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GET A PERFECT CUT EVERY TIME WITH BOBCAT ZERO-TURN MOWERS.
If you have the will to be a cut above, we have the way to rule the turf.
See Bobcat® zero-turn mowers at your local dealer.

Bobcat
One Tough animal

Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions, engines, and engineering, proudly serving customers and communities for 
more than a century.
Bobcat"* and the Bobcat logo are registered trademarks of Bobcat Company in the United States and various other countries.
©2021 Bobcat Company. All rights reserved. 11500
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EDITOR’S INSIGHT
Q bhorn@gie.net

Brian Horn
Editor, Lawn & Landscape

“Whether that’s 
technology or culture, 

I think we’re all 
being forced to think 
outside the box. That 

could really be a 
positive as we go into 

2022.”- CLAIRE GOLDMAN, PRINCIPLE, R&R LANDSCAPING

Looking to 22
n November, I hosted a virtual State 
of the Industry event where the 
panelists discussed how the industry 

fared in 2021, along with any challenges 
they faced, and how they or their clients 
worked past those. We also discussed 
what to expect in 2022. Here's what 
the panel had to say about the next 12 
months. Visit, bit.ly/lawnsoi22 to listen to 
the whole webinar.

Claire Goldman, principle, R&R Land­
scaping in Alabama: Just being very close 
to our numbers and very aware of what's 
going on. I think just one view of optimism 
is all of this is forcing us into embracing in­
novation a little bit faster than we typically 
do. Whether that's technology or culture, I 
think we're all being forced to think outside 
the box. That could really be a positive as 
we go into 2022.

Jim Huston, J.R. Huston Consulting: 
People are going to need to increase prices 
at least 5%, if not 10% or even 15%. Most 
of my clients are raising their hourly rates 
by $5 an hour. If you got 10 people in the 
field working 2,000 hours a year, that's 
20,000 hours. An extra $5 an hour and it's 
$100,000. We might think that's all profit.

Well, if you don't raise it five bucks an hour, 
you're going to be in the hole $100,000. So, 
this is where I'm cautiously optimistic, but 
boy, be prepared.

Ed Laflamme, The Harvest Group: It 
looks like next year should be very good. 
Things are settling in. The customers are 
beginning to accept the price increases my 
clients are putting out. They're not getting 
a lot of pushback. They're losing very little. 
I think the supply chain will stay the same, 
if not get worse.

Bruce Wilson, Bruce Wilson & Co.: I think 
it's going to be a good year for companies 
that are very strategic. A lot more planning 
has to go into what a company is going to 
do over the next year. Strategically make 
sure they positioned their company to 
take advantage of what's in the market. 
The financially strong companies really 
don't have too much to worry about. The 
companies that have weak balance sheets 
have to be really careful. I've already seen 
some companies that are cutting back 
— they're just playing defense and not of­
fense. The companies that win in just about 
any economy are always playing offense.

— Brian Horn
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GRASSHOPPERMOWER.COM

Committed to the Cut

When your cut is your calling card, you can't compromise 

Neither should your mower. With Grasshopper, you get 

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

you want to put your name.

YOU DON'T COMPROMISE.

NEITHER SHOULD 
YOUR MOWER.

( | # ©2022 The Grasshopper Company
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AUBURN STUDENT WINS
LAWN & LANDSCAPE SCHOLARSHIP
Landon Erbrick is the 2021 Richard Foster award winner.

► GARDEN DESIGN 
ACQUIRES WESTERN
EANDSCAPE

By Brian Horn

S
ince enrolling at Auburn in 2020, 
Landon Erbrick has been able to 
see all the different opportunities 
in the horticulture industry.

"This has allowed me to explore 
the different career options and learn 
where my interests are leaning/’says 
Erbrick, who was named Lawn & 
Landscape's Richard Foster Award, 
which recognizes outstanding stu­
dents planning careers in the land­
scape, lawn care or horticulture busi­
ness.

As of right now, Erbrick has a strong 
interest in greenhouse and nursery 
production, but chose to major in land­
scape horticulture because it was prominent in his background.

"While in high school, I worked for Hand Landscaping, a hometown landscaping 
company, part-time for two years, all while maintaining my own yards in my self­
start-up business," he says. "These years helped me find my passion in horticulture, 
and I have been determined to grow my knowledge and experience ever since."

Erbrick has an overall grade point average of 3.91 and a 4.0 Landscape Horti­
culture GPA. He ran his own company, Erbrick Lawn Care, from April 2016 to May 
2020. He has taken four weeklong mission trips to Guatemala, where he helped 
build homes and churches, painted schools and distributed bags of food.

"Landon's grades, work ethic and recommendations are top-notch and show 
his desire to have a positive impact in the horticulture industry," says Lawn & 
Landscape editor Brian Horn. "We hope he can use the money to help him further 
his horticulture education."

Erbrick is currently a sophomore with an expected graduation date of December 
2023.

"This scholarship helps remove part of the financial burden from tuition and 
student loans, allowing me to focus more on my education," he says. "I have also 
begun undergraduate research this fall, and this scholarship allows me to put more 
time and effort into performing efficient research, as well as publishing my work. I 
am extremely grateful for the consideration and generosity of the Lawn & Landscape 
scholarship committee."

Garden Design ranked
No. 34 on the 2021 Lawn &

Landscape Top 100 list.

Garden Design recently acquired Farmers 
Branch-based Western Landscape 
Corporation.

This acquisition will allow Western 
Landscape as a division of Garden De­
sign, Inc. to grow as a landscape provider 
in the greater Dallas/Fort Worth market. 
Western, which employs 36, will continue 
to provide commercial services to resorts 
and hotels, office parks and gated com­
munities.

"Western Landscape is a leader in the 
Dallas, Texas market and represents an 
important addition to our employee- 
owned company," said Garden Design 
CEO William Davoli. "Over the past 20 
years, Western Landscape has grown 
steadily and today is one of the region's 
top landscape maintenance firms. We are 
delighted to welcome them to the Garden 
Design family."

Western Landscape's primary focus 
is commercial landscape maintenance, 
serving clients within a 30-mile radius 
of their base in Farmers Branch, north of 
Dallas, Texas.

Garden Design ranked No. 34 on the 
2021 Lawn & Landscape Top 100 list. 
It provides commercial landscaping 
services in the Texas market with 
operations in Dallas, Fort Worth, Austin, 
San Antonio and Houston.
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ISUZU N-SERIES LOW CAB FORWARD

19'Landscape w/Removable Dovetail

12'Dump w/Removable Dovetail

18' Enclosed Landscape

19' Irrigation w/Pipe 8 Fitting Boxes
ISUZU

TRUCK
www.VelocityTruckCenters.com

17,950 lb or 19,500 lb GVWR
297 HP 6.0 Liter Gas or 215 HP 5.2 Liter Diesel Engine 
Allison or Aisin Automatic Transmission

12,000 lb or 14,500 lb GVWR
350 HP 6.6 Liter Gas or 215 HP 5.2 Liter Diesel Engine 
GM Automatic Transmission

Value.
Trust.

Nashville, TN 800-367-7712

Madison, AL 800-433-6351

INNOVATIVE EQUIPMENT 
SOLUTIONS FOR THE 

LANDSCAPE INDUSTRY

http://www.VelocityTruckCenters.com
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BARTLETT TREE ACQUIRES 
BUENA VISTA ARBOR CARE
Buena Vista has operated for 26 years under the ownership
of Vernon and Priscilla Esplin.

Bartlett Tree Experts has expanded its 
operations in the Pacific Northwest with 
the acquisition of Buena Vista Arbor Care 
in Corvallis, Oregon.

The expansion grows Bartlett's opera­
tions into the Mid-Willamette Valley and 
to the Oregon Coast, where Buena Vista 
Arbor Care has operated for over 26 years 
under the ownership of Certified Arborists 
Vernon and Priscilla Esplin.

“This acquisition allows us to expand 
our services to customers in the mid­

GREEN GROUP EXPANDS INTO FLORIDA
The company added Pearce Power Spraying and 

Pest Control to its family of brands.

Green Group has expanded into Florida 
with the addition of Pearce Power Spraying 
and Pest Control to its family of brands.

Located in Melbourne, Florida, Pearce has 
been locally owned and oper­
ated by David Pearce since 
1990. The company, which 
offers lawn care and perimeter 
pest control to residential and 

^*reen wroup
commercial customers, is the
first Florida location to join the Green Group 
family. The company will continue to operate 
under the Pearce name and service Mel­
bourne, Palm Bay and the surrounding areas.

David Pearce, the founder of Pearce 
Power Spraying and Pest Control, credits his 
faith and patience for finding the right op­
portunity to carry on his hard-earned legacy.

“I have built this business from the 

Willamette Valley, a beautiful area with 
agriculture, vineyards and a rich tradition of 
forestry and horticulture," said Kevin Carr, 
district manager of Bartlett's Pacific North­
west division. “We are excited to provide 
our clients in this new area with Bartlett's 
full suite of scientific tree care services."

A group of 12 arborists have joined 
Bartlett from Buena Vista, operating out 
of a new Bartlett office in Corvallis. The 
acquisition, which was completed Dec. 6, 
is Bartlett's latest in the state.

ground up. Everything has been boot­
strapped; I beat the pavement to make 
this company work and credit much of our 
success to my employees," Pearce said. “I

was considering a sale in 2017,
but I couldn't find a buyer with 
the heart and soul for my team 
that I was looking for. Green 
Group is about more than just
profits. They are focused on the 

people. I have faith that my employees are 
in good hands."

Green Group will retain all current 
Pearce employees, who receive a substan­
tial increase in their benefits packages. In 
addition, the company will expand and hire 
additional employees in the coming year 
while continuing to operate locally out of 
Melbourne.

► SENSKE ACQUIRES 
CUSTOM INSECTS 
WEED CONTROL
Customers will now be 

serviced by Washington 

Tree & Lawn Care, a 

division of Senske Services.

Senske Services acquired Custom 
Insect & Weed Control based in 
Gig Harbor, Washington. Senske 
is a family-owned provider of 
premier lawn, tree and pest con­
trol services throughout the West­
ern United States.

