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The story behind 
the president of 
Pacific Landscape 
Management 
(page 74).

CALLING LAWN CARE PROS 
Are you a lawn care operator looking for a way to 
take your business to the next level? You may want 
to check out the Landscape Management Growth 
Summit. An event pairing leading supplier partners 
with prequalified turf + ornamental professionals for three days of  
educational sessions, networking and 1:1 meetings, this year’s LM Growth 
Summit will take place at Reunion Resort in Orlando, Fla., Nov. 11-13.  
Visit LMGrowthSummit.com for more info.
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M
y family loves watching 
the Syfy Network show 
“Strange Evidence.”  
The premise is simple: 
With so many cameras 
around in the world 

today, weird stuff is going to get 
caught on camera. Like the guy who 
got struck by lightning ... twice! Or 
the creepy statue at an old museum 
that spins around all on its own.

The show is clever in that it keeps 
you watching through each commer-
cial break, hopeful they’ll solve the 
mystery in the next segment (they 
rarely do.) Sure, some of the footage 
is dubious, but the show is always 
entertaining.

The prevalence of cameras today 
has changed the way we live our lives 
and do our jobs. For this month’s 
“Five Questions” (page 74) I asked 
Bob Grover, president of Pacific 
Landscape Management in Hillsboro, 
Ore., what his favorite tool is to get 
the job done. His answer: a camera, 
especially those cameras everyone 
carries in their pockets that double 
as phones.

This got us to talking about just 
how much the cell phone camera 
has changed the way we do our jobs. 

For a little over 20 years I’ve been 
a journalist. I remember early in my 
career, the odds of getting good pho-
tos from a source were low. If people 
even had photos at all, they would 
have to physically mail them to you, 
and because they were shooting with 
film, the options were few and it was 
unlikely they got a good photo.

Now? Sources usually text me the 
photos of any given project or person, 
and I have them instantly.

For Bob, camera phones have 
changed his job in a different way. He 
told me he uses the camera as a sell-
ing tool. If he sees a great combina-
tion of flowers, he grabs his phone and 
takes a photo. It’s an informal selling 
tool, he told me — something he can 
easily show customers or coworkers.

I spoke with Tom Kessler of Kessler 
Photography recently, about the value 
of having good photos of your work. 
Kessler’s skill behind the camera is 
in heavy demand; in 2018 alone, his 
job took him to projects in 35 differ-
ent states. Granted, Kessler is doing 
work on a higher level than with a 

simple camera phone, but he knows 
the value of great photography in 
our business.

“Their work is important to show 
and market,” Kessler told me. “If you 
have shoddy photography, it’s like hav-
ing a dirty house and you’re a house 
cleaner, or showing up in a beater car 
when you’re a car salesman. You want 
to show the best you can with your 
projects ... that’s what going to sell 
when you’re sitting across the table 
from someone who might be willing 
to spend $5,000 to $10,000. If you 
have a dynamite portfolio, it’s going 
to prove that you can pull the job off.”

I like to think that every issue of 
Landscape Management is full of great 
photography, starting with our front 
cover and ending with the back cover. 
Some of it is professionally shot and 
some of it is hastily shot on a smart-
phone, but the work always shines 
through. Part of the fun of working 
on a magazine like this is the potential 
for beautiful photography.

Keep us in mind when you’re out on 
the job site. If you see something great, 
nab a photo of it and send it our way, 
to us directly or even through social 
media. We love to share with the world 
the fruits of the labors of our readers. 

The TV show “Strange Evidence” 
has taught my family that cameras 
really are everywhere. This is a good 
thing, not just for a silly TV show, but 
also to document the great work peo-
ple are doing each and every day in 
our industry. 

Perhaps we are all part of this new 
reality show, but instead of “Strange 
Evidence,” I’ll call it “Great Evidence.” 
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seth’S Cut

“ If he sees a great combination of flowers, 
he grabs his phone and takes a photo. 
It’s an informal selling tool, he told me — 
something he can easily show customers  
or coworkers.

Great evidence

SETH JONES 
EDITOR-IN-CHIEF
Contact Jones at 785-690-7047, 
sjones@northcoastmedia.net or 
via Twitter @sethajones.

“



With auto depth, you can set it and forget it while you aerate up to 92,000 sq. ft. per hour. Plus, 

it’s built to protect the chain from dirt and let you mount a rider-controlled drop seeder attachment. 

So you can handle the whole job in one simple pass. Call 800-679-8201 or visit turfcodirect.com 

to discover why we’ve been a leader in selling direct for over 100 years. 

Simply designed. 
Simply used. 

Simply put, it’s a beast.

With auto depth, you can set it and forget it while you aerate up to 92,000 sq. ft. per hour. Plus, 

The Turfco XT8 is built to outwork, outlast, and outperform every other riding aerator on the market. 



ÒSmart companies 
know their 
numbers and 
are prepared for 
fluctuations in fuel 

prices. Routes, idling 
trucks and buying more 
fuel-efficient equipment 
are things we should 
always be looking at, 
whether fuel prices are 
up or down.Ó
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What’s your advice for dealing with rising fuel prices?

EDITORIAL ADVISORY BOARD

OUR MISSION: Landscape Management shares a comprehensive mix of content 
designed to stimulate growth and take our readers to their next level. 

Landscape Professionals
Richard Bare 

Arbor-Nomics Turf 
Norcross, Ga.

Troy Clogg 
Troy Clogg Landscape Associates 

Wixom, Mich.

Paul Fraynd 
Sun Valley Landscaping 

Omaha, Neb.

Luke Henry 
ProScape Lawn & Landscaping Services 

Marion, Ohio

Chris Joyce 
Joyce Landscaping 
Cape Cod, Mass.

Aaron Katerberg 
Grapids Irrigation 

Grand Rapids, Mich.

Jerry McKay 
McKay Landscape Lighting 

Omaha, Neb.

Bryan Stolz 
Winterberry Landscape & Garden Center 

Southington, Conn.

Greg Winchel  
Winchel Irrigation 
Grandville, Mich.

Industry Consultants
Dan Gordon 
TurfBooks 
Newton, N.J.

Marty Grunder 
The Grow Group 
Dayton, Ohio

Phil Harwood 
Grow the Bench 

Grand Rapids, Mich.

Kevin Kehoe 
3PG Consulting 
Laguna, Calif.

Jeffrey Scott 
Jeffrey Scott Consulting  

Trumbull, Conn. 

ÒWe generally 
absorb higher fuel 
prices until winter 
and then do a 
price increase if we 
think fuel prices are 
going to stay up. But 
I can tell you what 
not to do: Don’t do  
a fuel surcharge ...Ó

MORE ONLINE
See more great advice and complete 
answers from our Editorial Advisory Board 
in the online version of this feature at 
LandscapeManagement.net.

ÒWe’ve taken 
two steps to 
reduce overall 
fuel usage, which 
has helped us in 
times when gas prices 
start to go up. First, we 
shifted our salespeople 
to hybrid cars. Second, 
we moved all our vehicles 
of the 3500 category 
and smaller to an equity 
lease program. As a 
result, our fleet is newer 
and takes advantage of 
improving fuel-efficiency 
standards.Ó

Q+

ÒFluctuations in 
fuel pricing are 
common each 
summer. We try to 

stay as fuel efficient 
as possible by properly 
maintaining vehicles, 
creating tight routes for 
our crews and investing 
in new equipment as 
much as possible.Ó

ÒBetter routing 
and better 
GPS driver 
management.Ó
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So Progressive offers commercial auto and business 

insurance that makes protecting yours no big deal.

Local Agent | ProgressiveCommercial.com

Small business is no small task.



1Like father, like son Weed Man’s Bruce 
Sheppard and Brandon Sheppard,  

father and son, have been volunteering 
at the annual Renewal & Remembrance 
at Arlington National Cemetery for 
almost 20 years.

2Deere volunteers (Left to right) 
Madalyn Zambrano, Heather Van Nest, 

Irle Jones and Les Reu looked good in 
green as they got to work beautifying 
Arlington National Cemetery as part of 
the 2019 Renewal & Remembrance.

3Nufarm family When it came time 
to get a group of volunteers for 

Renewal & Remembrance, the team at 
Nufarm brought the whole family includ-
ing (from left to right) Jamie Heydinger, 
regional sales & key account manager;  
Rod Marquardt, national accounts manager; 
Kyla Marquardt, national accounts manager; 
Oralea Marquardt; Lacy Veltmann, digital 
marketing specialist; Taylor Williams;  
Laura Williams, Nuseed Global Lead, HR; 
Kirby Williams; Brooke Williams; and  
that’s John Marquardt up front.

4Flocking to Florida As part of the  
Bayer Focus on Florida media summit, 

attendees got to hear from Leon Humphrey 
(second from right), manager at Stahlman  
Landscape and Property Maintenance in 
Naples, Fla. Stahlman is pictured with members 
of the Bayer team, from left, Mike Ruzzio,  
Zach Lane and John Wendorf.  

5Congressman Green Landscape  
Management Editor-in-Chief Seth 

Jones (left) didn’t hesitate to nab a photo 
with Congressman Mark Green (R-TN), 
who was the keynote speaker at R&R. 

6Communication is key Project  
EverGreen Executive Director  

Cindy Code and Norman Goldenberg, 
Namron Business Associates, celebrate 
Goldenberg being named the 2019 Turf & 
Ornamental Communicators Association’s 
Environmental Communicator of the Year. 
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where the LM team made its 
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Introducing a truly unique machine with endless possibilities. 

The JCB Teleskid is the first and only skid steer and compact track loader with 

a telescopic boom, making it the most versatile machine you’ve ever seen. It 

can lift higher, reach further and dig deeper than any other skid steer on the 

market and can access areas you wouldn’t have thought possible, until now.

jcb.com/teleskid

5319*Conditions apply. Contact your local JCB Dealer.

Request a demo at 

JCB.COM/DEMOTELESKID

BOOK A JCB

TELESKID DEMO AND

WE’LL GIVE

YOU $100
*
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Many companies that 
care for turf in Florida 
believe that it is nearly 
impossible to use a 

preemergent herbicide to treat weeds 
taking up their residence among St. 
Augustinegrass. Debunking this myth 
was one of the main reasons Bayer 
hosted its Focus on Florida media 
summit on July 11-12.

Throughout the summit, represen-
tatives from Bayer, along with lawn 
care providers and grounds opera-
tors, spoke about how preemergent 
programs could be effective on St. 
Augustinegrass, especially with the 
introduction of Bayer’s Specticle Flo.

Erica Santella, regional technical 
manager for TruGreen, spoke to the 
group about this topic.

“One of the urban legends in Flor-
ida is that preemergents don’t work 
in sandy soils,” she said. “Every other 
agriculture industry uses preemer-
gents, but that myth still exists.” 

Attendees of the event got to see 
firsthand how one company decided 
to ignore the myth that preemergent 
herbicides can’t work in Florida. 

The group headed out into the field 
to see how a preemergent treatment 

of Specticle on St. Augustinegrass 
has helped Stahlman Landscape and 
Property Maintenance in Naples, Fla., 
rid a housing development of weeds. 
Leon Humphrey, manager at Stahl-
man, met the group to discuss the 
preemergent treatments the company 
was doing at the site.

So far, the program has been  
effective, according to Humphrey. “I 
walked that whole street in December 
of last year, and if I found 50 weeds 
in there, it was amazing,” Humphrey 
noted. “It works. It takes some time to 
get going and working, but it works.” 

Erica Santella describes how 
TruGreen has incorporated Specticle 
into its preemergent program.

Specticle in the Sunshine State 
BY CLARA RICHTER | LM MANAGING EDITOR

NALP initiates national 
search for next CEO
The National 
Association 
of Landscape 
Professionals (NALP) initiated a 
national search to identify its next 
CEO. The organization’s board 
of directors named the experi-
ences and competencies that will 
be sought in the new staff leader. 
NALP released an extensive posi-
tion description to recruit can-
didates interested in serving the 
professional lawn and landscape 
industry, and prepared to strategi-
cally address its trends, challenges 
and opportunities. Contact Heidrick 
& Struggles, a Chicago-based 
executive search firm facilitating the 
selection process, with interest. 

Warren Gorowitz joins  
Hunter Industries
After two and a half decades at 
Ewing Irrigation & Landscape Supply,  
Warren Gorowitz joined Hunter 

Industries this month. 
At Hunter, Gorowitz 
will lead the compa-
ny’s corporate social 
responsibility efforts 
and direct its indus-
try relations activi-
ties. Gorowitz most 
recently led Ewing’s 

sustainability efforts and was instru-
mental in spearheading sustainabil-
ity programs throughout the green 
industry. These included controller 
recycling programs, ground-level 
work with the U.S. Environmental 
Protection Agency’s WaterSense 
program and development of the 
Water and Sustainability Innovation 
Award, presented by Ewing and 
Audubon International. Additionally, 
he served as the 2018 president of 
the Irrigation Association.

TORO AND STEEL GREEN SETTLE LITIGATION 
The Toro Co. and Steel Green Manufacturing have reached a settlement.

The settlement includes the court’s entry of an agreed injunction, in 
which Steel Green and its employees will refrain from certain activities, 
including the use of the information that certain employees allegedly re-
moved from The Toro Co.’s computer systems. The injunction also prohib-
its the sale of machines and parts by Steel Green during certain months in 
2020. The other terms of the settlement are confidential.

Steel Green dealers and distributors are not affected by the injunction 
except for Steel Green’s manager for one month in April of 2020. All other 
dealers will be permitted to sell Steel Green machines during that time.

Warren 
Gorowitz
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Mapping the news
A quick look at the industry news  
happening around the nation
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HURRICANE BARRY
Hurricane Barry made landfall on July 13 

in Louisiana as a Category 1 hurricane, 
before being downgraded to a tropical 

storm. The storm created power out-
ages, damage to homes and flooding in 
Louisiana. However, it produced much 
less rainfall than expected, with some 
parts of the Gulf Coast receiving just  

2 to 6 inches of rain.

HEAT WAVE
A record-breaking heat wave scorched many parts of 

the U.S. from July 18 through July 22 from the Front 
Range of the south-central Rockies to the East Coast. 
Many places saw heat indexes in the 90s, with some 

areas topping 100 degrees F. Atlantic City, N.J., for  
example, hit a record high of 100 degrees F on July 21.

DROUGHT FREE
According to the National 
Drought Mitigation Center 
(NDMC), as of March, Cali-
fornia is drought free for the 
first time in over seven years. 
The state remains largely 
drought free as of Aug. 1, 
with only the southwestern 
tip of the state experiencing 
abnormally dry conditions. 
Prior to March, the state had 
experienced some form of 
drought for 367 consecutive 
weeks, NDMC said. 

PESTICIDE BAN 
IN MONTGOMERY 
COUNTY 
Montgomery County, Md., 
banned the use of state- 
approved pesticides on 
private lawns in 2015. After 
a nearly six-year fight to 
stop the ban, legal remedies 
available to challenge the 
county’s law on state pre-
emption grounds have been 
exhausted, according to 
Responsible Industry for a 
Sound Environment. On July 
11, Maryland’s Court of Ap-
peals denied the petition of 
Complete Lawn Care Inc., et 
al., v. Montgomery County, 
seeking judicial review of the 
Court of Special Appeals’ 
May 2019 decision upholding 
Montgomery County’s ban 
on most pesticides used on 
private lawns and landscapes.

GROUND BROKEN IN IOWA
Vermeer Corp. held the groundbreaking for a monument commemorating the 
buildings destroyed by an EF3 tornado last July, while celebrating the rebuilding 
of Vermeer Mile in Pella, Iowa. The first facility scheduled to open this summer 
is a new engineering and R&D building named Shop 48. Plant 7 was formally 
announced as the new facility being built where Plants 5 and 6 once stood. 
The new facility will connect to the original Plant 7 that was damaged in the 
tornado but repaired in the months following. It’s scheduled to be completed in 
fall 2020. Additionally, a new Eco-Center will replace the one lost in the tornado, 
placed behind Plant 1, and will open its doors in January 2020.
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M
ower engines have 
come a long way 
since the first inter-
nal combustion 
engine (ICE) was put 
into a commercial 
lawn mower by Ran-

somes of Ipswich in England in 1902.
“Internal combustion engines 

are changing as government regu-
lations and market competition 
increases,” says Ken Logan, product 
strategy manager at Kawasaki. “Of 
course, the physics hasn’t changed 
for ICEs Ñ intake, compression, 
spark, exhaust Ñ but the technology 
of how to do this has. More power 
is coming out of engines while low-
ering fuel consumption, improving 
exhaust emissions and increasing 
engine life.”

Well over a century later, it is      
hard to even conceive of using a lawn 
mower that isn’t powered by an engine, 
especially if it is being used on a large 
commercial or residential property.

Recent developments and innova-
tions in commercial mower engine 
technology can help landscape con-
tractors save fuel and money. The 
power they afford can also help 
companies be more efficient, even if 
they have fewer employees, which is 
important in an industry experienc-
ing a dwindling labor market. 

Many of the latest innovations 
in engines have been introduced to 
enable mowers to cover more ground 
in less time, says Brett Wegner, prod-
uct manager, Kohler Engines. “With 
tightened labor markets, productiv-
ity has become more critical because 
time is money,” he adds.

When it comes to a commercial 
mower engine, the fuel choice is  
perhaps one of the biggest deciding 
factors, and more efficient fuel con-
sumption is one of the biggest recent 
advances in engine technology. Fuel 
and the rate at which it’s consumed 
can determine cost of ownership, 
environmental impact and engine 
performance. 

“All different fuels have their 
place,” Wegner says. “The benefits 
depend on the type of equipment 
you’re using and the fuel source 
that’s most readily available and cost-
effective for your specific use.”

No matter what type of fuel a land-
scape contractor chooses to use in 
his or her mowers, developments in 
engine technology ensure he or she 
will likely experience a cost savings, 
benefit from environmental friendli-
ness and see an increase in power. 

SAVING GREEN 
“Certainly engine products today are 
far more efficient than they used to 
be,” says Kris Kiser, president and 
CEO of the Outdoor Power Equipment 
Institute. “One of the ways you get to 
emissions conformity is by reducing 
the amount of fuel you burn, so if you 
have an emissions requirement, you’ll 
burn less fuel. Engines have gotten far 
more efficient as of late.”

If an engine burns less fuel, it 
stands to reason that less money will 
be spent on fuel. Electronic fuel injec-
tion (EFI) is one innovation in engine 
technology that helps landscape con-
tractors use fuel more efficiently, 
which in turn, saves them money.

Mower engines 
contribute to a 

machine’s power 
as well as to a 

company’s bottom 
line. Choosing the 
right engine can 
help landscape 

contractors save on 
fuel costs, be more 

environmentally 
friendly and 

increase efficiency. 

THEY’VE GOT THE
BY CLARA RICHTER | LM MANAGING EDITOR
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 POWER FUEL UP  
More efficient fuel 

consumption is one 
of the biggest recent 

advancements in 
engine technology.



EFI systems Ñ which have been 
commonly used in automobiles for 
many years Ñ work to precisely 
meter fuel in the engine to optimize 
performance and fuel efficiency. 
While some commercial mower 
engine manufacturers have been 
using EFI for several years, for many, 
it is still new technology. 

According to John Deere’s engineer-
ing team, EFI reduces machine cost 
without sacrificing performance. EFI 
machines do not have carburetors, 
which often require routine mainte-
nance or replacement Ñ both of which 
can be costly and lead to downtime. 

The sensor technology in an EFI 
engine optimizes performance by 
adapting to operating conditions.

