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ZOOMING AROUND
THE INDUSTRY

l';' You've likely seen Landscape
S Management: At Home Edition
videos where LM’s editors have
taken “Zooming around the
industry” to a whole new level by video interviewing landscape profes-
sionals, industry association representatives and more about how they’re
adapting to the industry’s current challenges. But, have you ever con-
sidered participating in one of these Zoom interviews yourself? If you're
interested in adding your take or being interviewed via Zoom, please
email LM Senior Editor Abby Hart at ahart@northcoastmedia.net. You
can find the full slate of Zoom interviews in the video section at https://
www.landscapemanagement.net/latest-Im-coverage-of-covid-19/.

() CONNECT

ﬁ facebook.com/LandscapeManagement

O twitter.com/LandscapeMgmt

(@ linkedin.com/company/landscape-management-magazine/
@ youtube.com/user/Imtv3/

{®) instagram.com > @landscapemgmt

Seth Jones

Editor-in-Chief, Landscape Management m rL‘IAA#ADGSECMAE:'E
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BE am not one to often take a selfie.
£ Formultiple reasons —and prob-
| ably some of the same reasons I've
8 neverresponded to a text message
with an emoji. But last October, 1
was feeling a mix of emotions —
excitement, anticipation, energy —and
Thad two St. Ed’s High alums with me:
Bill Roddy and Craig MacGregor, pub-
lisher and associate publisher, respec-
tively, of this fine publication. I extended
a go-go Gadget arm, and we all looked
up and smiled, capturing Fourth Street
Live in the background. It was Day One
of GIE+EXPO 2019, and we were just
about to arrive at the party we were
hosting at the Goose Island Beer Bridge.

A year later and with some hind-
sight, that photo means alot more tome
than I thought it would when I took it.
Bill, Craig and I are all still fine and well
and doing our thing. But, one of our
annual meeting places — GIE+EXPO
in Louisville, with Fourth Street Live
and the Goose Island Beer Bridge — is
off our travel schedule for a year.

Sentimental_
for a selfie

EE |t's like my friend
Louis(ville) got thrown
in the slammer for a
two-year sentence, and
now | know | can’t see
him again until 2021. 99y

It's like my friend Louis(ville) got thrown
in the slammer for a two-year sentence,
and now I know I can’t see him again
until 2021. And, because he’s locked up,
that also means I don't get to see Bill,
Craig and the rest of the LM team as
often, as they live in Ohio, and I live
in Kansas. I also don't get to see the
other GIE+EXPO attendees — our
readers and our advertising partners.
It’'s ... strange.

It was an interesting journey put-
ting together this month’s cover story
on GIE+EXPO being postponed to
2021 (“No show. What now?” starts on
page 10). I called my sources, and in
most cases, I left a voice-
mail that said, “I'm doing a
cover story for LM on there
not being a GIE+EXPO
in 2020 ... and what that
means to people in our

industry. Call me back if
you're interested in giv-
ing me your thoughts.”
Every source returned
my call immediately.
Every source was passion-

Associate Publisher
Craig MacGregor, Editor-
in-Chief Seth Jones, and
Publisher Bill Roddy in
Louisville, 2019.
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SETH JONES
EDITOR-IN-CHIEF

Contact Jones at 785-542-2627,
sjones@northcoastmedia.net or
via Twitter @sethajones.

ate about the topic and the unusual year
weTe in. Everyone was optimistic that
things would get back to normal even-
tually. And, most of the sources also told
me that though they’ll miss GIE+EXPO
and all itentails, at the same time, they're
having a record-setting summer.

Sadly, that wasn’t the case for
everyone. One of my sources is Karen
Williams, CEO of the Louisville Conven-
tion and Visitors Bureau. As you would
imagine, the tourism business in Lou-
isville has taken a serious hit, and as
a result, many people are out of work.
GIE+EXPO annually brings $17 mil-
lion to the Louisville community. But
this year, zero.

But, if there is a positive here, it’s
the recurring thought that everyone
said to me ... when things get back
to normal and we can meet again ...
that will be the best GIE+EXPO ever.
In the meantime, we strive on. Next
month, in part two of this series, we’'ll
ask “What if?” What if there wasn’t a
pandemic and the 2020 show went
on as planned? What would we have
seen, who would we have met? What
product would have won the show? If
you have the answers to any of those
questions, please email me.

And, when we're all at GIE+EXPO
again, I'm going to take another selfie
of me and the St. Ed’s guys. Louis will
be free from his sentence — turns out
he was wrongly accused. And, all of us
will celebrate his freedom, as friends
should do. ®

PHOTO: LM STAFF
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EDITORIAL ADVISORY BOARD

MORE ONLINE

See more great advice and complete
answers from our Editorial Advisory
Board in the online version of this

feature at LandscapeManagement.net.

How can landscape companies promote
diversity when hiring?

“We would never let race,
color or creed affect our
hiring; we just hire
the most qualified
person for the job,
so that has gotten
us a diversified
company.”

f “We have employees
from Europe, Asia,
the Middle East,

South America, Africa
and Central America. We hire men
and women in the office and in
the field ... | think sometimes we
naturally gravitate toward people
like ourselves. For our team, we
have learned to gravitate toward
those who are different than us in
both their skills and backgrounds
because it makes all of us
stronger and more understanding
of each other.”

“Actively recruit
in places where

a more diverse
population of
candidates will be
reached to increase the diversity
of your applicant pool.”

................. Richard Bare

Landscape Professionals “Ask your staff for
feedback on your
culture, seek training

from experts and

Arbor-Nomics Turf
Norcross, Ga.

Troy Clogg
Troy Clogg Landscape Associates listen. Now is the time
Wixom, Mich. . R
....... to make a big change in
Paul Fraynd " P 12
Sun Valley Landscaping our IndUStry'
Omaha, Neb.
Luke Henry _ “Some of it happens naturally
ProScape Lawn & LandscapingServices  through a commitment to hiring
the best person for the job
Chris Joyce .-
Joyce Landscaping regardless of race, religion or

Cape Cod, Mass. background, but it also requires

taking an active hand in reaching
out to diverse communities
and building bonds, through

“ Aaron Katerberg
Grapids Irrigation
Grand Rapids, Mich.

Jerry McKa; .
McKay Landscape Eighﬁng your eX|st_|ng_ workforce or

Omaha, Neb. leaders within those

Bryan Stolz -+ communities.”

Winterberry Landscape & Garden Center -
Southington, Conn.

Greg Winchel
Winchel Irrigation
Grandville, Mich.

Industry Consultants i .
Dan Gordon “Diversity actually
TurfBooks H
Newton NI raises the 1Q of your
company. To promote
Marty Grunder . . et
The Grow Group diversity, use a ‘hiring
............... Dayton, Ohio scorecard’ to ensure a
" Phil Harwood less ‘gut- and comfort-
Grow the Bench

based’ hiring process. Most

Grand Rapids, Mich. R . .
important is the leader actively

3P0 o setting an open-minded tone in
Laguna, Calif. the company, including intolerance
e ol for mistreatment and an old boys’

Jeffrey Scott Consulting
New Orleans, La.

network that make diverse people
feel unwelcome.”

