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[GOOD TO BE BACK ] Ready for GIE?
Are you excited for this year’s in-person GIE+EXPO? After a year off 
of traveling due to COVID-19, we know we are! Be on the lookout 
for next month’s issue, which will serve as a guide to help navigate 
the hundreds of products that’ll 
be featured on the show floor. 
Also, feel free to let us know what 
you’re most looking forward to 
about the show by emailing LM
Editor Christina Herrick at  
cherrick@northcoastmedia.

net. See you there! 

A recap of NALP’s  
R&R event (page 10).

Story of 
Russ Jundt  
(page 66).
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IN MEMORIAM: JEFF HEIDE

For the past 26 years Jeff Heide 

worked for North Coast Media and 

its publications. His name never 

appeared on the Landscape Man-

agement masthead. He was our 

office manager, our behind-the-

scenes guy. When new hires arrived 

on their first day, Jeff would give 

them the office tour. If a printer  

was fussing, Jeff would fix it.  

Jeff, a Cleveland 

sports nut, ran the 

office Super Bowl 

square pot.

We were all 

saddened when 

we learned that 

Jeff passed away 

recently at age 61.

I’ll fondly 

remember the time 

I came into the office and Jeff lit me 

up because he saw me on TV in my 

Royals jersey, celebrating a Kan-

sas City home run in the Progres-

sive Field outfield. “I’ve been going 

to games for 50 years and I’ve never 

been on TV!” he told me. I told him 

the key was I was in the visiting 

team’s jersey. He assured me he’d 

never try that trick.

To celebrate Jeff, the company will 

be turning off the lights at NCM head-

quarters and taking some time to 

enjoy the upcoming Cleveland Indi-

ans/Oakland A’s day game together. 

I’m sure you’ll understand if you can’t 

reach us that afternoon. 

It looks like this Royals fan will 

be adding an Indians jersey to his 

wardrobe after all. Cheers, Jeff.

W
e are clearly still rock-

ing here at LM head-

quarters as we go 

back to back on rock 

‘n’ roll cover head-

lines, this time chan-

neling Neil Young’s 1989 hit “Rockin’ 

in the Free World.” I tip my cap to Pub-

lisher Bill Roddy who saw the cover 

image and gave us the idea for the 

headline. And I also say thank you to 

our friends at DeHamer Landscaping 

in Grandville, Mich., for allowing us 

to come out and photograph the crew 

hard at work for the cover image. You 

guys rock.

I myself have been rockin’ in the 

free world lately. The Jones Family, 

like many American families, took a 

family vacation. It was the first time 

my wife and kids (ages 14 and 9) left 

the state of Kansas since the onset 

of the pandemic. We road tripped 

it south for 16 hours to South Padre 

Island, Texas, a frequent vacation 

spot for the Jones family. We drive 

because we like to stop at our favorite 

pit stops along the way, particularly 

Whataburger.

We don’t have Whataburger in 

Kansas. The first Whataburger in 

Oklahoma City is always a cause for 

celebration. This was the first time we 

sat down in a Whataburger in about 

two years … and we waited almost 

as long for our order to be delivered.

As we left, we saw an angry Okie 

trying to back out of the log-jammed 

drive-thru, to no avail. I felt his pain. 

My guess is he hadn’t gone two years 

without a Whataburger though! I fore-

warned the kids that this could be a 

recurring theme of our trip. If our 

favorite restaurants weren’t under-

staffed, they might be worse: closed. 

The pandemic has left many busi-

nesses searching for workers.

Turns out, I called it. We were dis-

mayed when we arrived at Casa Rio, 

our favorite restaurant on San Anto-

nio’s River Walk, only to find it closed. 

The sign read, “Due to circumstances 

beyond our control, we cannot yet 

open. We hope to be back soon.” I told 

the kids, “Sorry folks, park’s closed, 

the moose out front should have told 

you.” (My kids haven’t seen “National 

Lampoon’s Vacation,” but I told them 

to trust me; Dad just nailed a perfectly 

timed movie quote.)