Founded in 1978 by Larry Mor­
rison, Custom Insect & Weed 
Control has provided lawn care 
and pest control for more than 
four decades. When contemplat­
ing retirement, Morrison looked 
for a partner that shared his values.

Custom Insect & Weed Control 
customers will now be serviced by 
Washington Tree & Lawn Care, 
a division of Senske Services. 
Existing services will continue 
uninterrupted from the Lakewood, 
Washington location, and cus­
tomers can take advantage of the 
expanded service offerings.

“Our expansion and growth 
strategy focuses on companies 
with similar service lines and 
quality employees that can join 
our team," said Senske's Chief Op­
erating Officer, Tim Ehrhart. “We 
look forward to providing fantastic 
service to our new customers." 
This acquisition represents the 
sixth completed by Senske in the 
last 13 months.
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FERTILIZING
SEEDLINGS IS GOOD.FERTILIZING WITH WEED CONTROL
AT THE SAME TIME IS

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

LebanonTurf

Best of all Worlds®

LebanonTurf.com
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SITEWORKS BECOMES FULLY EMPLOYEE-OWNED
The company’s original founders told employees 
about the ESOP at their November meeting.

SiteWorks has become a 100% Employee- 
Owned Company. The company ranked 
No. 50 on our 2021 Top 100 list.

This announcement of the Employee 
Stock Ownership Plan (ESOP) was pre­
sented to all coworkers at their annual 
winter gathering in November.

An ESOP is an employee benefit plan, 
which provides company stock to employ­
ees as part of their retirement benefits. As 
a 100% employee-owned company, all of 
the SiteWorks stock is now held in trust by 
the ESOP exclusively for the benefit of all 
the coworkers who are employed by the 

newly formed corporate business entity, 
SiteWorks Holding Co., Inc.

As discussed in an openly shared con­
versation with the three original founders, 
namely Chris Malham (right), Rob Spoor 
(left) and Don McIntyre, they said that, 
"we instinctively knew our ultimate suc­
cession plan was to focus on the one buyer 
who absolutely stood to benefit most for 
their wholehearted contribution made 
to the ongoing success of SiteWorks: Our 
coworkers."

In a joint statement, they said the process 
took eight months. They told attendees,

"it was necessary to start transitioning the 
company as we began to consider our en­
suing retirement years, and after declining 
two highly attractive offers to sell the com­
pany to strategic buyers, we knew we would 
be wrongfully settling and 'selling out' our 
coworkers, many who made career com­
mitments to join us back when we modestly 
started in December 2004.

"We felt there was nothing improper 
about selling to an outside buyer, however 
after our research it appeared that very few 
seller transactions are beneficial to those 
who are left behind.

Therefore, instead of one day looking 
back and feeling disappointed, we thought 
to instead focus on what is ahead and estab­
lish something wonderful for those that we 
cared about. To us, it was a matter of taking 
less to do more."

Cutting Edge Performance & 
Productivity from Billy Goar
18" & 24" Hydro-Drive Sod Cutter
• Laser clad blade for 3x blade life
• Simplest cut & drive set up in its class
• Variable speed fingertip drive plus 

reverse for unmatched cut 
control & productivity

25" Hydro-Drive Aerators
• Self-propelled & in-ground turning
• 2 to 1 Ox more holes than 

drum models
• Ideal for high volume 

residential work

Self-Propelled Overseeder
• Blade design improves slicing, reduces 

thatch pick-up & extends blade life
• Floating cutting head
• Auto Drop™ saves seed

POWERED by ,HONDA

Take the chore out of the chore with Billy Goat! Call 800-776-7690 or visit billygoat.com

10 JANUARY 2022 • LAWNANDLANDSCAPE.COM

Lawnandlondscape.com
billygoat.com
LAWNANDLANDSCAPE.COM


SEE WHAT’S BEEN

WE
OF THE INDUSTRY.

R O -T U R N
POWERED BY

FUSIONCORE GRAVELY



L&L INSIDER
For more news, visit
Lawnondlandscope.com

► KUBOTA NAMES NEW PRESIDENT, CEO
Shingo Hanada will serve as the new president and CEO of 

Kubota Tractor Corporation and Kubota North America.

Kubota Tractor Corporation has an­
nounced the appointment of Shingo 
Hanada as the new president and CEO of 
Kubota Tractor Corporation and Kubota 
North America, based in Grapevine, Texas.

Hanada is a 32-year Kubota veteran 
who most recently held the position of ex­
ecutive officer, Kubota Corporation, and 
president of Kubota Holdings Europe B.V. 
and Kverneland AS in the Netherlands 
and has previously spent time in the U.S. 
in various roles.

In conjunction with 
this announcement, 
the current president 
and CEO Haruyuki 
(Harry) Yoshida will 
retire from the role 
of senior managing 
executive officer, Shingo Hanada 

Kubota Corporation, Japan, and the posi­
tion of president & CEO of KNA and KTC. 
Yoshida took the presidency of KNA and 
KTC in January 2019 and has successfully 

built and enhanced the regional functions 
and operations of Kubota North America 
as the company continues on its high- 
growth trajectory.

The executive leadership announce­
ments include a promotion for Todd 
Stucke, VP, sales and marketing, KNA, 
and senior VP, marketing, product sup­
port & strategic projects, KTC, will be 
promoted to executive officer of Kubota 
Corporation, Japan, serving as senior VP, 
sales and marketing, KNA, in addition to 
maintaining his role as senior VP for KTC. 
Stucke will be involved in Kubota Corpo­
ration's operations and focus on build­
ing a robust business structure for the 
North American market, as the company 
continues to invest and grow in the U.S. 
and Canada.

Flexible.
Powerful.
Profitable.

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

This is PRO Landscape.
prolandscape.com | 800-231-8574 | sales@prolandscape.com

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

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

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

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS
Bayer Environmental Science, a Division of Bayer CropScience LP. 5000 CentreGreen Way, Suite 400, Cary, NC 27513. For additional product information, call toll-free 1-800-331-2867. 
environmentalscience.bayer.us. Not all products are registered in all states. Bayer, the Bayer Cross and Topchoice are registered trademarks of Bayer. ©2021 Bayer CropScience ES-0121-TC-0007-A-1
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► JOBBER PARTNERS WITH COMPANYCAM
The CompanyCam integration is available to U.S. Jobber 
customers on the Connect and Grow membership plans.

Jobber, a provider of home service manage­
ment software, announced an integration 
with CompanyCam, a photo documenta­
tion and communication app for contrac­
tors.

Through the integration, service provid­
ers can take and share an unlimited num­
ber of photos with homeowners to keep 
them in the know.

This will help service professionals cap­
ture details on jobsites, communicate with 
crews and keep clients informed without 

having to leave the Jobber platform. “Docu­
menting a job well done is an important 
part of running a great business but is often 
time-consuming and can take time away 
from doing the actual work," said Sam Pil­
lar, CEO & co-founder of Jobber.

“Teaming up with CompanyCam will 
help Jobber customers show off their great 
work, save more time in their day, and 
increase profitability by getting jobs done 
faster."

Home service businesses can use this 

new partnership by connecting to the 
CompanyCam app in the Jobber app 
marketplace.

Once connected, service professionals 
can snap, edit and annotate photos in Com­
panyCam that automatically appear under 
the matching property address in Jobber.

Pros will be able to easily include the 
images and annotations in the customer 
invoices while also highlighting project 
timelines, before-and-after photos, galler­
ies and reports.

“Partnering with Jobber is a no-brainer for 
us," said Luke Hansen, founder and CEO of 
CompanyCam.

“With this integration we can double 
down on everything our users value — ef­
fective documentation, organization and 
visual-first communication."
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EVERY PROJECT OF EVERY SIZE NEEDS PERMALOC.

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

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

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

landscapes hardscapes green build

o © © © © © © ©
0 permaloe
J ■ SUSTAINABLE EDGING SOLUTIONS

permaioc.com
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IRRIGATION ASSOCIATION SELECTS NEW CEO
Natasha Rankin has nine years of chief executive roles.

The Irrigation Association Board of Direc­
tors has named Natasha Rankin as its new 
chief executive officer.

Rankin brings more than 25 years of 
experience to the IA, including nine years 
in chief executive roles.

Most recently, she served as the chief 
strategy officer/chief operating officer for 
the American Counseling Association, 
where she has helped the organization 
achieve record levels of membership 
and revenue growth. Previously, while at 
Bostrom Corporation, Rankin was execu­

tive director for the Employers Council on 
Flexible Compensation and the Greeting 
Card Association. During her career, she 
also served as executive director of the 
General Federation of Women's Clubs.

“After a comprehensive selection pro­
cess that considered many qualified candi­
dates, the board is confident that Natasha 
Rankin is the right person to lead the IA 
into the future," said John Newlin, chair of 
the CEO Search Committee and incoming 
IA president.

“Her wealth of experience with asso­

ciations on multiple levels and her track 
record of success in developing and 
executing strategies to achieve growth 
and sustainability will be huge assets 
for the IA."

In addition to executive roles, Rankin 
has extensive experience working with 
associations, including meeting plan­
ning, advocacy work, professional devel­
opment and implementing membership 
growth strategies.

She has also been involved with the 
American Society of Association Ex­
ecutives, currently serving on the ASAE 
Foundation Innovation Task Force and 
on the ASAE Political Action Commit­
tee, where she is recognized as an APAC 
Ambassador, l&l

The RockVac is a cost effective solution for landscaping and 
construction projects that saves both time and manpower.

The self-powered machine will vacuum rocks, wood chips and 
shavings, sand, gravel, leaves, compost, mud, sludge, glass and 

debris. Fill a wheelbarrow in less than 3 minutes!
20421 - 15th Street SE 

Blomkest, MN 56216 

800-328-8896 
www.rockvac.com 

sales@christianson.  com

SAVE TIME! SAVE MONEY! SAVE YOUR BACK!

THE POSSIBILITIES ARE ENDLESS!

O Christianson
Pneumatic Conveying Equipment

Your business is at the cutting edge
Keep it that way, with Touchstone Outdoor Lighting

Now Make It Glow!
it addition to your client services in 2022!