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

@
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Giving
back

BY SARAH WEBB
LM ASSOCIATE EDITOR

ope Lawn Care in Win-
ston-Salem, N.C., found it-
self in the spotlight of local
media attention after one of
its crews was out mowing lawns and a
neighbor called the police, citing “suspi-
cious behavior;” at the beginning of June.
The neighbor reported that four
Black men were driving around in the
area, possibly performing yard work,
and officers were dispatched to inves-
tigate. Hope Lawn Care owners, Sarah
and Mike Avery, were disappointed that
their crew experienced racial profiling.
They posted on Instagram and Face-
book, sharing the story and calling
upon theirlocal community for support.
People around the country were
moved by their response in support of
their employees. Coalmarch, a digital
marketing agency based just two hours
away in Raleigh, N.C., was so moved
that it decided to build the blossoming
company a website in a day.
“We were inspired by their willing-
ness to stick up for their employees, and
we were taken aback that something

.
e OPE
Emer
'PfE} .
N e

Py
-
’.

like that could happen close to our
community,” said Laura Simis, com-
munications manager at Coalmarch.
“The owners have a great approach to
how they run their team, and theyre
invested in giving back to their com-
munity and offering job training and

NEWS+
ISSUES

Hope Lawn Care in Winston-Salem,
N.C., makes a point to stand up for
its employees.

providing a chance for people to get
some experience.”

All in all, about 30 Coalmarch em-
ployees jumped at the opportunity to
design, build, write and put together
the website.

“For us, it was a no-brainer,” Simis
said. “We do this for a living. We're
always building websites for growing
lawn care and pest control companies,
so this was the perfect thing we could
donate and give them something that’ll
help them continue to grow.”

Simis reported that the company’s
newly created site, HopeLawnCare.
org, has already generated leads to help
the small company continue to grow. ®

PROJECT EVERGREEN PROVIDES YARD MAKEOVERS TO CONN. MILITARY FAMILIES

Members of the Connecticut Grounds Keepers
Association and Project EverGreen’s GreenCare
for Troops initiative joined forces on Aug. 2 to
perform a makeover of three yards belonging

to families who have a member deployed with a

branch of the U.S. military.

In addition to the makeovers, each family was
matched with a GreenCare for Troops volunteer
who will continue to provide lawn and landscape

at no cost.

services for the balance of each deployment

The makeover included tree trimming/pruning,
shrub trimming, bed edging and cleanup, weed-
ing, mulching, mowing and trimming.

Participating companies included Brookside

8 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2020

Garden Center, lovanna Property Maintenance,
TJB Landscape & Drainage Contractors, CB Prop-
erty Maintenance and Costello Landscaping.

PHOTOS: COALMARCH
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Events postponed, canceled due to COVID-19

postponed, canceled or made virtual.

Below is an up-to-date list of those
events, along with their rescheduled dates, if

applicable.

o Florida Nursery, Growers and Landscape
Association’s annual convention will be
held June 11-12, 2021. The organization had
pushed back the event to Aug. 14-15 from its

original June 5-6 date.

® GIE+EXPO has been postponed to Oct. 20-22, 2021, in
Louisville, Ky. The event was originally scheduled for Oct.

21-23, 2020.

e Landscapes 2020 will be virtual this year, following the
postponement of the 2020 GIE+EXPO, according to the
National Association of Landscape Professionals.

ith the coronavirus pandemic
still affecting much of the coun-
try, many green industry events
and trade shows have been

= floors will be'empty
= Athis'vear as events

- are postponed or

made virtual.

® Hardscapes North America, held in conjunction with
GIE+EXPO, also will be postponed to Oct. 20-22, 2021.

o The Irrigation Show and Education Week, scheduled

for Nov. 30-Dec. 4, 2020, in San Antonio, Texas, has been
canceled. The in-person 2021 Irrigation Show and Educa-
tion Week will be held in San Diego on Dec. 6-10, 2021. ®

WEBB SELECTED AS
ASBPE YOUNG LEADER
LM Associate Editor
Sarah Webb was
named a 2020
Young Leader by the
American Society of
Business Publication
Editors (ASBPE).

Webb is the asso-
ciate editor of Landscape Manage-
ment, along with its sister publica-
tions, Golfdom and Athletic Turf.

For more than a decade, ASBPE
has recognized future leaders in the
B2B press with the Young Leader
Scholarship. Scholarship winners
must be 30 years old or younget,
have worked for at least two years
as an editor at a business publica-
tion, be sponsored by their chief
editor and plan to continue in the
business press as a career.

Sarah Webb

SILVER CREEK SUPPLY

JOINS HERITAGE LANDSCAPE
SUPPLY GROUP

Heritage Landscape Supply Group
has acquired Silver Creek Supply

in Boise, Idaho. Silver Creek is an
independent distributor of irrigation,

outdoor lighting, plumbing, fencing,
hardscapes and other landscape and
outdoor living products. Terms of
the agreement were not disclosed.
John Slaughter, general manager,
and the Silver Creek’s sales and
operations team will lead the busi-
ness going forward. Heritage will
continue to operate these locations
under the Silver Creek Supply name.
Silver Creek was founded in
1974. It operates a network of eight
branches across Idaho and Wyoming,
servicing professional contractors.
Heritage Landscape Supply Group
also acquired Stone Center of Indi-
ana, an independent distributor of
hardscapes, architectural stone and
landscape products. Terms of the
agreement were not disclosed.
Founded in 1969 in Indianapolis
with a second location in Sheridan,
Ind., Stone Center serves builders,
architects and professional con-
tractors throughout central Indiana.
Stone Center’s sales and operations
team will lead the business going
forward. Heritage will continue to
operate these two locations under
the Stone Center name.
Heritage Landscape Supply

Group, a wholly owned subsidiary
of SRS Distribution, operates eight
local branches with more than 70
locations across 11 states.

RYAN LAWN & TREE
EXPANDS SERVICES
Ryan Outdoor Living (ROL), the
landscaping division of Ryan Lawn
& Tree, has expanded in the Kan-
sas City metro area. ROL said the
company almost doubled its staff
this summer, including the addition
of a fifth landscape crew, as well as
a new landscape consultant, land-
scape architect and division project
coordinator. Ryan Lawn & Tree
ranked at No. 51 on the 2020 LM150
list, with $41 million in 2019 revenue.
“This was the plan we’ve been
working on over the last year, and
it is finally coming together,” said
Ryan Outdoor Living Manager
Shawn Parker. “Our additional
experts will allow us to expand
comprehensive landscaping design
services from Overland Park and
Leawood to the entire metro area.”
Parker started the landscape
design division at Ryan’s Kansas
City location three years ago.

SEPTEMBER 2020 | LANDSCAPEMANAGEMENT.NET 9



With no
GIE+EXPO
in 2020, the

industry

learns

to adapt

and move
forward

BY SETH JONES
LM EDITOR-IN-CHIEF

PART 1 OF 2

here’s a deer somewhere
that will regret the 2020
GIE+EXPO show not hap-
pening. That’s because the
cancellation of the show
means there will be one more hunter in
the Minnesota woods this October.
“For me, this will be the first time in
20 years — maybe longer — that T won't
be going to Louisville in October;” says
Scott Kinkead, executive vice president of
Minnesota-based Turfco Manufacturing,
“Maybe I'll go hunting that weekend.”
From that poor deer to the people at
John Deere, the COVID-19 pandemic
causing the cancellation of GTE+EXPO
has many in the industry feeling blue.
“We were disappointed we wouldn’t
be heading to Louisville in October,
but we fully support OPETI’s decision
to put the safety of show attendees and

No Show.
NOW
What?
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exhibitors as the top priority this year,”
says James Dutton, marketing man-
ager for John Deere. “This is a resilient
industry that knows how to roll with
the punches.”