Clearly, these staffing problems go 

beyond my vacation dining troubles. 

In the Resources section of the mag-

azine, we often ask for your success 

stories. Today, I’m asking for you to 

share with me some of the nightmares 

you’ve experienced with the current 

labor scenario. It’s a story that we will 

share in a fall issue.

I can already foresee that issue’s 

rock ‘n’ roll cover headline: The  

Allman Brothers Band, “No One to 

Run With.” 
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seth’S Cut

“ If our favorite 
restaurants weren’t 
understaffed, they 
might be worse: 
closed. The pandemic 
has left many 
businesses searching 
for workers.

Rockin’ in
the free world

“

Jeff Heide

SETH JONES

EDITOR-IN-CHIEF

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



Specticle® FLO is tough on broadleaf and grassy weeds yet gentle on sensitive St. Augustinegrass. 
It delivers effective preemergence control with long residual so you’ll get fewer callbacks.
With Specticle®

both getting the best care possible.

Learn more by visiting 

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. ©2021 Bayer CropScience ES-0620-SPECT-0163-A-1

Spend less time
giving customers a lawn they’ll love

     Order NOW! Save NOW!
   Pick products and calculate your savings 

  with the Flex Solutions Calculator today 

at es.bayer.us/now-solutions.



“Incentivizing 
adoption.”

“Ask for a list of 
previous customers 
and follow up 
with them to see 
if the value was 
really there for the new 
technology. Usually, there’s 
a disconnect with the 
salesperson and reality.”

What should contractors consider before  
integrating a new piece of technology?
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“Try to determine 
how many labor 

hours it will save you 
instead of focusing only 
on what it costs.”

“You have to have an 
unwavering commitment to 
implementing it, wrap your 
company around it 
and hire people 
to help you 
implement it if 
you have to.”

“The biggest mistake I see is 
not making full use of your 

existing technology ... 
dig deeper into the 
newest upgrades 
and features in 
existing tech before 
considering a new 

technology.”

“Any new 
technology should 
be assessed in light 
of existing ones. In 
other words, will it 
potentially integrate or just 
add more data collection 
that needs someone to 
manage?”
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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.



1
Like riding a bike At the 2021 Outdoor 

Power Equipment Institute (OPEI) meet-

ing in Kohler, Wis., attendees got reaccli-

mated to being at an in-person confer-

ence. L to R: Bill Goetz, Louisville Tourism; 

Karen Williams, Louisville Tourism; Maura 

O’Hara, MemPro USA; and John Finley, 

CEO of MemPro USA, took a moment 

away from discussing their 

hopes for GIE+EXPO. 

2
Power players For expertise 

in outdoor power equipment, 

look no further than this four-

some: (L to R) Craig Magalen, 

Kohler Co. VP of sales and Latin 

America; Kevin Parker, outdoor 

power equipment chief sales 

officer for Sheffield Financial; 

Kris Kiser, president and CEO, 

OPEI; and Bob Byrne, business 

development officer, Sheffield 

Financial.

3
Love for Louisville Anything 

regarding Louisville can be answered by 

this group: Troy Winebrenner, Sellers Expo-

sitions; Cleo Battle, Louisville Tourism; Goetz; 

Williams; and Aaron Bludworth, Fern Co.

4
Luck of the Irish During the OPEI golf 

scramble, this group found favorable lies on 

the undulating Irish Course at Whistling Straits. 

(L to R) Doug Odell, VP of sales and commer-

cialization, Bemis Manufacturing; Tom Rugg, 

senior VP, global sales and marketing, 

Briggs & Stratton; Kevin Stoltman, pres-

ident and CEO, North Coast Media and 

LM;  and Lee Van Boxtel, president, CMS, 

Bemis Manufacturing.

5
Reading greens LM Editorial Director 

Seth Jones (left) and Group Publisher 

Bill Roddy (right) found themselves relying 

on their playing partners often for putts 

and drives, as well as insights and opinions 

on the state of the green industry. With 

Jones and Roddy are (L to R) Tim Cooper, 

GM, Duramatic Products; and Mike Horak, 

commercial leader, outdoor power, Wells 

Fargo Distribution Finance.