Exclusive iDzyn'
Lighting App •

m a n u f

^TOUCHSTONE ^gnupl:ojOur^e 

llluminologist Course 
This Winter!

| | "TouchStoneLights.com 
K ■ I 888.475.2112 (toll free) Y B 952.475.2112

Touchstone
YOUR Landscape Lighting Partner

KTouchStoneLights.com
F “The llluminologists"—

H • American Made Fixtures
• In-Stock, Ready-To-Ship

Fixtures For ALL-Your Lighting Needs 
m* Design/Consultation Assistance

Profit-Making ..
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CHARGED BY REVOLUTION.
There’s a revolution on the horizon, born from over 100 years of perfecting 

lawn care. Introducing the bold new Toro GrandStand and Z Master

Revolution™ Series of commercial mowers. Powered by the Toro-developed 

HyperCell battery system, these machines provide all-day runtime. Because 

they’re built on the same proven platforms, with TURBO FORCE’ decks, expect 

the trusted quality and performance Toro consistently delivers. Experience a 

revolution in the way professionals care for lawns.

FROM START TO FINISH.™

TORO.
toro.com/contractor

toro.com/contractor


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.

HOW TO MAKE MONEY IN 2022
A COST- ESTIMATING SYSTEM must not only accurately calculate your costs but it 
also must include all of your costs. Remember, every legitimate cost that you have in your 
business should be passed on to your customers with an appropriate net profit margin 
added to it. For each and every cost that you incur, ask yourself, “Where is this cost 
included in my pricing system and getting passed on to my customer?”

Whenever I teach an estimating seminar or workshop, I start by 
explaining a very simple pricing scenario. I show the audience how to 
calculate the hourly rate for an irrigation service technician using my 
MS Excel pricing worksheet. You can adapt this example to just about 
any service that you provide. Here it is.

PRICING SCENARIO FOR AN IRRIGATION TECHNICIAN
The setup: See the MS Excel Scenario 1
Our service technician is paid an hourly rate of $25 and works an 

average of 45 man-hours per week. We add a 10% risk factor to ac­
count for weather issues, equipment breakdowns and miscellaneous 
unknowns. These two items increase our crew-average wage to 
$28.89. We’ll add a 25% labor burden to account for benefits (Federal 
Insurance Contributions Act, Federal Unemployment Tax Act, State 
Unemployment Tax Act) costs, paid holidays, vacations, PTO, work­
ers’ compensation and liability insurance, and so forth. General and 
administrative (G&A) overhead cost is $18 per man-hour (we divide 
the G&A overhead costs by the billable man-hours in this division).

Phase I Production Costs (on-site or curb-time costs): There are 
no material, equipment or subcontractor costs but we have seven 
man-hours that the technician will spend on job sites (7 x $28.89 = 
$202.23).

Phase II General Condition costs (off-site costs): These are 
material, labor, equipment and subcontractor costs that generally 
happen off-site. Two of the technician’s daily man-hours occur off-site 
for drive time, load/unload time, etc. (2 x $28.89 = $57.78). We include 
the service van at a cost per hour (CPH) of $10 for eight hours per day 
(8x10 = $80).

Phase III Margins and Markups: In this phase, we add sales tax 
to materials (if it applies) and labor burden to field labor. All of these 
Phase I, II and III costs add up to $405, or our total direct costs (TDC).

Next, we calculate our G&A overhead costs by multiplying the 9 
man-hours by the G&A overhead cost per man-hour (9 x $18 = $162). 
This gives us our break-even point (BEP).

Finally, we add the desired 20% net profit margin (NPM) to the BEP. 
This gives us a daily revenue labor goal for this technician of $709. 
The portal-to-portal man-hour rate is $78.75. I’d round this up to $80 
per man-hour.

ANALYSIS:
Our pricing system includes all of the costs 
related to this technician and calculates two very 
important rates. First is the hourly rate of $78.75. 
As important as this rate is, it is even more 
important that the technician bills a minimum of 
$709 per day for labor. Since all G&A overhead 
costs are included in the labor rate, any margin 
added to materials is net profit.

If any of our costs change, we adjust our 
pricing model accordingly. For instance, if the 
van CPH, due to fuel costs, increases to $12 per 
hour, the technician gets a $5 per man-hour 
raise; the labor burden increases to 30%; and the 
technician works an average of fifty man-hours 
per week, the updated man-hour rate increases 
to $94.33 and $849 per day. (See the MS Excel 
Worksheet Scenario 2)

CONCLUSION:
Too many popular green industry software pro­
grams aren’t granular enough to accommodate 
the cost volatility of the current marketplace. 
They often utilize a labor rate ($45, $50, 65 per 
man-hour, etc.) that can’t be broken down into 
the many components that it should include.

The simple but comprehensive MS Excel work­
sheet that I use to price labor rates addresses 
those shortcomings. If labor costs change, you 
adjust them in the labor section of the work­
sheet. If fuel costs increase, you adjust the cost 
per hour for trucks and equipment accordingly 
in the truck and equipment portion of the work­
sheet. If factors change, you simply make the 
adjustment in the worksheet and your pricing ac­
curately and automatically adjusts. If you desire 
more or less net profit, you simply change the net 
profit margin field, l&l

FOR A FREE COPY 
OF THE MS EXCEL 

WORKSHEETS used 
in this article, visit bit. 
ly/llextra or hold your 

phone on camera 
mode over the 

QRcode.
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Steer your Business 
in the Right Direction.

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

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

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

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

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

TURFCO.COM


WORDS OF WILSON
WITH ROBERT CLINKENBEARD
MANAGING PARTNER, 
BRUCE WILSON & COMPANY

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

YOU NEED A NETWORK
LANDSCAPE CEOS, more than any other, know the importance of ecosystem health 
when it comes to the growth of their clients’ properties. What if we applied a similar 
principle as a growth strategy for leadership?

I’ve built and led several companies: some I fell into accidentally and grew organically; 
others I approached with a vision in mind. But across my career, one thing became clear: 
I owe my entrepreneurial success to a healthy ecosystem of diverse relationships.

We all agree that when it comes to competitive advantage, connections are our secret 
sauce. There’s really no other asset more beneficial than having a group of people, within 
and outside our organizations, who can help us be better at who we are and what we do. 
But how do we build a power network and how do we manage it when it seems like we 
already have too many balls in the air?

Here are seven things I know now I wish I knew back when:

1. One plus one equals three: No business and no CEO operates 
well in isolation. Effective leaders understand that “we’re better 
together” means having a network of high-value connections 
across generations and industries. These connections should 
also be at different levels and production areas, with people 
whose insights can help you build bridges, open doors and 
positively impact the success of your team.

2. Do your homework: Your network will change as your needs 
change, and quality relationships require nurturing. Define your 
strategy, research the market, determine what you want from 
the experience and how you’ll allocate resources to support it.

3. Build a circle of influence: Identify what your employees and your 
customers expect from you and build a network that can help 
your business provide solutions others can’t. If your employees or 
customers benefit from something you don’t offer, having access 
to a unique outside resource can be competitive advantage.

4. Give more than you take: Become active in your national and 
state associations and your local business communities. Join 
and commit to an organization for entrepreneurs, CEO peer 
groups and community chambers and non-profits, which offer 
opportunities to get involved and give back.

5. Focus on learning: Invest in professional development activi­
ties and build a network that includes exposure to world-class 
authors, speakers and thought leaders to stay on top of innova­
tions, emerging technologies and economic and market trends.

6. Networking is a brand builder: Everyone from your workers 
to your suppliers to your customers to your colleagues has a 
stakeholder role to play in the success of your business. Encour­

age your employees to join associa­
tions that support their expertise and 
engage with your wider community 
on social media. Make increasing the 
capacity and visibility of your business 
through strategic networking a shared 
responsibility for your entire company.

7. Bring your people into a sharing 
mindset: Provide opportunities to help 
your employees build confidence and 
knowledge-sharing skills. Invite your 
team to read or listen to one good 
book every quarter and discuss take­
aways and ideas they can implement. 
Start with: “Who Not How” by Dan 
Sullivan, as in, who can help me do this 
better versus how can I do this myself? 
Discuss why leveraging the strengths 
of others increases the strength of one.

We all have mindsets that don’t serve us 
well. If networking has been a challenge, 
change your approach.

Go from making connections to advance 
yourself to creating opportunities where 
everyone wins.

With the right frame of mind, and an at­
titude of giving more than you receive, you’ll 
plant seeds for a community of alliances 
that will last a lifetime, l&l

I

NO ONE CAN REACH 
THE TOP ALONE, but 
there's plenty you and 
your team can do to 

grow your business at 
great lengths.
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TORO

WITH SIMPLE CONTROLS AND A STAND-ON 
OPERATOR PLATFORM, THE NEW DINGO' TX 1300 IS 
EASY ENOUGH FOR YOUR NEWEST CREW MEMBER.

FAST AND EASY?
SIGN ME UP



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.

IDENTIFY YOUR IDEAL CLIENT
THINK BACK TO WHEN you were starting your landscape business. Like most start-ups, 
you took whatever work came your way. You may mow grass one day, do a fall clean-up the 
next day or install some new plants for another client on a different day. Your goal was to 
generate enough revenue to pay your crews and vendors, and make a modest profit.

As your company grew and matured, you started to understand 
what type of work you were best at, and which projects were most 
profitable (through job costing). You also started to find out what type 
of projects you enjoy most. For example, you may realize you like the 
excitement of designing and selling a design/build project and trans­
forming a boring landscape into a work of art. Others enjoy the repeti­
tive nature of maintenance work. For the number of hours you invest in 
growing your business, it sure makes it easier if you thoroughly enjoy 
what you do.

Over time, you become more discerning on the type of work you 
want to perform. It’s important for you to come to the realization that 
you cannot be everything to everybody. If you try to do it all, you will 
forever be a generalist and never an expert in what you do. This will 
result in lower profits.

Here are three simple steps to narrow the playing field and finding 
the best clients and projects for you and your team

STEP I - FINDING YOUR MARKET NICHE
To become more successful, it’s best to find a niche where you can 
dominate the market and not have to compete with a multitude of 
low-priced contractors. The key is to identify the segments of your 
market that are under-served. Where is there a lack of qualified 
competitors? Do you or your team have a unique skill set that can 
translate into filling a market niche? If you find these niches and ser­
vice them well, you will be able to charge more for your services and 
become more profitable.