“For example, in applications like 
an urban area where you’re doing a 
lot of transport time between parking 
lots and different areas where you’re 
not running the (power takeoff), it’s 
not consuming as much fuel because 
the engine doesn’t have 
to power all those 
areas,” explains 
Natalie Haller, 
product market-
ing manager for 
commercial mow-
ing at John Deere.

The technology  
allows engines to 
continuously adjust engine perfor-
mance in response to changes in 
operating conditions Ñ such as exter-
nal temperature and altitude.

Engines equipped with EFI tech-
nology are able to make adjustments 
as they run, so fuel is always being 
used in the most efficient manner, no 

Continued from page 12

Continued on page 16
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P R O F E S S I O N A L  R E M OT E  C O N T R O L L E D  M OW E R S

 WWW.SLOPECARE.COM SPIDERSALES@SLOPECARE.COM

Spider remote controlled mowers are highly 

productive on all terrains, including slopes up 

to 55 degrees. The patented drive system 

allows for every move to be productive, 

making short work of the toughest jobs.

Natalie Haller

KEEP IT CLEAN  
Propane-powered 
mowers are cleaner 
burning than their 
gasoline or diesel 
counterparts.

COVER STORY



The EPA WaterSense-certified Toro EVOLUTION® Series controller and 

Wireless ET Weather Sensor automatically pauses your customers’ 

irrigation in the event of rain, and makes automatic adjustments to their

watering schedule based on seasonal and real-time weather conditions.

The result is your customers save water, and you’re saved from having 

to make return visits to re-program the controller.

Simple solutions helping you deliver powerful results.

HERE TO HELP.

Toro.com/evolution



matter the operating conditions and, 
most importantly, if the operating 
conditions change. Not only does this 
save companies money, but it also 
adds to the machine’s green factor. 

The fuel system itself is constantly 
readjusting, measuring and tweak-
ing its air-fuel ratio hundreds of 
thousands of times per minute and 
optimizes the performance of the 
engine to put out the least emissions 
and be as fuel-efficient as possible, 
says Jeremy Wishart, director of off-
road business for the Propane Edu-
cation & Research Council (PERC). 

EFI technology is now common on 
gasoline-powered engines, but there 
are only a few manufacturers that have 
adopted it for propane engines, accord-
ing to Wishart. He says he expects sev-
eral companies to announce EFI pro-
pane engines in the fourth quarter of 
this year or the first quarter of next.

Other efficiencies incorporated 
into today’s mowers that can save 
contractors money include: cast-iron 
cylinder liners; aluminum block; 
large capacity air, fuel and oil filters; 
high-performance spark plugs; and 
hydraulic valve lifters, Wegner says. 

Fuel choice is another way contrac-
tors can save money on their mowers. 
Though gasoline is still the most com-
mon fuel of choice for mower engines, 
according to Briggs & Stratton, switch-
ing to an alternative fuel like propane 
will cost more upfront but overall can 
help a company’s bottom line. 

According to Wishart, unlike tradi-
tional fuels such as gasoline or diesel, 

propane is less susceptible to market 
volatility and less likely to see fluctua-
tions in price due to weather, geopolit-
ical conflict, a refinery going down or 
even regional price differences. 

Because a landscape contractor 
can lock in fuel price with a propane 
retailer, he or she can more effec-
tively budget for fuel, since generally, 
the price won’t change until the con-
tract is renewed.

GOING GREEN 
Environmental, or green, initiatives 
are top of mind for many engine man-
ufacturers. As emissions regulations 
get ever stricter, companies must find 
ways to make their engines more envi-
ronmentally friendly, which is another 
area where EFI comes in.

“With older carbureted engines, 
you’re basically tuning it for one 
operating condition, and that’s 
usually max power. And 
max power equals max 
fuel consumption, unfor-
tunately,” Wishart says. 

Decreasing fuel 
consumption not only 
decreases the amount of 
money operators have to 
spend on fuel, but it also 
decreases the amount of engine 
emissions.

Other companies have committed  
to developing engines that run on 
cleaner-burning alternative fuels.

Propane engines have gained some 
traction in recent years due to their 
lower emissions and financial incen-
tives from the government and PERC 
that can help make the purchase of 
new propane-powered equipment 
more affordable, Wegner says. 

“Since propane is a cleaner- 
burning fuel, propane models are 
ideal for states that enforce Ozone 
Action Days, when mowing with 
carbureted gasoline engines is lim-
ited,” Wegner adds.

When EFI is added to an already 
clean-burning propane engine, the 
environmental impacts are lessened 
even further. And with more engine 
manufacturers jumping on board to 
develop propane EFI engines, they 
are becoming more readily available.

Other engine companies are 
embracing the green trend, not just 

by the type of fuel they use, but 
by what the engines them-
selves are made out of. 
Briggs & Stratton’s com-
mercial mower engines 
are comprised of 98 per-
cent recycled aluminum. 
“Not 100 percent of the 

materials can be recycled, 
but many of the materials 

can be,” says Michelle Gross, senior 
director of marketing for North 
America in Briggs & Stratton’s 
global engines and power group. 

Continued from page 14
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Continued on page 41

Jeremy Wishart

“All different fuels have 
their place. The benefits 
depend on the type of 

equipment you’re using and 
the fuel source that’s most 

readily available.” 
— BRETT WEGNER, KOHLER ENGINES

COVER STORY

IT’S ELECTRIC  
Electric or battery-powered mowers serve as 
options to completely eliminate emissions. 
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KENTUCKY EXPOSITION CENTER | LOUISVILLE, KY | WWW.GIE-EXPO.COM | (800) 558-8767

EXPLORE &  DEMO NEW PRODUCTS

TM

Keynotes by  
Lt. Col. Rob “Waldo” Waldman 
and economist Brian Beaulieu

Concerts by Easton Corbin  
and Cassadee Pope

Over 1,000 exhibits indoors & out

CREW

OCTOBER 16-18, 2019 C o - l o c at e d  w i t h 



2 PHONE: (800) 558–8767

The NATIONAL 
LANDSCAPE, outdoor 
living and equipment  
industry’s annual 
can’t-miss event.

SPONSORED BY
JOHN DEERE
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All for $15 if you 
register by Sept. 5

Explore the newest innovations in  
1,000 exhibits – 3 days on the show floor.
Test drive in 20+ acres of outdoor demos.

Learn to leverage your team at the opening keynote by 
Lt. Col. Rob “Waldo” Waldman  – Wednesday, 2PM.

Gain industry economic insights  
with a special session by Brian Beaulieu.
See 2 shows for the price of 1 with  
entry to Hardscape North America.

Network at Wednesday’s opening  
reception from 5-7PM on the show floor.

Have fun with your peers at 3 concerts.
Use easy planning tools – pre-arranged  
hotel rates and airline discounts – See pg 22.
Enter to win big prizes – valued up to $20,000.
Plus, gain access to live hardscape  
demonstrations and profit-boosting workshops.



PHONE: (800) 558–8767

GIE+EXPO is where manufacturers launch new 
innovations, products and services. It’s your No. 1 source 
for seeing and comparing the latest in outdoor power 
equipment, lawn & garden products, light construction 
equipment, off-season options and landscape 
equipment. Meet the manufacturers and get hands-on 
with the equipment you use.

Explore new 
products –  
all in one place.

4



“If you have never attended 
GIE+EXPO, it’s a must see; 
must go. It’s extremely valuable 
for us to be able to see what’s 
new, talk directly with the 
manufacturers at the booths and 
get hands-on with the products.”
Ryan Castor
Castors Lawn & Landscaping
Spring Valley, OH

Find out what’s 
new indoors, 
then step outside 
to test drive on 
natural turf.

5WWW.GIE–EXPO.COM



ENERGIZE YOUR BUSINESS

In today’s super-charged, highly competitive world, those who build trust 
and work as a team will dodge the missiles of business and win. Waldo 
Waldman overcame a lifelong battle with claustrophobia and a fear of 
heights to become a highly decorated fighter pilot with over 65 real world 
combat missions. His experience, both in the military and business, have 
taught him that success is about camaraderie, courage and a commitment 
to excellence.

His captivating stories will encourage you to prepare diligently for every 
mission, face challenges and change with courage, build more meaningful 
relationships, and maximize your potential both in business and in life!

By placing trust in your wingmen and by being a wingman to your clients, 
partners and co-workers, there is no business mission you can’t complete!

Lt. Col. Rob “Waldo” Waldman
Your Wingman
Wednesday, October 16 
2:00 – 3:00 PM

Sponsored by

Never Fly Solo®

The Power of Partnership 
to Reach New Heights  
in Business and Life

Opening Keynote

6 PHONE: (800) 558–8767

Included with trade show registration



Industry Economist
Brian Beaulieu
Friday, October 18
9:30 – 10:30 AM 

We all manage business cycles, but it is also important to keep 
your sights on the underlying reality of ongoing growth in 
the U.S. economy. Our economic system is geared for growth 
unless obstacles are put in our way. Our population is growing, 
and business opportunities are expanding for those willing to 
take risks, act and trust in a good decade ahead. Join economic 
expert Brian Beaulieu to learn about the state of the economy 
and how it relates to our industry so you can plan for the future.

More Growth –  
More People –  
More Business 

friday special report

WWW.GIE–EXPO.COM 7
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Bring your crew

“We bring our whole team 
to GIE+EXPO because this 
industry is a community, 
and we are all better 
when we come together  
to learn and grow.”
Jacob Godar
Scooter’s Lawn Care
Springfield, IL

Attending GIE+EXPO is an investment in your business. From 
education to new products to demos, there’s a lot of ground to 
cover. By bringing your crew, you’ll get a greater return. 
Benefit from:
• Sales & management workshops
•  Test driving and comparing  

equipment before you buy 
•  Face-to-face time with manufacturers  

of the products you use
• Opportunities to share ideas with industry peers

PHONE: (800) 558–8767
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Get 2 Shows for 1 Price
Co-located

with

9WWW.GIE–EXPO.COM

Your GIE+EXPO admission includes access to 
Hardscape North America. 

Hundreds of exhibits – See and test the newest 
hardscape products and equipment.
Installer Championships – Watch teams from 
throughout North America compete in the 7th 
annual championship. 
Live Hardscape Demos – Perfect your skills with 
six sessions led by hardscape experts. See page 
18 for details about this add-on opportunity.
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Build your network

“The opportunity to see  
new products, network with 
colleagues, and have a mini 
vacation is the trifecta of 
coming to GIE+EXPO.”
Maurice Coley
Mac 1 Lawn Care
Roswell, GA

PHONE: (800) 558–8767

With 20,000 industry members in one place – and a full 
schedule of education, social events and opportunities 
to mingle on the show floor – this is your once-a-year 
chance to expand your professional network.
• Exchange tips with other lawn & landscape pros
• Talk with experts
• Generate ideas
• Build relationships with vendors
• Have fun with colleagues
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Free Concerts 
at

Sponsored by STIHL  on the Mercedes-Benz Vans Stage

Easton corbin
wed, 8pm

cassadee pope
Thur, 8pm

the crashers
TUES, 8PM

11

A quick drive from the exposition center and walking 
distance from hundreds of downtown hotels and 

restaurants. For info, visit www.4thstlive.com. 



TUESDAY, OCTOBER 15

8:00 PM
Free Concert: The Crashers
Sponsored by STIHL on the Mercedes-
Benz Vans Stage at Fourth Street Live!

WEDNESDAY, OCTOBER 16

9:00 AM – 12:00 PM
*NALP Workshop 1:  

Estimating Workshop 
Jim Huston, JR Huston Consulting, Inc.

12:30 – 1:45 PM
*Irrigation Workshop:  

Secrets of a Successful  
Irrigation Business
Moderated by Chris Pine,  
C. Pine Associates, Inc.

2:00 – 3:00 PM
Keynote: Never Fly Solo®
Lt. Col. Rob “Waldo” Waldman
Sponsored by John Deere

3:00 - 7:00 PM
Indoor Exhibits open to all industry, 
including welcome reception

3:00 – 4:15 PM
*NALP Workshop 2:  

Snow and Ice Management 
Workshop: Liquids –  
Making the Most of a  
Key Ice Management Tool
Phill Sexton, WIT Advisers

4:30 – 5:45 PM
*NALP Workshop 3: 

Benchmarking for Profit
Jeffrey Scott, Jeffrey Scott!

GIE+EXPO 2019
D A I L Y  S C H E D U L E

8:00 PM
Free Concert: Easton Corbin
Sponsored by STIHL on the Mercedes-
Benz Vans Stage at Fourth Street Live!

THURSDAY, OCTOBER 17

8:00 – 9:15 AM
*Hardscape Workshop 1:  

Give Them Something to Talk 
About – Build Your Hardscape 
Business with Online Reviews 
Susan Frew

9:00 AM - 5:00 PM
Indoor Exhibits and Outdoor 
Demo Area open

9:30 – 10:45 AM
*Hardscape Workshop 2:  
The Power of Breakeven Analysis 
for Hardscape Business Success 
Leslie Shiner, The Shiner Group

10:30 – 11:30 AM
*Hardscape Demo 1:  

Proper Takeoffs, VR  
Designs, and Layouts

11:00 AM – 2:00 PM
Mutt Madness, Turf Mutt 
Adoption Event

11:00 AM – 2:00 PM
Food Truck Thursday

11:00 AM – 12:15 PM
*NALP Workshop 4:  
Your Fleet Structure –  
What Should it Look Like?
Ed Schultheis, ThruPutNow

12 PHONE: (800) 558–8767



12:30 – 1:30 PM
*Hardscape Demo 2: How to 

Significantly Increase Paver and 
Slab Installation Efficiency

1:00 – 2:15 PM
*NALP Workshop 5:  

QuickBooks Tools and Strategies 
for Better Cashflow
Monica Muir, Muir & Associates, LLC

2:30 – 3:30 PM
*Hardscape Demo 3:  
The New Technology to Increase 
Your Retaining Wall and Raised 
Patio Installations

2:30 – 3:45 PM
*NALP Workshop 6:  
The Landscaper’s Guide to 
Modern Sales and Marketing 
Jack Jostes,  
Ramblin Jackson

4:00 – 5:00 PM
*Hardscape Demo 4: Integrating 
Water Features, Rainwater 
Harvesting Systems and 
Permeable Pavements

8:00 PM
Free Concert: Cassadee Pope 
with opener JD Shelburne
Sponsored by STIHL on the Mercedes-
Benz Vans Stage at Fourth Street Live!

FRIDAY, OCTOBER 18

8:00 AM - 1:00 PM
Outdoor Demo Area open
8:00 AM - 2:00 PM
Indoor Exhibits open

8:00 – 9:15 AM
*NALP Workshop 7:  

Grow Your Sales by  
300K and More in 2020!
Christopher Yates,  
Success Landscape Marketing

8:30 – 9:30 AM
*Hardscape Demo 5:  

Outdoor Kitchens  
and Technology for  
Rapid Installations

9:30 – 10:45 AM
*NALP Workshop 8:  

Small Business, Free Cashflow
Sam Coates, Coates Company, LLC

11:00 AM – 12:00 PM
*Hardscape Demo 6:  

Hardscapes and System 
Automation: Outdoor Sound, 
Lighting, and Fire Features

12:00 PM
$15,000 UTV Giveaway 
(enter by 11:30 AM)

1:00 PM
Fabulous Friday  
$20,000 Giveaway
Sponsored by Mercedes-Benz Vans  
(enter by Noon)

WWW.GIE–EXPO.COM 13

INDOOR OUTDOOR

WED, OCT 16 3:00 – 7:00 PM 
Open to all (includes reception on trade show floor) CLOSED

THUR, OCT 17 9:00 AM – 5:00 PM 9:00 AM – 5:00 PM
FRI, OCT 18 8:00 AM – 2:00 PM 8:00 AM – 1:00 PM

All times listed in Eastern Daylight Time.

*NOTE: Pre-registration and/
or additional fees are required 
for activities marked with an 
asterisk. Visit your registration 
dashboard to add sessions.



“There is nowhere else you can see 
and test drive all the new products 
in one place. This is my first time 
at the show. I’ll definitely be back 
next year and will bring my crew.” 
Josiah Runyon  
R&S Lawn Service
Fayette, OH

14

Test & compare 
outdoors

GIE+EXPO gives you two days to test equipment on 
natural turf. The 20-acrea Outdoor Demonstration Area 
is just steps away from the indoor exhibits. Get behind 
the controls and make informed buying decisions.

PHONE: (800) 558–8767
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Outdoor Demo 
Area open 
Thursday
9AM – 5PM  
& Friday
8AM – 1PM



WEDNESDAY, OCTOBER 16

9:00 AM – 12:00 PM
NALP Workshop 1:  
Estimating Workshop 
Jim Huston, JR Huston Consulting, Inc.

12:30 – 1:45 PM
Irrigation Workshop: Secrets of a 
Successful Irrigation Business
Moderated by Chris Pine,  
C. Pine Associates, Inc.

3:00 – 4:15 PM
NALP Workshop 2: Snow and Ice 
Management Workshop: Liquids – 
 Making the Most of a Key Ice 
Management Tool
Phill Sexton, WIT Advisers

4:30 – 5:45 PM
NALP Workshop 3:  
Benchmarking for Profit
Jeffrey Scott, Jeffrey Scott!

THURSDAY, OCTOBER 17

8:00 – 9:15 AM
Hardscape Workshop 1:  
Give Them Something to Talk  
About – Build Your Hardscape 
Business with Online Reviews 
Susan Frew

9:30 – 10:45 AM
Hardscape Workshop 2:  
The Power of Breakeven Analysis 
for Hardscape Business Success 
Leslie Shiner, The Shiner Group

11:00 AM – 12:15 PM
NALP Workshop 4:  
Your Fleet Structure –  
What Should it Look Like?
Ed Schultheis, ThruPutNow

1:00 – 2:15 PM
NALP Workshop 5:  
QuickBooks Tools and  
Strategies for Better Cashflow
Monica Muir, Muir & Associates, LLC

Pre-registration is required for all education sessions. 
See page 23 or register online at www.gie-expo.com.
Hardscape Workshops: $65
NALP & Irrigation Workshops: $85  
except NALP Workshop 1, which is $129
Find complete session details at www.gie-expo.com.
Workshops are sponsored by  
the National Association of Landscape Professionals,  
Interlocking Concrete Pavement Institute and Irrigation Association.

