."

In order to find landscape architects and 
designers to partner with, McCarthy says 
it was up to him to be proactive and seek 
them out.

"Initially, I designed a color mailer with 
lots of imagery on it. And then I wrote 
cover letters and actually mailed them out

Blue Claw Associates was able to surpass $2.5 million in its 
second year by focusing on forming long-term partnerships 
with independent landscape architects apd designers.
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DESIGN/BUILD

to them/' he says. “And then, I did a mass 
email. I spent painstaking time going to 
their websites, going to their Linkedln 
pages and finding all their contact informa­
tion. I even built a database for it all."

McCarthy says keeping an eye out for 
new construction homes is another way to 
find partnerships.

"I just went looking for projects," he says. 
“If you see a house under construction, you 
pull over and find out who the builder is. 
You ask the builder if there's an opportu­
nity to bid on it and if there's a landscape 
architect involved. Then you contact the 
landscape architect and say, T'm speaking 
with the builder at this project, and they 
said you are in charge of picking the con­
tractor. I just wanted to introduce myself 
and can I send you my portfolio?'"

Social media also turned out to be a

Ian McCarthy says his business showcases its work on social media, particularly Instagram, to connect 
with local landscape architects.

wonderful way for McCarthy to find people 
to partner with.

“Being able to post things on Instagram 
and finding landscape architects in my 
area and following them, inevitably they're 
going to follow you back because you're in 

their industry," McCarthy says. “And then 
they follow your work, so in a few months 
when you go to reach out to them, they say, 
'Oh I know your work' or T've seen your 
projects.' It makes that warm introduction 
much more feasible."
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DESIGN/BUILD

McCarthy suggests identifying the archi­
tects and designers you want to work with 
and then follow everyone they follow on 
social platforms. He says this will get you 
on their radar and help you see what they're 
looking for in a contractor.

"We try and attack it from all different 
angles," McCarthy says of finding collabo­
rators. "But, once we do a job with them, 
then we consider that we’re in a partnership 
with them going forward."

PERKS OF THE PARTNERSHIP. In the past 
four years, Blue Claw Associates has es­
tablished relationships with a core group 
of about a dozen landscape architects and 
designers.

"For us, it's a much better model, because 
we're just maintaining that relationship 
with the architect," McCarthy says. "We al-

McCarthy says staying in constant contact with the architect on the pace of a project is also key to 
forming a lasting partnership.

ways make them look good to their client."
McCarthy adds the process is pretty 

simple.
"So, they'll design a project for a home­

owner... and once the design is done, the 
client asks who will install it and they say, 
Tve got a great company I work with called 

Blue Claw Associates.' Most of the time I get 
a job... I've never met the homeowner until 
maybe halfway through the job."

McCarthy says having these partner­
ships also allows his company to weed 
out more undesirable prospects who, 
unbeknownst to you, may just be gather-
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DESIGN/BUILD (This work is) much more interesting than being 
a company who sells the same thing over and 
over again. We get to do all sorts of exciting things.” 
IAN MCCARTHY, president of Blue Claw Associates

ing quotes from a multitude of businesses.
“If someone's already spent between 

$5,000 to $50,000 on a design, they're 
invested in doing the project," he says.

“Coming through this avenue, it lets you 
know they're really going to do the project 
rather than someone who's calling around 
and getting 10 prices."
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By working with various architects and 
designers, McCarthy says things don’t tend 
to get stale, either.

“It’s almost like getting a present every 
time a new plan comes," he says. “You want 
to open it up and see if this one has an infin­
ity pool, or really cool outdoor kitchen or 
fireplace. It makes it much more interesting 
than being a company who sells the same 
thing over and over again. We get to do all 
sorts of exciting things."

Because Blue Claw Associates doesn’t 
offer design work, McCarthy says these 
relationships are mutually beneficial.

“It gives us the opportunity, when clients 
call us, we can refer them to one of our part­
ners," he says. “So now we're giving them 
business, and that strengthens our bond. 
It's a symbiotic partnership."

And while those partnerships grow, so 
does the trust between the two parties.

“Along the way, if they get comfortable 
with our crews and our quality of work, 
that’s less time they have to babysit our 
project," McCarthy says. “They can go out 
and find their next client."

NURTURE THE CONNECTION. Once rela­
tionships with architects and designers are 
established, fostering them is brought to the 
forefront of things.

“That’s the secret sauce - you can get 
in the door with them, but you can lose 
them really quickly," McCarthy says. “In 
the beginning, if you don't execute the job 
properly then that'll be your last opportu­
nity with them."

Besides producing high-quality work, 
McCarthy says it all comes down to respect. 
For instance, if problems do arise during 
a job, McCarthy says it’s important to re­
spond as a unified front with the architect 
as opposed to playing the blame game.

“If I find mistakes they’ve made, I usually 
just say, 'Don’t worry about it' or 'I’ll fix it’ 
without exposing them," he says. “Where, 
if we weren’t in that long-term relationship 
with them, a typical contractor might say, 
'That’s the architect's fault - notmy fault.' But 
we never want to put that blame on them be­
cause we want the long-term relationship."

48 MAY 2021 • LAWNANDLANDSCAPE.COM

mailto:reprints@gie.net
DRrototiller.com
GoDRpower.com
DRburncage.com
LAWNANDLANDSCAPE.COM


SETTING THE

STA

Five Years or 1,500 hours
See a participating Husqvarna 

servicing dealer for details

D IN

r-.'k'

-

Connect with 
HusqvarnaUSA

YouiTO n

Providing zero-turn capability, rapid mount-dismount, and ergonomic operation, the 
V500 Series puts extreme efficiency in your commercial mowing fleet. Heavy duty 
construction, ClearCut™ decks, industrial strength drive systems and easy service 
access provide uncompromised cutting results every time. Plus, the compact 
design fits perfectly on your truck or trailer. HUSQVARNA.COM

Husqvarna

id

MOWERS

OUTSTANDING FEATURES IN A 
SMART AND COMPACT PACKAGE.

HUSQVARNA.COM


DESIGN/BUILD

Knowing how to talk the talk also helps 
foster those relationships. "It’s really a 
recipe to our success to speak the language 
they speak and put their fears aside that

we’re not going to compete with them in 
anyway," McCarthy says.

McCarthy says he learned how land-
Continues on pg. 94
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More than 
an end result

S
howing off photos of the finished 
project to a landscape client is easy 
and key to building those relation­
ships, but what’s equally important is 

keeping the jobsite clean and organized 
throughout the scope of the work.

“That’s a point of differentiation be­
tween companies,” McCarthy says.

McCarthy adds that he learned this 
lesson early on from a business developer 
he worked with that, while architects and 
their clients will remember how great 
the project looked when it was finished, 
they’ll also remember what it looked like 
along the way.

“I was focused on getting the job done 
and showing them a picture at the end of 
it looking great,” McCarthy says. “But he 
said how it looks at the end is important, 
but even more important is how the 
process goes throughout the job.”

With Cape Cod being an iconic 
summer destination spot, McCarthy says 
clients oftentimes rent homes nearby 
while theirs are being worked on.

“Someone could drive up on a com­
pletely messy and unorganized site and 
that reflects on you,” he says. “They’ll 
come by in the summer and walk through 
the site with a glass of wine trying to envi­
sion how amazing their property is going 
to look when it’s all done. And if you have 
cigarette butts, coffee cups and tools scat­
tered everywhere, that’s just a negative 
association with your company.

“Throughout the process, if the home­
owners (are) annoyed but at the end of the 
job you make it look good, are they going 
to be completely happy?” McCarthy adds. 
“No, they’re still going to be annoyed about 
how the job went.”

And the best way to keep this from oc­
curring is to establish a clean-up routine.

“Train your crews about how to put 
things away,” McCarthy says. He also 
suggests using caution tape and orange 
fencing to indicate any safety hazards, 
which is another element to the end of 
day routine.

At Blue Claw Associates, McCarthy says 
it ultimately falls on the foreman to confirm 
all the boxes are checked when crews stop 
for the day.

“Each crew has a foreman who is re­
sponsible for keeping their site organized 
and making sure everything is put away 
in an enclosed trailer,” he says.
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LaW CURE

Relative changes
It stays in the family at Lawn Cure, which has greatly reduced 

its employee turnover by making a few key changes. By Kim Lux
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PROFILE

Lawn Cure, based in Sellersburg, Indi­
ana, was started in 1978 by Larry Messina 
with just one truck. Twelve years ago, sis­
ters Michelle Hawkins and Missy Fromme 
took over as co-owners of their father's 
company.

While the women were aiming to keep 
the company running exactly how their 
father had, Michelle's husband, Patrick 
Hawkins, who joined as president and gen­
eral manager, was eager to make changes.

Today, the company employs 21 people, 
has 16 trucks in its fleet and its revenue is 
$3 million.

"Before I took over the business, I 
spent 20-plus years in the transportation 
business," Patrick says. "So, when I took 
over here, one of the biggest issues they 
were having was rate of pay. What they 
were paying the drivers was very low, and 

that in turn caused massive turnover. The 
turnover rate was probably 40% and you 
can't run a business with 40% turnover."

Patrick increased the pay by up to 25% 
and says they budgeted for the increase 
by raising rates.

They also looked for ways to consolidate 
costs and changed the way they bought 
their chemicals.

"I changed all the payroll, how we pay 
and how we start, different types of pro­
gressions," he adds. "And at first, I got a 
lot of pushback from the other two owners 
about doing it. Now, they look back on it 
and understand why we did it."

Patrick says it was especially difficult 
working with his wife and having these 
disagreements.

"It has not been easy being married and 
running a multi-million-dollar business 

and telling your wife, 'No you're not doing 
this,"' he says. "But they learned to trust 
me, and I learned to trust them."

Michelle says what's made things easier 
for her and her husband is leaving any 
argument at the office.

"There've been conflicts between Pat and 
me, but we try to not bring it home," she 
says. "Overall, we try to move past things."

Nowadays, Fromme says the three are 
better at having open, honest discussions 
but still agree to disagree on some things. 
They've learned to trust one another's 
strengths.

Fromme is vice president of finance and 
handles the budgets, accounting and tax­
es. Michelle is vice president of operations 
and takes care of the customer service 
and marketing. And Patrick manages the 
trucks, crews and day-to-day operations.

Q3 ServSuite
Enterprise Lawn Care Software

Book 
a Demo

Reach your Potential
with ServSuite™ We combine industry intelligence with 

advanced technology to help you grow
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They give me the work that I need that’s 
quality service and I let them leave a 
couple hours early. They absolutely love it.”
PATRICK HAWKINS president and general manager

CREATING A CARING CULTURE. One part 
of the payroll change was implementing 
a four-day workweek. Crews work four 
10-hour days Monday through Thursday.