STEP 2 - IDENTIFY YOUR “IDEAL CLIENT”
This is easier said than done. When I go through this process with my 
clients, I ask them to paint a picture of the “perfect” customer. I have 
them think back to their favorite projects and identify what aspects 
of those projects made them successful. Did these projects go well lo­
gistically? Were they profitable and why were they profitable? Which 
clients are most enjoyable to work with?

STEP 3 - CREATE A CHECKLIST
From your picture of an ideal client or project, create a checklist. This 
checklist should create a framework to help you decide if you are 
going to work with a new prospect or say no. I’ve found that saying 
no is one of the best ways to achieving success. This checklist will

be somewhat different whether your specialty 
is maintenance or design/build. Here are some 
examples:

FIND YOUR NICHE 
AND STICK TO IT.

Specializing in 
something you do 

really well, and sparks 
joy for you, can help 

you elevate your 
business and brand.

DESIGN/BUILD
• Commercial vs. Residential
• Disposable income for property upgrades
• Reside in the established target area
• Willing to pay a high design fee

MAINTENANCE
• Commercial vs. Residential
• Single-family residential vs. HOAs
• Located in defined geographic areas to provide 
route density

• Potential for substantial amount of enhance­
ment work

Once you have created these checklists, use 
them to pre-qualify your prospects. I suggest cre­
ating a script that your gatekeeper can follow to 
determine if the prospect is a qualified prospect.

Most of my clients are in the enviable position 
of having long lead times for their design/build 
projects or full books of maintenance clients. This 
will allow you to be very discerning when it comes 
to taking on a new prospect.

The checklist you create can also be useful 
during the renewal process for your mainte­
nance accounts. How well do your current clients 
align with the lists? What you may find is that a 
number of the clients you took on when you were 
first starting your business no longer are a good 
fit for your business. It may be time to “fire” some 
of these clients.

By identifying your ideal client and then being 
diligent in working only with clients that most 
closely align with your list of qualifiers, your en­
joyment factor will go up commensurately with 
the increase in your bottom line, l&l

22 JANUARY 2022 • LAWNANDLANDSCAPE.COM Q HARVEST@GIEMEDIA.COM

LAWNANDLANDSCAPE.COM
mailto:HARVEST@GIEMEDIA.COM


Today s Forecast: 

perfect conditions for

Thick, wet grass. Uneven terrain. No problem with our full commercial 
lineup and comprehensive fleet program with special di scounts and 
free loaner units to keep you productive. The Z700, SZ Stand-On 
and W Series. Built to mow it all. And build your business.

Together we do more.

KubotallSA.com
© Kubota Tractor Corporation, 2020. This material is for descriptive purposes only. Kubota disclaims all representations and warranties, express or implied, or any liability from the use of this 
material. For complete warranty, safely and product information, consult your local Kubota dealer. For the complete disclaimer, go to KubotallSA.com/disclaimers and see the posted disclaimer.

KubotallSA.com
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WOMEN IN

% WOMEN IN LANDSCAPING is a column 
brought to you in partnership with the National 

Association of Landscape Professionals.

I was so very fortunate to work for a manager at the 
time who I felt comfortable sharing this episode with 
and who supported me in my role (and assured me I 
was very much qualified). Like the majority of manage­
ment professionals in our industry then and now, my 
boss was male. He was willing to speak out for me, 
encourage me and help develop my skills as a leader 
— but that isn’t always the case. While women in our 
industry can cheer and advocate and inspire each other 
to greatness, we need the support of all, including male 
advocates, managers and business owners, who are 
willing to do the hard work with us.

How do we fix things? Let current and potential 
female employees know that they are welcome. Provide 
uniforms that fit comfortably; clean bathrooms at the
office and offer solutions to identify and utilize clean

Jenn Myers
NALP Professionals’ Foundation

bathrooms on or between jobsites. Create communities 
within the organization that help women to connect and 
bond and tap into the experiences of women on your 
team to help lead and drive this continuous change.

Call out inappropriate behavior by employees, sub­
contractors and customers. Don’t dismiss inappropriate

Jenn Myers is the Executive 
Director of the National 
Association of Landscape 
Professionals ’ Foundation, 
Senior Director of 
Workforce Development 
at NALP, and is the staff 
liaison and an active 
member of the NALP 
Women in Landscape 
Network (powered by 
Bayer) which provides 
a forum for industry 
professionals to support 
each other’s professional 
growth. The Network 
is free to all industry 
professionals.

IT IS NO SECRET THAT THE 
INDUSTRY has had and continues to have a 
major workforce shortage. It is the number one chal­
lenge cited by landscape businesses; now, lawn care 
contractors are struggling as well. There is a way to 
embrace, welcome and grow an under-tapped sector 
of our workforce — and that is by prioritizing, recruiting 
and retaining women in the industry.

In the recent 2021 NALP Foundation Workforce 
Demographic Study, the data showed that women fill 
a fraction of the landscape and lawn care roles (8%) 
compared to the jobs filled by women in the workforce 
at large (47%). That is a huge disparity between the 
numbers of women working in our industry and in the 
workforce at large — and it is also a huge opportunity 
if attitudes and behaviors change to welcome women 
into our industry. I know this from personal experience.

Early in my landscaping career, after a recent pro­
motion, I had a senior male manager tell me I wasn’t 
qualified for the role because I was: 1) too young, 2) too 
inexperienced (hadn’t paid my ‘dues’) and 3) a woman. 
This man said to me, nonchalantly in the office kitchen, 
that one of the reasons I wasn’t ready to lead was be­
cause I was a woman.

jokes as locker room talk, or something that ‘comes with 
the territory.’

Support women who choose to have a family...and 
those that don’t. Encourage mothers-to-be, and be un­
derstanding of the needs of mothers (and other primary 
caregivers).

Recognize that women can be 
integral and essential to your busi­
ness’ success at all levels. Ensure that 
female candidates are presented 
with a career path that includes 
upper management and doesn’t 

Scan this code 
to get a free 
copy of the 2021 
NALP Foundation 
Workforce 
Demographic 
Study

assume or push them into certain 
roles. Many of the college programs 
we work with continue to see strong 
gender shifts in their enrollment, 
with some programs reaching 70%+ 
female students. Are your interview­
ing, hiring and onboarding practices 
ready to tap into this talent?

Women are more than qualified, capable and ready 
to lead. Female employees are in the workforce. It’s up 
to us to show them the door is open, they have a seat 
at the table and we’re ready and willing to hear their 
voices, l&l
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S LAWN ShareView

See the Share View” Difference

View this image as an interactive sitemap:
goilawn.com/see

Quickly and accurately measure properties with Go iLawn, 
then use ShareView™ to easily share interactive, yet non- 

editable versions of your sitemaps with anyone.

Supercharge Your Sales Process - Now your sales reps can visually 

communicate the work to be done to prospects by sending a simple link. 

Customers love it, and it sets your company apart from competitors.

Empower Your Crews - Email or 

text your Go iLawn ShareView™ sitemaps 

to crews so they understand the work 

and make sure the job gets done right. s LAWN
Measure. Bid. Win?

goilawn.com/see


COVER STORY

UMA-L A

ith labor shortages only getting worse, along with states anti local municipalities pushing 
to pass gas-powered equipment bans, the market for autonomous mowing is heating up. 

There are a handful of companies far down the road in developing these machines, and

With more and more autonomous plowing companies pre popping up, what ^ets bne robotic 
mower apart from another? 1
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COVER STORY

SEPARATING THE HERD
For Scythe Robotics, it was about con­
structing a machine that landscapers 
would be inherently familiar with.

"It's a 52-inch, commercial grade, 
fully autonomous, all-electric mower/’ 
says Billy Otteman, director of mar­
keting for Scythe. “It’s tri-blade, rear 
discharge. Essentially it can see and 
respond to the environment around it, 
so you as a mower drive the perimeter 
of a property manually, as a ride on, and 
then you flip it into self-driving mode, 
and it starts laying stripes.

“Through the onboard sensing sys­
tem, which is made up of eight HDR 
cameras and a slew of other advanced 
sensors, it’s able then to detect what's 
going on in the environment and move 
and respond to different obstacles it 
encounters."

Otteman adds that because they de­
signed it to look like a stand-on mower, 
it should be more user-friendly.

“We want the crews to be able to step 
on and immediately know what to do," 
he says. “The user interface is similar to 
a conventional mower, and we've been 
playing around with the hand controls 
to see what type will be easiest and 
most intuitive for people to use."

Jarrett Herold, co-founder and COO 
of Electric Sheep, says it’s functionality 
that makes his mowers stand out.

“We started out with what a lot of 
the competitors are doing, which is 
open area auto-striping — you draw a 
perimeter or some shape that’s largely 
unobstructed — and the tech will auto­
stripe the middle," he says.

“We understood though, that wasn't 
a technology that was going to unlock 
what we considered to be the $20 bil­
lion mowing market. So, we shifted our 
focus to the technology we’re working 
with today, which we call 'recorded 
replay.’ So, we give our mower to our 
customers, and they record exactly 
how they would like to mow a given 
area and we just replay that path into 
perpetuity."

Husqvarna launched its first fully 
automatic lawn mower in 1995. Since

AUTONOMOUS ASSETS
Investing in robotic mowers con aid in efficiency.

CUB CADET PRO SERIES PRO Z 960 S
AND 972 S SUREPATH
The pitch: Cub Cadet’s first semi-autonomous 
commercial mowers are outfitted with GPS technology 
and an exclusive four-wheel steering system to deliver 
the most efficient cut possible.

• The operator simply sets the preliminary cut line, and 
the PRO Z SurePath units will perform straight cutting 
paths with an auto-zero-turn at the end of each pass 
with the touch of a button.

• By utilizing high-precision GPS technology, SurePath
Auto Steer reduces overlap and cuts perfect stripes, allowing the operator to complete a 
property in less time while producing superior cut quality.

• Cub Cadet PRO Series PRO Z 960 S and 972 S SurePath units will be available at select dealers 
starting in Spring 2022.

For more info: cubcadet.com

GREENWORKS OPTIMOW
The pitch: The commercial-grade optimow 
mowers include four models: optimow 33, 
optimow 33H, optimow 66 and optimow 66H.