A significant challenge

Outdoor Power Equipment Institute
(OPEI) President and CEO Kris Kiser
announced in late July
that GIE+EXPO was
being postponed

to 2021. This was

a change in posi-

tion from May,

when the plan was

to host the show
safely. As everyone
has learned this year,
plans can change quickly.

“We had hoped to have the show —
we believed we could get it done safely,
with protocols in place,” Kiser told LM
in a Zoom interview recorded on July
29 that can be watched at Landscape-
Management.net. “It was all going in
the right direction, and then two, three
weeks ago, we saw the explosion and the
virus has reasserted ...”

Kiser says a lot of deliberation went
into the decision to postpone the show
to 2021, including meetings with the
National Association of Landscape
Professionals (NALP), the Professional
Grounds Management Society and
OPEI’s board of directors, and it went
all the way up to the governor’s office
in Kentucky.

“It goes to show you how serious pro-
fessionals are taking the pandemic,”
says Marty Grunder, CEO of Grunder

Kris Kiser




PHOTO: BRIAN BOHANNON PHOTOGRAPHY

ON HOLD
['"" " While Louisville won’t see
¥ 16,000-plus GIE+EXPO attendees
this year, show organizers

Landscaping Co. and The Grow
Group in Dayton, Ohio. “I'm sure it’s
creating a great heartache for OPEI
and NALP ... but it speaks to their
care for others over profit.”

Kiser acknowledges that it is a
serious blow for OPEI that the asso-
ciation will have to overcome.

“It’'s a real hit to us. We'll have to
find ways to make up the deficit,”
Kiser says. “It’s a significant fiscal
loss. If we lost the building or an air-
plane came down, those are the kinds
of things we are insured for, but we're
not covered for the virus/pandemic
— it’s a significant challenge.”

While OPEI will take a big hit by
losing the show, other parties are also
affected, including the city of Louis-
ville, the 1,000-plus exhibitors and
16,000-plus attendees. So, what now?

Biggest show in the industry
Russell Skipper, owner of Solid
Green Lawn & Landscape in
Atlanta, says the lack of the
show will hurt morale at
his company and also
limit his team’s ability
to see new equipment
that could improve his
operation.

“It’s nice to be able to
demo equipment,”

Russell Skipper

Skipper says. “My guys can get on
these machines and see if it will
make their lives easier and bring
that to my attention. It’s also a way to
appreciate my guys, take them to the
Brazilian steakhouse and recharge.”

The good news is Skipper says his
business, which provides primarily
fertilization and weed control, is
booming. The company has picked
up almost 200 accounts this sum-
mer, growing to 1,000 accounts. He
is encouraged by the good year and
is looking to find a different way to
reward his crew.

“Like everyone, we have had to
readjust and keep going,” Skipper
says. “I'm going to take my guys on
an offshore fishing trip to Florida
to show them my appreciation and
reconnect. I'll do that in lieu of
GIE+EXPO this year.”

Greg Burghall, president of Gro-
Green Lawn Care in Ontario, Can-

ada, says he is in the middle of his
busiest year yet, with many

residents investing in their
home outdoor spaces.
While missing this year’s
GIE+EXPO show won't
directly affect his day-to-
day operation, he says it
will hurt his opportunity to
become more innovative.

“Last year, I bought a Steel Green
ride-on sprayer, and it has changed
the way we do business,” Burghall
says. “I get inspiration
from that show. We
have a landscape
show here every
January, but
(GIE+EXPO) is
multiple times
bigger. I've made
friends there, Ilove
it ... I'm going to
miss it.”

Brandon Hyde, vice president
of Hyde Park Landscape, Norwich,
Conn., attends GIE+EXPO every
other year. This year would have been
his year to go. He values the event so
much he plans to make accommoda-
tions to attend in 2021.

“The seminars are phenomenal,”
Hyde says. “They honestly get me
pumped up, bringing fresh ideas to
the company. On the trade show end,
to see all the new products, it’s a deci-
sion you can make. Two years ago,

T went looking for a skid-steer, and I
went and sat in all of them, felt them
all out. I was able to make a good
decision when we got back home.
Furthermore, it’s seeing products
that we don't go there for, it’s seeing
Continued on page 13

Greg Burghall
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FX1000v EFl IS

Boasting 38.5 SAE Certified Horsepower, this general-purpose engine

“uTL : : gives you all the power you need while also boosting your fuel economy.
This eng/ne. comes in at Plus, an advanced integrated throttle control delivers a crisp, instant power

an outstand/ng 38.5 SAE response that helps you tackle the toughest terrain.

Certified Horsepower, _ U .
L With the electronic fuel injection (EFI) system, you can count on the engine
giing /andscape pros to fire up every time and do what is needed to get the job done. The engine

all the power they need will automatically adjust starting for changes in weather conditions and

. . . temperatures. Just turn the key and go.
while also boosting their

fuel economy. 7 Its patented tool-less inspection panels over the cylinder heads ensure
simplified maintenance checks and engine cleaning. Now you can look
into the engine with ease and quickly clear out any debris buildup. Plus,
high-powered magnets and a retention strap secure the panels so you
never have to worry about losing them.

When it comes to its exterior design, accents and shielding enhance the
engine’s durability and strong appearance and make it undeniably Kawasaki.

Finally, if you're looking for one more advantage, Kawasaki EFls have SAE
J1939 CAN Bus communication available. Manage your entire fleet with
instant notifications and monitoring while improving business operations
and reducing downtime through advanced maintenance scheduling.

Troy Smith, New Product
Development Engineering Manager

KawasakiEnginesUSA.com/Engines/EFI
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Continued from page 11

new things we didn’t even know were
in the industry, or maybe they’re pop-
ular in another industry.”

Hyde says the skid-steer he selected
in 2018 was a Bobcat 650, and the crew
loves it. He adds that he believes next
year’s GIE+EXPO will be a special one.

“I think what’s going to hap-
pen is next year is going to
be huge,” Hyde says. “The
people who were going to
go this year are all going
to go next year, and it’s
going to be a blowout. It’s
the biggest show for our
industry. It's impressive to
see what our industry can do
and the connections you can make.”

Stay tuned
While attendees are certainly disap-
pointed, exhibitors also have found
themselves without an outlet they've
come to rely on for nearly four
decades. Along with proving their
equipment in the demo area and
showing off their wares on the trade
show floor, there’s also the loss of the
face-to-face meetings with end users.
“By far, the best part of
GIE+EXPO is connecting with cus-
tomers,” says John Deere’s Dutton.

PHOTO: BRIAN BOHANNON PHOTOGRAPHY

James Dutton

FACE TO FACE
Many would-be
attendees say
they value

the in-person
interactions

at GIE+EXPO.

“Having the
opportunity for
face-to-face con-
versations helps
us better under-
stand their needs
and how John Deere can provide
them with even better products
and services.”
Dutton says Deere has
new products the com-
pany will launch in
October and to “stay
tuned.” Turfco’s Kinkead
says his company also
has new products it'll be
launching, and he jokes he
might now drive some of
that equipment to the front lawn of
the nearest LM editor.

“We want people to see the quality
we put in our products,” Kinkead
says. “We want to make landscapers
more productive and profitable; we
want to help them grow their busi-
ness. And, there’s value in connecting
with people who already own our
stuff. It's a big deal (not to have
GIE+EXPO). You want to be busy
from sunup to sundown.”