-
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Check out a few of the places 
where the LM team made 
its rounds recently   
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LITTLE BY LITTLE WE WENT BIGGER AND 

BIGGER. Sure, we could have shown 

you our entire brand-new MAX-Series 

lineup and their incredible new cab 

features—like premium 360-degree 

visibility, a state-of-the-art control panel 

and our roomiest design yet—out in the 

fi eld, working at a pace that our 

competitors can only dream about. But 

then we thought of you. The operator. 

The person we completely redesigned 

our cab for. Yeah, you. Because while 

we upgraded every feature imaginable, 

only you know how and where you’ll 

put them to work. So we wanted to give 

you fi rst honors of imagining all the new 

possibilities that a MAX will unlock in 

your world. It’s the least we could do.

 EXPLORE THE FULL MAX-SERIES LINEUP AT ASVi.COMC O M PA C T  T R A C K  L O A D E R S

SEE US AT BOOTH 7094

OCT. 20-22, 2021

LOUISVILLE, KY
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T
he National Association of 

Landscape Professionals 

(NALP) marked the 25th  

anniversary of its Renewal & 

Remembrance event on July 19. 

Landscape professionals from around 

the country came together to enhance the 

grounds at Arlington National Cemetery. 

This year, Renewal & Remembrance 

expanded to include enhancements at 

the National Mall near the Washington 

Monument because a limited number of 

volunteers were permitted at Arlington.

“To be able to volunteer on a national 

cemetery, a place where people come to 

honor and visit their loved ones, and to 

know that we’re helping maintain and 

enhance a place that is so sacred and has 

the power to heal those who come to visit, 

that’s pretty powerful,” said Shayne New-

man, founder of Yardscapes Landscape 

Professionals in New Milford, Conn., and 

president of NALP’s board of directors.

More than 100 people spread 350  

cubic yards of wood chips at the National 

Mall to help preserve the cherry trees 

near the monument. Volunteers also 

performed needle tining and slice seed-

ing on the 33 acres of turf on the JFK  

Hockey Fields, FDR Memorial fields 

and the polo field at the National Mall. 

Bruce Allentuck, owner of Allentuck 

Landscaping in Clarksburg, Md., said 

the wood chips serve a specific purpose: 

to add organic material to the soil and 

introduce beneficial microorganisms 

to the root zone of the trees. Allentuck, 

who has been volunteering at Renewal 

& Remembrance for 18 years, said the 

National Park Service told volunteers 

that this process has been implemented 

at another location with noticeable im-

provements to the health of the trees.

“I was just so happy to be work-

ing in the shadow of the Washington 

Volunteers at the 
R&R event spread  

350 cubic yards of 
wood chips under 
cherry trees at the 

National Mall.

RENEWAL & REMEMBRANCE RETURNS
BY CHRISTINA HERRICK | LM EDITOR



Former seed manager 
sentenced for wire fraud, 
money laundering
Christopher Claypool, a former 

general manager of the Jacklin 

Seed Co., a producer and marketer 

of grass seed and turfgrass in the 

Pacific Northwest, was sentenced 

to prison in early July for conspiring 

to commit wire fraud and money 

laundering to defraud J.R. Simplot 

Co., Jacklin’s former owner, and its 

customers.

Claypool was sentenced to three 

years in federal prison and three 

years of supervised release. He has 

paid $8.3 million in restitution and 

will forfeit $7.8 million in criminally 

derived proceeds.

According to the U.S. District 

Attorney’s office of Oregon, Clay-

pool oversaw Jacklin’s domestic and 

foreign sales to distributors. He con-

tracted with independent growers 

in Oregon to produce proprietary 

grass seed varieties, which had vari-

able seed yield rates and resulted in 

the overdelivery of some varieties 

and underproduction of others.

Three cheers  
for Marty!
LM Columnist Marty 

Grunder of Grunder 

Landscaping Co. and 

The Grow Group has been 

named to the 2021 Dayton Busi-

ness Hall of Fame.