“It's more time with their families. A lot 
of them travel, and it allows them to expand 
their vacation time," he says. "If I gave my 
employees a survey and said, 'Would you 
rather I pay you one or two dollars more an 
hour but you've got to go back to a five-day 
workweek or keep the four days,' they will 
keep the four days 100%."

While weather obviously plays a factor 
in all outdoor work, Patrick says he only 
remembers a handful of times when crews 
had more than one rain day in a week.

"If we have a complete rain out, they 
just work Friday as the makeup day," he 
says, adding that crews never work on 
weekends. "If we were to have two rain 

outs in one week, we'll either have a shop 
day and do maintenance or just make it 
up at a later day."

Michelle says that when Patrick first de­
cided to switch to the four-day workweek, 
she and her sister were worried customers 
wouldn't get on board and go elsewhere.

Patrick says the transition was fairly 
seamless and the company only had a few 
dozen customers who had to switch dates.

Fromme adds the new schedule is just 
better for their employees' health.

"It's a very physical job," she says. "It 
wears on your body. We appreciate that 
and are aware that they need some rest 
time and time to be with their families. 
You can work your people to death, but 
you’re not going to keep them long."

And the shorter workweek isn't the only 
thing the three are doing to give employees 

more time with their families.
"Each day every technician has their 

route board, and they work from 7 a.m. to 
5 p.m.," Patrick says. "We’ve allowed them, 
through hard work, that once they clear 
their board for the day, they can go home. 
So, basically, most of them are getting their 
work done by 3 p.m. and are leaving for the 
day. I still pay them for a 10-hour day. They 
give me the work that I need that's quality 
service and I let them leave a couple hours 
early. They absolutely love it. We've been 
doing it since June."

But, if employees finish their routes 
early, they have the option to work ahead.

"We instituted a commission program, 
and we call it 'Bank Hours'" Patrick says. 
"We went out and engineered every route, 
so every route knows on a daily 10-hour 
day what they're supposed to spray. So, if
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PROFILE SHOW THEM YOU CARE. Lawn Cure makes 
sure to provide incentives, like bonuses and 
extra days off, to keep employees motivated.

they spray above and beyond that, I pay 
them more money because that’s extra 
work they did for me."

Patrick explains that most technicians 
end the week with an additional eight to 
10 hours, which they can do what they like 
with. "They can cash that out and instead 
of getting a 40-hour check, they'll get a 50- 
hour check. Some will use it to take extra 
days off," he says.

Others choose to save the time for the 
yearly seven-week paid layoff period. That 
way, they have an additional two or three 
checks during the offseason.

Other incentives for the crews include 
catered lunches, extra days off around 
holidays like Memorial Day and bonuses.

"Recently, we gave all employees an 
extra $200 bonus just because they did a 
great job with the aeration and seeding 

season. It sounds small, but to them it 
means a lot," Patrick says.

Fromme and Michelle add that the 
reasoning behind the bonuses is two-fold 
as they are a way to show crews their ap­
preciation and they help with retention. 
They say the company has seen very little 
turnover in the last few years. Currently, 
the company's turnover rate is lower than 
10% and Patrick says an average tech's 
tenure is about six years and growing.

"It's all those small things that create 
that culture," Patrick says. "You’ve got 
to find what works for your business and 
what your employees value."

"We truly care about our people," From­
me says. "We don’t really think of them as 
employees, but an extended part of our 
family. And we try to treat people the way 
we'd like to be treated as an employee."

In fact, Lawn Cure’s first employee, hired 
by Larry Messina, is still with the company.

"Jeff Smith has been with us over 40 
years and he's like a big brother to us," Mi­
chelle says. "I have memories of Jeff, who's 
still our service manager and was our dad's 
first employee, taking us to school in the 
truck and then he'd go start his route."

CONTROLLED GROWTH. Having a family 
oriented culture has certainly allowed Lawn 
Cure to grow, but Patrick, Michelle and 
Fromme have no plans to expand services.

"When our dad started in lawn care 
in the mid-70s, it was a new thing and 
he really saw the potential in that kind 
of service," Fromme says. "One of core 
things he always believed in was that you 
need to do something very well and if you 
keep branching out into all these different

LAWN & LANDSCAPE
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WITH PTD DRIVE
Fits Most Category 1 

Three-Point Hitch Tractors

This 3-bag solution to your compact tractor collections needs. The 
all new PECO PTO 3B fits most compact or sub-compact tractor with 
a Category 1 three-point hitch. Powered by the tractor’s 540rpm PTO 
shaft, the PECO PTO 3B features a 4-blade steel impeller that moves 
material in even the toughest mowing conditions.

America's Lawn Vac Leader * For All Your Cleanup Needs!

Since its inception, Lawn Cure has gone from one truck to a fleet of 16 vehicles 
and 21 employees.

Professional Edges Made EASY with the

DR® Lawn & Garden Edger!
• Stable 4-wheel design • Pivoting blade for bevel cuts
• Curb Hop straddles a curb around garden borders
to make stable, precise cuts • Six cutting depths

things, and you get spread so thin, then you lose sight of what you 
do well. If you have that core business you truly care about, and 
focus on being the best you can be, then that's how you can be 
really successful."

Currently, the company is running about 15 trucks per day, and 
Patrick says they'd never add a service their trucks weren't equipped 
for. In addition to lawn care, the company provides chemical tree 
and shrub services, pest control and mosquito control.

"There's been a lot of people who've asked us to do a lot of things 
over the years, but if it doesn't fit how our trucks are set up, I usu­
ally will not do it," he says. "We want our techs to concentrate on 
those three or four things we do best."

And Patrick says their market in southern Indiana and Louisville 
has enough potential growth to sustain them.

"We have a wonderful business. Nobody is getting filthy rich 
here, but we have a very, very nice living," he says. "So, we like to 
have our growth controlled. We know that if we would dump more 
money into marketing, or expand other services, we could grow 
another half or three quarters of a million every year. It's just not 
what we want for our family business."
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and maintain healthy, beautiful, water-smart landscapes.
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pre and post-emergent herbicides.
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PROFILE Young people do things a lot 
differently than we do. And I think it’s 
important to embrace some of that.”
MISSY FROMME vice president of finance

^American Hort

FROM ONE TRIO TO ANOTHER. Back when the sisters 
took over the business, they say it was the right move for 
their growing families.

“When Missy and I both came in we both had little 
kids," Michelle says. "We were able to job share and 
share the babysitting... she would work in the morning 
and I would have all the kids. And then we'd transition. 
I could get up from the desk and she could sit down at 
the desk and take right over. We were just that in sync 
with one another."

Michelle and Patrick have three children: Katy, Jack 
and Mady Hawkins. Fromme, and her husband, Bob, 
have two daughters - Savannah and Sydney Fromme.

“All those babies we used to watch are growing up now 
and in college," Michelle says.

Three of those kids are now looking to make their 
mark in the family business.

“Jack is getting a business degree and wants to come 
into the business and take it over long-term, which is 
fantastic," Patrick says. “Katy wants to take over as

AmericanHort.orq/Cultivate

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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PROFILE PLANS TO EXPAND. All of the 
changes made at Lawn Cure have 
led to their continued growth, which 
means a larger office is on the horizon.

well, and Savannah is absolutely brilliant. 
Between Jack, Katy and Savannah, it's 
almost the spitting image of me, Missy 
and Michelle."

Fromme says she's eager to get their 
input and believes they can bring a new, 
fresh perspective to things.

“Young people do things a lot differ-

“I have five Graham rigs and 

one great relationship.”

The right rigs at a great price 
with no hassles or worries. 

That’s why I’m sold on Graham.

-Mention code LLMAY to get- 

$500 OFF 
any rig purchased during

—the month of May.*s—

• WelRxiilt rigs that are easy 
for my techs to operate

• Confidence that everything’s 
done right

• A smooth, simple process 
from start to finish

% ■X Graham* Spray Equipment
PUTTING YOU FIRST IS WHY WE’RE SECOND TO NONE

(770)942-1617 I GrahamSE.com
‘Discount available for any rig purchased between 05/01/2021 and 05/31/2021. 

© 2021 Graham Spray Equipment

ently than we do," Fromme says. “And I 
think it's important to embrace some of 
that... you have to embrace the way the 
next generation thinks or you're going to 
be left behind."

Patrick says they have plenty to teach 
the young ones - especially a few lessons 
he learned early on.

“You've got to have patience in this 
business, and you've got to listen to your 
customers," he says. “But, with a business 
our size, you're going to lose customers. 
That's just how it is. That was a struggle 
for me in my first few years.. .you've got to 
learn that it’s the nature of our business 
and to look at the overall picture."

Michelle hopes the children will work as 
seamlessly as her, Fromme and Patrick have.

“I don't know if there will be issues 
down the road - you hope everything will 
go smoothly," she says. “Obviously, you're 
never going to agree all the time. Family 
dynamics can be tough, but it's important 
to leave any kind of ego at the door."

Meanwhile, while they wait for the next 
generation to join them, Lawn Cure’s 
headquarters is bursting at the seams.

“We are about maxed out on space 
here," Michelle says. “We have a 14,000 
square-foot building and we cannot fit 
anymore trucks in here. We’re so cramped 
in, so we'll expand."

They've already secured a vacant lot 
next to their existing building, which 
they'll use to grow. Down the road, Mi­
chelle says they’d like to consider a satel­
lite office and adding a few technicians to 
expand the service area.

Patrick says their reputation and cus­
tomer service will allow them to continue 
growing the business.

“We set out a plan on how we wanted to 
grow the business, and it's tripled in size 
and volume within the last 10 years," he 
says. “Our customer service is impeccable. 
If someone calls with a complaint, we're 
on their lawn the next day, sometimes the 
same day. And the customers love that. I’ll 
probably do 50,000 applications this year, 
and our service calls with complaints and 
issues are nothing." l&l
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Betting on the right chips
From dyed mulch to a more organic approach, 

the industry’s latest trends are diverse.

By Jimmy Miller

With clients working from home and spending 
time in their backyard rather than the Bahamas, Laurie Broc- 
colo noticed she fielded more questions this year.

COVID -19 might have kept people out of the office and away 
from vacation destinations, so Broccolo - the owner of Broc- 
colo Tree & Lawn Care - found her customers were far more 
engaged than usual. Out in the field, they came out to talk to 
her employees during lunch. And back at their garden center, 
clients filtered in all day long rather than in the evenings.

And with that extra attention, every small detail became 
magnified, including their mulch.

“People were really interested, and they had the time," she 
says. “They were working from home, and they needed those 
breaks. People are actually seeing their plants."