Kinkead says his company is invest-
ing in ways to show its equipment

Continued on page 14

POWER.
PROFESSIONAL.

THE FX1000V EFI
ENGINE IS HERE
TO DELIVER.

The FXI000V EFI engine has
you covered with commercial
grade performance and
professional grade results.
The integrated electronic
throttle control and 38.5 SAE

Certified Horsepower gives you
the muscle you want and the
control you need to cut
through tall grass and up
hilly terrain with
unmatched precision.

——ENGINES —

For more information
visit your local dealer or go to
KawasakiEnginesUSA.com/
Engines/EFI
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i) was totally blown
away by the service.
...I'll definitely be
back for another rig?’

MARCUS BELOTE, TURF EXPERTS APEX NC

Continued from page 13 EYES ON THE
TH E G R AH AM Dl FFER E N C E? virtually. He also adds his team mem- :lli!coklc’:l;ﬁ:on of
' bers are still traveling to visit with Mulch Mate says

O U R WOW FACTO R . customers — theyre just driving and his company

not flying. will still Ial:jncl:

Nick Carlson, CEO and founder of i:xetwm%r&h%lc

» Smart design for your business Mulch Mate, says his team was look-

ing forward to building on its forward momentum from

last year’s show, when the company unveiled the Truck

» Relationships built on a team that Mate and the Kart Mate. Though he says he’s “bummed”
champions your success that the show won'’t go on, he says he understands the

decision because he’s gotten sick after attending a trade

) show in the past.

Talk to us about your next rig. Mulch Mate will launch another new product next

We're ready to wow you. month, Carlson says, and he is still weighing options on
how to get the most eyes possible on the new creation. In
the meantime, he says there’s no way for him to replace

the in-person relationship building he values.
“It’s like Chick-fil-A: The food is good, but it’s more
\ ’ about the service,” Carlson says. “We try to portray that.

We try to set a new bar, a new standard. (At GIE+EXPO),

» Service you won't find anywhere else

Graha.m Spray we literally have customers come to our
qu“pment booth and help us sell products for
PUTTING YOU FIRST IS WHY us. To not meet face to face hurts.”
WE'RE SECOND TO NONE
Effect on Louisville
Another group disappointed to see
Look for us at Deep South Expo. the 16,000-plus GIE+EXPO attend-

ees not making the trip this year
is the city of Louisville. GIE+EXPO
brings more than $17 million in tour- ~ Karen Williams
ism value to the city, according to
| g ol ‘ ' f Karen Williams, president and CEO of the Louisville Con-
Ay 7 d) 94 2.16 ;1 7 j , Gra h A mS E. CO m, Wl | vention and Visitors Bureau. Williams has been working

\ \ IV V) CARENM fas ¥ MRS in her office every day since the beginning of the pandemic

A A |} Continued on page 16

i
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THE TIRE THAT NEVER GOES FLAJ

system lasts up to 4 longer than other airless options. . -

It just keeps rolling, no matter what. /

A1)

v/ BETTER TRACTION & GRIP .
v/ OPTIMIZED LOAD DISTRIBUTION \ =g
v/ REDUCED WEIGHT vs. OTHER AIRLESS OPTIONS ( h
v/ MORE VALUE FOR THE MONEY ’ \
v/ AIR PRESSURE MONITORING

(if added for flat-spot prevention & extreme loading)

b

Engineering i

OTRWHEEL.COM/NEVERDOWN

A .

OTR'’s game-changing, patent-pending tire and whe ] o4 Y
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Continued from page 14
and says she can feel the absence of the many conventions
that call Louisville home.

“It’s not only the weight of not having the GIE+EXPO
but the void of the hustle and bustle on Fourth Street Live
and the restaurants,” she says.

Williams says 60,000 people work in the hospitality
industry in Louisville, and she estimates that 70 percent
or more are currently laid off. The Kentucky Derby,

A MUST-HAVE TOOL

for Landscapers & Grounds

o0 manage Ioads...ERGONOMIC!

thod t .
SAFER metho et and our landfills!

PROTECT your crews, budg '
ELIMINATES expensive tarps & plastic bags!

i d, haul
E - starts flat so quick to load,
SA!nEJSeLIy’Ey material - cuts job times N HALF!

ippi leaves, hedge
Y to collect grass clippings
EAt?immings, weeds, sticks and even trash!

BURRITO

Custom Branding Available LeafBurrito.com | 800-BURRITO

16 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2020

TEST RUN
Many landscape
pros will miss

rescheduled for Labor Day weekend,
will happen without fans. She says
the race normally brings $400 mil-

testing out
lion to the city, but estimates this year new equipment
will be closer to $10 million. at GIE+EXPO
this year.

“Everyone here is so familiar with
GIE+EXPO; we know what to expect
from attendees,” Williams says. “They visit the attrac-
tions, and they stay afterward. The city truly appreciates
the show, and we hated to say that we couldn’t host it.”

David S. Beck, president and CEO of Kentucky Ven-
ues, echoes Williams’ sentiment and says they are learn-
ing each day at the Kentucky Exposition Center how to
host a safe event. The Kentucky State Fair has been suc-
cessful, though with less people. The annual Street Rod
Nationals built morale for the community, he says, but
he adds that it had half its normal attendance, dropping
from 30,000 people to 15,000.

“All of these are building blocks to the next level,” Beck
says. “It’s a puzzle. But, I feel good about our team. We're
setting the example of how to be safe, so we can exceed
those requirements. It’s a partnership (with GIE+EXPO).
They’re the kind of people that if they want to do it, they’ll
do it right. Next year will be bigger and better.”

Kiser strongly agrees.

“We have a great track record, 38 years of meeting the
needs of our exhibitors,” Kiser says. “We expect a dynamic,
door-busting event next year. The city really wants to wel-
come us back. We're excited to shift the focus to 2021 to
being the biggest show ever.” (®

Editor’s note: Next month LM will present part two of this
two-part series, where we present “What if?” and ask
what this year’s GIE+EXPO would have looked like had it

happened. If you have a product launch that you would
like included in this feature story, send an email to LM Edi-
tor-in-Chief Seth Jones at sjones@northcoastmedia.net.

PHOTO: BRIAN BOHANNON PHOTOGRAPHY
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ALI-PRO

ONE-STOP

TURF SHOP

Quali-Pro pairs
extensive product
lines with cost-
efficiency to help LCOs
get the job done

uali-Pro is constantly
expanding and evolving.
You might have heard the
name or seen a label in
passing, but a lot has changed. The
company, which is supported by
its multinational parent company
Adama, now has one of the
broadest portfolios of products in
the industry, so now is a good time
to take notice.
Supported by a strong
backbone of products
like broadleaf weed
herbicide 3-D, Quali-
Pro has spent the past
several years developing
new solutions that are
convenient, effective and
economical.

Convenience is key

Keeping the end-user in mind is
one of the main motivators for

the Quali-Pro team. They listen to
customer feedback, connect with
distributors and rely on their own
industry knowledge and experience
to develop products that not only

lan Rodriguez

Quali-Pro’s broad product portfolio is expanding with the company’s newest
innovation: Doxem 1G, a granular bait developed to eliminate mole crickets.

work, but are practical.

“I know from my experience on
the landscape and commercial turf
side of things, convenience is pretty
valuable,” says Ian Rodriguez, Ph.D.,
technical services manager for Quali-
Pro. “You don’t have the luxury of
being at a facility mixing up stuff.
You're often mixing on-site out
of a vehicle, without some of
the conveniences you might
have at the shop.”