Learn from experts
GIE+EXPO WORKSHOPS

16 PHONE: (800) 558–8767



2:30 – 3:45 PM
NALP Workshop 6:  
The Landscaper’s Guide to 
Modern Sales and Marketing 
Jack Jostes, Ramblin JacksonFriday

FRIDAY, OCTOBER 18

8:00 – 9:15 AM
NALP Workshop 7:  
Grow Your Sales by  
300K and More in 2020!
Christopher Yates, Success  
Landscape Marketing

9:30 – 10:45 AM
NALP Workshop 8:  
Small Business, Free Cashflow
Sam Coates, Coates Company, LLC

17WWW.GIE–EXPO.COM

THURSDAY  
11:30 AM-1:30 PM
NHLA Lunch & Learn  
(Includes lunch,  
Pre-registration required)
Cost: $30

FRIDAY  
7:30-9 AM
NHLA Breakfast & Learn  
(Includes breakfast,  
Pre-registration required)
Cost: $30



THURSDAY, OCTOBER 17
 
10:30 – 11:30 AM  
Demo 1 – Proper Takeoffs, 
VR Designs, and Layouts

12:30 – 1:30 PM  
Demo 2 - How to 
Significantly Increase  
Paver and Slab  
Installation Efficiency

2:30 – 3:30 PM  
Demo 3 – The New 
Technology to Increase Your 
Retaining Wall and Raised 
Patio Installation Efficiency

4:00 – 5:00 PM  
Demo 4 - Integrating 
Water Features, Rainwater 
Harvesting Systems, and 
Permeable Pavements
 
FRIDAY, OCTOBER 18
 
8:30 – 9:30 AM  
Demo 5 - Outdoor  
Kitchens and Technology  
for Rapid Installations

11:00 AM – 12:00 PM  
Demo 6 – Hardscapes  
and System Automation: 
Outdoor Sound, Lighting,  
and Fire Features

Hardscape 
Demonstrations

$65 Registration Upgrade
Hardscape Construction Meets Extreme 
Efficiency - Let’s Build a Backyard in 2 Days
Frank Bourque, Instructor 

18 PHONE: (800) 558–8767



Freedom Hall features
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Powering Good. 
Take a break from the show floor 
and visit with puppies. TurfMutt is 
partnering with the Kentucky Humane 
Society to bring this pet adoption 
event to the show on Thursday.

Food Truck Thursday – 
Inside the expo center

Benefit from 
unique features
Wednesday Reception on the Show Floor
3:00 – 7:00 PM
Mingle with manufacturers and peers
Enjoy refreshments compliments of the exhibitors
All while walking among the new products on display
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Washington D.C.
593 miles

Kansas City
521 miles

St. Louis
264 miles

Tampa
849 miles

New Orleans
703 miles

Dallas
836 miles

Atlanta
394 milesBirmingham

364 miles

Charlotte
484 miles

Charleston
256 miles

Minneapolis
701 miles

Indianapolis
112 miles

Dayton
164 miles

Toronto
590 miles

Pittsburgh
400 miles

Milwaukee
386 miles

Detroit
364 miles

Cleveland
351 miles

Nashville
176 miles

Chicago
299 miles

Evansville
126 miles

Columbus-217 miles

Cincinnati
96 miles

Knoxville
248 miles

Memphis
369 miles

EASY TO GET THERE 
Within a day’s drive of  
half the U.S. population
Serviced by nearly every major airline 
with direct flights from more than 25 
cities coast to coast

EASY TO GET AROUND
Kentucky Exposition Center –  
across the interstate from the airport 
and a 10-minute drive from downtown
A walkable downtown that is in the 
center of GIE+EXPO’s after-hours 
entertainment 
 
 
 

 

FUN TO EXPLORE
NEW: PRE-CONCERT 
ATTRACTION EXPERIENCES
Get free access during GIE+EXPO 
extended hours, 5:00 - 8:00 PM,  
with your show badge.

Tuesday - Frazier History Museum
Thursday - Muhammad Ali Center

A restaurant scene that’s been named 
one of the best by USA Today
Exclusive discounts through Louisville’s 
“Show Us Your Badge” program

BOOK YOUR STAY & WIN
Book your hotel at www.gie-expo.com 
and you will automatically be entered 
in a drawing for prizes ranging from a 
Louisville gift basket and personalized 
bourbon bottles to a complimentary 
hotel room during your stay.
*Canceled reservations will be ineligible.  
Winner will be announced and contacted one 
week prior to GIE+EXPO 2019.
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Travel and Registration 
Information

Children under 16 must be accompanied 
by an adult at all times. Pick up a free 
badge for them onsite. Children 16 and 
over must register at the adult price. 
Must have a valid drivers’ license to 
operate equipment.

Photocopy the form on page 23 for 
additional registrations. Print clearly 
in black ink. After Oct. 11 fees are 
nonrefundable. See FAQs at  
www.gie-expo.com for refund policy.

Exhibitors: Please use this form for your 
customers only.

Editors/Publishers:  
Please visit www.gie-expo.com/media 
to register for media credentials.

REGISTRATION DEADLINES
Early Bird: Register by Sept. 5, 2019  
for $15** per person.
Sept 6-13, 5 PM EST  
for $30** per person
Register onsite for $60** per person.

Online Registration www.gie-expo.com
Registrations cannot be taken over  
the phone.

REGISTRATION INFORMATION

AMERICAN AIRLINES – Discounted 
fares are available by contacting their 
Meeting Services Desk, (800) 433-1790. 
Use authorization number: A18H9BL.

DELTA AIRLINES – Up to a 10% 
discount on flights. Search flights at 
www.delta.com/meetings, select ‘Book 
Your Flight’ and use Meeting Code 
NMT7H. For groups of 10 or more, call 
(800) 328-1111.

UNITED AIRLINES – Up to 10% 
discount on flights. Search flights 
at www.united.com and use code: 
ZGWW649353. Or call United 
Reservations Meetings  
at (800) 426-1122.

SOUTHWEST AIRLINES – 8% off 
Anytime & Business Select® fares and 
2% off select Wanna Get Away® fares 
and 50% bonus Rapid Rewards points. 
Book starting 4/15/19 and travel 10/12 – 
10/19/19. Go to www.swabiz.com/flight 
and use Company ID: 99636972.

AIRLINE DISCOUNTS 

The Louisville Convention & Visitors 
Bureau provides the lowest available 
room rates at event hotels.  
A list of pre-arranged rates is  
available at www.gie-expo.com.  
Click on “Hotels & Travel. 

BOOK ONLINE & WIN
Book your hotel reservation online 
at www.gie-expo.com and you could 
win prizes. See page 20 for details.
 

To make reservations by phone,  
call the Louisville Housing Bureau.
Monday – Friday 9 AM – 5 PM EST 
Toll Free: (800) 743-3100 or (502) 561-3100

SHUTTLE SERVICE
GIE+EXPO will run shuttle buses 
between select hotels, the airport and 
the Kentucky Exposition Center.

HOTEL RESERVATIONS
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SESSIONS CODE DAY/TIME COST $

HNA Demonstration Upgrade - 6 sessions 231 THU–FRI       $65

NALP Workshop 1: Estimating Workshop 240-1 WED 9 AM-12 PM $129

Irrigation Workshop: Estimating Workshop 260 WED 12:30-1:45 PM $85

NALP Workshop 2:  Snow and Ice Management Workshop: Liquids –  
Making the Most of a Key Ice Management Tool 240-2 WED 3-4:15 PM $85

NALP Workshop 3: Benchmarking for Profit 240-3 WED 4:30 – 5:45 PM $85

Hardscape Workshop 1:  Give Them Something to Talk About – Build  
Your Hardscape Business with Online Reviews 230-1 THU 8-9:15 AM $65

Hardscape Workshop 2:  The Power of Breakeven Analysis for Hardscape 
Business Success 230-2 THU 9:30-10:45 AM $65

NALP Workshop 4: Your Fleet Structure – What Should it look Like? 240-4 THU 11 AM-12:15 PM $85

NHLA Lunch & Learn (Includes lunch, Pre-registration required) 149-2 THU 11:30 AM-1:30 PM $30

NALP Workshop 5: QuickBooks Tools and Strategies for Better Cashflow 240-5 THU 1-2:15 PM $85

NALP Workshop 6: The Landscaper’s Guide to Modern Sales and Marketing 240-6 THU 2:30-3:45 PM $85

NHLA Breakfast & Learn (Includes breakfast, Pre-registration required) 149-3 FRI 7:30-9 AM $30

NALP Workshop 7: Turnaround Tour Round 2: Stories of Success 240-7 FRI 8-9:15 AM $85

NALP Workshop 8: Small Business, Free Cashflow 240-8 FRI 9:30-10:45 AM $85

EDUCATIONAL & OPTIONAL EVENTS

**Through Sept. 5: $350,
Sept. 6-Oct. 13: $400, onsite: $450.

Name:

Title:

Company:

Address:

City:  State: Zip:

Phone: (          ) Fax: (          )

Country if outside the U.S.:

Email Address:

o 10 Dealer - Equip. Serv./No Retail
o 11 Servicing Dealer
o 12 Equipment Rental Dealer
o 13 Retailer/Merchandiser/Buyer
o 14 Lawn & Garden Center
o 15 Distributor of Lawn & Garden Products
o 16 Power Sports Retailer
o 17 Non-Exhibiting Manufacturer/
  Supplier/Media Sales/Agencies**
o 22 Lawn & Landscape Pro
o 23 General Contractor
o 24 Golf Course Super/Equip Mgr
o 25 Educational Facility
o 26 Parks & Rec./Municipality/Cemetery
o 27 Forest & Land Management
o 28 Nursery
o 31 Sports Turf
o 33 Arborist

DEMOGRAPHIC INFORMATIONATTENDEE INFORMATION   (one form required per attendee)
Check one that best describes your business.

PAYMENT INFORMATION
TRADESHOW PASS: Through 9/5/19 $15 ea.  |  Through 10/13/19 $30 ea.  |  After 10/13/19 $60 ea.
or – Non-exhibiting Manufacturers/Suppliers/Ad Agencies/Media Sales: 
Through 9/5/19 $350 ea. | Through 10/13/19 $400 ea.  |  After 10/13/19 $450 ea. $

Educational & Optional Events Total from above $

TOTAL FEES (Checks should be made payable to GIE+EXPO.) $

Type of card:   o Master Card   o Visa
   o American Express

Signature:

 Name:

Card #:

Exp. Date:

CREDIT CARD INFORMATION

GIE+EXPO 2019
c/o Sellers Expositions
P.O. Box 139
New Albany, IN 47151 USA
Or Fax: (812) 949-9600
(If you fax your form, please
don’t follow up by mail.)

PLEASE RETURN
COMPLETED REGISTRATION 
FORM & PAYMENT TO:

g i e + e x p o  r e g i s t r at i o n  f o r m



GO EXPO MOBILE 
EVENT APP

YOUR ULTIMATE GIE+EXPO 
RESOURCE FOR STAYING  

UP-TO-DATE AND  
BUILDING CONNECTIONS. 

AVAILABLE IN AUGUST.
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FABULOUS FRIDAY $20,000 GIVEAWAY
$15,000 TOWARDS THE PURCHASE OF A UTV

REGISTER TODAY FOR YOUR CHANCE TO WIN
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Even diesel-powered engines, which have historically 
been some of the dirtier engines, are getting more envi-
ronmentally friendly. “There have been significant strides 
in diesel, whether it’s injection or filtering because emis-

sions requirements are tightening,” Kiser 
says. “Oftentimes the cost of fuel will 
dictate the product choice and selec-
tion. But certainly diesel manufactur-
ers have made significant progress in 
making engines cleaner.” 
According to Haller, the John Deere 

Z997R, which is a diesel engine, was in 
final Tier-4 compliance a full year ahead 
of the mandated regulation, just to support 

the cleaner emissions.
Tier-4 emissions standards are the strictest Environ-

mental Protection Agency (EPA) requirements for off-
road diesel engines. According to the EPA, to meet Tier-4 
emission standards, engine manufacturers must produce 
new engines with advanced emission control technolo-
gies, and in-use diesel fuel must decrease sulfur levels by 
more than 99 percent, since the emission control devices 
can be damaged by sulfur. 

Kohler manufactures diesel engines from 9.1 to  
134 hp for a wide variety of equipment. These engines are 
unique because they meet Tier-4 standards without the use 
of a diesel particulate filter, Wegner says. The diesel particu-
late filter removes soot from the exhaust of a diesel engine. 

Not only is this part of the engine often bulky and inef-
ficient, Wegner notes, but the filter can also be costly to 
replace. Being able to eliminate it altogether saves money 
and the downtime associated with engine repairs.

“We have a lot of faith in our manufacturers that  
they will be able to meet any emissions requirements,” 
Kiser says.

Continued from page 16
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Continued on page 42

Kris Kiser

Motorin’
It stands to reason that the simplest way to save 
money on fuel and reduce emissions is to elimi-
nate the internal combustion engine altogether, 
which some companies are doing by switching to 
electric or battery-powered equipment. 

Electric and battery-powered mowers run on 
motors, rather than engines, and tend to cost 
a bit more upfront than their engine-powered 
counterparts, says Joe Conrad, president of 
Mean Green Mowers. 

“Electric mowers are going to be a higher ini-
tial investment,” he says. “Most contractors find 
that it takes about one-third of the service life to 
obtain the return on investment. The last two-
thirds of the service life savings is money in the 
pocket of the contractor.” 

Conrad says there are several reasons why land-
scape contractors may choose to switch to electric 
or battery-powered commercial mowers, including: 
⦁  Customers requesting a green alternative that is 
nonpolluting; 

⦁  Customers wanting quieter options; and 
⦁  Contractors can more easily draw in new cus-
tomers — or keep existing ones — by offering 
low noise and zero emissions.
According to Conrad, electric or battery-pow-

ered mowers also require less routine maintenance 
because they do not have belts, pulleys, hydraulics 
or oil that need changing. 

“Electric mowers save money because of mini-
mal maintenance and zero fuel to purchase,” he 
says. “They also save time since the mowers charge 
overnight and (operators) do not need to make trips 
to the gas stations during the day to fill up.” 

Electric mowers’ lack of emissions is another 
upside for operators, according to Conrad. “Low 
noise, zero exhaust smells and very low vibrations 
mean less stress on the operator.”



Continued from page 41

Continued on page 44
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www.billygoat.comTake the chore out of the chore with Billy Goat!

Billy Goat
®

 for Higher  
Productivity!

X3000 & Z3000 Zero Turn
Stand-On Blowers
• X3000 - 6500 CFM;  

Z3000 - 8500 CFM
• Patented Quad Control Handle System™

for seamless forward/reverse direction
• Patented Dual Deflector Air Flow 

System™ changes airflow for deep leaf & 
debris cleaning

25" & 30" Hydro-Drive  
Self-Propelled Aerators
• Variable aeration density 
• In-ground turning
• Common controls - feather speed  

         with intuitive fingertip control

aeration

Contact Billy 
Goat today at 

800.776.7690 for 
higher productivity 

clean-up demo! 

NEW! 

MOWING GREEN 
Ultimately, no matter what kind of engine a mower 
comes equipped with, it is important to find the one that 
is right for a company’s intended application, budget 
and fuel availability. Overall, gasoline-
powered engines are still the most 
popular, according to Gross. One of 
the benefits of a gasoline engine is 
the prevalence of the fuel.

“For most commercial lawn 
mower applications, gasoline is 
preferred because it delivers proven 
performance and is relatively inex-
pensive, easy to use and readily avail-
able,” Wegner says.

Gasoline is everywhere at every fuel station in every 
town, Haller notes. It is not always easy to find diesel, 
and securing propane typically requires a contract with 
a local propane retailer. 

It’s also likely that if a gasoline engine needs mainte-
nance, a landscape contractor is going to be able to find 
someone who can fix it. “Gas engines are easier to service 

Brett Wegner

COVER STORY

POWER UP  
Gasoline and propane-powered mowers offer the same 
amount of power to the engine. Diesel engines, however, 
provide more torque.



0
%

   60FOR MO.**

Get this offer at CaseCE.com/0for60

THE TV450 IS ELIGIBLE FOR:

SEE MORE.

LIFT MORE.

*At 50% tipping load.
 **For commercial use only. Customer participation subject to credit qualification and approval by CNH Industrial Capital America LLC. Only at participating dealers,  

see your CASE dealer for details and eligibility requirements. Down payment may be required. Offer good through September 30, 2019. Not all customers or applicants 

may qualify for this rate or term. CNH Industrial Capital America LLC standard terms and conditions will apply. This transaction will be unconditionally interest free. 

Offer subject to change or cancellation without notice. 

©2019 CNH Industrial Capital America LLC. All rights reserved. CASE Construction and CNH Industrial Capital are trademarks registered in the United States and 

many other countries, owned by or licensed to CNH Industrial N.V., its subsidiaries or affiliates.

INDUSTRY-LEADING VISIBILITY AND BREAKOUT FORCE.  

With large windows, thin screens, standard sidelights and  

a cab-wide rearview mirror, the TV450 lets operators see  

more so they can do more, more effectively. And with a  

ROC of 4,500 lb.* and breakout force of up to 9,188 lb.,  

lifting and loading two-ton pallets of pavers is easy.  

Plus, hydraulic flow of up to 4,000 psi powers the most 

demanding attachments like mulchers or chippers. To  

see its strength for yourself, visit CaseCE.com/TV450
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because most of the small engine repair shops focus on 
gas engines,” Gross adds.

Performance-wise, propane and gasoline operate 
about the same, but there is a notable power difference 
when it comes to diesel engines, which do afford opera-
tors a bit more power under the hood, Haller says. 

According to Haller, diesel provides more torque, so if 
an operator is mowing through thick or tall grass, diesel 
engines are going to give them more power and provide a 
better quality cut the first time around. Unfortunately, the 

power comes at a price. Diesel still has the 
stigma of being one of the dirtier fuels.

“Diesel has greater power density 
than gasoline, but it has a reputation 
to overcome É (Think of) that thick 
black billowing cloud of smoke belch-
ing out of the exhaust you see from 

trucks on the highway,” Logan says.
Propane, while clean burning, espe-

cially when compared to diesel, has a 
stigma of its own to shake off. According 

to Wishart, landscape contractors often believe propane 
won’t afford them the same type of power they’re used to 
working with. 

Wishart explains that all of the rumors landscape 
contractors have heard about propane-powered mowers  
are generally just that, rumors. “Give it a try on one 
mower,” he says. “You’ll experience that the power is 
going to be the same, the maneuverability is going to  
be the same.” 

According to Kiser, as long as the correct engine is 
paired with the right mower, a user is going to experi-
ence the intended amount of power paired with the best 
fuel economy. 

“There are a wide variety of engines. The key is finding 
what product works best (for your application),” he says. 
“Manufacturers are terrific at this. The key there is to 
identify what engine is best and then make them available 
in the marketplace.” 

Ken Logan

“We have a lot of faith in our 
manufacturers that they will be  

able to meet any emissions 
requirements.”

— KRIS KISER, OUTDOOR POWER EQUIPMENT INSTITUTE

COVER STORY



Tough Love
    Strong on weeds, gentle on St. Augustinegrass.

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 Specticle are registered trademarks of Bayer. ©2019 Bayer CropScience LP. ES-0519-SPECT-0056-A-1

Because you care for the St. Augustinegrass lawns of people who care.

Your customers expect the best, and as someone who constantly works to increase profitability and customer 

retention, so do you. Specticle FLO is gentle enough for sensitive St. Augustinegrass, yet provides reliable 

preemergence control of difficult-to-control weeds in fewer applications than traditional herbicide programs, 

which can mean less trips for your team. More effective control, with less labor – so you can be confident that 

their lawn and your bottom line are both getting the best care possible.  

 

Spend less time giving them a lawn they’ll love. Visit es.bayer.us/florida_lawn to learn more. 



D
ollar spot is perhaps the most economically im-
portant disease in turf management in that more 
money is spent controlling it than any other turf-
grass disease in the industry, according to Paul 
Giordano, Green Solutions Team member at Bayer.  

Luckily, that means the disease receives a lot of at-
tention, and a lot of research goes into successfully 
controlling it. 

Symptoms: Dollar spot typically starts out 
as smaller 2- to 3-inch patches of turfgrass with 
bleached or tan-colored lesions on individual 
leaf blades. The lesions resemble an hourglass 

shape. In time, the half-dollar-sized spots on the 
lawn can coalesce to form larger patches within a lawn. 

Often, the disease is accompanied by mycelium, a cot-
tony, stringlike fungal body, according to Anthony Goldsby, 
research agronomist for the professional products division 
for The Andersons. 