To help those plants grow and to make garden colors pop, 
mulch and groundcovers are an essential factor for landscap­
ers to consider. Here are some of the latest trends that industry 
experts have noticed.

KEEPING IT NATURAL. Bob Scott from Lowe’s Landscaping 
in Chagrin Falls, Ohio, says it should come as no surprise, but 
most of his clients are on “the organic train."

Some raise concerns about the overall well-being of the 
environment. Others ask if there are chemicals in the mulch 
that'll be bad for their kids, or how worried they should be if 
their dog eats some of the mulch. He estimates that roughly 
75% of the mulch they put down for clients is natural, and from 
a retail end, customers buy it at an even higher rate. ©

 L
EV

 | A
D

O
BE

 S
TO

C
K

64 MAY 2021 • LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


It's Your World

Rain Bird offers the broadest range 
of easy-to-use controller solutions.
• The right system for any job

• Designed to save time and maximize efficiency

• Continuous innovation keeps you out front

E°e

Explore our entire lineup at rainbird.com/ltsYourWorld.

Rain^Bird

rainbird.com/ltsYourWorld


MAINTENANCE

“I think it all starts from a good place," 
Scott says. “‘Hey, I never want to make my 
lawn or yard look a little better at the risk of 
my dog or kid getting sick/ And now that it's 
caught on, it's becoming a trend."

Scott says Lowe's Landscaping - which 
has about 60 employees and earns roughly 
$4 million a year - is often selling its triple 
shred mulch for that very reason. And dur­
ing the pandemic, they've received more 
calls for DIYers and saw a slight uptick in 
installation on the residential side, so he 
had more conversations with clients than 
ever about their desire to keep it green. 
Even their dyed products are made with 
a carbon dye, he says, to keep things as 
healthy as possible.

“The more natural, the more organic, the 
better," Scott says. “That's the overarching 
theme."

Broccolo says that in Rochester, New 
York, her company is pushing undyed, 
natural products as much as they can. It’s 
just a bit of an uphill battle.

“It’s interesting. Pretty much everybody 
likes the dyed black," Broccolo says. “We 
do try and sell undyed, natural, as much 
as possible. We steer our clients that way. I 
can't give in and buy any of the red."

That dyed black and red is a trend that 
hasn't gone away at all. Even for Scott, 
who sells largely natural mulch, the 
dyed black mulch is “far and away" his 
number-two seller.

COLOR IT IN. Christopher Clark with Cut 
Above Landscaping in North Billerca, 
Massachusetts, says his company does just 
about every service a landscaper can offer.

With $750,000 in revenue last year and 

eight employees, 70% of Cut Above's clien­
tele comes from the residential side. Clark 
has seen customers start to buy the dyed 
products because of the curb appeal, though 
it's a recent trend that hadn't been prevalent 
in northern Massachusetts before.

“Personally, I like pure hemlock, but it’s 
almost hard to find. Everything's color- 
enhanced nowadays. The black mulch has 
seemed to be newer in our area," Clark 
says. “It's just a different color. Sometimes, 
the color does make green grass pop a 
little more."

Scott says some of his clients like that 
the dyed products tend to last a little longer 
and not disappear like some of the finer, 
more natural mulches. And Broccolo says 
people like the dyed products because 
it's showy and contrasts nicely against 
the grass. While the brown mulch looks

Work here.
Thrive
here. SavAiree.

Tree, Shrub & Lawn Care

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

honestly say that I’ve found the 
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steward to the environment 
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Lawn Consultant
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lovely, it doesn't grab someone’s eye while 
driving past.

But Broccolo says this isn’t the way she 
thinks about it.

"The plants are the stars,’’ Broccolo says. 
"The mulch is just there to accent the plants.”

MORE THAN MULCH. Groundcovers and 
stone are another way to accent a landscape, 
though stone is more widely used in com­
mercial applications, Broccolo says. She's 
also seen some younger DIY gardeners in 
her area request stone as well.

But Clark says the value of low-mainte­
nance stone like washstone or aggregates 
can’t be overlooked.

"Stone, depending on the type, can save 
a lot of money,” Clark says. "You don't need 
to do it every year.”

Meanwhile, Broccolo has seen clients

“The plants are 
the stars. The mulch 

is just there to 
accent the plants.”

LAURIE BROCCOLO, owner of Broccolo Tree & Lawn Care

request pollinator plants or edibles to 
fill in spaces in their gardens. Scott says 
groundcovers like pachysandra or creeping 
myrtle help him transition many of his cli­
ents’ yards from lawn to the wooded areas 
nearby. Sweet woodruff and bugleherbs 
also remain popular.

With most of her clients home, Broccolo 
says they weren’t only asking questions - 

they were seeing areas of their lawns that 
weren’t doing well. With that, they wanted 
answers fast.

"We're always recommending assertive 
plants that will fit in pretty quickly, like low- 
growing shrubs, natives, pollinator plants, 
even perennial geraniums,” she says. "They 
grow tall enough to keep the weeds out, and 
they grow fast enough to fill in the holes.” l&l

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

LAWNANDLANDSCAPE.COM • MAY 2021 67

prolandscape.com
mailto:sales@prolandscape.com
LAWNANDLANDSCAPE.COM


N GG E T T

...

With the right attachment in the right application, lawn maintenance contractors can use their mowers to deliver additional services from one season to the next.
By Gregg Wartgow
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MORE OPPORTUNITIES. Having a 
variety of attachments at your disposal 
can help you increase your client base.

awn maintenance contractors 
have numerous mower attach­
ments at their disposal, but a few 
stand out for their potential to 
drive both productivity and sales.

DETHATCHING DURING SPRING CLEANUP. In Fort 
Atkinson, Wis., Rob Amadon of Rock River Lawn 
Care has been using an easy-to-install dethatcher 
on his front-mount zero-turn mower. This attach­
ment simply hangs on the front of the deck.

"The way it is set up, I dethatch and mow at the 
same time," Amadon says. "For the first pass over 
a lawn, I set the deck to around 3.5 inches with the 
dethatcher attached. Then I lift the dethatcher off, 
drop the deck a half-inch, and go over the lawn one 
more time. The mower's integrated grass-catching 
system sucks everything up."

Spring dethatching is a natural service add-on 
for existing maintenance customers. Amadon 
approaches it differently, though. Almost all of 
his spring dethatching customers are people he 
does not mow for.

Since Amadon catches his grass clippings, the 
properties he mows do not have heavy thatch 
buildup. So Amadon tends to pickup dethatching 
customers who use mowing contractors that do 
not bag. That's an entirely new income stream to 
help kick off the season.

Up in the Northeast, spring dethatching is also a 
great opportunity for lawn maintenance contrac­
tors. Manny Carlino, owner of M&R Landscape & 
Design in Westfield, N. J., never had much luck with 
manufacturer-supplied dethatching units, though. 
So, he created his own.

"I found that the dethatching unit that hangs on 
the front of the mower deck had really stiff tines," 
Carlino says. "It did a good job of raking the lawn 
maybe too good. When we used them, they really 
scratched into the soil and kicked up a lot of dirt. A 
lot of that dirt got ingested into the blower fan on 
the mower which caused all kinds of problems."

Carlino rigged up an alternative roughly 10 
years ago. His crews have been using it ever since. 
The homemade dethatching attachment consists 
of six 24-inch leaf rake heads mounted to a frame 
made of square stock metal.

That frame attaches to a bracket that mounts 
on the front of the mower deck. The rake heads 
are positioned so that the shaft would be pointing 

away from the front of the mower. This allows 
the rake heads to rake the lawn while the mower 
drives forward.

"This does an excellent job of raking without 
kicking up so much dirt," Carlino says. "The 
dethatcher can be easily raised and lowered as 
needed by a rope from the operator's seat."

To be precise, Carlino says his creation really 
can't be referred to as a dethatcher. It is just a 
highly efficient, mower-propelled rake.

"We perform this service for all of our customers 
during spring cleanups," Carlino says. "The attach­
ment rakes up all the little gumballs and sticks that 
the mower won’t suck up. The tiny sticks get stuck 
in the tines. So, when the mower operator gets to 
one end of the lawn, he lifts the rake with the rope 
and gives it a little shake, so the sticks fall out.

"When the raking is completed, another em­
ployee goes out and manually rakes up those two 
windrows of sticks. We've never found a more 
efficient way to clean up a lawn in the spring."

FALL LEAVES AND AERATION. Rick Roulo, owner 
of Lawn Beautician in Hopewell, Va., says he could 
never find a bagging attachment that worked well 
with a riding mower. The wet leaves he needed 
to clean up in the fall kept clogging the chutes. A 
highly skilled mechanic, Roulo even tried rigging 
up some contraptions of his own. After a couple 
years of repeated trial and error, he gave up on the 
idea of bagging leaves with a mid-mount zero-turn.

"I decided that the most efficient way to do 
leaf cleanup was to get them into piles and suck 
them up with a big leaf vac," Roulo says. Roulo's 
crews tried walk-behind blowers, which worked 
very well. A better method proved to be a mower­
mounted blade. "It was important that the blade 
was heavy-duty and could spring back a little, just 
like a snowplow," Roulo says.

Roulo looks to one other mower attachment to 
help deliver fall services. Once again, after a lot of 
trial and error with different styles, he settled on a 
pull-behind drum aerator.

"We provide aeration services to the majority 
of our customers," Roulo says. "By pulling a drum 
aerator behind a mower, we actually mow and aer­
ate at the same time. So, we don’t really have any 
additional labor involved with aeration, at least 
on our large-acreage properties where we use the 
pull-behind."

LAWNANDLANDSCAPE.COM • MAY 2021 69

LAWNANDLANDSCAPE.COM


MAINTENANCE We’ve never found a more efficient 
way to clean up a lawn in the spring.” 
MANNY CARLINO, owner of M&R Landscape & Design

Additionally, Roulo says his pull-behind 
drum aerators are low-cost.

"They are just big barrels filled with 
water/' Roulo says. "The tines themselves 
are core-type spikes. These aerators run 
and run and don't seem to break. Other 
aerator attachments I've tried only lasted 
a few years.

"But these aerator barrels we use now 
will last until you're dead. The design is just 
really simple. The only moving parts are 
two bearings. If a spike happens to break 
off, which is pretty rare, you can just weld 
it right back on."

SNOW REMOVAL. Back up in Wisconsin, 
Amadon gets additional mileage out of 
his mower during the winter. He mounts a 
snowblower to his front-mount mower to 
make faster work of residential driveways.

"To make this work, it was really im­
portant to find a snowblower that was 
just the right size," Amadon says. "With 
many of my residential accounts, quite a 
bit of sidewalk goes with the driveway. A 
lot of commercial-grade snowblower at­
tachments are at least 60 inches. The one 
I use is only 42 inches, which is perfect 
for sidewalks."