This is how Quali-Pro’s line
of combination chemistry
products was born. You might
be familiar with two of the
products in this line: Negate
and Fahrenheit.

Both products eliminate the need
to do calculations and tank mixing
in the field, because the formulation
is simple: one bottle for one acre.

The newest innovation is Doxem
1G, a granular bait developed to
eliminate mole crickets.

It is not a restricted-use

product and it doesn’t have a
strong chemical or pesticide-like
smell, which means you can use
it anywhere — residential homes,
parks or schools.

“A lot of the stuff that’s effective
on mole crickets come with pretty
strong odors and/or restrictions
on where and how you can use it,
so it’s a big win for LCOs in that
sense,” says Rodriguez.

Available in 25-pound bags, or a
4-pound shaker, Doxem 1G doesn’t
require any mixing. Simply add
the granular bait to a spreader and
apply to the infected area. It is also
weather resistant for up to two
weeks.

Solutions that don’t break
the bank

The landscape market is highly
competitive and with labor
shortages continuing to be a
persistent issue, offering lower-cost
solutions to LCOs can make a
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LAWN pSCIENCE

YOUR LAWK NUTRITION EXFERTS

301-625-3232

The cost-savings of granular fungicide
Strobe Pro G have beenasignificant
asset to Chesapeake Lawn Science.

world of difference.

“Labor is a very difficult thing to
deal with in the landscape
industry so anywhere you
can offer some savings
with the same efficacy is a
win-win for the lawn care
folks,” says Rodriguez.

Rob DeBonis, owner and
president of Chesapeake
Lawn Science in Highland,
Md., has seen convenience
and cost-savings firsthand with
granular fungicide Strobe Pro G.

“It’s worked really well for brown
patch and it’s easy to apply,” says
DeBonis. “It’s not dusty,
which is huge.”

‘While comparable to
other products on the
market, DeBonis says he
sees significant savings with
Strobe Pro G. So much so
that for the 2020 season, he
purchased 20 80-bag pallets.

But the products
themselves aren’t the main reason he
chooses to use Quali-Pro products.

Rob DeBonis

Save more with Quali-Pro’s revamped EOP Q¢°‘°"” '°e‘>
The new Early Order Program (EOP) will bring even more &
savings to LCOs because Quali-Pro will now pay out on products,
regardless of product level.

As long as there is $100 total rebate involved — from purchased " ORbER 7eO”
base products or platinum products — the rebate is paid out.

“We listened to distribution and their feedback from their customers and then we
reached out to those people as well to hear from them directly,” says Nick Strain,
business director for Quali-Pro. “This new program allows landscape company
owners to purchase 80 percent of their needs and get the best price.”

This feedback also led to extending the timeframe for this year’s program.
Landscape owners now have from August 15 until November 30 to participate.

Learn more at: SimplyGrowTogether.com

MONTGOMERY COUNTY ORGA!

\&nwgeggjse

“Even though they are a bigger
company, they seem to have more
of a small-business-minded focus,”
says DeBonis. “Some companies
don’t want to come out and meet
with me, so Quali-Pro seems more
proactive in wanting to establish

relationships with their customers.”

Looking ahead

Quali-Pro isn’t showing any signs
of slowing down in the product
development department. Whether
it’s creating a brand-new product,
or making an existing solution
better, Quali-Pro always keeps the
end-user in mind.

“Some of us at Quali-Pro,
including myself, have spent years
spraying lawns and pushing a
spreader, and I see that as an
advantage.” says Rodriguez. “The
first thing in my mind is, “‘Would 1
use this?””

And that value is what truly sets
Quali-Pro apart.

“There’s value to be had with
our line,” says Rodriguez. “You’ll
find the sales and product support
is there as well. Sometimes people
may be surprised by that. We take
our products seriously and stand
behind them.”

PHOTO: CHESAPEAKE LAWN SCIENCE
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Fall lawn care 101

What lawn care
operators need to know
about fall lawn care
maintenance practices

BY SARAH WEBB
LM ASSOCIATE EDITOR

erforming fall lawn care is
critical to help lawn care op-
erators (LCOs) set up their
clients’ yards for success the
following spring, according
to Alan Hollen, territory manager at
The Andersons.

“Fall is the most important time
of year for lawn care,” he says. “The
first thing to do in late summer/early
fall is to get the turf to recover from
the summer.”

Hollen and Nick Carlson, CEO and
founder of Mulch Mate, provide insight
on what LCOs should keep in mind
when it comes to preparing turf for
the winter and spring ahead. Before
starting Mulch Mate, Carlson founded
alandscape company in 2001 and sold
itin 2017 in a multimillion-dollar deal.

WHATTO DO
Cultural practices for fall lawn care
can include items such as aerating,
adding soil amendments, dethatching,
fertilizing, removing leaves and doing
weed control, Hollen says.

“Generally, especially with tougher
weeds like wild violet and ground ivy,
the best time to control is in the fall,”
Hollen says. “It’s all about timing, so
if lawn care operators do a fall ap-
plication of an herbicide, they will be
more efficient because that’s when the
plants are moving food and nutrients
and energy to their roots.”

When it comes to putting down fer-
tilizers and herbicides, one challenge

is keeping the yards clean enough to
perform the task.

“It’s hard to do a fertilizer appli-
cation when the lawn is covered in
leaves,” Hollen says. “The best way to
combat that is with call-aheads. Let the
customer know when crews are going
to be there and have them get the lawn
ready ahead of time so technicians are
able to treat it (if the company isn't
already performing a leaf cleanup).”

Carlson agrees but notes that the
needs may vary based on location.

“One of the big things crews skip over
is the prep work to the seeding and the
fertilizing,” Carlson says. “When you do
the cleanup, you're supposed to cut the
lawns shorter because when you seed,
it’s going to take two to three weeks to
germinate, and you're not supposed to
be on the turf at that point in time. In
the fall, you're going to have leaves com-
ing down, and it’s very important to get
that up, because if you spread seed on
top of the leaves, that does the customer
no good.”

He suggests using a utility trailer
that hooks to the front of the mower

aerator, it’s important to
ensure it doesn’t drag over
any hard surfaces. -

to help collect leaves and debris: The
operator can empty the clippings and
debris from the mower bagger into
the trailer, cutting down on the time
spent driving the mower back to the
truck. “You've basically eliminated all
that travel time, the wear and tear on
the unit and the time the tires are on
the turf,” he says.

With aeration, Carlson adds, be-
cause crew members are often in a
hurry, they’ll drag an aerator over a
hard surface like a walkway or drive-
way and chip the concrete. He says
buying and installing a linear actua-
tor that lifts the tow-behind aerator in
the air allows operators to pass over
the hard obstacles without damaging
people’s property.

HOWTODOIT
Both Hollen and Carlson say that one
of the most important aspects of fall
lawn care is educating customers.
“Alot of the customers, when spring
rolls around and the grass greens up,
they get excited, and they're all into it,
Continued on page 20

SEPTEMBER 2020 | LANDSCAPEMANAGEMENT.NET 19



TURF + ORNAMENTAL

TRAILER TIME

)) PROTECT YOUR TURF

Continued from page 19
but by the time summer stresses hit and
their lawns decline, they lose interest
andlet go of it,” Hollen says. “But, it's key
to keep customers engaged with their
lawn and educate them that what you
do in the fall pays off for the next year.”
Timing of marketing is important, too.
“I'would start planting the seeds for
aeration and seeding services in July,
letting customers know you have open-
ings available,” he says. “Once August
is over, I start doing aerations at the
middle or end of the month (at least
here on the East Coast). If you don’t
have it buttoned up by now, you're be-
hind for aeration and seeding. When
it comes to leaf cleanups, you should
be hot and heavy now getting people
on the list and giving estimates.”