“Dayton, Ohio, is full of passion-

ate people. When you think of the 

rich history that Dayton, Ohio, has 

in terms of dreamers and doers. I 

think there’s a can-do spirit here, 

and people like supporting small 

business owners,” Grunder said.

Grunder was recognized for his 

positive impact on his commu-

nity through economic and civic 

endeavors.

“His passion and enthusiasm for 

Dayton, growing up here going to 

(the University of Dayton), starting 

this business, he’s always looking to 

give back not only to his associates 

and employees but to his custom-

ers and the community. He recog-

nizes that for his team to thrive, he 

needs the community to thrive,” 

said Vail Miller Jr., CEO of Heidel-

berg Distributing.

FMC to give away Ford 
F-150 at LM Growth Summit
FMC Corp. will celebrate the 25th 

anniversary of its Talstar insecticide 

registration with the giveaway of a 

new Ford F-150 pickup at the LM

Growth Summit, to be held Dec. 6-8 

at Reunion Resort in Orlando, Fla.

This Ford F-150 giveaway is part 

of FMC’s larger celebration of Talstar 

this year. Talstar insecticide provides 

long-lasting, broad-spectrum control 

of lawn and ornamental pests.

“We are proud to highlight the 

longevity of the Talstar brand,” said 

Sam Pass, pest and nursery market 

manager with FMC. “Lawn care 

operators have built their businesses 

on a product like Talstar. We look 

forward to a yearlong celebration 

and offering additional resources for 

our end-user customers.”

To enter to win the Ford F-150, 

visit the LM Growth Summit  

website (LMGrowthSummit.com)

and click on the Talstar truck  

giveaway image.

The Landscape Management

Growth Summit brings together pro-

fessional lawn care applicators and 

supplier partners to address chal-

lenges and examine the very latest 

solutions in an intimate setting. Visit 

the website to apply.

Green Group adds Lawn 
Tech, enters Dallas market
Green Group extended its platform 

to North Texas with the addition of 

Lawn Tech to its family of brands. 

Located just north of Dallas, 

Lawn Tech has provided the Dallas/ 

Fort Worth Metroplex with lawn 

care services since 1985. Green 

Group will retain Lawn Tech 

employees and plans to expand 

and hire additional employees in 

the coming year. Lawn Tech will 

continue to operate locally under 

the Lawn Tech brand and remain 

headquartered in Prosper, Texas.
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Monument,” Allentuck 

said. “Thirty-one mil-

lion people visit (the Na-

tional Mall) a year. One 

hundred of us spent the 

day working on it. The 

National Park Service does it every day. 

So, we made a very small contribution.”

At Arlington National Cemetery, 125 

volunteers installed lightning protection 

for historic oak trees. They also installed 

irrigation system repairs and upgrades 

to the Columbarium, the Administration 

Building and near the National Park Ser-

vice’s Arlington House and performed 

hardscape repair, landscape lighting 

installation and turf improvements.

Newman and his family laid the 

wreath at the Tomb of the Unknown 

Soldier on behalf of NALP. While New-

man said that ceremony was a special 

moment, he added, “It’s more about the 

association and its members and what 

we do collectively as a group.”

Things were a little different for this 

year’s event than in previous years.  

Because of the pandemic, NALP did not 

hold the children’s program. NALP also 

recognized John Eggleston with Spartan 

Irrigation in Lansing, Mich., for serving 

as the Renewal & Remembrance chair-

person for six years in a row at a kickoff 

event the night before.

Allentuck said NALP’s Renewal & 

Remembrance committee had about 

three months to figure out the logistics 

of hosting volunteers at Arlington Na-

tional Cemetery and the National Mall. 

Newman said it was gratifying to con-

nect with NALP members and friends 

for the first time in more than a year.

“It was the first time our members 

have been together in 18 months,” 

he said. “And for it to be that event, it 

couldn’t have been for a better reason.” 