• The optimow mower is equipped with 4G 
cellular connectivity and fully integrated 
GPS tracking, allowing operators to 
operate from anywhere.

• Optimow robotic mowers can be 
customized for everything from scheduling 
to cut height and can operate on lawns 
with up to a 35% grade slope.

• The optimow 33 and 33H models can cut 
up to 1/3 acre on a full charge, while the 
66 and 66H models can cut up to 2/3 acre 
on a full charge. The optimow 33 and 66 
models have a cut height from 0.8 inches 
to 2.4 inches, while the 33H and 66H cut 
heights range from 2.4 inches to 4 inches.

For more info: greenworkscommerical.com

HUSQVARNA CEORA
The pitch: The CEORA is a commercial 
robotic mowing solution, coming in 2022, 
that will cover more than 12 acres with one 
mow.

• The CEORA utilizes the company’s satellite­
based EPOS (Exact Positioning Operating 
System) technology to create virtual 
boundaries.

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

• Mowers with EPOS integrate with 
Husqvarna Fleet Services, a digital fleet 
management control system, and make 
the management of large lawns and 
green spaces easier.

For more info: Husqvarna.com/uk
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ECHO ROBOTICS TM-2000 
AUTONOMOUS TURF MOWER
The pitch: The ECHO Robotics TM-2000 
autonomous turf mower features five 
floating cutting heads and an adjustable 
mowing height of % to 4 inches.

• It can cut up to six acres for turf that 
looks manicured and professional all 
season long.

• The autonomous mower is self-charging 
with a working cycle of two hours 
mowing to one hour of charge time.

• With remote command and 
performance monitoring via a web 
platform and mobile app, fleet 
management is easier — giving users 
more time to focus on other parts of 
their business.

For more info: echorobotics.com

ELECTRIC SHEEP DEXTER MEGA
The pitch: This machine allows 
commercial lawn mowers to drive 
themselves.

• With its “recorded replay” 
technology, operators record 
how they want the property 
mowed once while operating 
the machine, and then it replays 
the exact pattern autonomously 
each time.

• The Electric Sheep Robot works 
with commercial gas and electric 
mowers and is available through 
a Robots-as-a-Service model.

• A limited quality will be available 
in 2022.

For more info:
electricsheeprobotics.com

GRAZE-AUTONOMOUS COMMERCIAL LAWNMOWER
The pitch: A fully autonomous and electric commercial 
lawn mower that is controlled via GPS, Lidar and 
smart sensors to streamline efficiency in commercial 
landscaping.

• Machine learning allows the mower to map jobsites, 
plan and execute mowing paths, while avoiding 
obstacles and dangerous inclines.

• Powered completely by electrically charged 
batteries, operators can cut fuel costs and eliminate 
carbon emissions while also maximizing revenue by 
addressing labor challenges. The mower can run for 
7-8 hours before needing a recharge.

• The mower has a 60-inch mow deck which allows 
it to fit in a conventional trailer while big enough to 
mow over three acres per hour and its run flat tires 
are airless thus eliminating manual checking of air 
pressure and inflating.

For more info: www.grazemowing.com/

RC MOWERS REMOTE-OPERATED 
ROBOTIC MOWERS:
TK-60XP, TK-52XP AND TK-44E

The pitch: RC Mowers remote-operated 
robotic mowers are for mowing steep 
slopes and other hazardous terrain.

• Mowers are designed to maintain steep 
slopes up to 50 degrees.

• The TK-60XP and TK-52XP machines 
cuts brush up to 1.5 inches.

• All the mowers are 100% manufactured 
and serviced in the U.S. They offer 
a 30-day buy-back guarantee and 
come with a 72-hour parts shipping 
guarantee.

For more info: www.rcmowersusa.com

SCYTHE M.52
The pitch: The 52-inch fully autonomous 
commercial mower with eight HDR 
cameras and advanced sensors to 
identify obstacles on a property and 
safely navigate around them.

• The M.52 follows contours, tackles 
slopes and automatically adjusts 
striping patterns on its own.

• The all-electric mower can be charged 
overnight and run all day with zero 
emissions and substantially less noise 
than gas-powered mowers.

• With 2022 production already 
reserved, 2023 reservations are 
available.

For more info: scytherobotics.com

STIHL iMOW RMI632 PC-L
The pitch: STIHL iMOW RMI 632 PC-L 
allows homeowners and professionals to 
mow yards, track progress and customize 
mowing schedules from the convenience 
of their smartphone.

• Features an 11-inch cutting width that 
efficiently mows yards up to nearly an 
acre and a fourth in about 50 hours per 
week.

• Removable LED control panel with 
bright display offers easy programming 
without having to bend down to reach 
the controls.

• Able to traverse slopes up to 24 degrees 
for clean and even mowing.

For more info: STIHLusa.com
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then, the company has continued to evolve 
its autonomous mower fleet and has ex­
panded the Automower line to include 15 
models for both residential and commer­
cial use, says Alex Trimboli, senior brand 
manager, robotics.

Husqvarna's newest innovation is set to 
launch next spring and will be able to mow 

REDUCE PESTICIDE COST 

BY 50% OR MORE

EC0-505 INJECTION SYSTEM
• Spot spray pesticide while blanket applying fertilizer
• Increase efficiency/reduce callbacks
• Pays for itself in less than one season
• Easily installed on your existing sprayer

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

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

larger spaces. "Our next advancement 
in this category, launching in Spring of 
2022, is CEORA, a revolutionary new au­
tonomous solution for large green spaces," 
Trimboli says.

"CEORA will utilize our satellite-based 
EPOS (Exact Positioning Operating System) 
technology to create virtual boundaries for 

easy and hassle-free operation."
CEO of Graze, John Vlay, says the au­

tonomous mowing company is unique due 
to its global reach, team of engineers and 
funding source.

Vlay says that since 2019, Graze has 
raised over $9.2 million in investments 
through crowdfunding and has over 6,000 
investors. The company is also receiving 
international interest for its mowers.

"We've got preorders not only from 
the U.S., but 50 out of Australia, 70 out of 
the U.K. and a lot of interest from South 
Africa, South Korea and the Middle East," 
Vlay says.

METICULOUSLY 
MANUFACTURED
Because autonomous mowers come in 
all shapes and sizes, the building process 
is different among companies. Some opt 
to build the machine from scratch, while 
others build devices that are retrofitted onto 
existing mowers.

At Scythe, the mowers are built systemi­
cally to ensure excess safety.

"Our system is built from the ground up," 
Otteman says. "Everything is intended to 
be operating in self-driving mode. So, with 
that, all of the sensors are securely and 
safely attached. Nothing will be able to fall 
off...by having that built from the ground 
up solution, the robot is able to perform 
better, create a better mow and produce a 
better-quality cut."

In a time of never-ending supply chain 
issues, Vlay says being able to produce the 
mowers themselves has benefited Graze.

"From the very beginning, we talked 
about doing everything ourselves," he says. 
"Doing all our mow decks, doing all of the 
hardware, doing all of the software...

"It gives us a much stronger patent. And 
it also allows us to control everything. So, 
we're no longer beholden to a lawn mower 
manufacturer that may have orders for 
other customers. We'll able to dictate what 
we're making, and who we're making it for."

Husqvarna also chooses to handcraft its 
autonomous mowers.

"Each Husqvarna Automower is pro­
duced from scratch through a combination 
of human and robotic assembly in our 
Aycliffe, UK, factory," Trimboli says.
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However, Electric Sheep chooses to go in the opposite direction 
— at least for now.

"We have an approach that is a retrofit approach, where we're 
clamping on to existing mowers, but we do want to focus on a 
few platforms that are going to unlock a lot of opportunity for us," 
Herold says.

CUTTING-EDGE ENHANCEMENTS
Since its inception, Graze has gone through several versions of its 
robotic mower. The company started with solar panels before pursu­
ing other electric technology that allowed for longer runtimes and 
less weight. Vlay says the technology they use is always evolving and 
the newest version is the most advanced yet.

"Each version has iterated more and more based on where we 
ultimately want to be," he says. "On our third version, we're utilizing 
lidar, which is used for object detection and object avoidance. That 
coupled with our GPS and sensors allows us to map the perimeters 
both exterior and interior to define the mow area and mow in parallel 
lines and set the direction we want to mow."

The latest features for Husqvarna’s Automower line are all about 
improving customer experience, Trimboli says.

"Lift and Tilt sensors help prevent collision, the noise-reducing 
motor design keeps the Automower virtually silent and advanced 
theft protection puts owners at ease," she says. "Additional features 
include automatic charging, easily adjustable cutting height and 
Bluetooth or cellular connectivity (depending on the model)."

What might be the biggest innovation for the mowers is Firmware 
Over the Air, or FOTA.

"This allows select automower software to automatically update 
their software wirelessly, instead of the requiring owners to take their 
automower to a dealer for updates," Trimboli says.

Scythe utilizes an assortment of systems for its mowers, but one 
stands out as a game-changer, Otteman says.

"Computer visioning is our primary sensing technology," he 
says. "There's various different technologies our robot uses, but
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with the computer visioning, our robot is 
actually seeing the world and the machine 
is learning and looking at the world as we 
would and identifying pixel by pixel what
the objects it sees are."

In addition to the technology, Otteman 
says there are three things Scythe is always 
looking to improve — reliability, robustness 
and usability.

"Mowers need to be tough. The mow­
ing industry really has it nailed down, but 
when we think about robotics and apply­

ing this robotic technology to an outdoor 
environment, they have to be as durable, 
or more, than conventional lawn mowers," 
Otteman says.

IT'S ALMOST SHOW TIME
While autonomous mowers are still rela­
tively new in the United States, companies

are preparing to sell their machines. To 
make sure the robots are performing cor- § 

o 
rectly, many have chosen to partner with S 

landscape contractors on a trial basis to o 

test things out. g

"We're very much at the go-to market 8 
o

stage," Herold says. "We are being very 
judicious on how we're selecting the right
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Reservations for 
Scythe Robotics’ 
mower opened 
in late 2021.
The orders are 
expected to be 
fulfilled in 2023 
and beyond.

sites with the right customers, so that we 
o can deliver a strong ROL

“This year, we shifted our operations 
o over to a much heavier turf market, which 
£ is eastern Pennsylvania and New Jersey. 
8 We are deployed with five customers out 
0
o there, and have 10 mowers across those 

five customers. Now we're fundraising to

To watch the webinar “Inside the world of robotic mowers,” hosted by 
Lawn & Landscape editor Brian Horn with a panel of Logan Fahey, 
Jen Lemcke and Tony Hopp, visit bit.ly/lawnrobotic.

fuel next year's expansion,” he adds. Before 
taking on a slew of new customers, Herold 
says the company plans to ramp up produc­
tion with its existing partners.