For the disease to crop up, only three conditions need 
to be present: a pathogen, a favorable environment and a 
host, Goldsby says. 

The disease doesn’t discriminate by region and can appear 
in a wide variety of turf types Ñ including Kentucky bluegrass, 
fine fescue, perennial ryegrass, annual bluegrass, St. Augustine-
grass and tall fescue Ñ as long as the conditions are favorable. 

“Other than maybe the desert southwest where it’s just 
too dry, you’ll pretty much see dollar spot on all turf spe-
cies as well as all climates across the country,” Giordano 
says, adding that it tends to favor cool-season turf.  

Dollar spot is most prevalent between May and October, 
when daytime temperatures are in the 80-degree F range 
and nighttime temperatures are between 60 and 75 degrees 
F with high levels of humidity. 

Predictive tools, such as the Smith-Kerns model developed 
by the University of Wisconsin, can help lawn care opera-
tors (LCOs) calculate when conditions are most favorable 
for the disease.

“It gives you a threshold scale and warns you of when 
you should be doing preventive applications when the 
conditions are most favorable,” Goldsby says. 

Treatment: Dollar spot is most severe 
in malnourished or underfertilized lawns, 
so it’s crucial to regularly make fertilizer 
applications. 
Giordano recommends 2-4 pounds of ni-

trogen per 1,000 square feet annually for most cool-season 
lawns. “Make sure those applications are being made on a 
fairly regular basis so you have consistent feeding of the 
plants throughout the year,” he says. 

Goldsby suggests LCOs use a product that’s available 
in at least 50 percent in slow-release form. He also advises 
avoiding nitrogen applications during the peak summer 
months when temperatures are too high.   

Another way to reduce the risk for dollar spot is to 
limit the amount of time the surface of a lawn stays wet 
by timing irrigation appropriately.

Finally, LCOs also can apply fungicides on a 21- to 28-
day basis for successful control and recovery. 

TURF DISEASE ID + CONTROL

Turf + Ornamental
EASY TO SEE 

Dollar spot usually 
appears in 2- to 3-inch 

patches, which can  
merge together to 
form larger areas.
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Find out the symptoms of and  
control methods for dollar spot 
BY SARAH WEBB | LM ASSOCIATE EDITOR

Spot the dollar
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™®Trademarks of Dow AgroSciences, DuPont or Pioneer, and their affiliated companies or their respective owners. 
State restrictions on the sale and use of Defendor, Dimension and Snapshot apply. Consult the label before purchase 
or use for full details. Always read and follow label directions. ©2019 CORTEVA. CT38-000-021 (07/19) BR   CATO9TURF064

Only confidence 
grows here.

Although our name has changed, our promise has not. We’re committed 

to helping you keep lawns beautiful and weeds out of sight by bringing 

new chemistries to market. Our dedication to provide solutions to help 

you tackle the tough problems through innovative solutions remains 

the same. 

Corteva Agriscience is proud to have been founded on the rich 

heritages of Dow AgroSciences, DuPont Crop Protection and 

DuPont Pioneer. Celebrating the brightest minds to bring you a robust 

pipeline of scientific solutions, we are committed to new chemistries 

and the continued success of your business.  

We’re Corteva Agriscience. Let’s get to work. 

Visit corteva.us/turf to learn more or reach out to your local territory 

manager from Corteva Agriscience. And be sure to follow us on Twitter, 

@CortevaUSTurf, to be among the first to hear about our new products 

coming this year.

Commitment to the turf industry  
continues with Corteva Agriscience.
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I
f you’re not concerned about insects in your clients’ lawns, 
think again. Billbugs are one of the most widespread and 
damaging insects for turfgrass. We asked Rick Fletcher, 
technical services manager, turf and ornamentals for 
Nufarm America, and Dean Mosdell, technical manager, 

western U.S., for Syngenta, to share some management advice.

DAMAGE
If left untreated, billbugs can kill turfgrass. 
“Typically, on a lawn that’s been infested 
with billbugs, you’ll see what looks like 
drought damage,” Mosdell says.

To identify billbugs as the culprit, 
Mosdell and Fletcher both recommend 

the “tug test.” Fletcher says lawn care 
operators (LCOs) can also perform this 
test to check for white grubs. 

“The easiest test is to grab the grass plant stem and tug 
it,” Fletcher explains. “In a billbug scenario, the stem breaks 
off right above the crown. And when you look closely at it, it 
looks hollowed out like a soda straw.”

When the larvae begin feeding on the turfgrass plant, it 
tunnels into the stem of the plant and causes a disruption 
to the plant’s vascular system, Fletcher says. “The top of the 

plant presents itself as if it’s wilting,” he 
says. “Then all of a sudden, the plant 
can’t get water, so it dies off and quits.”

LIFE CYCLE
Also known as snout beetles, billbugs are 
weevils and use their snout to probe turfgrass 
plants and lay eggs, according to Mosdell. 
Since billbugs overwinter, they are typically spring hatchers.

Billbugs’ feeding stage happens as larvae. As larvae get older, 
they tend to work deeper from the stem toward the root system. 

“The most severe damage to turfgrass is primarily 
when they start feeding on the root system of the plant,” 
Mosdell says.

MANAGEMENT
Billbugs aren’t going away. Actually, the problem is getting 
worse, according to Mosdell.

Since billbugs only crawl to get to new areas, most of their 
distribution comes from moving turf around. This can be a 
problem with sod installations. Mosdell says LCOs should 
be diligent and inspect sod as soon as it arrives.

Diligent identification, maintaining healthy turf and 
control timing are keys to control.

“If you have billbugs in an area and you didn’t do any type 
of treatment, billbugs are still in that area,” Fletcher warns.

Treating in early spring will knock down the billbug popu-
lation before damage to the turfgrass begins. A preventive 
insecticide should be applied based on growing degree days 
and past research, Fletcher advises.

In the spring, LCOs should plan to knock down the adult 
population that overwintered and then treat systemically to 
get eggs before they hatch, Fletcher says.

Damage symptoms occur in the spring, even if not im-
mediately visible. Once the damage is done, it’s time to plan 
for the following year. 

Keeping a healthy stand of turf can mitigate damage. Mos-
dell recommends using varieties of turfgrass more resistant to 
billbugs. Some varieties, such as ryegrass and fescues, contain 
endophytes, which billbugs tend to not prefer for feeding.

“Once you have billbugs, there are really very few choices 
other than tolerating the injury and applying fertilizer and 
water,” Mosdell says.

For treating billbugs as eggs, Fletcher and Mosdell suggest 
using products with one of the following active ingredients: 
chlorantraniliprole, thiamethoxam, clothianidin, imidacloprid 
and dinotefuran. “Curative applications are less successful 
but can be made,” Mosdell says.

When treating billbugs as adults, consider using products 
with active ingredients such as cyhalothrin and bifenthrin. 

How to treat and control billbugs   
BY DANIELLE PESTA | LM ASSOCIATE EDITOR

Bug off

PROTECT YOUR TURF
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Rick Fletcher

Dean Mosdell

PESKY BUGGERS 
Identified in every 

state, there are more 
than 10 different spe-
cies of billbugs known 
to cause turf damage.



I
t’s no secret the landscape industry is in the 
midst of a labor shortage. Good managers 
know that happy employees are ones who are 
productive, feel valued and, in turn, have the 

potential to earn more for their efforts. That’s 
why savvy landscape companies are looking for 
ways to attract and retain talent, while improving 
productivity.

One way they’re doing this is through 
technology, including leveraging business 

management systems like 
Aspire and using other 
programs and apps as needed.

“Like most landscaping 
companies, we’re dealing with 
a labor shortage in St. Louis, 
so achieving past production 
numbers with inexperienced 
team members has become 
a big focus for us,” says John 
Munie, president of Focal 
Pointe Outdoor Solutions in 

Caseyville, Ill. “The more information we have and 
the more timely the information is, the better we 
can coach and improve performance.”

Munie is not alone when it comes to using data 

and information systems 
to drive his team toward 
productivity. Fellow Aspire 
users, like Greenscape 
in Holly Springs, N.C., 
and Cincinnati-based 
GroundSystems, are taking a 
similar approach both in the 
office and out in the field.

IN THE OFFICE
At GroundSystems, much of 
the firm’s office-related productivity comes from 
having a business management system that takes 
jobs all the way from estimating through invoicing, 
which Aspire does.

“Everything is being entered into one place as 
opposed to being entered in about five different 
places,” says GroundSytems President Rachel 

FOCUS ON 
PRODUCTIVITY
Three landscape professionals share the  

technology tools making their companies 

more productive and more profitable.

JOHN MUNIE

“The more information we have and  
the more timely the information  
is, the better we can coach and 
improve performance.”

— John Munie, Focal Pointe Outdoor Solutions 
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Rorie, who especially likes the Mobile Time feature 
that allows crews to clock in on a phone or tablet. 
“Companies I worked for in the past would use paper 
time sheets, for example, and an administrative 
person would spend almost a day entering time sheets 
into the system, so it saves us a lot of time that way.”

Munie agrees. The lack of paper shuffling and 
data entry are huge time savers, as is having the 
correct production rates built into the system. 
This information allows Focal Pointe to accurately 
schedule the proper workforce to efficiently 
complete projects.

Other office improvements at GroundSystems 
have come from shared document storage with 

Dropbox and using Go iLawn 
for remote takeoffs and 
measuring. Rorie is also looking 
forward to the benefits that will 
come from implementing GPS 
fleet tracking technology later 
this year.

At Greenscape, CEO 
Daniel Currin likes to 
drive productivity with 
accountability. He does so by 
using Aspire in conjunction 

with Traction Tools, a software program for 
companies that run the Entrepreneurial Operating 
System, a model popularized by the book Traction: 

Get a Grip on Your Business by Gino Wickman.
“Aspire runs the business and Traction Tools 

runs the management,” Currin says, noting his 
company plugs in numbers from Aspire, QuickBooks 
and some of its other systems to make up a 
scorecard within Traction Tools. “It’s a really good 
accountability tool because we meet every week 
on that rhythm and at the end of the meeting we 
determine any issues we need to discuss and solve.”

Personally, Currin uses Trello to track his action 
items and provide input to his direct reports on the 
projects they’re managing. The company also uses 
Trello in the sales department to manage the sales 
team’s “work in progress” chart, which used to be a 
whiteboard.

DANIEL CURRIN



SPONSORED CONTENT

Productivity and Software
There are two productivity ratios that a contractor must manage: Labor 

Productivity and Overhead Productivity.

Productivity is calculated as the dollar value of RESULTS produced by the dollar 

cost of the ACTIVITY required to produce that result. Contractors incur ACTIVITY 

expenses for people (labor) who do the work (you have to pay them to drive, load, 

mow, etc.), and for people (overhead) to manage the work (plan, schedule, sell, 

administer, etc.).

Software and technology can increase productivity as it must document 

RESULTS in reports, and coordinate and communicate ACTIVITY in an efficient work-

flow. Managing results and activity maximizes accountability to drive profit margins.

Here’s an example of the impact on profitability as a result of an incremental five 

percent improvement in labor and overhead productivity. Without business man-

agement software it’s hard to build the processes and culture to sustain productiv-

ity gains.

“An investment in software will produce long-term ROI far greater than any other 

investment,” says Kevin Kehoe, Founder of The Aspire Software Company.

REVENUE $1,000,000

    LABOR/TAXES $400,000 40.0%

    MATERIALS $100,000 10.0%

GROSS PROFIT $500,000 50.0%

    OVERHEAD $450,000 45.0%

NET PROFIT $50,000 5.0%

LABOR HOURS 20,000

REVENUE $1,050,000

    LABOR/TAXES $400,000 38.1%

    MATERIALS $100,000 9.5%

GROSS PROFIT $550,000 52.4%

    OVERHEAD $450,000 40.8%

NET PROFIT $100,000 11.6%

LABOR HOURS 20,000

REVENUE/HOUR
Revenue / Hour = $1,000,000 
divided by 20,000

$50.00

LABOR WAGE/HOUR
Wage / Hour = $400,000 
divided by 20,000

$20.00

REVENUE/HOUR  
Revenue / Hour = $1,050,000 
divided by 20,000

$52.50

LABOR WAGE/HOUR 
Wage / Hour = $400,000 
divided by 20,000

$20.00

Example: 5% Productivity Improvement Effect

LABOR PRODUCTIVITY
Rate = $50.00 divided by $20

2.50

OVERHEAD PRODUCTIVITY

Revenue / Overhead = 
$1,000,000 divided by $450,000

2.22

LABOR PRODUCTIVITY 
Rate = $52.50 divided by $20

2.63 5% gain 

OVERHEAD PRODUCTIVITY 

Revenue / Overhead = 
$1,050,000 divided by $450,000

2.33 5% gain



“There are multiple people involved in the sales 
process, going from opportunity to sale, so this 
tracks who’s working on it, what’s done, what needs 
to be approved, etc.” Currin says. “At any moment 
you can see where the sales team is at, moving 
through the design/estimating phase.”

OUT IN THE FIELD

Sometimes, something as simple as sharing 
information with the right people at the right time 
is enough to  improve productivity. 

“In real time, our operations managers know 
exactly how their crews are doing and can provide 
feedback to maximize their performance and adjust 
the next day’s schedule as needed,” Munie says of 
Aspire’s capabilities. 

As another example, Rorie says the software’s 
Daily Plan feature shows crew leaders a list of all 
the materials they need to load for the day, instead 
of doing it the “old way,” when they’d sift through 

multiple hard copy job folders to see what they 
needed to gather to get their jobs done. 

Currin’s team has been exploring new ways to 
display details from Aspire and other programs using 
Microsoft’s Power BI, a data visualization program.

This tool allows Greenscape managers to create 
charts and graphs to communicate data points by 
branch, by profit center, by crew or by other factors 
so team members can quickly grasp them and make 
better decisions.

One simple chart Greenscape has been displaying 
companywide this year is a list of drivers who speed 
the most. 

“It’s changed driving behavior even more 
dramatically than using sticks or carrots or 
talking to people about it would,” Currin says. 
“We’re just saying ‘here’s the information, make 
better decisions.’ Sharing information visually is 
something we’re just getting figured out, but our 
hope is to expand it.”

If you want to talk to us about your business and see a  

demonstration, visit www.youraspire.com.

SPONSORED CONTENT




       PROLIFIC POA 

Poa annua is one of  
the most common grassy 

weeds in the country  
and begins germinating 

in the late summer or 
early fall. 

It’s time to stand up to that 
widespread weed, Poa annua  
BY DANIELLE PESTA | LM ASSOCIATE EDITOR

O
ne of the most common grassy weeds in the coun-
try is about to start germinating: Poa annua, also 
known as annual bluegrass. 

We asked two experts, Gil Del Rosario, market 
development specialist for Corteva Agriscience Turf 

& Ornamental, and Ian Rodriguez, Ph.D., technical services 
manager for Quali-Pro, to offer advice for identifying and 
treating Poa annua.

Planning starts now: Germination begins in late summer 
or early fall. Warm days and cool nights indicate when germi-
nation is near and create the ideal environment for the weed, 
according to Del Rosario. When soil temperatures drop to 70 
degrees F, Poa annua begins to germinate. It grows through-

out the winter; seeding starts in the spring.

Cool is king: Although it’s known as a 
winter annual weed, perennial varieties 
exist. With an aversion to heat, peren-
nial varieties are more likely to be found 
in cool-season grass-growing zones, 

Del Rosario says. The weed prefers cool,  
shady and wet areas, but it can thrive in full 

sun if the turf stand is thin, he says.

Don’t pick up hitchhikers: Poa annua is so widespread 
because it’s a prolific seeder. It is found in lawns, landscape 
beds and planted containers. Seeds transfer by shoes and 
mowers, Del Rosario says. Early application of a preemergent 
herbicide is important since the weed is most susceptible as 
a seed. With obvious white tufted seedheads, the weed can 
be identified in early spring and summer, Rodriguez says.

Avoid a mix-up: Unlike creeping bentgrass, Poa annua has a 
prominent midrib on the leaves. With a folded appearance, the 
leaves have boat-shaped tips. Watch out for a bunch-type grass 
that is a lighter green than desirable turf types, Rodriguez says. 

Keep turf happy: As with all weed control, preventive 
methods and maintaining a healthy, dense lawn are cru-
cial. Poa annua takes advantage of lawns with poor fertil-
ity, compaction and a thin turf stand. With Poa’s shallow 

root system, overwatering can promote  
growth. Rodriguez says a low mowing 
height will favor the grassy weed.

Even with healthy, desirable turf-
grass, it’s important to not waste any 
time contemplating a control strategy.

Del Rosario and Rodriguez both 
recommend a preemergent strategy in-
stead. Preemergent applications should be 
made right before soil temperatures reach 
70 degrees F.

“Be sure to allow for adequate time to make the applica-
tion and then irrigate before the seeds begin to germinate,” 
Del Rosario says.

It is also important to plan for a spring re-treatment. “The 
spring application needs to be timed before the fall application 
starts to lose its residual control,” he says.

Preemergent programs are the best approach, Rodriguez 
says. “Postemergent options are more limited in cool-season 
turf,” he explains. “But there are a number of selective poste-
mergent control options available to clean up breakthroughs 
in warm-season turf.”

For preemergents, products that contain the following ac-
tive ingredients can be effective: prodiamine, dithiopyr, pen-
dimethalin, indaziflam, ethofumesate or simazine.

Del Rosario recommends using postemergent treatments 
as a backup plan for persistent populations of Poa annua. 

Some active ingredients to look for in postemergents 
include: pronamide, metsulfuron, glufosinate, glyphosate, 
rimsulfuron or foramsulfuron — which are effective on 
dormant warm-season turfgrasses.

Application timing and changing modes of action are strat-
egies that can minimize resistance when treating the weed.

“Poa annua has shown the ability to develop resistance to 
virtually any herbicide group,” Rodriguez says. “So, combin-
ing modes of action is becoming a more common strategy 
when using preemergents.”

Rotate products with different modes of action, Del Ro-
sario says. “Look at the mode of action number on the label 
of herbicide, and when switching products, make sure the 
number is different,” he explains. Before using any product, 
be sure to read and follow label directions closely. 

DID YOU KNOW

No more Poa

Gil Del Rosario

Ian Rodriguez
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W
atering and applying 
chemicals to turf are only 
successful if they can 
reach below the surface 
of the soil. Surfactants 

help water better and more evenly pen-
etrate the soil by reducing the surface 
tension of water. Sometimes referred 
to as wetting agents or soil surfactants, 
surfactants are especially useful on 
water-repellent soils and lawns need-
ing an improved appearance.  

This type of compound can help 
give the turf a more uniform, green 
color; reduce dry and brown spots; 
improve the distribution of soil-applied 
chemicals; and require less water usage 
going forward. 

“Lawn care operators (LCOs) can 
communicate those 

benefits to the cus-
tomer and get a 
happier, more 
satisfied cus-
tomer,” says 
Eric Griscom, 
product manager 

at Aquatrols.
Various areas of 

soil will accept water 
differently, preventing the water’s ability 
to easily travel into the soil, particularly 
in drought situations and water-repellent 
soils. This can lead to runoff, erosion, 
wasted water and dry spots, which affect 
the turf’s look and health. 

“If the water is not moving through 
the soil profile evenly, everything else 
you apply will be distributed unevenly 
as well,” Griscom says.

Surfactants penetrate the surface, 
carrying water evenly through the 
thatch layer and into the soil. This 
compound also helps improve the 
effectiveness of chemicals Ñ such as 
soil-applied pesticides or fertilizers Ñ 
when it’s mixed in. 