Adding a trailer
to a mower can
make collecting

debris faster.

Carlson also suggests simpli-
fying the process so you don't
confuse customers.

“Use fewer words and com-
mon words,” he says. “We
focused really hard on not con-
fusing the customer with too
much information. Give them
simple payment options and
simple services and lay it out for them.
You need to put a plan in place for the
customer so all they do is say, ‘T want
this service, and the sale is over.”

In addition to lawn care practices,
Carlson also recommends performing
three leaf cleanups in regions such as
the Northeast — at the end of October,
before Thanksgiving and just before
Christmas — and then giving the
customer one estimate for the whole

season and letting them pay on it from
September through January.

“People usually don't want to pay one
big lump sum,” he says. “This way helps
relieve the pressure on the customerand
gives the landscaper consistent cash
flow throughout the rest of the season,
so everyone wins,” he says.

As far as marketing these services
to customers, Carlson says the sooner
in the season, the better. ®

PHOTO: MULCH MATE

“If you’re willing f‘o“Vv‘ork hard, it’s the

ultimate American drea\‘l would —

highly recommend Sprlng Green

-Rodney Gaddis
Owner of Gadco & Spring-Greefi
Nashville, TN

SPRING-GREEN STIMULUS PROGRAM

i No Franchise Fee

@ $25,000 Quick Start Loan

@ Run in Conjunction with Existing Business

¥ Srrive-Green

America's Ne.gﬁborﬁood Lawn Care Team »

R

@ Equipment Financing
@ National Call Center

e Dedicated Marketing Services
28 @ Natural Cross-Sell Opportunity

NOW IS THE IDEAL TIME TO DIVERSIFY WITH SPRING-GREEN

Call 1-800-777-8608 or visit www.GrowMyGreenIndustryBusiness.com

This information is not intended as an offer to sell, or the solicitation of an offer to buy, a franchise. It is for informational purposes only. Currently, the following
states regulate the offer and sale of franchises: California, Hawaii, lllinois, Indiana, Maryland, Michigan, Minnesota, New York, North Dakota, Oregon, Rhode Island,
South Dakota, Virginia, Washington, and Wisconsin. If you are a resident of ohe of these states, we will hot offer you a franchise unless and until we have
complied with applicable pre-sale registration and disclosure requirements in your jurisdiction.
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Season after season.

SPECIALTY HERBICIDE

Crew”
Defendor’
Dimension’
Gallery’
LockUp
Snapshot’

CORTEVA

agriscience

Corteva Agriscience is committed to finding solutions to
make your turf and ornamentals beautiful.

Our preemergence and postemergence herbicides provide the
best weed control program for winning the fight against weeds.

We deliver products that give you the flexibility and strength you
need to help you thrive season after season.

Learn more at corteva.us/turf.

™ Trademarks of Dow AgroSciences, DuPont or Pioneer, and their offiiated companies or their respective owners. Crew is not
registered for sale, distribution or use in New York. Other state restrictions on the sale and use of Crew may apply. Contact
your state pesticide regulatory agency to determine if a product is registered for sale or use in your state. State restrictions on
the sale and use of Defendor, Dimension, LockUp and Snapshot apply. Consult the label before purchase or use for full details.
Consult the labels of products containing LockUp before purchase or use for full details. Always read and follow label directions.
© 2020 Corteva. CT14-337-020 (08/20) BR  CATO9TURFO67
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Apparel, footwear and
hearing protection

RUCKUS DISCORD BLUETOOTH
EARPLUG EARBUDS

COMPANY: Elgin
URL: ElginUSA.com
The Ruckus Discord
earbuds provide EPA-
certified (25-dB noise
reduction rating)
hearing protection
while allowing users
to listen to music.
Designed to block out
noise in tough work-
ing environments, a
noise-canceling mic
allows users to make
phone calls and use their phone’s voice activation. The
Discord features an IP65-rated enclosure that seals out
dust and sweat. The noise-isolating tips are made of
biocompatible, USP Class 5 medical grade silicone, and
the cable is reinforced with a triple Kevlar braid. The
earbuds have a range of up to 50 feet and a recharge-
able battery life of up to 14 hours.

# Bluetooth™

WORKTUNES™ WORKTUNES

- CONNECT

= WIRELESS

HEARING
PROTECTOR
COMPANY: 3M
URL: 3M.com
The 3M WorkTunes
Connect hearing pro-
tector with Bluetooth
wireless technology
entertains and connects
while helping to protect
hearing. Users can stream high-fidelity audio and make
and take phone calls without missing a beat. The low-
profile and lightweight design also offers built-in comfort
with a headband that’s compatible with baseball hats.

COMNECT
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X1LANDSCAPE
BOOTS
COMPANY: Kujo Yardwear

URL: Kujo.com

The Kujo Yardwear X1 Landscape boots offer premium
safety protection without sacrificing comfort. They

are water resistant to keep feet dry with breathable air
vents to keep them cool. The composite safety toes
meet ASTM F2412-111/75 and C/75 impact compression
standards. A tough rubber outsole protects the bot-
tom of the boot and features 6-mm lugs for tough trac-
tion with flex grooves for mobility. The X1 boots have
an EVA-cushioned midsole and arch support insoles for
antifatigue comfort.

CARHARTT FORCE
COLOR-ENHANCED T-SHIRTS
COMPANY: Gemplers
URL: Gemplers.com
Carhartt Force color-enhanced T-shirts are available in
lime or orange for visibility in tough conditions. They’re
built with Force technology to wick sweat, dry fast and
release stains. Add a logo to identify your crew or pro-
mote your business using Gempler’s in-house embroi-
dery and heat-press service. Turnaround is in as little as
two days, and Gempler’s keeps the logo on file to make
reorders quick and convenient.
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Break the (snow) mold

Lawn care operators offer insights on how to disrupt
the cycle of snow mold By ABBY HART | LM SENIOR EDITOR

now mold is a persistent problem

on cool-season turf each year,

regardless of how much it snows,

according to John Patterson,

7 general manager of Grasshopper
Lawns, in Larksville, Pa.

Pink snow mold appears in small
tan or pinkish circular patches up to 6
inches in diameter, and gray snow mold
patches can be several inches to several
feet in diameter.

Two lawn care operators (LCOs)
offer insights to help beat back snow
mold before it appears or after telltale
patches appear on a lawn.

PHOTO: GRASSHOPPER LAWNS

CULTURAL PRACTICES

Patterson recommends a good yard
cleanup at the end of fall and dropping
mower blades down a level. Shorter turf
minimizes moisture getting trapped and
increases air circulation.

Marv Kottke, owner at Spring Touch
Lawn & Pest Control in St. Paul, Minn.,
says aeration is key in the fall for break-
ing up thatch and helping air out turf.
Kottke suggests adjusting irrigation
systems, as overwatering can cause
snow mold. If problems continue in
a shady area, trim or remove trees to
allow more sun.