"We are very focused on deploying 
through next season with the customers 
we've already established,” he says. “Tech­
nologylike this doesn’t really improve or get 
better in a garage somewhere — it needs to 
be out in the field and at customers’ sites.

“We need to be partnering with the folks 
that have done this stuff for decades and 
can help shape it into what it needs to be.”

Scythe, who's been working with 17 pilot 
partners, opened for public reservations in 

October. “We will then use those reserva­
tions to gauge demand and plan produc­
tion for the years ahead. Based off where 
we are today, 2022 production is already 
accounted for. Some of our pilot partners 
and existing customers have filled produc­
tion for 2022,” Otteman says.

“So, we’re taking orders to be fulfilled in 
2023 and beyond. It sounds like a long time, 
but there are a few things that are going to 
be happening as we ramp up production. 
We’ll be ensuring and securing the quality 
and safety of the product.”

Otteman adds that while it may be two 
years before customers receive their robots,

MULCHMATC
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they'll need that time to prepare for the 
onboarding process.

“Our mowers are all-electric and while 
it's a pretty easy switch in terms of what 
landscapers will need in their facilities, they 
will need to have enough power to charge 
all of the hots," he says. “They will need to 
get all of these things in place."

LET'S TALK ABOUT
THE IDEAL SPRAY SYSTEM

FOR YOUR BUSINESS

Graze is also still in the testing phase, but 
Vlay says he's eyeing a rollout soon.

“Right now, we're doing a couple of pilots 
in California and we’re deploying mowers 
to landscape contractors in California," 
he says.

“We're going out every week and the 
objective is to get as many hours as we can 

under our belts and see what kind of issues 
come up that we need to troubleshoot. 
We're expecting that to be through the 
end of this year.

“Depending on how those pilot pro­
grams go, will determine how quickly we 
go out to commercialization. My hope is 
early 2022," Vlay adds.

For Husqvarna’s machines, contractors 
can order them through several avenues.

“You can order online from Husqvarna, 
com or visit one of our local Specialized 
Automower Dealers who are authorized to 
sell, install, and service your Automower," 
Trimboli says. “Contractors can qualify for 
fleet discounts based on bulk purchases 
and other advanced fleet services."

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

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

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

GROWING ENTHUSIASM
As these mowers become more available, 
and the technology advances, Otteman 
says the excitement within the green in­
dustry is growing.

“It's great to see the eagerness and the 
excitement of the industry," he says. “It's 
an exciting opportunity because even 
though fulfillment might be further off 
than some customers would like, the 
excitement and momentum behind the 
autonomous mower movement is very 
strong."

Herold says he hopes the mowers are 
impressive enough to get even the most 
“old-school" contractors on board.

The latest Firmware Over the Air technology allows 
Husqvarna’s autonomous mowers to be updated 
remotely rather than taken to the dealer. PH
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“The folks that we're really excited to 
work with are those that are willing to chal­
lenge their way of thinking/' he says.

“With a lot of experience comes some 
baggage in the way you do things, and the 
companies that are willing to challenge 
how they think of their mowing operations, 
and their businesses as a whole, will be the 
ones to take full advantage of this.

“I think they all knew something like 
this would happen and the technology was 
arriving... everyone was sitting and waiting 
for something in this category to arrive to 
commercial landscaping," Herold adds. 
“For a lot of commercial contractors, the 
Roomba-style mowers just weren’t it in 
their minds."

By utilizing autonomous mowers, Otto­
man says landscape companies’ opportu­
nities for growth are unlimited.

“In terms of what it can do for landscap­
ers, we’re most excited about the ability to 
multiply what landscapers can do with the

"In the future, the robot will be able to 
identify things like a broken sprinkler 

head, or a patch of grass that looks brown, 
and then it can ping the business to send 

someone out to speak to the property 
owner. There are all kinds of opportunities 
that unlock when you have the ability to 

collect, analyze and act upon 
this type of data."

- BILLY OTTEMAN, DIRECTOR OF MARKETING FOR SCYTHE

crews they already have today," he says.
“So, the labor crisis and labor pressures 

are top of mind.. .they can really expand the 
productivity of their teams."

All the data the machines can collect 
including things like mow time, fleet de­
ployment, mapping capabilities and more, 
can provide additional selling potential.

“You also have upsell opportunities," 

Otteman says. “In the future, the robot 
will be able to identify things like a broken 
sprinkler head, or a patch of grass that looks 
brown, and then it can ping the business to 
send someone out to speak to the property 
owner.

“There are all kinds of opportunities that 
unlock when you have the ability to collect, 
analyze and act upon this type of data." l&l
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By Jimmy Miller

W
hen Jim Lieffort asked his employees to rank their experience at Cherrylake 
on a scale of 1-10, he didn't expect anyone to answer with a "1." But that’s 
exactly what one disgrunded employee did — he even told Lieffort that he 
would’ve responded with a “0" if that was an option.

Cherrylake, an Orlando-based company with tree farm, landscape construction and 
landscape maintenance divisions, had long followed the Net Promoter Score system. Any 
client who says they're 8-10 likely to recommend Cherrylake to a friend is tagged as a "pro­
moter.” Anybody with a 6 or below is a "detractor.” Many companies use NPS to determine 
the satisfaction levels of their clients.

But Lieffort, the director of landscape maintenance, wanted to take a data-driven look at the 
satisfaction levels of his employees, too. He asked them, "How likely are you to recommend 
Cherrylake as a place to work?” So when one employee rated the company so low, Lieffort’s 
initial response was incredulous.

"I’m like, 'A one?’ A one is unacceptable for me,” he says. "(If) this guy is totally disengaged 
in our work, then we have a big problem.”

As it turns out, sitting down with the employee to outline a clear path to a promotion was 
the key. The employee had been burned by previous jobs that overpromised a career and 
underdelivered. Lieffort and his leadership team assured the employee of his skills — he 
had plenty to offer some of the younger guys on staff who could learn a thing or two from a 
seasoned pro. The employee now runs an enhancement crew.

"Now this guy would probably give us a 15,” Lieffort says.
This focus on building a leadership culture has long been the backbone at Cherrylake, a 

company that Lieffort says is rapidly growing. The company earned roughly $3.2 million in 
2020 and currently employs 75 people, which Lieffort attributes to a strong core executive team.

"It starts with the whole management team that has a tremendous level of trust and open, 
honest communication,” he says. "I think it really starts with our executive group.”

ROLE MODELS. There are at least two Google group chats the maintenance division frequently 
uses at Cherrylake: one where they offer critiques of everybody's work out in the field and 
another where they constantly share leadership and inspirational videos.

In the educational group chat, they’ll share videos that explain the company’s core values 
or principles they apply like the Lean business model. The thought process is that exposing the 
employees to some of these ideas early could help them develop entrepreneurial mindsets. 
With that comes an added level of responsibility to the company — Lieffort says people get 
promoted quickly when they show their job isn't just earning a paycheck. If the company 
belonged to them, and the equipment, and the customers, how would they approach their 
job differently?

Lieffort says he sits in on as many hirings as he can, including entry-level labor positions, 
because he wants to find employees who embody that thought process. He'll outline the 
company’s promote-from-within strategy and emphasize that he wants them engaged with 

$ Cherrylake’s vision. They're not going to go out and advertise for open leadership positions
I until they’ve already looked at promoting from within first.

He wants everyone to hone in on leadership skills as they work their way up the team’s 
| career ladder. Even if they leave Cherrylake later, Lieffort takes pride in sculpting them into 

| better human beings first. "The core philosophy for me is, we need to provide these (employ­
es ees) with good role models, good leadership and not just to be good workers,” Lieffort says. 
E "We don’t ever talk about good workers. We want to make you better men or better women.”

TIME TO RISE. Lieffort admits that at 
times, they’ve promoted people who 
just weren’t ready. Lieffort says they’ll 
simply slide the employee back into 
their previous position and let them 
continue to refine their skillset.

"For the most part, the guys who feel 
they're ready are ready,” Lieffort says.

That’s in large part because all Cher­
rylake employees are asked to focus on 
training their replacements. Lieffort 
says his employees aren't afraid to 
do that because there's so frequently 
upward mobility at the company. The 
catch is often that promoting from 
within creates a problem — who's 
going to do the soon-to-be vacant job?

"I've been in leadership a long 
time, and I tell guys, when you come 
to someone like myself and you say, T 
want this job,' what is my problem?” 
Lieffort says. "My problem is, who’s 
going to do your job? So that’s where 
'always propose a solution' comes in.”

This solutions-based mindset trick­
les down to regular work conflicts, 
too. Lieffort prefers employees have 
an idea in mind to remedy workplace 
problems before they even set foot in 
his office. Sure, Lieffort has final say 
over how a problem is handled, but 
often times, the fix is already known.

"If you come (with a problem), the 
first thing I’m going to askyou is, 'What 
do you think we should do?”' he says. 
"It’s about empowerment, mentoring, 
caring.
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So, when it comes down to replacing 
the talent that's missing when an em­
ployee gets promoted, Lieffort says much 
of the responsibility comes down to how 
the employee who wants a promotion 
trained their replacements. They should 
have a good idea of who will take the po­
sition once they get promoted, and there 
should have been training already done 
so the transition is relatively seamless.

Lieffort, of course, also advises the 
training of employees. By and large, he 
wants the training to be a bit more or­
ganic, coming from the employees rather 
than the executive team. That doesn't 
mean he doesn't have some ideas on 
where the next team leaders will come 
from along the way, though.

"We basically go through a constant 
evaluation," he says. "We’re looking at 
our entire roster and saying, 'Okay, who's 
the next man up?"’

Cherrylake 
created 
three remote 
deployment 
locations to 
cut down on 
commutes.