WEIGHING ATTACHMENT ALTERNATIVES, 
josh Doebert, owner of Atlantic Landscape 
Management in Chesapeake, Va., had used 
various mower attachments earlier in his 
career. But as of late, he Justuses dedicated 
machines to dethatch, aerate and seed.

"We are performing those types of ser­
vices for a lot of clients now," Doebert says. 
"We prefer the convenience of just loading 
a dedicated machine onto a trailer. Taking 

attachments on and off all of the time can 
be a hassle."

In the event that add-on services are per­
formed intermittendy, Doebert says renting 
could be a good option. Attachments require 
storage space, which a landscape contractor 
may not have. Renting a durable, dedicated 
machine could prove to be the most produc­
tive and cost-effective solution.

Productivity and cost-effectiveness are 
what it all comes down to. Sometimes a 
mower attachment is the answer - espe­
cially if it lets you put a mower back into 
production during "off" times of year.

More importantly, if an attachment helps 
you deliver services better, faster and more 
efficiently, there is no stronger argument to 
be made for having it. l&l

The author is a freelance writer based in Wisconsin.
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Gearing Up Your 
Irrigation Operation

The right equipment and tools for 
an installation job gives crews the power 
to work efficiently and deliver quality work.

By Kristen Hampshire

e
quipment is easier to acquire than quality labor, and it can even retain the good 
people you have by giving them the torque and tools to complete potentially 
back-breaking jobs efficiently. "Any time a piece of equipment can cut down 
labor, it’s worth buying," says Joe Swett, CEO, Sunrise Irrigation, Palm Harbor, Fla.Swett operates a mostly residential irrigation business, and because of fence 

gates, property sizes and topography -tree roots and such - his team relies on trenchers as 
the “labor" that can cut through tough ground while keeping jobs on time and on budget.

“Everything we put on a crew is based on efficiency, and whatever we can do to save labor 
and get a quality job done faster," Swett says. “For us, open trench has been the way to go."

Trenchers and vibratory plows (v-plows) are irrigation service staples, and each serves its 
purpose. Paired with essential hand tools, along with crew training and ongoing maintenance, 
an operation can leverage equipment to support its team and provide the service clients expect.

V-PLOW OR TRENCHER? Sunrise Irrigation’s utility trailers house pedestrian trenchers 
because Swett explains, “we don’t need massive equipment" since residential properties 
tend to be close together and allow somewhat limited access to where his team will need 
to lay pipe or perform repairs.
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Selecting which trenchers to add to a fleet can require a bit of “trial and error” to learn what 
horsepower, torque and boom height is best for a job.

From underground utilities to roots and 
rocks, “we can open up the ground and see 
what we've got, so it's easier," Swett says of 
using a trencher. His fleet includes three 
trenchers, two for service and one for instal­
lation since 90% of the business is residential 
irrigation maintenance.

“We can use these and get though a 36- 
inch fence gate," he points out.

When selecting which trenchers to add 
to the fleet, he says it has required a bit of 
“trial and error" to learn what horsepower, 
torque and boom height is best for their 
jobs. “We started with less expensive ma­
chines that had lower horsepower, and we 
finally started tweaking that and finding out 
what worked for us."

Swett says digging 2- and 3-feet deep is 
not necessary for the properties his team 
services. “So, I don't need a large boom 
and I go with a shorter one," he says. “I 
also look at horsepower as it relates to the 

torque I can get to the teeth. If I need to go 
through rocks, roots or really thick soil, I'll 
opt for a higher horsepower and shorter 
boom so I can get more torque to the teeth 
to rip through the ground vs. a longer 
boom and lower horsepower, which will 
give you less torque in the ground to tear 
through material."

John Newlin, owner, Quality Services, 
North Ridgeville, Ohio, says, “Trenchers 
have their place based on the application 
and size of pipe and project." His key equip­
ment includes a pipe puller with trencher 
attachment, and he prefers to use v-plows 
for installation because there is less settling 
of the yard.

Commercial Irrigation & Turf also leans 
toward v-plow for most installation proj­
ects, and the Peoria, Ill.-based company 
serves golf courses and large commercial 
grounds, along with residential properties. 
Versatile equipment is the key for this firm.

“As for heavy equipment, we run vibra­
tory plows, trenchers and small boring 
rigs, so we have different sizes for different 
applications, and most of our machines are 
all-in-one," says Randy Hunsicker, project 
manager.

On light commercial and residential jobs, 
Commercial Irrigation & Turf dispatches its 
36-inch, diesel-powered walk-beside ma­
chine that is center pivot and has a trencher 
plow on front, v-plow on the back and a 
rotor borer attachment. “That way you can 
get underneath sidewalks and driveways," 
Hunsicker explains.

With this equipment, the company can 
install %-inch pipe to 2-inch pipe with a 
v-plow. “With spacers, you can go all the 
way up to 4-inch pipe with the trencher, 
as well," he says, noting that the company 
mostly uses 1 - to 1'A -inch pipe for residen­
tial projects and 1- to 4-inch pipe for com­
mercial jobs. The company owns five of 
these multi-use machines.

For large commercial projects, the com­
pany uses larger equipment with a small 
backhoe on front for excavation. “We have 
two of those with v-plows and one that is a 
trencher," he says of the combo package.

When breaking ground, Commercial 
Turf & Irrigation tries to use a v-plow in 
most circumstances. “It's your best bet 
for cleanup," Hunsicker says. “When you 
trench, you have to backfill and there is 
settling that can happen over time, while a 
v-plow lifts the ground up a little and you 
hardly see any settling."

He also prefers a v-plow for pulling in pipe.
“The only time trench vs. using a v-plow 

is if we are putting wire and multiple pipes 
in a ditch," Hunsicker says. “Then, we want 
an open ditch so there is more access for 
laying multiple products."

Trenching provides more access for 
repairs in some cases. “You can trench and 
work more easily without digging up pipe 
to glue on fittings - you can do everything 
in the ditch and lay multiple pipes, which is 
harder with a v-plow and not really recom­
mended," Hunsicker says.

Going back to labor savings, Hunsicker 
emphasizes how unnecessary cleanup after
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IRRIGATION SMALLER STAPLES. While trenchers 
and v-plows make short work of a job, 
smaller hand tools are also needed.

installation can stall a crew's efficiency. 
"Cleanup time takes away from the actual 
work," he says, explaining why he prefers 
to assign v-plows to projects whenever 
possible. "We want to make sure the prop­
erty looks great after installation, and for 
minimal cleanup, we try to use the small­
est piece of equipment possible that is still 
very capable of doing what is required," 
he says. "We want the smallest footprint 
machine that will not tear up the ground 
too much and take away from the main 
part of the job."

ESSENTIAL HAND TOOLS. A selection of 
shovels and rakes are essential hand tools 
for performing irrigation work. As Swett 
points out, "It's the basics." His crews are 
equipped with pony shovels, flat shovels 
for cleanup, rock rakes and chainsaws for 
tearing through roots, if necessary.

Newlin's team uses a German-made 
pneumatic hand shovel. "It is great when 
dealing with compacted soils," he says, 
adding that other basic hand tools "are 
the norm" and include steel shovels, hard 
racks and tampers.

"You want a trenching shovel that is 
comfortable to use," Hunsicker adds. "It 
used to be a flat spade and you had to chip 
away the ground, where now there are 
more curved trenching shovels that help 
dig a ditch no wider than you need." These 
trenching shovels are available in 4-, 5- and 
6-inch widths, he says.

"If you were to Google, the most common 
shovel would be a round-point," Hunsicker 
says, noting that he thinks these typically 
8-inch shovels dig up more ground than 
necessary for most jobs.

"You're excavating more than you need 
to run irrigation pipe," he says. "So, the 
trenching shovel is more efficient because 
you are not digging such a wide area, and 
most of the time, we are digging 5 inches 
wide vs. 8 to 9 inches like you'd do with a 
round-point shovel."

TRAINING & MAINTAINING. Equipment 
is only as good as the crewmember who’s 
running the machine - how they use it and

“UUe hire some 
with agricultural 
backgrounds and they 
usually know how to 
run the equipment.”
RANDY HUNSICKER, project manager at Commercial Irrigation & Turf

maintain it. Training is essential for safe, 
efficient operation and for equipment lon­
gevity. Swett starts his people with learning 
projects on the company's own property. 
"We do a test section in our yard and 
shop and operate the equipment, digging 
trenches in a controlled environment to 
learn how to properly use the equipment 
and not tear up grass with the tracks," 
he says, noting that pivoting track-wheel 
equipment can disrupt the turf and result 
in a frustrated customer and more "repair 
work" for the crew.

Hands-on training comes after team 
members learn safety and basic machine 
anatomy in a classroom environment. "We 
discuss howto operate it and the depths we 
trench," Swett says.

Training at Sunrise Irrigation happens 
weekly, and sometimes more frequently. 
During this time, they also discuss main­
tenance. "We tighten chains every day and 
stay on top of the preventive maintenance 
cycle," Swett says. "The biggest things are 
changing oil, which we do religiously, and 
we do our 100-hour service at around 65 
to 75 hours because of the type of environ­
ment the equipment is in."

"It's cheaper to change oil than a piece 
of machinery," Swett says.

Training at Commercial Irrigation & Turf 
is also hands-on and customized to the 
team member's skill level. "We hire some 
with agricultural backgrounds and they 
usually know how to run the equipment," 
Hunsicker says. "Some never want to run 
the equipment and prefer to do the labor 
or plumbing side of the job."

On most jobs, the foreman runs heavy 
equipment and teaches crewmembers 
as they gain more experience. Operating 
equipment begins with basics. Hunsicker 
says, "We start simple with flat ground."

Equipment is greased daily, oil is checked 
before starting equipment each day, and 
the company adheres to service intervals 
for oil change and hydraulic fluid flushes. 
Also important, Commercial Irrigation & 
Turf relies on its nearby commercial dealer 
to service heavier, complex equipment.

At the end of the day, the right equip­
ment, trained crewmembers and attention 
to maintenance are the key ingredients to 
completing irrigation jobs efficientiy and 
up to quality standards. And finding the 
right combination of tools for the job to 
avoid too much cleanup. As Hunsicker says, 
"We are irrigation installers - we want to put 
pipe in the ground, sprinkler heads and put 
water to it." l&l
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Nashville, TN • 800-367-7712 www.neelycoble.com Madison, al 800433-6351

ISUZU ISUZU
TRUCK TRUCK

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

A/C, P/S, Power Windows & Locks, Tilt Wheel, Split Dovetail Ramp, 
(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)

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

INNOVATIVE EQUIPMENT SOLUTIONS FOR THE LANDSCAPE INDUSTRY!