ServSuite’

Lawn Care Software

Automate and

¥y Invoicing & Billing
¥ Scheduling & Routing

¥y Mobile Field Service App

Grow Your Business

PERSISTENT
CHEMICAL CONTROL PROBLEM

Patterson says the snowmoldcan
show up in cool-
worstsnowmolddam-  geason turf without
agehappensin March heavy snow cover.
when snow covers turf and goes through
melt and freeze cycles. “Once you get to
March, if you've got snow mold and it’s far
gone, we'll rake it out or have the customer
rake it out and fluff the turf up,” he says.
To prevent snow mold in March,
Grasshopper Lawns relies on fungi-
cides early. “We do a fungicide ap-
plication as a preventive and, if able,
put another treatment on if there’s a
January thaw,” he says. The company
typically uses pentachloronitroben-
zene or triadimefon-trifloxystrobin.
Kottke currently uses azoxystrobin-
propiconazole for both preventive and
curative snow mold control. ®
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Marketing musts

Marketing experts share seven tips for
marketing lawn care and landscape services
BY SARAH WEBB | LM ASSOCIATE EDITOR

arketing green industry ser-
vices may seem like a hefty
— and somewhat nebulous
— task, but it doesn’t have
8 to be.

Lindsay Malke, director of mar-
keting for Landscape Workshop, a
full-service commercial grounds main-
tenance provider in the Southeast, and
Sue Silva, owner of Superus Market-
ing, a marketing agency in Atlanta
that works with lawn care company
Arbor-Nomics, provide insight into
what green industry companies should
do to market their business.

CONSIDER YOUR COMPANY’S

STRENGTHS
“First, we try to figure out what is
the company’s positioning, what'’s
their strong point,” Silva says. “A lot
of companies say, ‘We give you green,
weed-free lawns,” but you're supposed
to provide that. Figure out what you
want to say besides, ‘We can make your
lawn green,’ and then have all your as-
sets communicate that positioning.”

An example of such a differentia-
tor, she adds, is high-quality customer
service.

BE SENSITIVE TO CURRENT ISSUES

Whether it’s making social media
posts that aren’t tone-deaf or ensur-
ing crews have appropriate personal
protective equipment, it’s important to
always be aware of current issues —
especially with protocols surrounding
COVID-19.

“It’s making sure that in any pic-
tures of our crews, we've all got the
appropriate safety gear on and that

we show that our guys are wearing
masks,” Malke says. “As far as our
business development people going
out to sites and marketing, they have
been very careful about not walking
into anybody’s place of business un-
announced. They call and ask if they
can stop by. We used to just cold call.”

CREATE AN EASY-TO-NAVIGATE

COMPANY WEBSITE
Silva notes that many customers will
search a company’s website first.

“A lot of the millennials and the
younger upcoming homeowners don’t
want to talk to people,” she says. “They
want to do everything by email, look at
your site, get the information, make a
request and just get it done whether:it’s 10
p-m.onaThursday or 7 a.m. on Sunday.”

The website should communicate
a company’s strategy, look profes-
sional and provide the information
a customer may need, including the
ability to request information online.

DISSEMINATE EDUCATIONAL
CONTENT
Malke says Landscape Workshop puts
out quarterly e-blasts and monthly
blogs with educational content.

She adds that the company posts
educational content and time-relevant
topics on Instagram, Facebook and
LinkedIn about two times per week.

NOTE YOUR COMPANY’S MARKET

Depending on the region, some
homeowners may preferto do theirown
fungicide applications and mow their
own lawns, whereas in other areas, they
prefer to pay a company to do it.
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Silva says it can help to do some re-
search on an area to figure out what type
of homeowners the company is servicing.

For example, she notes that while
radio ads may work well for regions
that have a high commuter population,
they may not work so well in areas
where people aren't listening to the
radio on a regular basis.

IDENTIFY HOW MUCH YOU’RE WILLING

TO PAY FOR ANEW CUSTOMER
Veering away from traditional media,
some companies may choose to enlist
the help of a pay-per-click company to
boost their leads.

“Establish a ceiling: What you are
willing to pay for a lead and see if
they can get you leads for that cost,”
Silva says. “If the company didn’t even
bother to ask you that question of what
can you pay for a lead, then this com-
pany is not doing you justice.”

Figuring out how much a company
is willing to spend on a new customer
and how many new customers it would
like to acquire that year can help es-
tablish a base marketing plan for the
year, she adds.

CONSIDER INVESTINGIN

PROMOTIONAL ITEMS
Malke says that Landscape Workshop's
sales representatives get a lot of traffic
out of promotional items.

“Our clients are really receptive
to getting new swag,” she says. “We
have an aluminum water bottle, a cof-
fee cup, a notebook, a hand sanitizer
that’s really popular these days, golf
tees, chip clips and Chapstick, stuff
like that.” ®
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Tech to grow
your turf business

Software can help
companies tailor their
services to meeta
specific client’s needs.

How lawn care operators are using software
and services to stay on top of their game

BY ABBY HART | LM SENIOR EDITOR

B oday’s lawn care clients are a
new breed, says Steve Martinko.
The ownerand CEO of Contend-
ers Tree & Lawn Specialists in
Waterford, Mich., says that lawn
care clients have become more demand-
ing and distracted.

“We're in the age of connectivity
and real-time customer support,” he
says. His company relies on software to
fulfill customer demands and prevent
a communication lapse with clients.
Here’s how three lawn care operators
use software to manage customers and
grow their businesses.

MANAGE CUSTOMER NEEDS
Martinko says that software serves a
purpose beyond data collection — tai-
loring services to customers’ needs. “If
software can help enhance the relation-
ship, you want that,” he says. “Were able
to provide a proposal with
site-specific notes that
when sold get trans-
ferred immediately
into the client’s ac-
count without re-
dundancy or risk
of human errors.”
ServSuite has
been the customer re-
lationship management
(CRM) software for Con-
tenders Tree & Lawn Specialists for
the past four years. Martinko says the
software improved efficiencies, lead-
ing to more satisfied customers and a
$500,000-per-year net growth in the
first two years — double the company’s

Steve Martinko

previous growth numbers. The company
hasarevenue of $3 million and provides
45 percent lawn care, 45 percent tree/
shrub care and 10 percent pest
control to mostly residential
clients.

Serving 350 clients per
day in the metro Detroit
area, Contenders’ techni-
cians need to be trained
to properly input accurate
data. The software offers the
ability to forensically analyze
how mistakes are made in the
system, so technicians can receive extra
training as needed.

TRACKING LEADS

Chris Barlow, owner of All Green Pest
Control & Lawn Care, a $600,000 resi-
dential lawn care and pest control com-
pany in Provo, Utah, uses PestPac for
his CRM. In the last year, the company
also adopted Slingshot, a third-party
answering system. Slingshot’s staff an-
swers sales calls and online chats, gives
basic quotes for services and provides
lead generation during overflow peri-
ods before and after business hours.
It integrates with companies’ CRMs
and offers the ability to select specific
requests to forward to them.

Barlow says the service has been
helpful in capturing sales leads during
their busy times, but recommends that
users of third-party answering services
be meticulous about which requests
they want the service to respond to —
these services charge per minute on the
phone and per response on chat or text.
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John Guth

PEOPLE MANAGEMENT

CRM software also provides a clear
picture of how to manage lawn care
companies’ people.

“It gives us the information needed
to know if we have to add more rep-
resentatives on the phones, when
representatives can take breaks
and when the best time is to
conduct weekly customer
service meetings,” says
John Guth, vice president
of lawn at Green Lawn
Fertilizing, a $16 million
company in West Chester,
Pa. The company provides

74 percent lawn care services
to 90 percent residential clients
and uses Real Green’s Service Assistant
as its CRM software.