BUILDING SOME TRUST. Traffic can be tricky 
to navigate as Orlando is such a natural tour­
ist attraction (Disney World drivers have to 
go somewhere!).

So, they established three remote deploy­
ment locations so employees no longer had 
to drive in to headquarters first before hitting 
their assignments out in the field. This ben­
efits the employees because they're able to 
leave home later and get home sooner, but 
it also benefits the company so they’re not 
paying out so much transportation time.

"We’re paying a guy to drive 30 minutes 
in Orlando traffic," Lieffort says. "That could 
be spent on the job."

Of course, that comes with a good deal 
of trust in his employees since he isn't per­
sonally seeing them off to their jobsites. But 
the trust isn't unwarranted: So far, Lieffort 
hasn't had any issues with employees not 
showing up to their assigned spots.

Their entrepreneurial mindsets have 
coincided with a much smaller need to 
micromanage. |

ar
Besides, if there were issues with slack- u 

ing or failing to do work, Lieffort believes 
he'd find out. |

"You can get away with a lot for a while,"
o 

he admits, "but eventually, with open and o 
honest communication.. .it'll come out." l&l
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TRUCKS

By Gregg Wartgow

Three landscaping company owners share how recent 
adjustments to their truck/trailer configurations are helping 

save time, improve safety and reduce costs.

Landscape companies have a lot of truck options • We're not just talk­
ing about brand name, either. A truck's size, style, capabilities, fuel source, technologies and other 
features all influence return on investment. Choosing the best possible machine for the application 
at hand should be top priority.

"We try to spec our trucks as much as possible for the work being done," says Sean Bishop, owner 
and president of Ground Effects Landscaping in Cai ver, Mass. "Up here in New England, we also need 
some extra versatility because we’re using many of our trucks to push snow in the winter."

One adjustment Bishop has had to make relates to truck size. The pool of potential drivers has become 
increasingly limited over the past few years; that's why Bishop has begun moving away from larger 
trucks that require a driver to have a CDL. "We have our trucks built as big and capable as possible 
without crossing the line of the CDL regulation," Bishop says. Though it may vary by state, that "line" 
is a GVWR (gross vehicle weight rating) in excess of 26,000 lbs., depending on how much weight the 
truck may be towing on a trailer. It's always important to check your given state’s regulations regard­
ing CDL licensing.
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“Regardless of size, we have our trucks 
customized to what we need,” Bishop con­
tinues. “For example, we like barn doors on 
the back of a dump body so we can dump 
brush and stumps and not get stuck in a 
swing tailgate. We also like high-sided grain 
bodies on our dump trucks. A lot of the 
mulch and other bulk materials we carry 
are lighter. We want to get as much yardage 
on the truck as possible. The high-sided 
grain bodies also help with brush, grass 
clippings and leaves because a crew doesn’t 
have to dump as often.”

Reducing the frequency of dump stops 
is something crews appreciate. Landscape 
company owners appreciate it, too, be­
cause it helps reduce unbillable downtime.

TRAILER SETUPS THAT SAVE TIME. At 
Ace Outdoors in Kodak, Tenn., co-owner 
Ashley Foster has determined that “saving 
time” is the underlying consideration when 
selecting a truck or trailer. To that point, a 
change with the hardscaping crew is really 
paying off.

“We’re now using a 3/4-ton diesel pickup 
to pull an enclosed cargo trailer,” Foster 
says. That trailer is stocked with all of the 
essential tools and supplies the hardscap­
ing crew needs on a daily basis.

“It has been great to keep all of these 
things in the same place and not have 
to unload and reload them every day,” 
Foster points out. “We keep everything on 
there, things like screeders, levels, hand 
tools, caution tape, back braces, saws and 
a generator. Our hardscape'crew also has 
a compactor and tabletop saw, but those 
get locked up in the shop every night. Ev­
erything else goes in our enclosed trailer 
and stays there. This has saved us a lot of 

* time — especially at night when the crew 
o

is already tired and the last thing they want 
§ to do is unload the trailer.”

Like Ace Outdoors, Jonny Nichols Land- 
| scape Maintenance in Dover, Del., has set 
| up an enclosed trailer for its hardscaping 

crew. Jonny Nichols has also done the same 

thing for its irrigation crew, three installa­
tion crews and five maintenance crews.

“Our installation trailers are set up iden­
tically, as are our maintenance trailers,” 
says Nichols, the CEO and president. “If 
a crew ever has to change trailers, there 
is nothing new to learn. All of the equip­
ment, tools and supplies are the same and 
stored the same way. This has been huge 
for us when it comes to training and being 
consistent in what we do.”

Enclosed trailers across the fleet have 
also helped Jonny Nichols Landscape 
Maintenance reduce unbillable time. “It is 
amazing how much time we're saving every 
morning by allowing our trailers to remain 
loaded overnight,” Nichols says. “Our crews 
just have to do a quick pre-check in the 
morning and they're off to the jobsite in 
seven to 10 minutes, on average."

MANEUVERABILITY MEANS A LOT. Largely 
due to the labor shortage, Ace Outdoors 
isn’t taking on any new maintenance ac­
counts. For the handful of large contracts 
the company continues to retain, a cab­
forward truck (aka cab-over) with open 
landscape bed offers some advantages.

“We’re in a mountainous area with a lot 
of narrow, windy roads,” Foster says. “The 
cab-forward design is safer for employees 
because visibility is better. The truck is also 
more maneuverable and can turn around 
in a much tighter radius. Also, with the 
open landscape bed, we don’t have to worry 
about the driver pulling a trailer. We can 
fit both a 61-inch zero-turn and 61-inch 
stand-on mower on our truck.”

Bishop has also taken a liking to the cab- 
over truck. He still has some big pickups for 
plowing snow, but the cab-overs have been 
effective on his maintenance routes.

“The shorter wheelbase makes it easier 
for a crew to get in and out of a neighbor­
hood,” Bishop says? “Cab-overs are also 
easier to drive. They might not be as fancy 
with many of the bells and whistles you’ll 
find on pickups these days, but cab-overs

IF A CREW EVER 
HASTO CHANGE 

TRAILERS, THERE
IS NOTHING 

NEWTO LEARN.
ALLOFTHE 

EQUIPMENT, TOOLS 
AND SUPPLIES ARE

THESAMEAND 
STORED THE SAME

WAY.

WHEN IT COMES 
TO TRAINING 
AND BEING

CONSISTENT IN 
WHAT WE DO.”

—Jonny Nichols, 
Landscape Maintenance 

in Dover, Del.
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TRUCKS

With diligent preventive maintenance and operator care, Ace Outdoors co-owner Ashley Foster is hopeful that an 
eight-year replacement cycle will prove to be viable.

also have fewer issues. They are also easier to main­
tain because the cab tilts forward. Cab-overs are 
also very good on fuel.”

CONSIDER THE FUEL SOURCE. Speaking of fuel, 
Bishop has begun veering away from diesel — at 
least on his smaller trucks like the cab-overs used 
for maintenance.

"With all of the emissions controls on today's 
diesel trucks, we're finding that maintenance costs 
on a gas-powered truck are much lower,” Bishop 
says. On the typical maintenance route, a truck 
drives shorter distances at a time with a lot of stop- 
and-go events. Speed remains relatively low since 
the truck is spending a lot of time in residential 
environments.

"A diesel engine doesn't get running hot enough 
and things get gummed up,” Bishop says. "So, we 
started buying gas-powered pickups a couple of 
years ago. The cab-overs we’ve been buying are also 
gas. We haven't seen any real difference in perfor­
mance. We burn a little more fuel by running gas, 
but that is more than offset by other savings. First 
off, you save around $10,000 on the purchase price 
of a new truck. When you start factoring in the other 
savings from reduced engine maintenance, it isn't 
even a comparison.”

Nichols has also decided to only purchase gas- 
powered trucks — except for anything 1-ton or 
larger, which still requires a diesel engine. "The 
maintenance aspect of a gasoline truck is so much 
easier and less expensive,” Nichols says.

INVESTING IN UPTIME. Nichols says his company 
tends to stick with a certain brand of truck, not to 
mention a certain brand of enclosed trailer. Yes, the 
products are well-designed, but the main reason 
for the brand loyalty is the fact that reliable deal­
ers are just a few miles away. "When you get tight 
with a certain dealer, you get excellent service as a 
result,” Nichols says.

That excellent service comes in handy when a 
more intensive truck repair is needed such as a 
brake job. As for his trailer fleet, Nichols says the 
main thing is to keep an eye on the tires and make 
sure they are regularly rotated. His in-house me­
chanics handle those types of procedures, along 
with basic preventive maintenance on all trucks 
and equipment.

At Ground Effects Landscaping, basic preventive 
maintenance is also handled by an in-house me­
chanic. We're talking about oil and filter changes, 
minor electrical issues like wiring harnesses and 
trailer plugs, daily greasing, etc. Any intensive re­
pairs involving the engine or transmission are sent 
to the local dealer.

As important as preventive maintenance is, 
optimizing truck RO1 requires an understanding 
of when it's time to replace something. At Ground 
Effects Landscaping, trucks are frilly depreciated 
before being replaced.

"Our goal is to keep a truck for 10 years,” Bishop 
relates. "In theory, we're paying for that truck for 
five to seven years. Then we have a couple of years 
when the truck is making good money for us. Then
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100 YEARS 
SERVING

Ewing Irrigation & Landscape Supply has 

provided green industry contractors 

with the products and services that 

offer value to their businesses.

From exceptional blue counter 

customer service to online 

account services and 

rewards programs like 

the ProAdvantage 

Program, lean on Ewing 

for all your green



TRUCKS

An open trailer allows landscapers to carry different equipment.

we have a year or two when signs of aging are start­
ing to show. That's when we start watching expenses 
very closely. It doesn’t take long before annual repair 
bills are more than payments on a new truck.”

Ace Outdoors faced that dilemma early in its his­
tory six years ago. Like most landscape companies 
just starting out, Ace Outdoors relied heavily on used 

vehicles. Nowadays, just one truck in 
the five-truck fleet is more than three 
years old. “We have come to find a lot 
of value in warranty and dealer sup­
port/' Foster says.

With diligent preventive mainte­
nance and operator care, Foster is 
hopeful that an eight-year replace­
ment cycle will prove to be viable. 
Whatever the case may be, she says 
downtijne and repair bills will not get 
the best of them any longer.