“(LCOs) might have fewer callbacks 
or fewer postemergent sprays they need 
to do, and also happier customers,” 
Griscom says. “The operators who are 
using surfactants are using them as a 
competitive advantage.”

PRODUCT USE DO’S
Like with any compound, LCOs should 
read the product label and follow the 
water-volume application rates. If it’s 
a new tank mix, perform a jar test to 
ensure compatibility. LCOs should 
also know their water’s pH level, since 
it can affect the overall tank-mix per-
formance, Griscom says.

More advanced types of surfactants 
work like a detergent, getting into the 
soil and then attaching to the wax hy-
drophobics and wet particles in the soil. 
It’s especially important to follow the 
application and mixing instructions 
for these because they can burn some 
of the grass if mixed incorrectly, says 
Kurt Brace, ornamental horticulture 

manager at ICL Specialty Fertilizers.
Many LCOs mix surfactants with 

soil-applied pesti-
c ides and fer-
tilizers. Since 
surfactants can 
increase the ef-
ficiency of these 
chemicals, it’s 
important to test 
anything mixed in 
with them before an 
application.

PRODUCT USE DON’TS
Not all surfactants provide the same 
benefits or level of efficiency, so LCOs 
should be sure to choose a quality 
product Ñ rather than basing their 
decision solely on price. 

“It’s important to know they don’t 
all work the same,” Griscom says. 
“Sometimes, you get what you pay for.”

Some herbicides include a type of 
surfactant, Brace says, so don’t mix in 
more of the compound if it’s already 
present. That’s another reason check-
ing labels is a must.

Also, don’t forget to adjust the prop-
erty’s irrigation schedule to reduce the 
amount of water used once the surfac-
tants are applied. 

“You can cut water use by 20 percent 
or more,” Brace says. 

Dowdle is a freelance writer based in Birmingham, Ala. 

Do’s and don’ts for 
getting the most  
from wetting agents  
BY LAUREN DOWDLE |  
CONTRIBUTOR

Surfactant 
power

HOW T+O SOLUTIONS WORK
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Turf + Ornamental

Eric Griscom

Kurt Brace



The Z-MAX is our largest and most productive sprayer. It is 

large enough to handle commercial sites, but nimble enough 

for residential properties. The zero-turn maneuverability 

makes it simple to navigate the tightest and most challenging 

areas.  Z-Spray is committed to delivering performance and 

excellence in all our products, parts and service. 

z-spray.com

PRODUCTIVITY, RELIABILITY
 AND PROFITABILITY.
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LOCATION Albuquerque, N.M. 

COMPANY Yellowstone Landscape

DETAILS Mesa del Sol is a mixed-
use, master-planned development 
located outside of Albuquerque, 
N.M. Yellowstone Landscape has 
been maintaining the property for 
just over two and a half years. 

As the name suggests, Mesa 
del Sol is located on top of a mesa. 
It receives little rainfall and can 
experience 40-degree temperature 
swings in a single day. 

The landscape features plant 
material that requires little mois-
ture such as yucca, agave, butter-
fly bush and catmint perennials. 
Assorted colors and sizes of gravel 
accent plants and trees.

The soil in the area is poor 
quality so teams brought in 
mycorrhizae, a fungus that adds 
organic matter to the planting 
beds, to help tree and plant roots 
take hold and absorb water.

Irrigation is a challenge in a 
xeric landscape. When the devel-
opment was built, water pressure 
was so low Yellowstone teams 
used booster pumps to get water 
through the system. The team 
now uses a smart irrigation sys-
tem and makes adjustments based 
on water collection data from a 
nearby airport.

The project won the company 
a 2018 Silver Award from the 
National Association of Land-
scape Professionals’ Awards of 
Excellence program. 

See more photos from this project 
at LandscapeManagement.net/
thebigone.

Drama in 
the desert 

THE BIG ONE

1

6

3



2

4

5

Captions |  1. The neighborhood park and pool are used as recreation areas for residents. 2. Mesa del Sol is a 
mixed-use, master-planned development located just outside Albuquerque, N.M.  3. The xeric landscape includes 
an assortment of grasses and native shrubs.  4. University Boulevard’s wide medians highlight the area’s natural 
beauty with desert plantings and hardscape elements.  5. The first homes of the development are located closest to 
the town center.  6. With temperatures often exceeding 90 degrees F, the community pool is a popular destination 
for residents during the summer.
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Why one company relies on Exmark mowers as its go-to   
BY SARAH WEBB | LM ASSOCIATE EDITOR

Decades of dependability
BRAND U

Mowing + Maintenance
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R
ussell Landscape has been around for 32 years. 
The Sugar Hill, Ga.-based company has been using 
Exmark mowers for about 28 of those.  

Founded in 1987, the company employs about 
425 people across seven branches in the Southeast 

and boasts about 300 Exmark mowers in its fleet, accord-
ing to CEO Teddy Russell. 

“We are a commercial landscape contractor, and so we 
have all different-sized properties. The Exmark mowers 
are good for all types of properties,” Russell says. 

About 70 percent of Russell Landscape’s fleet is comprised 
of Turf Tracers (pictured below), hydro-drive walk-behind 

mowers. The remaining 30 percent is made up of zero-turns, 
like the Lazer Z, with 60- and 72-inch deck sizes. 

The company originally chose to go with Exmark based 
on a recommendation from its dealer, The Howard Brothers.

“The Howard Brothers are engaged with what we’re 
doing, everywhere from our needs in service to new equip-
ment,” Russell says. “The relationship has been there since 
we started our business, and they are almost like family 
to us now.” 

He adds, “Exmark has also always had that family feel. 
They’re genuine about their recommendations and wanting 
something that’s going to be a best fit for our company.” 

Russell says his operators appreciate the 
stability and easy-to-use controls that 
Exmark’s mowers provide. ÒThe opera-
tors don’t like a mower that has a lot of              
vibration in it. Exmark’s mowers aren’t 

uneven, provide a nice, even cut and don’t 
wobble around,Ó he says. 

The hydraulic drive system enables 
the mower to back up, so it can get 
in and out of tight spaces, accord-
ing to Russell. ÒWe could actually 
utilize larger mowers because of 

that,Ó he says.  

Large deck sizes, such 
as 96, 72 and 60 inches 
(pictured), help reduce 
the number of man-

hours needed to com-
plete jobs. 



Weekend warriors know the difference between lawn mowers that 

make child’s play out of yard work and those that are mere toys.  

They trust the equipment backed by a reliable Honda Engine.  

That’s because Honda GCV160 engines pack power, legendary 

performance and quiet operation into a lighter weight that increases 

fuel efficiency, and user satisfaction. Go with the engine that tells your 

customers they’re getting the very best — Honda Engines.

Learn more at  
engines.honda.com

 For optimum performance and safety, please read the owner’s manual before operating your Honda Power Equipment. © 2018 American Honda Motor Co., Inc.

Without a 

your customers see this:

Honda  
Engine,
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F
or crews at Aspen Tree Expert 
Co. in Jackson, N.J., chainsaw 
training begins on day one. In 
fact, employees will have a solid 
four hours of training and educa-

tion under their belts before they even 
put their hands on a chainsaw. 

“There are so many things to learn,” 
says Mark Chisholm, the company’s di-
rector of operations. “We train everyone 
across the board because it enhances 
safety across the board.”

For many landscape and tree care 
companies, chainsaws are vital tools 
to getting the job done each day. With 
the high level of risk involved in operat-
ing these powerful machines, industry 
experts agree that continuous, in-depth 
training is a must to keep operators 
safe and efficient.

“Running a chainsaw is a skill that 
will slip away from you if you do not 
continue to practice,” says Kenneth 
Glass, technical sales specialist for 
mid-Atlantic Stihl. “The best thing a 
contractor can do is spend some time 
with both new and seasoned users.” 

At Aspen Tree Expert, a $5 million 
company that provides tree care, plant 
health care and insect control services 
to a 55 percent commercial, 45 percent 
residential clientele, training begins by 
understanding the components of a 
chainsaw. Crew members are required 
to watch training videos and study the 
user manual, which Chisholm says is the 
Bible when it comes to chainsaw safety. 
Time is spent understanding the various 
types of personal protective equipment 
(PPE) crews must wear when operating a 
chainsaw or power saw. Required PPE at 
Aspen Tree Experts includes a hard hat, 

eye and hearing protection, appropriate 
pants or chaps, gloves and work boots. 

Crews are then shown how to inspect 
a chainsaw, checking items such as the 
chain tension, chain catch, chain break 
and throttle interlock, Chisholm says. 
Next, trainers show crews how to start 
the machine, hold it and stand while 
it’s operating. 

“There are all of these little details 
we teach our guys,” Chisholm says. “We 
then encourage them to look for these 
things in the field and to hold each other 
accountable to safe practices.”

Once employees have learned the ba-
sics, Glass recommends putting them in 
a controlled environment to run the saw 
while trainers provide tips after each cut.

“It’s possible to overload a new user 
with a large amount of information, so 
we take baby steps to ease them into 
running the units,” Glass says. “You 
need to make sure they can do each 
step before moving to the next because 
if they do not have the basics down, you 
are setting them up for failure.”

Aspen Tree Expert provides a compre-
hensive refresher course to all employees 
once a year. Of the company’s 40 crew 
members, six of them are Certified Tree- 
care Safety Professionals through the 
Tree Care Industry Association. This 
equates to about one certified profes-
sional on each crew who is expected to 
lead and oversee the rest of the team.

“Those people are held to a higher 
standard,” Chisholm says. “They not only 
have authority within the organization, 

but they have to gain certification units 
each year to uphold their credentials.”

Glass says this type of continuous 
professional training is important be-
cause experienced employees may get 
complacent over time. 

“The stuff we run into most with sea-
soned users is bad habits Ñ they forget 
how to safely start the chainsaw and be-
come more careless, or they don’t wear 
all of their PPE because they haven’t 
needed it before,” Glass says. “We try 
to stress to the seasoned users that the 
new users look up to them for examples, 
and they need to set good ones.”

Regular maintenance also is impor-
tant. Jay Larsen, global technical services 
manager of the forestry, lawn and garden 
division at Blount International, recom-
mends daily cleaning of dust and debris 
from the machine and frequent inspec-
tion of the air filter. Operators should 
follow the gas and oil requirements as 
stated by the saw manufacturer. Proper 
upkeep and maintenance of PPE is just 
as crucial, Larsen says, adding that con-
tractors should periodically inspect PPE 
for wear and replace when necessary. 

“Chainsaws are incredible labor- 
saving tools; however, they can also be 
very dangerous,” he says. “Training 
should be ongoing and never one-and-
done. Establish a company safety policy 
if you don’t have one already and do spot-
check site visits to make sure crews are 
adhering to your safety standards.” 

Schappacher is a freelance writer based in Cleveland.

Continuous, in-depth chainsaw training is a 
must to keep operators safe and efficient 
BY EMILY SCHAPPACHER | CONTRIBUTOR 

Training for safety 

       ONGOING TRAINING 
At Aspen Tree Expert Co., even seasoned 
crew members undergo refresher chainsaw 
courses to prevent bad and unsafe habits. 

MAINTAIN YOUR EDGE



*Offer valid on qualifying purchases made between August 01, 2019 to November 01, 2019. Subject to approved installment credit with John Deere Financial, for commercial use only. Up to a 10% down payment may be 
required. The 0.0% APR is for 36 months only. Taxes, freight, setup and delivery charges could increase monthly payment. Available at participating U.S. dealers. Prices and models may vary by dealer. Offers available on new 
equipment and in the U.S. only. Prices and savings in U.S. dollars.

John Deere’s green and yellow color scheme, the leaping deer symbol, and JOHN DEERE are trademarks of Deere & Company.

JohnDeere.com/MowPro

Not only do we have a full-line of great commercial mowing equipment, we also have 

our very own financing company. Which means not only can your John Deere dealer 

supply you with the mower that’s right for your operation, they can also provide 

financing that works with how you do business. And if that wasn’t enough, your dealer 

also has NEVERSTOP™ Services and Support, programs made especially for landscaping 

pros. Because in the end, it’s all about keeping you going. And keeping you mowing.

Get 0% APR Financing for 36 months*on all new ZTraks,™   
QuikTraks,™ and Commercial Walk Behind Mowers.

Keep Mowing

76201

When it comes to Financing, we’ve got your number.

* 



LANDSCAPEMANAGEMENT.NET |  AUGUST 201958

P
H

O
T
O

S
: I

A
N

 A
D

A
M

S
 P

H
O

T
O

G
R

A
P

H
Y

1

HARDSCAPE SOLUTIONS

3

LOCATION Cleveland Heights, Ohio 

COMPANY Exscape Designs

DETAILS The design intent was to create 
an updated landscape and entertain-
ment area that reflected the traditional 
architecture of this 1920s-era home. 

Exscape helped create a new drive-
way layout, which meandered down the 
middle of the left-side lot, integrating 
the double lot into a cohesive whole and 
working around the existing large trees.

The brick and stone used ties back 
to the materials used on the house and 
provides an updated but timeless look.

A masonry feature fireplace provides 
a focal point in the entertainment area, 
while creating a backdrop for privacy.  
A 6-foot-tall cedar fence around the 
backyard adds another layer of privacy.

The hot tub was integrated directly 
into the wide veranda steps, and the hot 
tub and chimney were lined up on the 
center point of the upper veranda to con-
nect them to the house’s architecture.

The Exscape team excavated and 
installed a masonry foundation for a 
1,200-square-foot addition and installed 
all new storm and sanitary connections 
from the house to the street, drainage 
throughout the property and a complete 
waterproof system on the foundation 
around the existing house. 

The project earned Exscape Designs 
a 2018 Gold Award from the National 
Association of Landscape Professionals’ 
Awards of Excellence program. 

See more photos of this project  
at LandscapeManagement.net/ 
hardscapesolutions.

Updated  
but timeless

6
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Captions |  1. A new front porch was 
installed, along with new landscaping, 
a front walk and masonry walls across 

the front of the house.  2. The homeowners did not want a hot tub that 
was “floating out in the landscape,” so the Exscape team designed the hot 
tub so it appeared to be part of the dining veranda.  3. The fireplace does 
double duty as a center focal point of the entertainment space, while also 
providing a backdrop that provides some screening to the adjacent house.  
4. A formal area garden is visible from the upper and lower patio areas. The 
crushed bluestone paths visually tie the garden area to the bluestone patio.  
5. An 8-foot-tall guitar sculpture purchased at a charity auction creates a 
whimsical focal point in the formal garden area.  6. With many large, mature 
trees, the team positioned the new underground connections carefully 
to minimize damage.  7. Due to budget restrictions, Exscape designed a 
pavement scheme that transitioned from the main bluestone patio to a dyed 
concrete walk, which leads guests to the driveway/parking area. The brick 
border softened the look of the concrete and tied back into other brick fea-
tures on the house and in the landscape.

7
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T
odd and Kurt LaButte, like many in the landscape 
industry, started young with a couple of push mowers, 
mowing neighbors’ lawns. Todd, being the older of 
the LaButte brothers (he was No. 5 of eight children, 
and Kurt was the youngest), named the company 

Todd’s Services. 
“We started in 1979, my brother and I,” says Kurt LaButte. 

“It was unique because we lived on a chain of lakes on a river 
system, so we’d use rowboats and stuff. That’s how we got 
our push mowers around and got to our clients before we 
had driver’s licenses.”

Kurt and Todd’s mother and father joined in the budding 
business, answering phones and fixing equipment, respec-
tively, and their sister Sherry (now Sherry LaButte-Birk), a 
couple years out of high school, began working full time for 
the company in 1985. 

At the time, the LaButtes were forced to move their busi-
ness out of their parents’ house, and operations relocated to 
a tiny trailer on an empty lot down the street. 

The LaButtes’ hard work led to the incorporation of the 
company in 1986. “Just learning, growing up, trying to ma-
ture and figure out what we wanted to do and figure out the 
business,” Kurt LaButte says.

Todd’s Services hit its stride in 1990, when the company 
built its offices in Hamburg, Mich., which is still the facility 
that houses the business to this day. With Todd serving as 
president overseeing sales and Kurt as vice president man-
aging personnel and production, the company grew. Todd’s 
Services acquired another company, began to get heavy into 
new construction and purchased more equipment.

The company peaked in 2007, with about 90 employ-
ees and just under $12 million in revenue, mostly in new 
construction, which was booming just outside of Detroit. 
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How Todd’s Services battled back 
from tragedy to reach its peak in its 
40th year BY ABBY HART | LM SENIOR EDITOR 

DREAM TEAM 
The Todd’s Services leadership 
team. From left to right, Jeff Walz, 
Doug Murphy, Josh Robinson, 
Sherry LaButte-Birk, Kurt LaButte, 
Mark Becker and Kevin Birk.

Climbing back to the top

COMPANY SPOTLIGHT

Continued on page 62
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THE HARD TIMES
The Great Recession of 2008 
struck and when the housing 
bubble burst, Todd’s Services 
2009 revenue dropped to $4.5 
million Ñ 40 percent of its 
peak revenue. Kurt LaButte 
says having to restructure,  lay 
off people and try to look at things in a different light was 
difficult, and the financial burdens weighed heavily on the 
brothers as the leaders of the company.

On the second day of the 2010 season, April 13, Todd 
LaButte died by suicide. 

Even with the grief they were going through as a family 
and as a tightknit company, LaButte-Birk remembers that 
Kurt sprung into action that day. 

“He immediately went out and met with everybody in 
the company and tried to find out if people were going to 

be leaving or not, and they 
weren’t Ñ we didn’t lose any-
body,” she says. “Believe me, 
they didn’t have to stay. In 
the landscaping industry, 
they could have gone and got 
jobs all around us. And they 
all stayed. I wouldn’t have 
faulted, honestly, any of them 
for leaving.”

Josh Robinson began at Todd’s Services in 1989 while 
he was in middle school. His first job was washing trucks, 
and over the years, he worked his way up to the position 
he holds now as sales and design manager. He had already 
been at the company for 20 years when the recession hit. 
Robinson thought it was always a great place to work, and 
he stayed loyal through the hard times. After Todd’s death, 
he credits Kurt’s approach to rebuilding the business as 
another reason he wanted to stay. 

It’s More than Measurements

It’s Property  
Intelligence™

Start a chain 
reaction of 
growth in your 
business. 

Get Your Free 
Trial Today. 
www.GoiLawn.com
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COMPANY SPOTLIGHT
BUILDING 
BROTHERS

The founders of Todd’s 
Services, Todd (left) 
and Kurt LaButte, at the 
opening of their head-
quarters in 1991.
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“If he had shown signs of weakness, or giving up or handling 
something without integrity, I would have been out of there,” 
Robinson says. “He showed strength, poise and integrity — he 
did the things that he needed to do to keep this place going. 
That’s what kept me confident that we could pull out of this.”

REACHING THE SUMMIT
“We were a key player in the industry, and we just got wal-
loped really bad,” LaButte-Birk says. “It felt like we were 
climbing a mountain, but we wanted to get back up on top 
of that mountain again.”

Now, as the sole leader of the company, as its president and 
CEO, Kurt LaButte immediately began trying to understand 
the sales and operational side of the business — a tough task 
given that in 2010, he didn’t use a computer.

He got up to speed on technology and developed a man-
agement team out of the longtime employees, including 
LaButte-Birk, vice president and office manager; Josh Rob-
inson, sales/design manager; Kevin Birk, master plumber/

service and fleet manager; Jeff Walz, production manager; 
Mark Becker, purchase/scheduling manager; and Doug 
Murphy, business development manager.