Volunteers 

perform 

hardscape 

repairs at 

the 2021 

R&R event.
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Keep on
 In the landscape world, mini skid-steers 

and compact track loaders are hot, but 
manufacturers say that growth  

isn’t coming at the expense  
of larger options

BY ROBERT SCHOENBERGER  

LM SENIOR EDITOR



Continued on page 14

P
H

O
T
O

S
: 
M

A
R

V
IN

 S
H

A
O

U
N

I 

AUGUST 2021  | LANDSCAPEMANAGEMENT.NET 13

W
ade Vugteveen 

almost never gets 

to choose between 

sending a large track 

loader or a mini skid-

steer to a job site. The head of oper-

ations for DeHamer Landscaping, 

Grandville, Mich., says with most 

jobs, only one tool will do.

“We’re often in really tight 

spaces, moving through back-

yard gates or between houses,” 

Vugteveen says. “With smaller 

machines, it’s easier to use them 

when you’re on-site and easier to 

get them on the trailer to the site. 

Usually, we can’t bring anything 

else. It’s either a compact machine 

or hand tools.”

Landscape companies and 

equipment manufacturers say 

demand for smaller equipment, 

such as ride-on compact track load-

ers and stand-on mini skid-steers, 

has grown rapidly for more than a 

decade. Such machines were espe-

cially useful during pandemic lock-

downs as many homebound people 

opted to improve landscaping or 

build outdoor living areas.

However, few see a trend of 

small machines replacing their 

big brothers. Rather, they say, the 

boom in minis comes from more 

products hitting the market for 

people who historically used few 

pieces of power equipment. 

“They’re not just niche prod-

ucts,” says Matt Hutchinson, Ver-

meer’s product manager for tree 

care, rental and landscape equip-

ment. “It’s its own market and 

industry with many competitors 

and different classes of machines 

to do different types of work.”

Hutchinson and Luke Grib-

ble, solutions marketing manager 

for John Deere Construction and 

Forestry, say the boom in small 

products matches rising sales for 

medium- and large-scale construc-

tion equipment. Rather than dis-

placing larger machines, compact 

track loaders and mini skid-steers 

could be giving small companies 

that don’t have the resources to buy 

larger, more expensive machines a 

taste of horsepower — some-

thing that could lead to big-

ger tools in the future.

MANPOWER SOLUTIONS 

Derek Taussig, owner of 

Taussig Landscape in 

Manhattan, Kan., says the 

decision to add mini skid-

steers and a mini excavator 

to his equipment list came 

down to two things —  

people and pain.

“We’re struggling in 

finding good laborers,” 

Taussig says. “That, and I’ve 

been a landscaper for 20 

years, and my back hurts. 

Using one mini skid-steer, 

we can do the work of three 

men, and I don’t have to be 

on the site every day.”

About 70 percent of 

Taussig’s business is resi-

dential landscape and 

hardscape installations, 

mostly retaining walls and 

patios. The rest of the com-

pany’s business comes from 

irrigation installation, com-

mercial landscaping and a 

small amount of mainte-

nance work.

He has several sizes of Ditch 

Witch mini skid-steers, but the 

most critical tool, the SK800, is 

the smallest.

“We do a lot of irrigation systems 

on existing yards and landscapes, 

so being able to go into a backyard, 

through a 36-inch gate and pull 

pipe, that’s a major savings for me,” 

Taussig says. He adds that to bring 

larger machines to a backyard, he’d 

“WITH SMALLER 

MACHINES, IT’S EASIER TO 

USE THEM WHEN YOU’RE 

ON-SITE AND EASIER 

TO GET THEM ON THE 

TRAILER TO THE SITE.” 
— WADE VUGTEVEEN 

Rockin’



either have to take down a section of 
fence and reinstall it, or he’d have to 
stick with walk-behind tools. Either 
way, manpower costs rise.

In Michigan, Vugteveen says 
some of the manpower savings from 
smaller machines are surprising. 
About 50 percent of DeHamer’s work 
is landscaping installation for new 
construction, with the rest coming 
from landscape renovations (about 
30 percent), lawn maintenance 
(about 10 percent) and snow removal 
(about 10 percent). DeHamer began 
using mini skid-steers at its offices 
about 10 years ago to prepare for jobs 
and noticed a radical difference.