“Our software is also used to iden-
tify wins and recognize high perform-
ers,” Guth says. The company has 70
technicians that access Real Green’s
Mobile Live on iPhones. Mobile Live
tracks technicians and products, al-
lows users to add additional work to
aroute and access call logs from cus-
tomers in real time. Technicians also
can sell services and provide them
on the spot.

Green Lawn’s customer service team
continues to work remotely and uses
a variety of apps to supplement the
CRM, such as Dropbox, Chronicle,
ReviewTrackers, Whip Around, Mojo,
Sales Rabbit, Microsoft Power BI, Mi-
crosoft Teams and Google Analytics.

“The biggest tip is to identify the
data that’s going to help grow your
business, have reports that create
transparency around that data and
benchmark yourself weekly against
those data points,” Guth says. ®

PHOTO: SERVICE PRO
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From increasing nutrient av’ailabili'ty to enhancing soil biology, the benefits
of humic acid are undeniable. The Andersons offers both spray-applied
and dry-applied products featuring humic acid, designed to deliver high-

performance nutrition while improving soil health.
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Andersons
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44-0-0

SPRAY-APPLIED
HUMIC COATED UREA (HCU™) AND FOLTEC® SG MINORS

Combining HCU and Foltec SG Minors creates an ideal tank mix of
nitrogen, humic acid, and minor elements. Applied anytime during
the growing season, this pair delivers exceptional performance
without breaking the budget.

FolteSG

MINORS

DRY-APPLIED

The S222e FeRTILIZER 22-0-4 + HUMIC COATED UREA (HCU) & BLACK GYPSUM DG”

Andersons

In our 22-0-4 fertilizer with HCU and Black Gypsum DG product, we’ve
replaced the limestone filler found in most 22-0-4 fertilizers with our Black
Gypsum DG soil amendment, which delivers both calcium and sulfur.
Humates are delivered through both HCU and Black Gypsum DG, which
work to improve soil health.

9-12-6 WITH HCU, BLACK GYPSUM DG, AND SMARTPHOS® DG

AndersonsPlantNutrient.com | ¥ @AndersonsTurf
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) THE BIG ONE 4
Bragging rights

LOCATION Palm Beach Gardens, Fla.

COMPANY Yellowstone Landscape

DETAILS This property is part of a
homeowners association that Yel-
lowstone Landscape services.

Dollar spot and heavy insect
pressure from nematodes infected
the bahiagrass yard. Sueanna Nel-
son, Yellowstone’s manager for the
Port St. Lucie, Fla., branch, says the
team aerated, verticut and changed
the mowing height to improve the
turf. “It’s been a really fun project
and a long time in the making,”
Nelson says. “It took a good year to
get it to that point, to go through the
ups and downs to get it to that level
of excellence.”

Nelson and her team, which
includes Account Manager Sandy
Larson and Designer Jack Simmons,
also pull soil samples to provide a
custom turf treatment as needed.
Crews hand prune many parts of
the landscape.

“In South Florida, it’s a chal-
lenge to get good color in because
we never get a dormant season,”
she says. “We really push colors by
annuals and flowers.”

Nelson'’s team has worked with
the client to understand her needs
and expectations. The client, in turn,
enjoys showing off their hard work.

“She loves it when people ask her,
‘Who does your lawn?”” Nelson says.
“She also takes a lot of pride, which,
in turn, becomes more pride for us.”

This project earned Yellowstone
Landscape a 2019 Gold Award
from the National Association of
Landscape Professionals’ Award of
Excellence program.

See more photos from this project at
LandscapeManagement.net/thebigone.
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Captions | 1.This homeis
part of an upscale luxury golf
community in Palm Beach
Gardens, Fla. The homeown-
er’s expectations are high.
She desires a property worth
bragging about. 2.Royal
palms provide privacy for the
outdoor kitchen and enter-
taining space. 3.Soft pastels
and vibrant shades of pink can
always be found in the home’s
landscape. The homeowner
does not want any plantings
with hues of red or orange.
4.The side yard includes trav-
ertine stepping stones and a
small water feature 5. A path
of smooth river rocks accents
the side garden of the home.
6. Crews often replenish the
dark chocolate-colored muich
to maintain the landscape’s
fresh appearance.

PHOTOS: YELLOWSTONE LANDSCAPE



BOBCAT.COM/MT100

At just 36 inches wide with a bucket, the Bobcat® MT100 fits just
about anywhere, but with a 1,000-pound rated operating capacity and
a wide selection of attachments, it helps you do serious work.

One Tough Animal

Bobcat is a Doosan company. Doosan is a global leader in construction equipment, power and water solutions
engines, and engineering, proudly serving customers and communities for more than a century

Bobcat®, the Bobcat logo and the colors of the Bobcat machine are registered trademarks of Bobcat Company
in the United States and various other countries

Certain specification(s) are based on engineering calculations and are not actual measurements
Specification(s) are provided for comparison purposes only and are subject to change without notice
Specification(s) for your individual Bobcat equipment will vary based on normal variations in design,
manufacturing, operating conditions, and other factors
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KNOW
YOURMOW
Operators

can help tip
off mechanics
onwhena
mower needs
maintenance.

How to service
Zero-turn mowers

Follow these expert
tips to keep your fleet
of zero-turns running
smoothly

BY CHRISTINA HERRICK | LM EDITOR

Z8 hen it comes to servicing
a zero-turn mower, Nick
Froio, owner of Froio’s
Lawn & Landscape in
d West Chester, Pa., says
zero-turns are similar in many ways to
other mowers, but to keep them running,
there are a few things mechanics and
operators should keep in mind.

Froio, Paul Shrigley, shop manager
for Quality Yard and Home Maintenance
in Pataskala, Ohio, and Nick Miller, a
mechanic at Schlabach’s Engine Repair
in Millersburg, Ohio, offer some tips and
tricks to keep zero-turns at their best.

KEEP A CLOSE EYE
Froio recommends changing the oil
every 100 to 150 hours of operation,
changing transmission fluid every 500
hours and checking tire pressure once
a month.

“Bad (tire) pressure can give a funky
cut from being off balance,” Froio says,
whose company, Froio's Lawn & Land-
scape, provides lawn maintenance and
care, hardscape, tree care, irrigation
and masonry fora primarily residential
clientele. The company also does com-
mercial snow and ice removal.

Shrigley says operators and mechan-
ics should also in-
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YARD AND HOME MAINTENANCE

morning in the shop than in somebody’s
front yard on a 90-degree day,” he says.

Shrigley and his team in Quality
Yard and Home Maintenance’s shop
check the company’s fleet of Exmark
zero-turns for belt issues and replace
blades weekly. Quality Yard and Home
Maintenance provides lawn care,
maintenance and landscaping, snow
and ice removal, home maintenance
and pest control for primarily resi-
dential clients.

Froio also recommends mechanics
regularly check the forward- and back-
motion hand controls of the zero-turn
mower to ensure they are tight.

“They start to get loose as you use
them,” he says. “If they get too loose,
you can start driving in circles.”

Also, check gauge wheels orantiscalp-
ing wheels in the back of the mower every
day as they can easily bend or break, and
replace when necessary. Froio also sug-
gests mechanics check for blown fuses
and inspect seat switches to ensure
theyre plugged in and not bypassed.
They also should check power takeoff
switches and change wires to ensure
they aren't cut or corroded.

WHAT OPERATORS NEED TO KNOW
Keeping mowers clean helps 