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)

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

landscaper trucks. Many have brand new bodies!

Isuzu NPR with 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)

HUGE INVENTORY!

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

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

3* ; .

Isuzu NPR with 19’ Dovetail Landscaper Body
.297 HP Gas or 210 HP Diesbl 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)

Jsuzu NPR HD 4 Door with 19’ Dovetail Landscaper Body
297 HP 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)

http://www.neelycoble.com


LAWN CARE

eed whackers
These post-emergent herbicides will help you 

target problem weeds with more success.

COASTAL HERBICIDE
The pitch: Coastal is an all-in-one broad-spectrum herbicide for southern turf varieties.
• Can be used safely on Bermuda grass, Centipede grass, St. Augustine grass and Zoysia grass.
• Useful when treating multiple lawns - no need to tank-mix.
• Controls hard-to-kill weeds, including crabgrass and Poa annua.
For more info: sipcamagrousa.com

64492

X Manuscript

PRODUCT ID

64492

Adigor'Adjuvant

KE»OiP OF KACH OF CHtMW.
<f> DANGER <^>

3x0.67 gal jugs

MANUSCRIPT HERBICIDE
The pitch: Control mature, grassy weeds in warm-season turf safely.
• Its spot treatment rate controls weeds like tropical signalgrass, crabgrass and dallisgrass in 
Bermuda grass and zoysiagrass.
• Can be used spring through fall, including in the heat of the summer when desirable turf will 
fill in more quickly.
• Packaged with custom built Adigor surfactant to provide greater application reliability.
• Can be tank-mixed with a sulfonylurea herbicide, such as Monument 75WG herbicide, for 
broader-spectrum weed control.
For more info: GreenCastOnline.com/Manuscript

CHEETAH PRO
+ SUREGUARD SC COMBO
The pitch: Save time, money and labor 
with this product combo for landscape and 
bareground weed control.
• Tank mix of Cheetah Pro + SureGuard SC 
delivers four-plus months of control.
• Provides faster post-emergence control 
than non-selectives alone.
• Provides broad-spectrum pre- and post­
emerge control of broadleaf and grassy 
weeds - even glyphosate-resistant.
For more info: nufarm.com/usturf

DISMISS NXT
The pitch: A yellow nutsedge and green 
kyllinga control product.
• Tuber reduction - up to 90% improved 
yellow nutsedge tuber mortality.
• Provides speed and long-term control of 
multiple weeds.
• No known resistance to Dismiss NXT 
(compared to other ALS-based sedge 
control products).
For more info: fmctruechampions.com
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LAWN CARE

BAYER POSTEMERGENCE
HERBICIDES
The pitch: With products like Celsius WG, 
Tribute Total and Revolver, LCOs have the 
ability to effectively address difficult targets, 
timing and turf types.
• Celsius WG is effective on hard-to-control 
weeds and offers an application window 
without high temperature limitations.
• Tribute Total controls many annual 
and perennial grassy weeds - including 
dallisgrass - as well as sedges and kyllinga.
• Revolver works faster in warmer 
temperatures - and offers control of 
Poa annua in warm-season turf as well 
as Goosegrass control and dallisgrass 
suppression.
For more info: es.bayer.us/herbicides-solutions

SPEEDZONE EW HERBICIDE 
The pitch: Ideal for use on residential 
and commercial turf areas, Speed- 
Zone EW controls more than 90+ 
tough broadleaf weeds. It is labeled 
for use in the most common turfgrass 
species.
• A visual response within 24 hours; 
weed death in 7-14 days.
• Rainfast in as little as three hours.
• Allows for reseeding in one week.
For more info: PBIGordonTurf.com

TR/ADEZS
SELECT

PRIMESOURCE

PRIME SOURCE
TRIAD SFZ SELECT
The pitch: Selective post-emergent 
herbicide with speed.
•Tough on hard-to-control broadleaf weeds, 
but gentle on turfgrass.
• Contains four active ingredients, including 
sulfentrazone, to broaden the spectrum of 
weed control.
• Rainfast in six hours with visible results in 
24-48 hours.
For more info: prime-sourcellc.com

Octane2%sc
Herbicide

is*1! ™ wwwCAUTION PRECAUCION

OCTANE HERBICIDE
The pitch: Octane Herbicide is a simple, 
economical solution to faster broadleaf 
weed control.
• Kills weeds in 24 to 48 hours.
• Labeled for use on all turfgrass species.
• Safe for use over newly seeded grass.
For more info: sepro.com

SP3WAY
The pitch: SP SWAY Broadleaf Herbicide 
contains 2,4-D, MCPA and dicamba for use 
on hard-to-control broadleaf weeds.
• Selective three-way broadleaf herbicide.
• For use on both cool- and warm-season 
turfgrasses.
• Effective against dandelion, henbit, 
plantains, wild onion and many other 
difficult to control broadleaf weeds.
For more info: th.simplot.com
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UTILITY PLAYER FOR 
ANY TASK, ANY SEASON.
Plow, Sweep, Throw Snow, Move Mulch, Aerate, Mow - you name it. Whatever you need to do fast and 

efficiently, new Toro GrandStand MULTI FORCE5 Stand-On Mower Attachments are ready to take it on, 

delivering more power, more versatility and more productivity for landscape and lawncare professionals.

FROM START TO FINISH.

toro.com/grandstand

toro.com/grandstand
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By 
Kelli 
Rodda

The industry faces plant shortages from last year's soaring 

pandemic sales and this year's southern freeze. That could spel 
better margins for growers as demand has never been higher.
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As the calendar tunned to 2021, 
industry was busy making plans and predictions. 
During last year's pandemic gardening frenzy, many 
growers dipped into their stock earmarked for 2021. As 
pundits were forecasting another strong sales year for 
plant material, the supply chain was pondering how to 
reconcile industry-wide plant shortages.

Then Winter Storm Uri dumped record snow and 
damaging ice from coast to coast February 12-16. The 
storm was followed by the coldest temperatures in de­
cades in the south-central states. Temperatures across 
Texas didn't climb above freezing for several days. Most 
of the state experienced negative temperatures for the 
first time in 60 years, with areas like Dallas-Fort Worth 
and Tyler dropping below zero. For some perspective, 
cities like Dallas have average February temperatures 
between a low of 41 °F and a high of 61 °F. —>



SUPPLY CHAIN

Extended freezing temperatures killed or 
badly damaged shrubs, trees and perennials 
in nurseries, garden centers, greenhouses 
and landscapes throughout the state, in turn 
exacerbating the existing plant shortages.

“The green industry will experience 
increased labor, fertilizer and other costs 
as part of the price of replacing the plant 
material that was lost during the winter 
storm," says Marco Palma, horticultural 
marketing expert in the Department of 
Agricultural Economics.

Palma said AgriLife Extension and the 
Texas Nursery and Landscape Association 
(TNLA) are awaiting responses from their 
statewide-loss assessment survey before ven­
turing an estimate of green industry losses.

“It will take some weeks before we get 
a full picture of the immediate losses, but 
they will easily be in the tens of millions 
and probably in the hundreds of millions 
of dollars," he says.

Amy Graham, president and CEO of 
TNLA, says much of the severe damage 
occurred in the larger metropolitan areas 
such as Houston, Dallas, San Antonio and 
Austin. While the green industry will be 
able to recover and provide replacements 
for some of these plants, there likely will be 
a shortage of landscaping trees for some 
years to come, she says.

“Another consideration is that growers 
won't be able to determine the extent of 
the damage, including root damage, to a 
large number of their plants until we get 
warmer weather."

Adrian Muehlstein, chief operating of­
ficer at Southwest Wholesale Nursery in 
Carrollton, Texas, says he's confident that 
their operation can serve its 2021 wholesale 
landscape plant customers. It's when you 
start projecting out past the current year that 
keeps the operations manager up at night.

“This is going to have a long-lasting 
impact on Texas horticulture. I don't think 
we're going to be able to get out of this as 
far as recovering from an inventory stand­
point across the board," he says. “Going 
into the season we already were facing 
COVID shortages on many plant materials, 
now you compound that with the freeze

Nursery owners in Texas had to act fast when single-digit temperatures threatened crops and trees 
that were already in high demand.

that we had here as well as in Louisiana, 
I just don't see this plant shortage fixing 
itself anytime soon. It's looking like a 
three- to five-year process right now."

Southwest Wholesale was able to react 
before the storm hit and saved much of 
their inventory.

“Luckily, we saw this thing coming in 
advance," he says. “At the time we were 
in the stretch of some nice mild weather, 
so we were taking steps to increase our 
inventories and we certainly have those 
capabilities as far as having enough green­
house structures is concerned."

Muehlstein had a clear directive for the 
nurseries' staff: pack every single inch of 
those greenhouses with plant material.

“I told them, T don't want anyone to be 
able to walk a single foot in those green­
houses,"' he says. “I wanted those green­

houses crammed full of plants, and in the 
end, we were able to save a ton of material."

His crew moved all of the operation's 
3-, 5- and 7-gallon materials inside the 
greenhouses, and even the nursery's large 
30-gallon specialty materials were accom­
modated inside.

Muehlstein has heard from neighbor­
ing growers that can't source the plant 
containers they need to put in a crop this 
season, which could hamper the recovery 
process for many growers. Panic buying of 
any and everything plant-related among 
horticultural operations is already taking 
place, he says.

“This is an opportunity to educate our 
customers about a different plant or a dif­
ferent variety that they might take a look at, 
if we do end up running into some walls on 
certain species of plants this spring," he says.
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WE CAN. AND WE DID.
At PBI-Gordon, we never stop innovating. So when original SpeedZone® became the #1 speed herbicide in the industry, 
we went to work. The result is SpeedZone® EW Broadleaf Herbicide for Turf.

The advanced emulsion-in-water formulation of SpeedZone EW delivers a smaller particle size than an EC formulation.The 
smaller droplets deliver more of the active ingredients to the leaf surface, which leads to more complete coverage of the 
weed surface and improved efficacy.

SpeedZone EW delivers:
• Lower odor profile and lower Volatile Organic Content than EC formulations
• Control of 90+ broadleaf weeds including clover, dandelions, and ground ivy
• Fast, post-emergent control of goosegrass and nimblewill

PBIGordonTurf.com k
Always read and follow label directions. Checkered Flag*, and SpeedZone® is a registered trademark of PBI-Gordon Corporation. 10/20 06017
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LOUISIANA WAS HIT HARD by the winter 
storm as well. But for the most part, the state’s 
nursery industry weathered the storm. Cari 
Jane Murray, executive secretary of the Louisi­
ana Nursery and Landscape Association, says 
product loss is about 20% for the whole state.