From there, Kurt LaButte’s goal was to make Todd’s 
Services more resistant to economic forces by diversifying 
its service offerings. The team added commercial lawn and 
snow, reconstruction, more design work, plant installations 
and more irrigation installations to its mix. The company 
included retaining walls and brick pavers on its list of 
installation capabilities, and not just in the new housing  

Buy better, buy different, buy Horizon.
Horizon has the products you need, when you need them—all under one roof. 

IRRIGATION OUTDOOR LIVING LANDSCAPE EQUIPMENT

irrigation | outdoor living | landscape | equipment
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(Kurt LaButte) showed strength, poise 
and integrity — he did the things that 
he needed to do to keep this place 
going. That’s what kept me confident 
that we could pull out of this.
— JOSH ROBINSON, TODD’S SERVICES
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What to do when the snow just keeps coming  
BY SARAH WEBB | LM ASSOCIATE EDITOR 

Snow end in sight 
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I
magine your area typically receives about 50 to 
60 inches of snowfall a year. One year, you expe-
rience less-than-average snowfall from Novem-
ber through January, until out of nowhere, your 
region is pummeled by back-to-back blizzards 

within a week of each other, dropping 20 and 30 
inches of snow, respectively. 

The rest of February and March yield extremely 
cold temperatures, leaving no room for warmup peri-
ods to melt off the snow pack and delaying spring 
cleanup work. What do you do?

This was the scenario that befell JC Grounds Man-
agement, a Danvers, Mass.-based snow management 
firm that was left to contend with 100 inches of annual 
snowfall — double the usual amount — across 90 com-
mercial properties during the 2014-15 winter season.

Jeremy Darling, account manager at JC Grounds, 
and Anthony Pennella, owner of Polar Snow & Ice 
Solutions and business development manager of 
its parent company Pennella Landscape Designs in 
Towaco, N.J., shed light on the strategies they employ 
when faced with an extended snow season.  

JC Grounds is a $5 million organization that 
employs 350 people during peak snow season and pro-
vides 75 percent snow services to a 100 percent com-
mercial clientele. It offers maintenance and enhance-
ment work in the summer. Polar Snow & Ice Solutions 
is a $1 million company. It employs 75 people in the 
winter. Its parent company, Pennella’s Landscape 
Design, employs about 35 people in the summer and 
provides design/build and maintenance services. 

ADAPT ON THE FLY
Whether a storm unexpectedly hits late in the season 
or roars in early in October like one did about eight 
years ago in Pennella’s neck of the woods, the ability 
to adapt is key. 

“I’ll never forget it because we were actually plow-
ing leaf piles, school was shut down and they canceled 
Halloween because we had such an immense amount 
of snow,” Pennella says. “That was very challenging  
because our trucks were prepared for picking up 
leaves, servicing maintenance customers and design-
ing patios. We needed to flip the switch in a matter of 
two days to get ready for that storm that came in.” 

To adjust quickly enough to service its 90 com-
mercial accounts, Polar Snow & Ice Solutions 
includes polysalters on the back of its pickup trucks 

Sometimes, JC Grounds 
Management starts 

spring cleanups despite 
slight snow cover.
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because they’re lightweight and easy to put in and 
take out of the trucks. 

“We’ve found ourselves tossing a salter in the night 
before and taking it out the next morning after we 
salted because we’re going to do a patio or cut the 
grass,” Pennella says. 

He adds that the company’s shop is organized so 
that each snow-dedicated truck backs up to a salter 
to make hooking up the equipment more efficient. 

For those seasons when snow takes a long time to 
melt, Darling suggests constantly evaluating properties. 

“Don’t wait until the snow melts to have a plan in 
place of where you’re going to go and when you’re 
going to start,” Darling says. “Always be assessing 
your properties as often as possible because the stuff 
on the southern side of a building is going to melt 
before the northern side of building.” 

Sometimes, JC Grounds Management makes the 
call to start performing spring cleanups on a prop-
erty once the snow has melted off by 50 percent. 
Then, the company goes back a week or two later to 
finish off the job. 

“One of the most difficult things is having to 
decide, ÔDo I go to a property and start the cleanup 
or wait until it completely melts off?’” Darling 
says. “That’s done on a property-by-property basis, 
depending on the property type, the timeline for the 
contracts and the time we usually start mulching.” 

Darling says overall, the company tries to get 
started on spring cleanups as soon as possible.

“We have so many deadlines to meet that if we 
have to work extended shifts, we do that. If we have 
to do mulching at night versus day to get caught up, 
we do that,” he says. 

PREP IS KEY
It’s not all about pulling together at a moment’s 
notice, however. Both Pennella and Darling tout the 
benefits of being organized months in advance. 

“In our business, we’re an emergency service,” 
Pennella says. “We’re called upon in a moment’s 
notice. If we don’t have things ready to go, somebody 
else will service our customers better than we will.” 

To stay on top of their game, JC Grounds and Polar 
Snow & Ice make use of historical data by document-
ing items such as site details and dates of service.  

“We do a lot of the same properties year after year, 
so we can tell which properties are going to melt off 
fast and which ones aren’t,” Darling says.

Pennella adds, “Just being able to keep track of 
your time on-site, of your salt usage, of materials and 
man-hours, that’s huge.” 

Taking the documentation a step further, Polar 
Snow & Ice Solutions has used a service called Site 
Photos to monitor its sites and plans to implement 
video cameras on its commercial sites this year. 

“We’re making sure we’re fulfilling the needs of 
our customers and protecting ourselves as a company 
from any liability or potential loss,” Pennella says.  

Darling says JC Grounds pays close attention to 
almanac data and weather systems and reassesses 
long-range forecasts every month. Polar Snow & Ice 
also uses a company called Weather Works, which 
provides storm alerts and live weather updates.  

It’s also helpful to make sure schedules and con-
tracts are laid out well in advance. For example, Pen-
nella says snow and ice contracts are drawn up and 
signed before October. Darling says JC Grounds starts 
putting together spring schedules before March. 

Keeping equipment in tiptop shape is also impor-
tant to contend with early- and late-season storms. 
Polar Snow & Ice keeps on four dedicated snow 
employees year-round to handle snow equipment 
preparation and make sure everything is ready to go. 

In addition to keeping its snow equipment pre-
pared, JC Grounds also makes sure its landscape P
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JC Grounds Management 
makes use of larger  
equipment for the sake  
of efficiency.



AUGUST 2019  |  LANDSCAPEMANAGEMENT.NET SI5

equipment is ready to go, in case an early thaw allows 
crews to get a jump on spring cleanups.  

ÒWe do all of the prep work for our landscape 
equipment in late January and early February,Ó Dar-
ling says. ÒWe start going through stuff early to make 
sure everything runs properly and blades are sharp-
ened, so if we do get an early melt, we can get up and 
running in March.Ó 

OTHER ODDS AND ENDS
Being prepared and adaptable may seem like no-
brainers, but there are other ways snow contractors 
can ensure they don’t get buried under snow removal 
and landscape cleanup work. 

For example, Pennella says his company seeks out 
contracts that will allow Polar Snow & Ice to keep 
snow equipment on-site, ready to plow at a moment’s 
notice. The company’s snow-dedicated pickup trucks 
are snow-ready until May 15, he adds.

ÒYou’ll never know if we get a late-season storm 
and need to transition,Ó he says. 

Darling suggests using larger 10- to 16-foot snow 
plows and clearing snow off of properties in the win-
ter whenever possible.

ÒThat helps because we’re not damaging turf by 
moving those bigger snow piles,Ó he says. ÒWe will 
also blow snow way off the property into the woods. 
You may get a thicker snow pack in the woods, but at 
least around the property, it melts off faster.Ó P
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Pro Tips
 BOSS SNOWPLOW: Adding a back-drag 
plow to operations can help snow contractors 
gain productivity over a front-mounted plow. 
Seasoned back-drag plow operators can real-
ize a 30-50 percent increase in productivity 
versus a truck with just a front plow on it, Boss 
Snowplow says.

 JOHN DEERE: Contractors located in 
areas with less snowfall should consider using 
a rotary broom or blade to remove lighter 
amounts of snow. Also, skid-steers can be 
transformed with attachments for snow 
removal applications. The machines can be 
used throughout the rest of the year for moving 
materials and landscaping projects. Finally, con-
tractors should work with their dealer to ensure 
the parts inventory is stocked ahead of time.

 BUYERS PRODUCTS:  It’s important 
with unpredictable weather that equipment 
quickly adapts to ever-changing needs. Invest 
in equipment where the plow can be changed 
from the driver’s side in one minute or less. 
No one wants to waste time messing around 
with complicated systems or driving around 
with a plow hanging off the front of the truck 
when it’s not needed. 

A few properties allow  
Polar Snow & Ice Solutions to 

keep equipment on-site. 



THE HOMES OF THE BRAVE

YOUR COMMUNITY NEEDS YOU.

ARE BURIED
IN SNOW.

Donate your company’s services to local active-duty 

military families who need assistance with snow removal. 

To register and volunteer to help someone in your area, 

visit projectevergreen.org. Don’t let the homes of the 

brave get buried in snow.
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A
dam Schlutt never wanted to be involved 
in his dad’s snow-removal business. 

ÒI avoided this industry as much as pos-
sible when I was in college,Ó says Schlutt, 
president of MAAC Property Services in 
Niles, Mich. ÒI wanted nothing to do with 

it. My father started this business back in ’98. I’ve 
always worked for my father, but it was always the 
summer stuff and the random winter stuff.Ó

Schlutt says being in the family business used to scare 
him because he had seen it tear some families apart. 

He was on the road to become a self-described Òper-
petual college studentÓ when in 2010, he got a call from 
his dad, Mark Schlutt, and snow industry consultant 
Phil Harwood, managing partner of Grow the Bench. 
Schlutt has been working with Harwood since 2010. 

Ò(Phil’s) focus has always been training me on all 

the ins and outs of running a business,Ó Schlutt says. 
ÒIn 2011, he actually stepped in to help me with decision 
making when my father was out after heart surgery.Ó

About 60-65 percent of the company’s work is 
snow removal, which it performs for a 98 percent 
commercial clientele. There are always a few residen-
tial properties that sneak in, says Schlutt (pictured 
below on the far right), but the company only actively 
seeks to work with large commercial properties. 

To offset the winter months, the company performs 
maintenance in the summer, doing mowing and irri-
gation work for large commercial properties, gener-
ally those for which it provides snow-
removal services.

MAAC has 45-55 year-round 
employees and 75-150 members on 
its sidewalk crew and salt-spreading 

Adam Schlutt, president of MAAC Property Services, 
discusses his reluctance to join the family business, his 
company’s challenges and his approach to the labor issue  
BY CLARA RICHTER | LM MANAGING EDITOR 

snow business
No business like

MAAC Property 
Services has 

provided snow-
removal services 

since 1999.



team. The company subcontracts out any plow work 
that needs to be done.

The company started offering snow removal in 
1999, a year after it was founded. 

“A good friend and one of our subcontractors con-
vinced my father to go this route because in this area, 
it wasn’t a big industry,” Schlutt explains. “Not a lot 
of companies offered full-year maintenance.” 

Despite trying to avoid working in the family busi-
ness, the demands of running a snow removal company 
are well suited for Schlutt, who says he “thrives in chaos.” 

“In the wintertime, every event is different,” he 
says. “You don’t know if you’re dealing with the same 
employees this week as next. You treat each event as 
a catastrophic event, and you try to make it work. To 
me, that’s where the reward comes.”

OVERCOMING CHALLENGES
According to Schlutt, MAAC’s location is one of its 
biggest challenges. Due to its proximity to Lake 
Michigan, the area is prone to heavy lake-effect 
snow, which can be difficult to predict. “We have the 
luxury of that wonderful body of water to our west. 
It’s either 110 inches, or 30,” Schlutt jokes. 

To combat the unpredictability, the company does a 
lot of upfront training on topics such as safety, deicing,   
software, equipment and routes. Schlutt says he would 

rather have his crew members go into 
an event knowing it may be four hours 
but could turn into 16. He also tries 
his best to staff accordingly per event, 
erring on the high side when possible. 

“We try to be as proactive as possible knowing it’s 
going to be reactive anyway,” he says.

Finding employees who are willing to work the 
long, unpredictable, cold hours associated with snow 
removal is often one of the challenges many com-
pany owners speak about, but not Schlutt. 

“We’re more mission than profit centered,” he 
explains. “We’re known in the area as the second-
chance company. We have a lot of guys that are con-
sidered by the state or larger companies to be unem-
ployable due to criminal histories or past histories. 
Our view is they’re human. There are limits, I under-
stand that, but for the most part, we’re always willing 
to give them a chance.”

Schlutt explains the company’s goal is always focused 
on education, and training is centered around personal 
development rather than simply learning a new skill. 

He says this employment model does two things. 
Either his firm hires an individual who didn’t know 
he or she could be successful, and that person 
becomes a great employee at MAAC. Or he goes on 
and finds a better job and does better for himself and 
his family. This type of approach to employment also 
fosters loyalty to the company. 

“I’ll tell guys to go somewhere else to do better for 
themselves if they need to,” Schlutt says. “But they 
won’t leave even though they don’t make that high of 
pay. They feel comfortable where they’re at, and they 
respect the situation. It’s greatly appreciated.”

Certain correctional facilities and parole officers 
recognize MAAC Property Services as a place where 
individuals recently out of prison can find employment. 

“I have more parole officers’ numbers in my phone 
than I do friends, but the state loves us for that rea-
son,” Schlutt says. 

Schlutt says that you can’t always expect perfection 
out of these individuals, but MAAC Property Services 
tries its hardest to give them a voice and an opinion. 

“The biggest thing for me is always I’m not in this 
to make money anymore. My goal is to educate my 
guys as well as possible,” Schlutt says. “I always tell 
them I’m trying to find someone to replace me.” 
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“You treat each event as a 
catastrophic event, and you 
try to make it work ... that’s 
where the reward comes.
—ADAM SCHLUTT, MAAC PROPERTY SERVICES
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MAAC ensures 
crew members are 

ready for every 
possible scenario 
through upfront  

training.



         

         

         

PRODUCTS

AUGUST 2019  |  LANDSCAPEMANAGEMENT.NET SI9

BUYERS PRODUCTS  
SNOWDOGG PLOWS

The new Buyers Products MDII and VMDII SnowDogg  
snow plows are designed for half-ton trucks. They fea-
ture full-power hydraulic blade angling and robust 
grade-50 steel frames. Features like the floating 
A-frame, municipal-style chain lift and standard 304 
stainless steel blades have been carried over from 
SnowDogg’s EXII, HDII and VXFII lines. A new Rapid-
Link attachment system allows plow operators to 
quickly attach and detach the plow from the driver’s 
side of the truck without circling around to the other 
side of the plow. A hydraulically operated jack switch 
changes the plow’s mounting height on the fly to ease 
plow-to-vehicle alignment. The SnowDogg MDII and 
VMDII will be available for the 2019-20 winter season.

BOSS  
PRODUCTS  
SNOWRATOR 
The Snowrator, acquired 
by Boss Products in March 
2018 and redesigned since then, quickly deploys to 
plow and deice sidewalks and walkways — reduc-
ing the need for shovelers and allowing the opera-
tor to brine, spread and plow at the same time to 
maximize on-the-job productivity and profitability. 
Boss-engineered improvements include a 4-foot 
hydraulic snow plow with 20-inch polyethylene skin 
and improved electrical and plow attachment sys-
tems. The Snowrator also now accepts all Boss ATV 
plow accessories and common parts for better parts 
availability and convenience of service.

SNOWEX POWER PUSHER
SnowEx introduced its Power Pusher TE snow push-
ers for skid-steers, wheel loaders, backhoes and trac-
tors. Available in 8- and 10-foot widths, the new snow 
pushers feature steel trip edges to deliver cleaner 
scrapes and help operators get down to the pave-
ment. The steel trip edges use four extension springs 
along with two outer double ribs at the trip springs 
to handle heavy-duty loads and stresses. Six verti-
cal support ribs maximize bucket impact strength 
and structural integrity, while 10-gauge steel mold-
boards offer strength. Side support posts help pre-
vent bending from hitting curbs or other accidental 
impact. Interchangeable attachments allow a Power 
Pusher TE to attach to any compatible skid-steer, 
wheel loader, backhoe or tractor. Accessories include 
a top-mounted, rubber back-drag edge for pull-
ing snow away from loading docks, doors and other 
tight spaces. High-wear shoes are also available.

BERLON MELTRR
Berlon’s salt spreader is ideal for spreading salt on 
icy sidewalks, driveways and parking lots. Its self-
loading bucket is designed to make it easy for the 
operator to scoop and go — saving manual labor and 
time. The Meltrr is available in two different sizes:  
60 inches (26 cubic feet) and 72 inches (32 cubic feet).  
It is equipped with a stainless steel spinner; the 
speed is adjustable with the engine rpm. Each unit 
comes standard with the universal skid-steer mount, 
hoses, couplers and a hose saver.
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SNOW STRATEGY

Reduce your financial  
risk in snow management

The author is president and CEO  
of Pro-Motion Consulting. Reach 

him at phil@mypmcteam.com.

BY PHIL HARWOOD 
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T
he approach of many 
snow contractors is like a 
Las Vegas bet, common-
ly phrased something 
like this: “One year I win, 

one year you win. In the end, 
it all works out.” I don’t know 
about you, but this approach 
doesn’t strike me as a particu-
larly sound business strategy. 
There shouldn’t be a winner 
and a loser. In fact, snow and 
ice management professionals 
should always win, regardless of 
the situation. Don’t you agree? 

The problem is many snow 
contractors leave themselves 
vulnerable, either because they 
don’t know any better or they 
are knowingly entering into a 
gambling scenario. In this article, 
I challenge you to think twice 
about such risky business. I be-
lieve there are a handful of areas 
where you should be able to re-
duce or eliminate your exposure.

Early- and late-season events.
When a snow or ice event occurs 
before your service start dates, 
your customers expect you to 
perform as if you’ve been wait-
ing around all summer for this 
event to show up. The same thing 
happens with storms that occur 
well into the spring, after your 
service window has closed. Some 
of you do not have service start 
and stop dates in your contracts. 
Events outside of your service 
dates are freak storms that you 

and your customer never antici-
pated. You deserve to be paid 
extra for these storms. 

Blizzard events. When a 
blizzard occurs, it’s probably not 
something you planned on or 
built into your estimating model. 
Your blizzard clause should in-
clude the definition of a blizzard 
according to your governmental 
weather service, depending on 
where you reside. If a blizzard oc-
curs, you’ll be protected financial-
ly by billing over and above for 
the event. A best practice is to 
bill on a time and materials basis.  

Drifting snow. Similar to bliz-
zards but more frequent, drift-
ing snow is not usually included 
in estimating models. In the 
right conditions, snow may drift 
continuously and be a major 
challenge. Including language in 
your contracts to specify how 
drifting will be addressed and 
paid for is necessary.

Relocating or hauling. 
Customers asking for or de-
manding snow to be relocated 
on-site or hauled away should 
also be prepared to pay for these 
additional services. It’s always 
best to address this early in the 
sales process; in addition, your 
contracts should clearly explain 
these extra service charges so 
there are no disagreements when 
the need arises. 