“When we were loading plants in 
the morning, getting on and off over 
and over again, it felt like I was mov-
ing three times faster,” Vugteveen 
says. When choosing between his 
company’s stand-on mini skid-steer 
and its larger loaders, he adds, “You 
don’t realize how much time you 

spend climbing into the cab, sitting 
down and standing up again.”

He adds that it’s easier to train 
new people to use compact equip-
ment because there are fewer set-
tings and the controls tend to be 
streamlined compared to controls 
on full-sized machines. Plus, the 
lower cost of the machines and lower 
power levels compared to full-sized 
equipment mean less risk.

“You can trust a less-experienced 
person with a smaller piece of equip-
ment,” Vugteveen says. “They’re 
going to do a lot less damage if they 
get something wrong.”

FLEXIBILITY VS. POWER
Users say smaller machines have a lot 
of bonuses — lower starting prices, 
greater maneuverability, weights that 
allow them to tow units to jobs with 
standard pickups instead of having to 
hire people with a commercial driver’s 
license. However, there are tradeoffs.

Smaller machines have smaller 
engines, less available power for 
hydraulics and attachments, tend to 
be slower and can be more expen-
sive to maintain.

Taussig says he loves his minis, 
but maintenance time and costs are 
his No. 1 complaint. 

“The smaller wear out a lot faster 
than the big machines. That’s the big 
technology that we’re missing out 
on right now,” Taussig says. “After 
2,000 hours on my (large) skid 
loader, it’s barely time for a main-
tenance check. At 2,000 hours on 
some of the mini skid-steers, that’s 
when it’s time to retire them.”

Continued from page 13

Continued on page 16
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“BEING ABLE TO GO 
INTO A BACKYARD, 

THROUGH A 36-INCH 
GATE AND PULL PIPE, 

THAT’S A MAJOR 
SAVINGS FOR ME.”  

 — DEREK TAUSSIG

BACKYARD ACCESS  
DeHamer Landscaping 
relies on compact 
equipment to get into 
backyards and other tight 
spaces for jobs such as 
installing retaining walls.



“THE AMOUNT OF MONEY 

THIS MACHINE PUMPS 

OUT IS INSANE.”
 – Jamie Hageman, Manager, GreenLawn

THE NEW TURFCO T5000 SPREADER SPRAYER is the growth machine you’ve been waiting for. Designed for a 

wide range of properties, the high-capacity T5000 is fast and nimble, easy to learn, and excels on hills. Add 

an optional 3-in-1 tank and spray up to 300,000 sq. ft. with one fill. Increase your productivity by up to 29% 

with an industry-leading 13-ft spray width. Precision steering and patented boomless design lets operators 

maneuver in tight areas and zoom past obstacles, but won’t tear up turf like a zero-turn. Get yours today!

Call us Now at (800) 679-8201 or Visit Turfco.com



The compact sizes that make these machines so 

useful also mean tight spaces for hydraulic lines and 

other components, he adds, saying he’s had to replace 

hydraulic lines on several mini skid-steers because 

they rub against other components. 

Vugteveen has similar complaints, noting that 

higher maintenance costs are almost baked into 

smaller gear. Smaller tools equal smaller compo-

nents, making each part more susceptible to dam-

age from daily use — anything from hitting a big rock 

when grading a space for a new patio 

to minor collisions when loading 

machines on trailers.

At Deere, which does not 

offer any equipment smaller 

than a compact track loader 

although its closely watching 

the mini market, Gribble says 

maintenance costs and power 

needs tend to bring people from 

small machines to bigger tools. 

“Contractors can’t find enough help, they can’t bid 

on jobs fast enough. They’re just go, go, go all the time,” 

Gribble says. “Compact and mini equipment can let 

them bid on some of those jobs, but at some point, you 

have to balance flexibility with productivity. Customers 

are asking us to go to the limit. ‘How much capability 

can we get out of this machine?’ There is a limit.”