NEW TRUCKS, NEW TECHNOLOGIES.
New technologies can add some cost 

to modern-day work trucks. Some features, how­
ever, can prove to be well worth the extra upfront 
investment.

Foster says the dump truck driver at Ace Outdoors 
has come to rely on the backup camera. “It's a big 
safety benefit and puts our driver at a lot of ease,” 
Foster says.

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!

LAWN & LANDSCAPE
RADIO NETWORK

HEARD
Check out our conversations with industry 

leaders, experts, authors and more!

FIND IT ON:

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

Email: sales@raincad.com I Phone: (936) 372-9884
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SUSTAINABLE 
NUTRIENTS MAKE 
ALL THE DIFFERENCE 
NO UNCOATED UREA 
NO FILLER
Create healthy lawns that go beyond beautiful.

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

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

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

The GreenTRX advantage. The GreenTRX difference.

GREENTIty&Q f GREENTFty75 GREENTf^QO

ANUVIA
PLANET INSPIRED PRODUCTS

For more information visit: 
greentrxadvantagexom

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



TRUCKS

For Jonny Nichols Landscape Mainte­
nance, backup cameras have greatly simpli­
fied the process of backing up to a trailer. "An­
other feature we like is the power-extending 
mirrors on some of our trucks," Nichols adds.

The driver can extend or retract the side 
mirrors as needed. Having the mirrors ex­
tended helps when pulling a large, enclosed 
trailer. But if the truck is operating solo, such 
as when driving around a property doing 
cleanup, retracting the side mirrors provides 
a safety advantage.

"If you're on a narrow street or driveway, 
it's nice when you don't have to worry about 
those side mirrors scraping against a tree 
branch or taking out a trash can or some­
thing," Nichols says.

In some instances, retractable mirrors 
don't provide a lot of value. You can say the 
same thing about most optional features on a 
work truck. In fact, you can say the same thing

about most work trucks, period. As Foster points out, no truck 
or trailer is 100% perfect for everything.

"That's why we tend to have a slew of different things," Foster 
says. "It's all about matching the right equipment to the right 
application and setting up that equipment so employees can 
be as safe and productive as possible." l&l

The author is a freelance writer based in Wisconsin.

BOSS is

• Software designed BY landscapers FOR landscapers.
• Customizable to your unique business needs.
• A support team driven by a sincere motivation to serve you.
• When you need a proven business partner for the long-term, 

you need BOSS.

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

BUSINESS FOR SALE BUSINESS SERVICES BUSINESS OPPORTUNITIES

ACQUISITION
Experts llc

FOR SALE FLORIDA
LAWN & LANDSCAPE
EAST COAST $275K
EAST COAST S180K

CENTRAL FL LAWN SPRAY $1.5M

CONTACT JOHN BROGAN 772-220-4455
EMAIL: JOHN@ACQUISITIONEXPERTS.NET

BUSINESS FOR SALE
Leading Long Island, N.Y.-based tree, 

shrub & lawn care company established 

35-plus years. Large residential/ 

commercial customer base and large 
state-of-the-art spray fleet.

Average annual sales $1.3-1.4 million. 

High net profit. Turnkey operation with 

sales & management in place.

Serious inquiries only.
Respond to renegadebw@gmail.com

Enjoy Repeat Business!
Southeastern Wisconsin 

lawn treatment business for sale. 
Established in 1982, we now have over 
2,700 customers, 95% residential and 

5% commercial. We grow about 5% per 
year, with annual sales at 1.1 million, 

and great net profit. Includes vehicles 
and equipment.

Serious Inquiries Only

Contact us at 
vitalandglenn@yahoo.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

H2-B Work Visa - 
Family Beneficiary Visas

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

visas for your workers.

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

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

www.headhonchosllc.com

GROW 
YOUR 

BUSINESS
Lawnandlandscape.com/classifieds

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

Professional Business Consultants

Merger & Acquisition Specialists

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

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

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

pbcmellol@aol.com • www.PBCbroker.com

Snow and Ice 
Management Company 

We are looking for 
Service Providers in CT, DE, IN, 

MD, Ml, NJ, OH, PA, VA, WV to provide 
SNOW removal and landscaping. 

Please go to our website 
www.snowandicemgmt.com 

and fill out our form 
"Join our Team"

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.ST0RKSPL0WS.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
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FOR SALE HELP WANTED PLANTS, SEEDS & TREES

Specimen B&B 
Stock!

From 1"to 15"caliper Shade and 
ornamental trees 

and 4'to 20', shrubs.

www.WeFindPlants.com
For free quotes call 585-889-5933 

or Fax 585-889-5815
Email Us: info@wefindplants.com

HELP WANTED

GreenSearch
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

GreenSearchUSA

LawnClandscape

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

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.

LANDSCAPE EQUIPMENT

Gothic Arch/fl\ 
Greenhouses □ □

Catch 
the 

Sunshine!
Greenhouse Kits • Equipment • Supplies

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

www.GothicArchGreenhouses.com

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

3© WfeM
TCAK3 Powered by Horticultural Associates

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

SOFTWARE

BILLMASTER Software®

Simple, Reliable, Affordable

Perfect for Small Business 

Convert from any existing system 

All at a price your 
business can afford

Call today to get started.
201-620-8566

Email: sales@billmaster.info 
www.billmaster.info
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AVERAGE
DAY Eric Blevins, owner, Evolve Landscaping

When Eric Blevins gets to the 
office, the first thing he does 
is “hop out of the truck and go 
greet all the team members,” 
says the owner of Evolve 
Landscaping. “I shake hands 
or fist bump with everyone 
and call them by name. If I’m 
high-fiving guys and laughing 
with them, it puts everyone in a 
good mood,” he says.

§ Blevins says this is a great opportunity to
y manufacture energy for the day, and it also
o allows him to gauge the morale of the crews.

o
o Interviewed by Brian Horn

“If someone seems to be ‘off their game,’ I 
can pull them aside and talk about what 
may be going on, or at least follow up with 
their manager to discuss,” he says.

Here’s Blevins’ average day:
I get up each morning around 5:45 a.m. to 
be at the shop before 7 a.m. This doesn’t 
give me time to do many things other than 
get ready, with the exception of making cof­
fee. I roast and grind my own coffee beans, 
so this is a pre-work routine that I enjoy 
each morning. It gives me time to start 
thinking about my day while I wait.

My drive into the office is only about 15 or 
20 minutes, so typically I just use this time 
to snack on a protein bar, think about my 
schedule and plan for the day. If there’s 
nothing in particular coming up, sometimes 
I put on sports talk or Pandora and jam out.

Additionally, by walking around in the morn­
ings, I have the opportunity to observe how 
crews and equipment are looking. Are uni­
forms being worn and in good shape? How 
are the trucks loaded? Does everyone have 
everything they need to be successful? I can 
also observe if trucks roll out on time. If not, 
this gives me a chance to follow up with our 
management team on our morning process.

Once crews are out, I grab my gear from 
the truck and head into the office. This is my 
opportunity to touch base with my mid-level 
managers. We talk about anything that I saw 
during morning roll-out, how things went 
the previous day, what we have lined up for 
the following day(s), etc. This also gives me 
a chance to see if they need me to help out 
with anything they have coming up or take 
something off of their plate if I can.

On Monday mornings we run payroll, so I 
go in and approve the crew’s hours for the 
prior week. I always go in to make sure that 
time is coded correctly to the appropriate 

jobs and work tickets and review hours 
to budget. This gives me the ability to 
have follow up conversations with our 
managers about making sure that guys 
are entering time and materials correctly, 
and that we are looking for opportunities 
to streamline routing and cut down on 
non-productive time.

Wednesday is our meeting day. I schedule 
our staff meeting and any individual, sales 
or production meetings all on Wednesday. 
This way, we can all be out with our crews 
and customers the other days of the week, 
and I can spend time being out of the of­
fice and overseeing quality and customer 
service.

If I’m not in the office, I try to stop by the 
gym 2-3 days per week and get in a work­
out. I always feel better when I’m in the 
gym on a regular basis.

Since I get to the shop early in the morn­
ing, I’m often heading home by 3:30 or 
4 p.m. Most afternoons I still get on the 
computer for another hour or so, catching 
up on emails, designs, proposals, etc. 
Typically, I’m following up with my opera­
tions manager about his day to help me 
start planning for tomorrow.

My wife and I love to travel, and we often 
head out on Fridays for the weekend. 
However, both of us usually still get in 
computer work on Saturday and Sunday. 
This is a great time for me to catch up on 
social media posts, put together financial 
reviews for my team and catch up on 
administrative tasks. We also have a 
motorcycle and spend a lot of time on it 
during the summer. We have found that 
we really enjoy using this time together to 
strategize, brainstorm ideas for both of 
our businesses or put our heads together 
to problem-solve things that may come 
up from time to time, l&l

50 JANUARY 2022 • LAWNANDLANDSCAPE.COM

LAWNANDLANDSCAPE.COM


SEE WHY 
EXMARK 
IS BUILT 
FOR YOU

CLEAN CUTS 
BACKYARDS 

EVERYONE

PERFORMANCE - 
DURABILITY 
PROFITABILITY <



ACCESS EVEN THE 
MOST INACCESSIBLE PLACES

1 Wi

K 'MR M * m *
■ J

NODE-BT • Hunter

■ »
■If] I

PROGRAM FROM OUTSIDE THE VALVE BOX WITH THE NEW NODE-BT 
BLUETOOTH® CONTROLLER. Easily manage NODE-BT from a smartphone app. 

Install the battery-operated, waterproof controller in areas where AC power is 

unavailable. For faster maintenance, the app maps controllers by location and sends 

convenient battery-change reminders. It's that easy! WITH NODE-BT, you con
configure the controller up

The Bluetooth® word mark and logos are registered trademarks owned by Bluetooth SIG Inc. and any use of 
such marks by Hunter Industries is under license. Apple and the Apple logo are trademarks of Apple Inc. App 
Store is a service mark of Apple Inc. IOS is a trademark or registered trademark of Cisco in the U.S. and other 
countries and is used under license, Google, the Google logo, Google Play, and Android are trademarks of 
Google LLC.
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