Thaw and refreeze. If your 
customer expects you to moni-
tor and treat for thawing and 
refreezing, you need to be paid 
for these services. Depending on 
conditions, this service may be 
required every day for the entire 
winter. You simply cannot give 
it away or hope it doesn’t oc-
cur. Protect yourself and include 
language in your contracts to 
address this scenario. 

Daytime events. Daytime 
snow and ice events are unique 
because of the challenges 
related to traffic, full parking 
lots and the need to come back 
overnight to clean up. A day-
time snow event that requires a 
full push overnight is really two 
separate events. Are your cus-
tomers paying for two events  
or one? Why not two? 

If you would like to win every 
year, take a look at your con-
tracts and make some changes 
in these areas to protect yourself. 
Now go forth. 



SNOWRATOR
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Snow & Ice System

A Clear Path to Sidewalk Solutions
Time-saving and profit-driving walkway solutions from BOSS.

When winter strikes, it demands speed and efficiency to keep busy sidewalks and walkways clean. 

BOSS offers a complete line of tough solutions that are built to efficiently perform in locations where 

constant foot traffic, tight areas and obstacles are all part of the job. Put your compact vehicle, UTV or 

tractor to work–and battle snow and ice with BOSS.

Ask your BOSS Dealer for more information or visit bossplow.com.

UTV Plows ATV Plows VBX 3000 Spreader EXACT PATH® Drop Spreader

©2019 BOSS Products. All Rights Reserved. The “f” logo is a registered trademark/service mark of Facebook, Inc. The Twitter logo is a registered trademark/service mark of Twitter, Inc. The YouTube logo is 

a trademark/service mark of Google LLC. The “in” logo is a registered service mark of LinkedIn Corporation. The Instagram logo is a registered service mark of Instagram, LLC. The Blogger logo is a registered 

service mark of Google LLC. All other trademarks belong to BOSS Snowplow.



The factory-installed, heated 2R Cab. 
The 360 view inside out. The flashing work lights to keep safe. The comfort  

of the command chair. This heated cab knows no peer in this size and power  

of tractor (25 HP* 18.6kW). Add an optional snow blower, or a snow plow blade  

or a spreader for salt to keep streets or paths clear of snow and ice. Come build  

your own ultimate mini snow machine at John Deere.ca/2Series

Nothing Runs like a Deere™  |  Run With Us

The ultimate  
mini snow machine.

JohnDeere.ca/2Series

* The engine horsepower and torque information for non-Deere engines are provided by 
the engine manufacturer to be used for comparison purposes only. Actual operating 
horsepower and torque will be less. Refer to the engine manufacturer’s web site for 
additional information.

Shown with optional features. John Deere, the leaping deer symbol and John Deere’s 
green and yellow trade dress are the trademarks of Deere and Company.



An exclusive, invite-only experience 
with only 30 spots available.

Find out if you qualify by visiting: 

LMGrowthSummit.com

Nov. 11-13, 2019
Reunion Resort – Orlando, FL

2019 Confi rmed Partners

Turf + Ornamental Professionals

Lodging, food, drinks and golf expenses are on us! 

Education            Networking            1:1 Meetings

Have you heard about the networking event 
bringing together lawn care professionals 

with leading suppliers?
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development markets. Currently, the 
company’s average job prices at $13,000, 
and at 750 to 800 mostly residential 
jobs per year, the company is work-
ing hard Ñ but not overly so. “We used to work a lot 
of hours,” Robinson says, “but now a family-friendly 
atmosphere is more of a draw because competition for 
workers is so steep.” 

Todd’s Services began to track its numbers and pur-
chasing more than before and became focused on its bottom 
line. It began a relationship with consultant Jeffrey Scott 
in 2013 and joined one of Scott’s peer groups. As a result, 
Todd’s Services is much more open about its numbers and 
adopted a consensus management style rather than a single 
management style, Kurt LaButte says. 

“That helped,” he says. “Monthly meetings, growing our 
financials, open-book management. (Employees) see the 
numbers where prior, they never did. It was what Todd and 
I shared. We work off a budget Ñ we never did that before.”

The company’s approach to management and budget-
ing has changed its outlook for the better. This year is its 
40th year, and it’s poised to cross the $13 million mark. 
Kurt LaButte’s sons Austin and Mikal work full time for the 
company, and his sons Zakary and Keegan have worked or 
currently work summers. 

After all the ups and downs of Todd’s Services over 40 
years, Kurt LaButte finally feels a little freedom to look to-
ward the future of the company.

“I’d like to stay in this chair until our 50th anniver-
sary,” he says. 

A Charles Machine Works Company©2019 The Charles Machine Works, Inc.

Bill Davis,Bill Davis,Bill Davis,Bill Davis,Bill Davis,Bill Davis,Bill Davis,Bill Davis,
Northern FenceNorthern FenceNorthern FenceNorthern FenceNorthern Fence

Kyle Davis,Kyle Davis,Kyle Davis,Kyle Davis,
Northern FenceNorthern FenceNorthern Fence

WE’RE IN THIS TOGETHER

Because of the SK and all the attachments, we’re 

able to say ‘Yes’ to more jobs. Which has helped us 

grow our business in ways we never imagined.

WE’RE IN THIS TOGETHER.

“
”- Bil Davis, Northern Fence
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Continued from page 64

COMPANY SPOTLIGHT

NEXT GEN
Kurt LaButte’s 
sons (from left, 
Austin, Keegan, 

Mikal and Zakary) 
are or have been 

involved in the 
business.





DON’T SETTLE FOR LESS.

UNLESS YOU’RE TALKING PRICE.

INTRODUCING THE 

MORE-FOR-LESS LEASE 
Take advantage of leases as low as $379/month ($429 with cab) for 36 months 
on qualifying models. See your dealer for complete details.*

$379
JohnDeere.com/MoreForLess

* Offer valid between 1 April 2019 and 31 October 2019 on qualified new equipment and is subject to approval by John Deere Financial. For agricultural and commercial use only. 
Advanced lease payment may be required. Average advanced lease payment is 10% of total sales price. Qualified equipment includes the 314G canopy unit with 10"x16.5" tires, 
2" seat belt, and 66" construction bucket. Example based on a lease of $30,076 with a 10% advanced lease payment, monthly payment $379 for 36 months. Lease terms include 
600 hours per year. For an additional $50 per month (USD), customers can upgrade to a 314G with a cab. Taxes, freight, set up and delivery charges are not included and could 
increase monthly payment. Payments may vary based upon the end of lease term purchase option price and length of lease term. Available at participating U.S. dealers. 
Price and model availability may vary by dealer. Prices and savings in U.S. For full details, visit JohnDeere.com/MoreForLess.



Skid-steers
EXPERTS’ TIPS

Design Build + Installation
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hoosing the right equipment and 
attachments gives contractors 
better efficiency and versatility 
on the job. 

James Jones, operations 
manager at the Phoenix branch of 
Gothic Landscape, says using skid-steer 
attachments helps save labor. 

“We are in such a labor crisis that 
if we can add more equipment, maybe 
instead of having eight crew members, 
we could have five,” Jones says. “That’s 
the whole point of attachments and 
skid-steers. It saves a boatload of labor.”

Out of 60 crews at the Phoenix 
branch, Jones says nearly half have a 

truck equipped with a skid-steer and 
three attachments: a trencher, a bucket 
and forks. This setup gives each job site 
the capability of four pieces of equip-
ment. “It only takes 30 seconds to switch 
out the attachment for a different ap-
plication,” Jones says. 

The Gothic fleet has a variety of 
Caterpillar, Bobcat and Kubota skid-
steers. The attachments, Jones says, are 
universal and interchangeable.

Reid Altavilla, corporate fleet man-
ager for Ruppert Landscape, based in 
Laytonsville, Md., says skid-steers and 
their attachments offer a lot of versatil-
ity on a job site. “Their adaptability can 

make jobs go more quickly, freeing up 
time and manpower to perform other 
tasks,” he says.

Ensuring versatility starts with 
choosing the right attachments for the 
job. “Ruppert selects specific attach-
ments for skid-steer loaders based on 
job scope and efficiencies,” he says.

Altavilla says crews at Ruppert 
mainly use attachments such as forks, 
toothed buckets, hydraulic augers and, 
occasionally, mounted rotary cutters.

Four experts from different skid-
steer manufacturers share some advice 
for selecting the right attachments at 
your company. 

Skid-steer efficiency:  
Tips for selecting attachments

       QUICK CHANGE 
Skid-steer attachments 
make machines more      
versatile and help mitigate 
the labor problem. 
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ASV
Buck Storlie
Product line manager
Selecting the right attach-
ment is key to maximizing 
skid-steer value and versatility. 
Always ensure the attachments you are consider-
ing match the specs and capacity of your ma-
chine. Having attachments capable of accepting 
the machine’s full flow and potential will ensure 
maximum performance and longevity. Many 
times, an attachment can replace hand labor or 
even another piece of equipment. Take a look at 
your jobs and the tools you are using to complete 
them, and you’ll likely find there’s an attachment 
designed for the work. The wide array of attach-
ments now available for compact track loaders 
and skid-steer loaders makes them one of the 
most versatile tools available.

BOBCAT
Jason Boerger
Marketing manager
Contractors need to have a 
good idea of how often they 
will operate an attachment. Uti-
lization is critical to determine if selecting an at-
tachment makes sense. Contractors also need to 
consider the jobs they will be working on. This will 
help them make a more informed decision about 
whether their machine’s engine horsepower and 
hydraulic flow will be sufficient to power the at-
tachment. Be sure to assess the value of high-
flow auxiliary hydraulics for skid-steer loaders 
and attachments that can benefit from an extra 
power boost. If an attachment is expected to 
make up a significant portion of a contractor’s 
operational time, it increases productivity and 
overall return to use machines and attachments 
with high-flow hydraulics capabilities.
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CASE CONSTRUCTION 
EQUIPMENT 
George MacIntyre
Product manager – compact 
and service equipment
Any attachment for a skid-steer 
should be something that expands the utilization 
of the machine to increase the services you offer. 
Attachments ultimately lower the lifetime owning 
and operating costs by increasing its profitabil-
ity. While there are also practical considerations 
related to the machine’s auxiliary hydraulics and 
the size/weight of an attachment that each ma-
chine can handle, attachments should align with 
your business growth plan and serve to add more 
services to your business without having to buy 
additional machines.

JOHN DEERE 
CONSTRUCTION & 
FORESTRY 
Gregg Zupancic
Product marketing manager, 
skid-steers & compact  
track loaders
Skid-steers can be versatile machines with the 
right education and applications. Contractors can 
utilize various attachments on their skid-steers 
to complete different tasks on-site. To select the 
right attachment for your skid-steer, it’s impor-
tant to understand what type of job the attach-
ment will be used for, as well as the environment 
and terrain. Attachments can perform a number 
of tasks and have weight and performance limits. 
Understanding the needs of the job site will ease 
the selection process. It’s important to be aware 
of the hydraulic power that skid-steers offer and 
take the time to learn which attachment and ma-
chine capabilities are required to complete the 
task at hand. Knowing the attachment’s specifi-
cations and limits will help contractors make the 
most of their selected attachment.



LOCATION Fort Worth, Texas 

COMPANY  Andy’s Sprinkler,  
Drainage & Lighting

DETAILS  When an irrigation installation 
project popped up at Texas Christian Uni-
versity (TCU), Andy’s Sprinkler, Drainage 
& Lighting was sure to raise its hand. 
The multiphase job involved creating 

more than 100 zones that separated out 
beds, turf and trees while considering the 
area’s shady and sunny areas. To begin the 
project, the four- to six-person crew from 
Andy’s worked alongside a local landscape 
company, Site Planning Site Development, 
to haul off excess soil. They then marked 
bed lines and grass locations, installed 
the sprinkler pipe with the help of a Ditch 
Witch SK755 with a trencher attachment 
(and sometimes hand shovels in tight 
spaces), removed excess rock and finally, 
backfilled the trenches with fresh soil. 
Initial challenges included coordinat-

ing efforts with the landscape company 
and university and contending with the 
site’s rocky soil. The team overcame these 
by maintaining open lines of communi-
cation and bringing in new soil. 
The team used Toro’s Sentinel Control-

ler, as well as Toro valves and heads, with 
the Toro 570Z-6P-SI as the main head.
All in all, Andy’s installed the Toro 

irrigation system throughout 3 acres of 
TCU’s campus, according to Matthew 
Chapman, division owner for the com-
pany’s Southlake division.
“It’s been a fun project working with the 

landscapers,” Chapman says. “We’ve got 
teams that work really well together.”

See more photos from this project at  
LandscapeManagement.net/waterworld.

Sprinkler 
smarts

WATER WORLD
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Captions |  1. The team implemented about 100 different zones to accommodate the irrigation requirements of beds, 
trees and turf.  2. The team at Andy's was careful to take into consideration which areas of the campus received more sun 
than others and planned the zones accordingly.  3. Andy's Sprinkler, Drainage & Lighting made use of Toro heads and 
valves, as well as a Toro controller.  4. Once the team at Andy's completes the multiphase project, Matthew Chapman, 
division owner of the company's Southlake division, says he hopes TCU will rely on Andy's for future irrigation work.   
5. In some instances, the team had to make do with hand shovels to get the job done. 
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I
n a previous article, I discussed how sprinkler precipita-
tion rates vary between manufacturers and the impact 
that variability has on watering times and water use. In 
addition to variations between manufacturers, water 
managers need to be aware of three items that impact 

precipitation rates. 

1. NOZZLE FLOW RATE
The variation in water flow rate through sprinkler nozzles 
accounts for variation in precipitation rates between manu-
facturers. If every manufacturer produced spray nozzles 
with the same flow rate, the precipitation rate of all spray 
nozzles would be the same, regardless of the manufacturer. 

As flow rates increase, precipitation rates increase as 
well. The table below illustrates the difference in flow rates 
between leading manufacturers for the same size nozzle, 
both operating at 30 PSI.

The 0.21 gallon per minute (GPM) difference in nozzle flow 
rate between these two sprinklers seems minor, but when mul-
tiplied across 30 sprinklers on a single zone, the difference is 
6.3 gallons for a single minute. When we multiply this across 
60 minutes of watering per week in the summer, it amounts 
to a difference of 378 gallons in one week, just for one zone.

2. SPRINKLER OPERATING PRESSURE
As sprinkler operating pressures increase, nozzle flow rates 
will increase. As mentioned above, as nozzle flow rates in-
crease, precipitation rates increase. In a perfect system, the 
operating pressure at every sprayhead would be exactly the 
same, resulting in the same flow and precipitation rates at 
each sprinkler in a zone. The table at right illustrates the 
impact pressure has on spray nozzle flow rates for a leading 
manufacturer’s 12-foot, half-arc spray nozzle.

The use of sprinklers with in-stem pressure regulation 
devices maintains consistent operating pressures between 
sprinklers and uniform precipitation rates. In real-world 
conditions, system operating pressures that are significantly 
higher than the manufacturers’ recommended operating 
pressures result in misting and wind drift, which will result 
in lower precipitation rates to the targeted area.

3. SPRINKLER SPACING PATTERNS
Most systems are designed with sprinklers spaced in either 
square patterns or triangular patterns. When sprinklers 
are spaced in a triangular pattern, the spacing is tighter 
with more overlap, resulting in a higher precipitation rate 
when compared to square spacing. Irrigation systems some-
times are designed with tighter spacing and more overlap 
to combat the impact of wind. Tighter sprinkler spacing 
will result in higher precipitation rates.

The items that impact the precipi-
tation rate of a sprinkler can seem 
minor, but over time, across sys-
tems with hundreds of zones and 
thousands of sprinklers, the long-
term impacts become enormous. 
Proper nozzle selection, correct 
sprinkler operating pressures and 
sprinkler spacing are important fac-
tors, especially when programming 
and managing smart controllers. To be an effective water 
manager, having a solid understanding of the items that 
impact precipitation is critical. 

Santos is the vice president of irrigation services for BrightView. 

Eric Santos

3 things that impact  
precipitation rates

EVERY DROP COUNTS
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Irrigation + Water Management

These factors may seem minor, but over time, they can 
add up to many gallons of water  BY ERIC SANTOS

Sprayhead  
Brand

A

B

Nozzle Size  
and  

Arc Pattern

Flow Rate  
(Gallons/Minute) 

Corresponding 
Precipitation Rate 
(Inches / Hour)

12-foot half-arc

12-foot half-arc

1.09 

1.30 

1.47

1.74

Sprayhead  
Brand

A

A

A

Nozzle Size  
and  

Arc Pattern

Operating  
Pressure  

(PSI)

Flow Rate 
 (Gallons/Minute) 

12-foot half-arc

12-foot half-arc

12-foot half-arc

20 

30 

40

0.95

1.09

1.30



THURSDAY, SEPTEMBER 26
1 P.M. EASTERN | 10 A.M. PACIFIC 

Landscapers and hardscapers can win business faster while saving time and money 

on site visits using Nearmap's current, HD aerial maps. Attend this webinar to see 

how Nearmap's HD Aerial maps can help:

• Get more qualified leads

• Measure & estimate faster

• Improve quotes & proposals

• Reduce site visits

• Minimize worker risk

DON’T MISS THIS FREE LEARNING OPPORTUNITY. REGISTER TODAY!

LandscapeManagement.net/webinars

Mike St. Louis
Director of Customer Engagement

Mike is director of customer engagement and marketing automation 

at Nearmap. Prior to arriving at Nearmap, he has been leading, and 

part of, global marketing and demand generation functions for multiple 

SaaS and Top 50 organizations for over a decade. He holds a bachelor’s 

degree in journalism/advertising from Central Michigan University, along 

with a handful of industry certifications. 
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Save Time & 
Money Using 
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FiveQuestions
INTERVIEW BY SETH JONES | LM EDITOR-IN-CHIEF

1
Tell me about your family and how  
you got started in the industry. 
I am a lifelong Oregonian and chose this industry 

because of my love for the outdoors. I went to Oregon 
State University and graduated in horticulture. That’s 
where I met my wife. We are true OSU Beaver believers 
as all three of our children have graduated there as well. I 
started my career working for a local landscape contrac-
tor, and then after 15 years, they sold out to a national 
company. After a few years, I started up my own company. 

2
In your 35 years in the industry, what  
do you think has changed the most?
When I entered the industry, I was the first hor-

ticulture graduate working for what was at the time 
the most sophisticated, largest landscape contractor in 
Oregon. At that time, the industry was not that sophisti-
cated. Over the years, the technical aspect of the busi-
ness has developed dramatically. We now have 15 on 
staff with horticulture-related degrees. 

3
WhatÕs your favorite tool  
to get the job done? 
I love the camera and especially love the 

camera on our phones today. The ability to share 
information and tell stories with pictures has been 
tremendously effective. I tell my team, “When you 
see something you like or don’t like, it’s easier to snap 
a pic.” A lot of times, I’ll drive by something, maybe 
a plant combination I like, and I’ll take a photo and 
show it to our clients and say, “This is a great solu-
tion!” We sell visuals in this business ... being able to 
use a picture rather than words is great. 

4
What is the weirdest thing you  
can remember seeing while  
you were out on the job? 

The first thing that pops into my mind is once, 
while taking my son to school as a kindergartner, 
I drove by one of our job sites and saw a very tall 
weed Ñ a big thistle, it really stood out. I stopped 

and took a picture of my 
son with his lunchbox 
standing next to the 
weed and posted it in 
our office saying, “Pull 
all the weeds taller than 
my son David.” I should 
mention, it was a big 
weed with my previous company 
... we don’t have any weeds like 
that today! But I still do have that 
picture today, 24 years later.