“There was significant structural damage,” 
Murray says. “But we were very fortunate in 
some areas for plant damage.”

Of that 20%, Murray says the losses were 
mostly small liners. Murray says the central 
part of the state bore the brunt of the storm. 
That includes Forest Hill and the surrounding 
areas, the state’s horticultural heart and home 
to about 200 nurseries. This area was ravaged 
by two hurricanes and the pandemic last year, 
and the February winter storms added yet 
another challenge.

The LNLA has been putting out the word 
that Louisiana nurseries are open for business, 
with plenty of plants available to purchase - at 
least for now. Growers are working to address 
high demand, and while Murray expects short­
ages in the future, she thinks 2021 will be a 
good year for the green industry in Louisiana.

Growers across Texas experienced lows in the single digits and below zero for a week, causing 
damage to countless crops.

“There has been a lot of talk about pur­
chasing plants,” she says. “People are scared 
that plants may not be available or they all got 
damaged or destroyed. That is not the case. 
There are many, many plants to be bought 
in the Forest Hill area and they are up and at 
them, shipping. You can’t keep us down.”

“Just be creative, that’s what's going to get us 
through this pivot. To me, that's the beauty 
of our industry. There are just so many plants 
and varieties that are out there that are un­
tapped, that people should be trying out."

Growers in Texas and Louisiana are 
adapting to what the storm left in its wake, 
says Brett Jones, senior director of Category 
Management-Nursery at SiteOne, a na­
tional landscape supply company.

“For some growers, it means a complete 
change to their schedules, product offer­
ings and/or availabilities, while for others 
it means moving ready dates, shearing and 
cleaning crops ahead of the next flush, and 
sourcing replacement material," Jones says. 
“One common theme throughout is the 'we 
need to wait and see' mentality. There is 

one thing that is true for all; not one grower 
in Louisiana or Texas was unaffected. The 
only difference is the level of impact on the 
different operations. The best growers are 
finding supplements for their now depleted 
inventory and offering substitutes for the 
products they currently do not have."

In the wake of the freeze, items such as 
loropetalum, hawthorns, wax leaf ligus- 
trum, palms, tropicals, citrus, pittosporum, 
gardenias, oleanders, live oaks, crape 
myrtles, agave and aloes are some of the 
main plants that took the biggest hit.

PRICING QUESTIONS. With the market 
experiencing elasticity of demand, growers 
should be raising prices, says Charlie Hall, 
ag economist and Ellison Chair in Interna­
tional Floriculture at Texas A&M University.

His advice: Raise prices and don't apolo­
gize for it. Besides the supply and demand 
side of the equation, the cost of doing busi­
ness is rapidly increasing. He predicts a 
5.24% increase in the cost of inputs this year.

“I expect to see a similar boom this spring 
and the buying frenzy will likely extend into 

the summer, but the industry can't count 
on the same increases as last year," Hall 
says. “The industry is planning for increas­
es, but there are still a lot of unknowns."

Jonathan Saperstein, CEO of Everde 
Growers based in Houston, has witnessed 
plant price increases in some markets.

“I expect to see plant prices go up un­
evenly and sporadically throughout the 
year and going into next year," Saperstein 
says. “I say sporadically because it’s not the 
typical T'm going to raise my prices to start 
the year' plan, it's because growers are see­
ing the losses and movement of inventory 
and nurseries are making adjustments."

Covering plant losses, the increasing cost 
of inputs and surges in shipping prices are 
all reasons to increase plant prices, Saper-

£

stein adds. £
D

“If a nursery lost 5% of its crop for the | 
year, why not go up on pricing and make up | 
for that? Couple that with the prices of raw | 
material going up of late in the 5% to north | 
of 10% range and it's the right scenario to | 
raise prices," he says. “And if you’re pulling o 
inventory forward, you still have to spend £

84 MAY 2021 • LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


SUPPLY CHAIN

the money to replace that."
Ben Van Wingerden, founder of Color 

Orchids in Nocona, Texas, also expects to 
see price increases.

''There was already a large disparity be­
tween supply and demand right now in our 
industry, so any additional shortage will just 
widen that gap, and it should drive prices 
up," he says. "If I had to make a prediction, I 
would say the retail stores will continue this 
trend of increased sales of everything plant- 
related, and these stores will be searching 
high and low for product to put on their 
shelves. Growers and the stores themselves 
will need to adjust their prices accordingly."

CURRENT AND FUTURE IMPACT. The avail­
ability of ornamental trees and nursery 
plants for landscape and retail markets in 
Texas and the Southeast United States will 
continue to be in short supply in 2021 and 
for the foreseeable future, says Timothee 
Sallin, co-CEO of Cherrylake Co. in Florida.

"There will likely be an acute shortage in 
the spring of 2021 due to the sudden and 
unexpected reduction in supply and a likely 
increase in demand resulting from the 
Texas freeze. While the freeze is anticipated 
to have a significant impact on availability 
in the months ahead, the industry was al­
ready in a shortage situation prior to this 
event," he adds.

The impact of the freeze will affect the 
supply and demand equation, he says.

"On one side, a spike in demand for 
landscape material is expected as prop­
erty owners seek to replace a substantial 
amount of cold sensitive trees, palms, 
shrubs and tropical materials which froze 
in the landscape," he says. "Nurseries and 
tree farms in Texas have likely lost a signifi­
cant amount of inventory to the freeze, and 
they will need to rehabilitate cold damaged 
material prior to shipment, resulting in a 
lower supply of plant material available.

Despite not knowing how much the 
pandemic gardening trend will continue to 
climb this year, it is clear that in the short - 
and medium- term, the additional spike in 
demand coming from this phenomenon 
will have an immediate and significant 

impact on the market for ornamental trees 
and plants.

"Our assessment is that we are in the 
middle of a decade-long cycle of under­
supply," he says. "We expect very strong 
demand this spring, resulting from the 
combination of strong housing markets, 
robust garden center and retail sales, and 
an extraordinary demand resulting from 
the freeze. Purchasers should expect price 
increases ranging from 5-25% and signifi­
cant shortages of material."

Sallin released a detailed market update 
you can read here: bit.ly/llcherrylake.

There are three significant occurrences 
from Winter Storm Uri that must be evalu­
ated, Jones says.

"One, the local grower base went into 
a stall. They had to evaluate and see what 
damage occurred. Crops can be damaged, 
but not show anything for weeks. You can't 
rush to ship questionable material. Two, in 
many cases the wholesale yards were less 
equipped or capable of weathering the ef­
fects of the storm than the growers were. 
This was due to the lack of facilities, bring­
ing in product from places like California 
where the material was already flushing, 
and the types of material that customers 
have been buying the last 5-10 years.

"Some of this material's hardiness wasn't 
the best for this kind of weather event. All 
of this culminated in major losses for the 
wholesale yards. And three, the end con­
sumer’s yard took a beating. The losses 
are significant and create an urgent need 
for material to be replaced immediately," 
Jones explains.

These factors create a significant shift in 
buying strategies.

"With the local growers not sure of how 
much they're affected, there is an immedi­
ate need to find material outside the im­
pacted regions. In many cases, that means 
finding alternative products. The focus has 
shifted to areas like Florida, Alabama and 
California to find similar products that 
are immediately available to satisfy the 
customers' demands. This, combined with 
last year’s robust selling season, has further 
taxed the already low spring inventory. The 

buyers that continue to support and bring 
in material from local suppliers when avail­
able, while also maintaining bookings and 
relationships with the local growers, will be 
the ones to succeed overall."

David Kirby, executive vice president at 
Everde Growers, expects plant shortages 
to persist and demand to be higher than 
inventory for three to five years.

There's a shortage of 5-gallon trees in the 
Texas market, as well as a shortage of the 
traditional 2- and 3-inch liners, Kirby says.

In Texas, Kirby is seeing buyers look far 
outside their typical sales channels for ma­
terial, such as Florida, Georgia and even the 
Mid-Atlantic. There maybe some shipping 
cost sticker shock as well.

"The nursery industry is competing with 
other ag producers for common carriers and 
trailers, and nowwe're competing with FEMA 
to get goods shipped throughout the country. 
Expect to see pay more surcharges during 
the shipping season this year," he adds.

With the industry looking to other mar­
kets for plant material, there is a concern 
about creating surplus.

"People have to be smart about treating 
this situation correctly," Saperstein says. 
"Growers need to build inventory appro­
priately and treat this as a one-off thing 
and pull back down to a more normalized 
planting rate in the future."

The shortages will no doubt carry over 
into 2022, but the strain will certainly be felt 
at the end of spring going into June thanks 
in part to the freeze, Saperstein says.

"The industry really doesn't know what 
the total impact of the freeze will be. We're 
not seeing the replacements going into the 
Texas landscapes yet, but when we do, it will 
pull inventory in a way that people haven't 
seen in a long time, or ever," he adds. "There 
are losses felt by growers, but the actual 
impact on the landscape damage driving 
demand can't be understated right now." l&l

The author is editor of Nursery Management magazine, a 
sister publication to Lawn & Landscape. Matt McClellan, 
Nursery Management managing editor, and Matthew 
J. Grassi contributed to this story. Grassi is editor of 
Greenhouse Management magazine, a sister publication 
to Lawn & Landscape.
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"I really enjoy the diversity of the 
plants, and the colors and form of the 
foliage. The plants are very adaptable 
and combine very well in container 
combinations, both with moisture­
loving annuals, as well as plants with 
low water requirements," Hans says.

Walters Gardens introduced its 
first Mangave cultivar, "Pineapple 
Express/ then began adding more 
varieties year after year. The Mad 
About Mangave Collection has 
grown to more than 30 plants.

The first Mangave was discovered 
in a tray of Manfreda seedlings and 
created by an unintentional cross 
pollination, he explains. Although 
Mangave is not from Hans' own 
crosses, the interesting hybrid piqued 
his interest, and he was able to devote 
more time to Mangave when he 
moved to Walters Gardens in 2009.

During the last 15 years, he's ex­
perienced some highs and lows, like 
any breeder.

"I've enjoyed discovering the diver­
sity and ease of culture from the cross-

Hans Hansen describes why he’s so enthusiastic 
about this trendy breeding program. By Keiii Rodda

W
ith their striking textures and interesting color combi­
nations, Hans Hansen became smitten with Mangave 
some 15 years ago. The remarkable plant with the funny 
name (pronounced man-GAH-vay) would lead him to hybridize 
some of the coolest plants on the market.