5
Seven years ago you had a near-death 
experience when you fell into a canyon.  
Now that itÕs several years in the rearview, 

what have you taken away from it?
Most people talking to me after my accident assume that it 
was because I was a thrill-seeker. I’m not a thrill-seeker Ñ I 
just love the outdoors, was on a hike and fell. My comeback 
was “I’m not reckless; I’m clumsy.” Hearing me say that 
repeatedly, my wife challenged me one day saying, “If the 
result’s the same, does it matter?” She helped me under-
stand that I need to be more 
careful. Throughout my life 
and business, I’ve learned 
that while striving for adven-
ture and fulfillment, I need 
to be careful personally and 
professionally. 

74

Bob Grover
PRESIDENT 
PACIFIC LANDSCAPE MANAGEMENT,  
HILLSBORO, ORE.

BEST ADVICE 
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ÒLandscaping 
is about 
maintaining 
plants for people, 
with people.  
Our business 
is more about 
people than 
plants.Ó

Bob Grover told 
employees, ÒPull all 
weeds taller than my 
son David.Ó 



Expand your lighting design possibilities with energy-efficient MR-16 LED lamps from 

FX Luminaire. The lamps are available in three intensities, three beam angle options, and 

two color temperatures, and they are compatible with any lighting fixture with an MR-16 

base. Their fully potted design makes them the most robust, best performing lamps on 

the market.

LANDSCAPE LIGHTING   |   Learn more. Visit fxl.com

LAMP UP
YOUR LIFE
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A tough choice  
then and now 
ÒLet’s face it: Choosing a mower is not 
an easy task,Ó wrote Heide Aungst, as-
sociate editor of Weeds, Trees and Turf 
(Landscape Management’s former name) 
in the November 1986 issue of the maga-
zine. With so many new innovations, 
choosing a mower can be as tough 
today as it was then. One thing that has 
certainly evolved to make mowers more 
efficient and environmentally friendly: 
engine technology. Check out our cover 
story on page 12 to learn about the lat-
est and greatest in mower engines. 
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REGISTER NOW  

for the world’s biggest  

irrigation show.

IRRIGATION SHOW | Dec. 4-5 

EDUCATION WEEK  | Dec. 2-6

Las Vegas Convention Center 

Las Vegas, Nevada

Register online:  

www.irrigationshow.org

NEW

in 2019!
Introducing ...

Industry Insights 
It’s where irrigation professionals  

go to learn about the latest industry trends,  

research projects, best practices and today’s  

relevant  topics — all from knowledgeable  

experts in the industry.

A Look back





Grow your Green
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The accounting 
process

E
ver wonder what an accountant in the landscape 
industry really does each month to produce 
accurate financial statements that give an accu-
rate picture of how a business is performing? It all 
begins with recording transactions and ends with 

closing the books.
During the month, you record these transactions:

REVENUE:
⦁ In your routing or operational software, you create 
work orders that get posted into customer invoices, 
which become accounts receivable. The invoice records 
the type of service the customer receives as well as the 
proper sales tax where required.

⦁ When the customer pays, a payment is recorded, which 
relieves the account receivable. These payments are 
batched together and deposited to the bank.

⦁ These customer charges, payments and accounts 
receivable are brought over to your general ledger 
software — such as QuickBooks — in batches so all 
revenue for the period is broken down by service code, 
division type and branch location for presentation on 
the profit and loss statement (P&L).

⦁ Sales tax is accumulated in your routing or operational 
software and recorded as a liability in the general ledger 
software that will show up on your balance sheet and is 
relieved by paying the government.

EXPENSES:
⦁ Purchases are made. Materials are ordered from your 
distributor, delivery is verified and the vendor issues 
his or her invoice. That invoice gets recorded in your 
accounts payable system. It is either keyed into the 
computer or quickly scanned and recognized through 
artificial intelligence. The expense is properly coded, 
and the amount is properly recorded in the accounts 
payable system.

⦁ Vendor payments are made by recording checks that 
relieve the accounts payable balance. Many of our 
clients use Bill.com that we administer, which gives 
them a dashboard where they can “click off” vendors to 
pay, which saves a tremendous amount of time avoiding 
check printing, stuffing, etc.

⦁ Payroll is entered using a payroll service, ensuring all 
employees are properly coded by department and payroll 
taxes are recorded and transferred to the general ledger.

MONTH END:
⦁ Reconciliations of the routing or operational software 
balances are done, including revenue, payments and 
accounts receivable to the general ledger program to 
ensure integrity of revenue numbers.

⦁ Reconciliations are performed for each cash account, 
loan account and credit card accounts. This process 
ensures that the balance we believe is correct coincides 
with what the bank, finance companies and credit 
card companies show as their balances.

⦁ Month-end journal entries are posted to record inter-
est, depreciation and other accruals.

⦁ Trial balance is printed to ensure P&L and balance sheet 
accounts are correct and look reasonable. Where there 
are anomalies in balances, they are researched and con-
firmed or corrected.

⦁ A financial and operational report package is created 
once all the above work is completed. This package 
includes the P&L, balance sheet, statement of cash flows 
as well as operational and other financial dashboards.
As your firm grows, there are several other aspects 

of management accounting that should be explored and 
implemented. But the firm that successfully uses the 
principles of management accounting outlined above 
will accumulate much more in terms of wealth than the 
firm that operates by shooting from the hip. 

The author is a CPA who caters to 
lawn care operators and landscape 

contractors. He can be reached  
at dan@turfbooks.com.

BY DANIEL GORDON



SERVICE IS IN THEIR DNA. 
IS IT IN YOURS?

Through a network of volunteers, GreenCare for Troops provides complimentary basic  

lawn and landscape services to deserving military families with a deployed service member. 

BECOME A VOLUNTEER.

Sign up now to show your gratitude and watch as your employees experience the joy  

of giving back. 

PROJECTEVERGREEN.ORG  /  888.611.2955

REGISTER WITH EASE    CHOOSE YOUR SERVICES    RECEIVE MATCH ALERTS

©2019 Project EverGreen. All Rights Reserved.

– JOHNY CROOKS  

 Blades of Grass Lawn Care
Savannah, Georgia

“
AS A FORMER DEPLOYED SOLDIER, 

I KNOW THAT FAMILIES AT HOME 
HAVE MORE TO WORRY ABOUT 

THAN TAKING CARE OF THEIR 
YARD. VOLUNTEERING LIGHTENS 
THE LOAD FOR THEM AND THAT  

”MAKES ME HAPPY.

PRESENTED BY



It’s a numbers game

I
n sports, halftime is a great time 
to review the first-half results 
and make any adjustments to the 
game plan to finish strong in the 
second half. The coaching staff 

pulls the first-half score and all of the 
statistics (numbers) that contributed 
to it and lays out the story of what 
went right and what went wrong. OK, 
you get it. This is a halftime talk. July 
is over, and there are a few months 
left to make or break your financial 
year. What do your numbers tell you 
and what are you doing about it?  

Lack of financial literacy is one of 
the leading causes of business failure. 
Leaders need to know not just what 
the numbers are, but what they mean. 
The numbers tell a story. Under-
standing the story means under-
standing your business.

The universal scorecard in terms 
of financial reporting in business is 
the profit and loss statement (P&L).

A well-structured P&L is a record 
of past financial performance over 
a period of time, usually a month 
(month to date) or several months 
starting at the beginning of the year 
(year to date). 

The P&L is usually broken down 
into four main categories: revenue, 
direct costs, overhead and net profit.

The first key to understanding the 
operational story behind the num-
bers is that a number by itself doesn’t 
mean anything. A number must be 
compared to another number to be 
meaningful. 

A P&L for the current year is 
meaningful if the numbers (actuals) 
are compared to an operating budget 
or to the prior year’s results. 

If revenue is higher than the 
prior year, or higher than budget, it 

indicates you’re growing! The story 
is starting to take shape. If this year’s 
revenues are lower than those in past 
years or the budget, it could indicate 
a problem that needs further analysis 
and evaluation.  

The direct expenses are mostly 
labor and materials that can be 
tracked directly back to specific 
jobs. Rental equipment, dump fees 
and other miscellaneous items also 
may be direct expenses if they are 
related back to specific jobs, but 
usually labor and materials are the 
big items. Subcontractor expense is 
another part of the direct costs, but 
we’ll get to that later. 

The money remaining after all 
direct costs are covered is called the 
gross profit (GP). The GP number 
tells the stories of estimating profi-
ciency and/or production efficiency.

For example, if my GP goal on a 
job is 50 percent, then I am plan-
ning to earn 50 cents on every 
dollar of revenue I sell. If I sell a 
$10,000 job and spend $5,000 in 
labor and materials, I will earn a 
50 percent GP. Nice job! But if I can 
do the same job but manage my 
direct cost to $4,500 by being more 
efficient with my labor and/or more 
aggressive in material buy-in, I can 
earn more GP (55 percent). Better 
job! The idea is that by examining 
the job numbers (job cost), I can 
learn how to improve performance 
going forward. 

The P&L is a cumulative look at 
all jobs in a period and lays out a 
story of performance. Are we esti-
mating properly? Are we purchas-
ing in line with our estimates? Are 
we hitting labor hours? The P&L 
doesn’t always reveal the culprits 

behind missed numbers, but it 
points the experienced business 
person to the areas of concern for 
further investigation.

Gross profits earned through sub-
contractor-performed work are often 
less than profits earned through self-
performed work as a percent of the 
revenue, so it makes sense to look at 
self-performed versus subcontractor-
performed work separately. 

The plot thickens with the over-
heads. Are they more than prior 
years’ overheads? More than the 
operating budget? If revenues are 
growing, overheads will naturally 
increase, but in well-run businesses, 
overheads tend to grow at a slower 
pace than revenues, which is why 
strategic revenue growth can lead to 
greater profitability. If overheads are 
growing faster than revenues, the 
story is not going to turn out well, 
and the P&L is telling us something 
is out of balance. 

At the end of the day, the target is 
what shows up at the bottom of the 
page: the net profit. The ability to 
read the P&L and understand what 
is impacting the net profit either 
positively or negatively empowers us 
to take targeted action to improve 
results. Without that, we’re doomed 
to work really hard and not make 
money Ñ the fate of too many busi-
nesses in our industry.

As you review your first-half num-
bers, take the time to understand the 
story behind the numbers in order to 
reset the second-half game plan for 
success. This may mean changing up 
the players, the plays or your leader-
ship approach. Understanding your 
numbers is the first step in winning 
the game! 
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The author is principal of  
Envisor Consulting. Reach him at 

bengandy@envisorco.com.  

BY BEN GANDY
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NEW PRODUCTS

DEMONSTRATIONS

EDUCATION

NETWORKING

KENTUCKY EXPO CENTER
WWW.HARDSCAPENA.COM

WEDNESDAY, THURSDAY & FRIDAY

OCTOBER 16-18, 2019
LOUISVILLE, KENTUCKY

To avoid heat 
stress, wear light 
personal protective 
equipment.

How to beat heat stress
BY JASON LUNN 
AND REBECCA L. 
SCHUMANN 

Summer is here. A lot 
of us have been wait-
ing all winter for this 
weather, but if you 
have to work in the 
heat and humidity, you 
may not share those 
same feelings. Not only 
can it be uncomfort-
able, but it also 
can be downright 
dangerous if not 
taken seriously. 
That’s why it’s 
important for 
everyone in your 
crew to recog-
nize the signs and symptoms of 
heat stress, especially among one 
another since you’re less likely to 
recognize the signs in yourself. 

Some symptoms to watch for include confusion, 
headache, dizziness, excessive sweating, irritability 
and nausea. If you recognize these in a co-worker, 
remove him or her from the hot work environment 
immediately and get help.

To help prevent the onset of heat stress symptoms, 
keep your workers cool and well hydrated. Among 
other things, this means keeping water nearby and en-
couraging people to take frequent breaks, preferably 
out of direct sunlight. Another option is to adjust the 
work schedule to the cooler parts of the day.

Finally, if you wear safety products while working 
outside, choose products designed for comfort (and 
of course, make sure to choose appropriate personal 
protective equipment based on hazard assessments 
and Occupational Safety & Health Administration regu-
lations). For safety glasses, consider using a pair with 
an antifog coating and a gray lens for sunny conditions. 
If you wear a high-visibility vest, choose a mesh style 
for more breathability. For hearing protection, consider 
earplugs if earmuffs are too hot. If you wear a hard hat, 
perhaps a vented version will work.  

It doesn’t necessarily require a complicated heat 
stress program to help provide relief for your workers. 
With some knowledge and preplanning, you can help 
your crew stay safe in the summer heat. 

Jason Lunn is 3M’s senior application development engineer, and Rebecca L. Schumann is 3M’s 
industrial hygienist, personal safety division. 
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PRODUCTS + SERVICES 
FROM LEADING GREEN 
INDUSTRY SUPPLIERS

FOR INFORMATION ON ADVERTISING IN THE 
LMSHOWCASE SECTION, PLEASE CONTACT:

Jake Goodman
jgoodman@northcoastmedia.net, 216-363-7923

Dan Hannan
dhannan@northcoastmedia.net, 216-363-7937

Chloe Scoular
cscoular@northcoastmedia.net, 216-363-7929
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Every month the Classified
Showcase offers an up-to-date
section of the products
and services you’re looking
for. Don’t miss an issue!

ADVERTISING
INFORMATION

Call Chloe Scoular 
at 216-363-7929,
FAX: 216-706-3711,
E-MAIL: cscoular
@northcoastmedia.net

Payment must be received by the 
classified closing date. We accept Visa, 
MasterCard, and American Express.
Mail LM Box # replies to:
Landscape Management Classifieds, 
LM Box #____
1360 E. 9th St., 10th Floor,
Cleveland, OH 44114
(please include LM Box # in address)

BUSINESS OPPORTUNITIES

PLACE YOUR AD TODAY!

HELP WANTED

Place Your Recruitment Ad Today.

Find the person for the job.Looking to hire?

Reach thousands of professionals  

in your industry by placing a  

classified ad. 

FLORASEARCH, INC.
In our fourth decade of performing

confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confidential and always FREE.

1740 Lake Markham Road
Sanford, FL 32771

407-320-8177 * Fax: 407-320-8083
E-mail: search@florasearch.com

www.florasearch.com

SELLING
YOUR
BUSINESS?
Place your ad in the
LM Classified section today!

Contact Chloe Scoular 
Account Manager
216-363-7929 
cscoular@northcoastmedia.net
LandscapeManagement.net
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The Greenery CEO  

Lee Edwards shares  

his 45-year-old  

company’s secret to 

success: empowering 

employees. p. 28
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power

Step by Step
Rejuvenation 

pruning 

A look at 
developments in 

the fungicide 

market

Checklist 
Irrigation startups 

and shutdowns

+

August 2018

plus

Drost Landscape’s owner Bob Drost (right) and GM Dale Drier

At Drost Landscape, well-defined owner/GM roles will help the firm  grow 25 percent this year. p. 30
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conquer

6 new products
Electric zero-turn mowers

Problematicpests + solutions
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*denotes regional advertisement
The ad index is provided as an additional 
service. The publisher does not assume any 
liability for errors or omissions. 

[ Online ]  Be featured in  
Landscape Management!
We’re always looking for great reader  
stories to tell. That’s why we’ve created a 
space on our website to invite you to share 
your article ideas, growth stories, letters to 
the editor, press releases and more. Visit  
LandscapeManagement.net/befeatured 
for more information or email your thoughts 
to LM Senior Editor Abby Hart at ahart@
northcoastmedia.net.
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Grow
with Grunder

What landscape industry  
winners always get right

I
n my 35 years of leading Grunder 
Landscaping and another 20 
or so running a green industry 
consultancy, I have gone behind 
the scenes of more landscaping 

companies than I can count. I have 
learned many lessons from this 
experience, chief of which is that no 
company is perfect. Even our indus-
try’s biggest success stories struggle 
with many of the same challenges 
the rest of us do Ñ finding reliable 
workers, operating efficiently, stand-
ing out in a sea of sameness and rais-
ing prices without losing customers. 
In my experience, what separates the 
winners from the also-rans is that 
the winners know and consistently 
do two things:

1Smart companies think ahead 
and plan accordingly. With the 

economic boom we’ve seen the last 
few years, many landscaping com-
panies are thriving. Commercial 
businesses are building new sites 
that need our services, and home-
owners have the money to spend on 
patios, pools and enhancements. 
When demand is at its peak, there 
is a real temptation to take on more 
and more work and to expand into 
new markets that you think hold 
great potential. It’s easy to get greedy 
and to think you have it all figured 
out. But as the saying goes, “Pigs get 
fat; hogs get slaughtered.”

The companies that succeed and 
endure over time grow with deliber-
ation and discipline. They calibrate 
their own capacity with demand 
and are careful to deliver on what 

they promise. They do their research 
before moving into a new market Ñ 
whether it’s opening another branch, 
acquiring a subcontractor or offer-
ing a new product or service Ñ and 
they think through all the costs, 
possible returns, risks and rewards. 
As I write this, the U.S. remains in 
its longest economic expansion in its 
history, but no one knows for certain 
when that will change. Smart com-
panies capitalize on good economic 
times, but they also plan for what 
they’ll do if fortune shifts. 

2Smart companies develop a 
strong leadership team. One 

of the shrewdest feats an owner 
can accomplish to grow the value 
of his or her company is to foster 
other leaders in their ranks and to 
develop a true senior-level manage-
ment team. Doing so shifts reliance 
off you as the owner and increases 
your capacity exponentially. If you 
ever want to sell your company, you 
will be much better positioned to 
demand and secure a higher price. 

How do you go about doing this? 
Start by identifying who on your 
current team has potential, and 
when you hire, hire with an eye 
for potential Ñ knowledge can be 
taught, but the ability and the sheer 
drive to learn and excel cannot. Give 

promising team members controlled 
opportunities; delegate, but don’t 
abdicate. Be clear about your expec-
tations, provide them with direction 
but leeway too and check in regu-
larly on their progress.

Not everyone will approach 
projects or tasks the same way 
you would, and that’s OK; what’s 
ultimately important are the results. 
Your goal is to develop other leaders, 
not followers. Paint a picture for 
them of your vision for the future 
and their role in it. Provide them 
with the information they need to 
understand how your company 
succeeds or fails and invest in their 
training. Give them this magazine 
and the best business books to read, 
send them to industry educational 
events and talk to them, regularly 
and repeatedly, about the business 
side of your business. 

These are simple lessons, but they’re 
not easy. Yet if you commit to them, I 
can promise you’ll grow far. 

If you want to see how we put this in 
action at Grunder Landscaping Co., 
join me at one of our Fall Field Trips. 
WeÕll take you behind the scenes of 
our small but mighty operation and 
show you everything we know.  
Learn more at GrowGroupInc.
com/glc-fall-field-trips.

BY MARTY GRUNDER
The author is president and 
CEO of Grunder Landscaping 
Co. and The Grow Group, 
based in Dayton, Ohio.  
Reach him at marty@ 
growgroupinc.com. 

Smart companies capitalize on good 
economic times, but they also plan for 
what they’ll do if fortune shifts.

““
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Mature perennial weeds have met their match. Using a new class of 

chemistry for turf, Manuscript® herbicide selectively controls weeds at 

any growth stage. It controls Tropical Signalgrass, Crabgrass, and 

other grassy weeds, anytime they are actively growing. To learn more 

on how to reclaim your turf, visit GreenCastOnline.com/Manuscript

Because they grow up so fast.

@SyngentaTurf  #Time4Manuscript