Hans, the director of new plant development at Walters Gardens, 
leads a robust breeding program of Mangave, which is an inter­
generic cross of Manfreda x Agave. Initially, his goal was to find 
hardier agave-like plants, he says. But as the program developed, 
the goal expanded to selecting colorful and attractive patio plants.

Because of their hybrid parentage, Mangave provide an array of 
colors and forms. The Manfreda line supplies the foliage spotting, 
as well as the cascading and wavy foliage. The Agave parentage 
delivers durability and architectural form.

Thankfully for transplanters, and anyone else working with 
Mangave, the plants are primarily void of the big, poky spines.

es, including some lovely purple, red 
and variegated forms that came from 
my breeding work. But it's disappoint­
ing when some of the most attractive 
variegated selections are difficult to 
produce in tissue culture," he says.

The trade and consumers alike have praised these groovy- 
looking plants. Consumers share their photos on Instagram and 
Facebook, complete with its own hashtag, #mangave. Hans at­
tributes the popularity to the diversity of Mangaves. Consumers 
really dig the names, as well, with monikers like 'Bad Hair Day,' 
'Purple People Eater' and 'Mission to Mars.'

"The segment of the population that has embraced it the most are 
the millennials," Hans says. "We try to come up with clever names 
that fit the plant. Mangaves are edgy, so their names can be a little 
outside of the box."

Austin Quimby, general manager at Green Lake Nursery in Dal­
las, Texas, is building up numbers of Mangave in production after 
a few years of healthy sales.

"Because Mangave are a good fit in the landscape and as an 
indoor plant, we’ve found that our landscape and our retail cus­
tomers really like them," he says.
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Control your lights 
from anywhere.
The Kichler Smart Control Timer and Kichler Connects 
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lighting with a smartphone or tablet in minutes.
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enclosure.
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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.
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Hans Hansen, director of new plant development at Walters Gardens.
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Our bio-based fertilizers & specialty fertility products are 
blended to feed plants, improve soil fertility and build topsoil.

Green Lake sells a 1- and 3-gallon Mangave.
The crop was easy to onboard into production and it finishes 

quicker than a traditional agave, he says.
''They’re tough, safe and easy to use. I’d like to see them used in 

mass plantings in the landscape. If we can get one that’s cold hardy, 
that will be a big plus with our customers,’’ he adds.

Growers can produce a Mangave in a quart in about 10-15 weeks for 
most selections, while some of the finer leaf varieties take a little longer.

Good UV light is required for the best color and spotting, so if 
they’re being produced in a greenhouse or under poly, plants will 
color up once they’re outside in full intensity sunlight. Ideal growing 
temperatures range from 68-75°F. Maintain a higher pH — about 
6.2 to 6.8 is ideal. Mangave are not heavy feeders and require about 
100 ppm of nitrogen. Don't allow them to dry out in production but 
avoid overly wet conditions to prevent root and crown rot.

"In liner production in our greenhouses, we treat the young plants 
the same way we grow our tissue culture hosta liners,’’ Hans says. "For 
the quickest finish times they need the moisture that other general 
perennials do. For growers, time in the greenhouse equals money.’’

Walter Gardens, along with a select licensee network, provides 
wholesale liners throughout the United States and Canada. Walters 
Gardens also has licensed growers in Europe, lapan and Australia.

Thanks to both parents being native to alpine and desert areas, 
Mangave are drought tolerant in the landscape. And most Mangave 
can be safely overwintered in areas where temperatures drop to 20- 
30°F, with some doing well down to 10°F. Hans says he’s still working 
on cold hardiness traits.

Because of their thick leaves, as well as marginal and terminal spines, 
Mangave are rarely bothered by browsing animals, including deer.

Mangave are well-suited for containers. Hans suggests using them 
in combination with other succulents or to stand alone in a mono 
pot. Use a succulent or bark soil mix.

Hans has no plans to slow down the Mangave breeding program.
"I think the Mangave project is one of the most rewarding and 

exciting breeding programs I have worked on. It has opened many 
opportunities, and I have developed friendships and had a lot of 
fun,” he says, l&l
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W
hat’s keeping customers from 
calling you back? It could be that 
the sales message you’re leaving 
on their voicemail isn't dynamic enough to 
pique their interest.

Learning how to draft an engaging, 
informative voicemail can help bring in

SALES & MARKETING

Don’t phone it in
When leaving a voicemail for a potential client 

make sure it’s concise and creative enough 
to warrant a call back. By Kim Lux

When it comes to crafting a better voicemail message, Gary Ross of Allies in Leadership says there are 
six steps to follow that will help you get your point across better to potential clients.

more work.
Gary Ross, of Allies in Leadership, led a 

presentation on howto create a better sales 
message during the first-ever virtual Hard- 
scape North America event earlier this year.

"AT&T research found that 80% of phone 
calls made today go to voicemail. That's why 
it's extremely important to spend time and 
develop a voicemail message that will in­
spire your prospect to pick up the phone and 
return your call,” says Ross, who has over 
35 years of experience in the sales industry.

ENGAGE FROM THE GET-GO. Ross says just 
"winging it” isn’t enough and improvised 
messages may come off sounding boastful, 
or worse, confusing and rambling. Instead, 
voicemails should sound clear, concise and 
compelling. They should also answer two 
questions - what and why?

"By 'what,' I don't mean what you do, 
or what you sell,” Ross says. "What we're 
talking about here is 'what's the problem 
you solve?’ And the 'why' is 'why should 
your prospect care?'”

Ross says the best way to accomplish 
this is by keeping it specific, relevant and 
making sure your message has a great 
level of curiosity.

He suggests introducing yourself right 
away, and he even says it's OK to admit if 
you’ve never met the person you're calling. 
Then, mention something specific - like "I 
recently visited your website” - that gives 
the person an idea about why you are call­
ing. Finally, it's time to reel them in.

Ross uses an example of a voicemail he 
received recently that said, "I have two 
ideas we've used with other sales trainers to 
grow their opt-ins by over 20%.” He admits 
it made him curious and was a great way to 
get him to return that call.

"You want to know what those two ideas 
are, who are these other sales trainers and 
how did he increase their opt-ins by over 
20%,” Ross says. "This message hit on all 

three of those points that made me want 
to call him back.”

SET UP YOUR SCRIPT. In addition to point­
ing out what makes a great message, Ross 
says there is a step-by-step approach to 
scripting a better message.

"I know a lot of salespeople who think 
they don't like scripted messages. Well, you 
probably don't like scripted messages be­
cause you didn't practice enough to make 
it sound like it wasn't scripted,” he says.

Ross has a six-step formula to help people 
script a better message. He says by answer­
ing these questions below, you should be 
able to engage your audience and guarantee 
a call back.
• Target market. Who are you calling and 

who is your ideal client?
• Results. What results can you bring to 

your target market? ©
 D
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We Help Folks Sell and Buy 
Green Industry Businesses. 

Most Recently?

Schaefer Lawn Sprinklers

Success stories like helping Schaefer 
Lawn Sprinklers sell their business to 
NationScapes is our expertise at 
Ceibass. Call Tom Fochtman today to 
learn how we can prepare your business 
for a successful equity event: 
303-974-7577 or visit ceibass.com.

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.

Give yourself a competitive 
advantage with reprints. Contact us 
for more information regarding 
reprints and additional applications 
designed to meet your challenging 
market needs.

Use Reprints As:
Sales Aids 
Recruitment Tools 
Managed ePrints 
Trade Show Handouts 
Media Kit Supplements

• Educational Programs
• Employee Training
• Sales Presentations
• Conference Materials
• Direct Mail Campaigns

Call 800-456-0707 or 
email reprints@gie.net

• Challenges. What challenges are your target market facing?
• Emotions. What emotions are your target market experiencing?
• Benefits. What benefits can you bring to your target market?
• What makes you and your company different? What are the

compelling differentiators? What do you and your company 
do that your competition isn't doing? What separates you from 
the pack?
"These are the key ingredients for success," Ross says.
Once you answer these questions and craft your script, it's time 

to make the call. And Ross recommends getting up out of your seat 
to do it.

"When you deliver your message, you need to be standing up 
and you need to speak slowly," he says. "The reason you need to be 
standing up is because you don't want to run the risk of sitting in 
a chair and starting to slouch and having your voice start to sound 
monotone. When you stand up, you prevent that from happening. 
Your tone of voice is much stronger and more confident."

Ross says there's research that shows 38% of the message you 
convey to people is delivered through tone rather than the words 
you're using.

Additionally, Ross says it is OK to mention other companies by 
name when leaving a voicemail. He says that he's gotten pushback 
for this from salespeople he's trained in the past, but he still thinks 
it's an important tool to utilize.

"People say they don't want to put in the people they've talked to 
or who they're selling," he says. "But I encourage you to put in two 
or three companies that you're already working with who find what 
you're offering very beneficial to them."

To close the message, Ross says it's vital to give your phone num­
ber at least two times.

"Say it slowly and say it twice," he says.

MAKE THAT CONNECTION. Ross says that when people meet for 
the first time - whether that's in person, over Zoom or on the phone 
- there are three questions that pop up in the back of their minds.

"The first question is, 'can I trust you?’" Ross says. "Trust is ex­
tremely important in order to develop a solid relationship, whether 
it is a business relationship or personal relationship. And how 
do you build trust? You just do what you say you're going to do."

Ross says the second question is, "are you committed to excel­
lence?" And by that, he means you should be making yourself more 
valuable to your customers. This includes developing yourself and 
learning more about the industry you serve.

And, according to Ross, the final question people ask themselves 
is, "Do you really care about me?"

"People can tell when you genuinely care," he says. "Show people 
that you genuinely care. And remember, people don't care how 
much you know until you show them how much you care."

Ross says by being mindful of these questions, you can better 
connect with potential customers through the voicemail and once 
they return your call, l&l
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scape architects communicate and their way of doing things by 
getting involved with a business developer early on.

"I worked side-by-side with him, and I watched him, and I learned 
how he talked," he says. "I learned what they're looking for, how 
they speak and all that. It was valuable at the time and I didn't even 
realize it."

Nowadays, McCarthy says the best thing he can do to build up 
his relationships with architects and designers is be readily avail­
able to them.

"It's about being responsive, doing quality work and making sure 
you are proactively communicating," he says. “One thing for me 
is that I always try and answer the phone. Or if I can't, I try to call 
them right back or I text them. That's something that's missed in 
our industry. There are a lot of landscapers who say, 'Oh I'm busy. 
I'm not answering the phone.'"

McCarthy says he has so many partnerships that it can be over­
whelming at times, but there are still a few big fish he has his eye on 
and is hoping to work with soon.

“In any market you have companies that are looked at as higher- 
end, and it's the same thing with architecture and design," he says. 
“We try and take care of the ones that started with us first, but there 
are some that have a prestige about them that we've been trying to 
get involved with and then they finally respond, so you don't want 
to turn them down."

Focusing on these relationships has truly allowed Blue Claw As­
sociates to grow dramatically since its inception.

“We ended up doing $2.5 million in our second year," McCar­
thy says. “We had gone from two mason crews just on the Cape 
to having a third mason crew and now having a softscape install 
and landscape crew. Going into 2021, we're up to three landscape 
install crews, five mason crews and a maintenance crew on the 
Cape. And then a landscape crew, maintenance crew and mason 
crew on the island. So, we're starting off the season with 12 crews. 
We're also projected in the $5 million range." l&l

Continued from pg. 39

“Employees became more of a team as a result of COVID-19," 
he says.

Gaston adds that this was through AAA's proactive approach to 
providing safety protocols and information that helped team mem­
bers feel secure.

“The company provided leadership and communicated weekly 
with employees regarding the impact COVID-19 on AAA Land­
scape," Gaston says. “Well over $100,000 was spent to combat the 
potential impact of the virus to our workers. It was money well spent 
because employees were aware the company was trying to keep 
them as safe as possible." l&l
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Benchmarks for Landscape 
Construction Professionals

Publication special for Jim Huston's new book.

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

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

Benchmarks MS Excel CD ($100) 
Buy 2 and get the third free.
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J.R. Huston Consulting offers.... 
Standardization for Profit 

(SFP) Consultation 
with Michael Hornung of 

ValleyGreen 
Companies

Work with a successful lawn care 
professional with 28 years of experience 
to provide you with the tools and the 
training you need to start and grow 
your lawn care company profitably. 

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

You will also receive 60 days of free 
telephone support.

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

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

for scheduling and further details 
at your earliest convenience.

http://valleygreen.net
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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
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Spot-spray pesticide while 
blanket applying fertilizerc

GREGSON-CLARK

A Division of Rhett M, Claik, toe.

Toll free - 800.706.9530
Phone - 585.538.9570

Fax - 585.538.9577
Sales@GregsonClark.com

GregsonClark.com LAWNANDLANDSCAPE.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

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

doorbags.com
Protecting Your Message At Their Door 

Order Today/Free Shipping
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CLASSIFIEDS PLACE A CLASSIFIED TODAY! Please contact Thomas Vidmar at 800/456-0707 x223 or tvidmar@gie.net.

FOR SALE HELP WANTED LANDSCAPE EQUIPMENT

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

Specimen B&B 
Stock!

From Tto 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

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

A WEBSITE 
DESIGNED WITH

YOU IN MIND
LAWNANDLANDSCAPE.COM

GreenSearchiT
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

HELP WANTED

Crocus
G E N C Y

EXPERTS IN FINDING 
LANDSCAPE TALENT!

No upfront fees.
We know what rocks to look 

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

confidentially?
We're the firm to call.

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

THE FOCUS AGENCY
877-362-8752 

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

In business over 30 years 
with clients coast to coast.

LAWN SIGNS

PROMOTE TO 
NEIGHBORS

PROMOTIONAL Qa 
POSTING SIGNS ES

RNDSIGNS a
Marketing, Design & Print

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

Posting Signs • Door Hangers 
Brochures • Mailers More

Gothic Arch CS‘h 
[Greenhouses Q b Sunshine!
Greenhouse Kits • Equipment • Supplies

PO Box 1564 • Mobile, AL 36633 • 800-53 LGROW (4769)

www.GothicArchGreenhouses.com

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

PLANTS, SEEDS & TREES

NATIVE SEEDS
Largest producer of native seeds in 

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

Contact ERNST SEEDS today.
www.ernstseed.com - 800/873-3321

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

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.
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CLASSIFIEDS/AD INDEX

PLANTS, SEEDS & TREES SOFTWARE

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

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

Advertiser Website Page# 1 Advertiser Website Page # |

AmericanHort cultivatei8.org 6o Kubota kubotausa.com 11

Arborgold arborgold.com 43 Leaf Burrito leafburrito.com 20

Ariens/Gravely gravely.com 25 Lebanon Turf Products lebanonturf.com 16

Bayer Cropscience LP backedbybayer.com/lawn-and-landscape 89 Mean Green Products meangreenmowers.com 48,58

Belgard Oldcastle APG belgard.com/l&l 61 Mini Trencher minitrencher.com 55

Bobcat Company bobcat.com/llbuildquote 2 NaturaLawn naturalawnfranchise.com 46

Ceibass Venture Partners ceibass.com 92
Neely Coble Co neelycoble.com 75

COXREELS coxreels.com 88
New Peco, Inc. lawnvac.com 58

DeerPro deerproprofessional.com
Northeast CAT Group necatdealers.com 41 *

44
gridironcts.com 20

dewittcompany.com
Novae Corp

DeWitt Co. 42

Doosan Infracore
North America LLC

PBI-Gordon Corp pbigordonturf.com 83

discoverdoosan.com/lawnandlandscape 57 Permaloe Aluminum Edging permaloc.com 23

Ewing Irrigation Products ewingirrigation.com 59 Prime Source, LLC thesourcematters.us 70

Exmark exmark.com 99 Pro Landscape/ Drafix prolandscape.com 67

Ford Motor Company ford.com 63 Progressive progessivecommercial.com 5,12

Graham Spray Equipment grahamse.com 62 Rain Bird wifi-pro.rainbird.com 65

Greene County 
Fertilizer Company

RedMax redmax.com 71
greenecountyfert.com 88

Sava lawn savatree.com 66

Greenworks Commercial greenworkscommercial.com 7 Service Pro, The servpro.com 54

Gregson-Clark gregsonclark.com 14, 50 Smartgate Conveyors smartgateconveyors.com 66

Horizon horizononline.com 45 Software Republic raincad.com 18

Hunter Industries hunterindustries.com 100 Toro Company toro.com/75oo-D 79

Husqvarna husqvarna.com 49 Toro Irrigation toro.com/psn 51

John Deere Company johndeere.com/mowpro 47
TruFuel trufuel50.com 13

JRCO jrcoinc.com/LAL 46 Turbo Technologies turboturf.com 18

Kenworth Truck kenworth.com 91
Vermeer Corporation vermeer.com/miniskids 17,19, 21

Kichler Lamp & Lighting landscapelighting.com 87
Weathermatic weathermatic.com 8-9

Kioti Tractor kioti.com COVER
Wilber-Ellis Co wilburellis.com 53

Kohler Co kohlerpower.com 29, 37 * denotes regional advertising
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AVERAGE
Molly John, Co-owner and
vice president, M.J. Design Associates

Since her children are older 
now, Molly John doesn’t have 
as many activities in the 
evening pulling her from her 
desk anymore.

“I suppose that’s a good and 
bad thing, as I don’t have 
something that forces me to 
leave the office,” says the co­
owner and vice president of 
M.J. Design Associates in Co­
lumbus. “I like to be around 
at the end of the day a couple 
days a week to just see crews 
when they come in and talk 
with the guys.”

Interviewed by Brian Hom

She uses the ride home to touch base with 
family. “I often call my parents or one of my 
sisters,” she says. “It is a good time to catch 
up with them.” Here’s John’s average day.

Three days a week I work out before work. 
I either go to Orange Theory Fitness or our 
Community Rec Center for fitness classes 
at either 5 or 6:15 am. I find it is a great way 
to start the day and I get my workout in. I 
sweat too much to do mid-day, otherwise I 
will be showering a couple times.

If I have worked out I will grab a smoothie 
on my way to the office. The other days I will 
bring in some fruit, toast, yogurt or some­
thing from home and eat it at the office. I 
am fortunate to have just a 12-minute com­
mute to the office. I love sports, so usually 
listening to a sports talk radio show.

I arrive by 6:30 or 7 a.m. I like to get in early 
before others when it is quiet and have 
time to organize myself for the day. I will 
review my to-do list from the night before, 
adjust as needed, check email to make 
sure nothing new has come in overnight. At 
least three days a week, I like to be out in the 
shop when the crews are starting up, saying 
hi and talking with the staff.

Like many, I am definitely more produc­
tive in the morning. I have a few weekly 
meetings with different staff members on 
Monday and Tuesday. I do my best to hit the 
higher priority items in the morning when 
I am more focused. I try to schedule client 
meetings for the afternoon when I find of­
fice time to be less productive.

When I am working in the field on seasonal 
enhancements, I will stop with my team to 
eat. If I am working in the office or out and 
about, I will just eat at my desk or when 
driving. If I have some personal things to get 
done, I just utilize that time during lunch.

By late morning to early afternoon, I like to 
get out of the office - reset my mind from 

the morning tasks and get fresh air. I might 
pop out to see crew, meet with a client 
or just run some errands. It gives me an 
opportunity to see what is going on in the 
field. Then when I return to the office, I will 
get back to some of the simpler tasks that I 
need to complete to end the day.

I average one to two meetings three days 
a week. We have a full company meet­
ing every Monday morning to get the 
week started. I then have a sales meeting 
and financial meeting Monday morning 
and an office meeting Tuesday. We have 
introduced an agenda for these meetings 
in order to keep us on task and hopefully 
shorter. We end the week on Friday with an 
early morning production meeting, assuring 
we are set for the next couple of weeks. I 
am not always needed at the production 
meeting, but I like to sit in from time to time 
to know how everything is going.

We have always been good about having 
dinner as a family, no matter what hour that 
turns out to be. We cook, but it is not a pas­
sion for us. So, often dinner may be take-out. 
The general rule is no phones at the table, 
and we all stick to that most times. However, 
I am not good at turning it off otherwise. 
My husband if very good at shutting it off. I 
will check emails and incoming messages 
throughout any off time.

The wind down at night usually begins 
about 8 p.m. We put a screen porch 
onto our house last year and we spent 
almost every night out there relaxing and 
watching TV. Depending on the day, I 
might sit down and love to fall asleep on 
the couch. I usually head to bed between 
10 and 10:30 p.m.

During the season I will often work Saturday 
mornings. I find it to be very relaxing and 
quiet in the office. Saturdays are a great 
day to just catch up, reorganize and get 
myself ready for the next week. It allows me 
to enjoy the rest of the weekend, 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 f < O @

SAVE 
$1,000

WHEN YOU PURCHASE A 
NEW 60-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


KEEP YOUR EZ DECODER SYSTEM RUNNING SMOOTHLY with the new 
EZ-DT wireless diagnostic tool. This innovative handheld device uses proprietary 
communication technology to quickly assess system health without uninstalling 
EZ-1 decoders. That's right — the industry's simplest two-wire system just got easier!

EZ-DT

Hunter

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

®

hunterindustries.com