ADVICE FOR GOING SMALL

Contractors using small equipment say the versatil-

ity and maneuverability of small machines more than 

makes up for power limitations and maintenance 

costs, but they warn that going small can be a complex 

decision.

Continued from page 14
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Custom Branding Available 

LeafBurrito.com • 800-BURRITO Made RIGHT In Charlotte, NC

ERGONOMIC & EASIER!

SAVES PRECIOUS TIME!
SSAAVEESS PRREECCIOOUUSS TIIMMEE!!

Eliminates Debris Shuffling!

Continued on page 21

Luke Gribble

FLEXIBILITY 

Mini skid-steers tend to 
be slower and have lower 
load ratings than larger 
machines, but users say 
they gain flexibility when 
going small.

COVER STORY



PERFECT TIMING
WHY EARLY ORDER PROGRAMS ARE  

EVEN MORE IMPORTANT THIS YEAR

SPONSORED CONTENT

F
iguring out how much 

product a lawn care company 

will need the following year 

might sound like a difficult 

task. But even more daunting 

is dealing with product outages, 

delayed deliveries, price increases 

and knowing the company missed 

out on major rebates if  only they’d 

ordered sooner.

That’s why lawn care operators 

looking to maximize their savings 

and efficiency are turning to Quali-

Pro’s early order program (EOP). 

HOW THE PROGRAM WORKS
Beginning Aug. 15, owners can 

begin taking advantage of Quali-

Pro’s early order program. Their 

first order period runs through 

October, with the second beginning 

in November. The rebate values 

are cut in half for end users who 

wait until November to place their 

orders, says Jake Wylie, Quali-Pro 

Mid-South area manager.

One thing that makes Quali-Pro’s 

program stand out is that all of their 

brand’s products have rebates. The 

products are broken down into two 

tiers: base and platinum. The platinum 

products are newer technologies, 

combinations or exclusives. 

LCOs can also qualify for 

additional multipliers on those 

rebates, increasing their savings. If 

50 percent or more of their order are 

platinum products, they will also 

receive three times the rebate on the 

included base products. 

“They’re putting money back 

in their pockets by buying early,” 

Wylie says. 

In addition to the savings, the 

early order program also helps 

owners ensure they have the 

products they need — which has 

proven difficult during the past 

year and a half 

with product 

outages and 

shipping delays.

“This year it’s 

more important 

than ever to look 

at doing an early 

order program,” Wylie says. “It 

allows you to have the product you 

need when you need it, instead of 

pulling on demand. If you need 

to make an application and can’t, 

that’s time wasted. The price 

may also increase over the year 

especially with supply being down. 

That’s a big reason it’s important 

for the lawn care market to jump 

on board with the program.” 

After users submit their orders, 

they will receive either a gift card 

or credit on their account by the 

distributor within six to eight 

weeks — which is more than a 

year earlier than rebates with some 

manufacturers.

SPONSORED CONTENT

North Carolina-based GrowinGreen takes advantage of Quali-Pro’s early order 
program.

Wylie
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COMBINE OFFERS
Lawn care operators appreciate 

the simplicity of Quali-Pro’s EOP, 

says Ken Gagne, Central Florida 

territory manager LCO/PCO at 

WinField United in Orlando, Fla.

“From the customer standpoint, 

there’s an ease to using Quali-Pro’s 

program. It will show you product, 

point values and how much you can 

save,” Gagne says.

When customers go through 

a distributor for the early order 

program, they can qualify for 

additional perks. For example, 

Gagne’s customers lock in pricing 

and don’t pay for their order until 

the following June. 

They also try to deliver everything 

the customers purchased from the 

early order program before the 

end of the year. Distributors may 

offer percentage-based rebates, as 

well, allowing the customer to take 

advantage of both.

“If you buy 

something in 

October and 

there’s a shortage 

come March, you 

won’t be without 

product,” Gagne 

says. “You don’t 

have to see your 

reps or deal with deliveries or 

ordering every week. For managers 

who had been spending three 

to five hours a week putting in 

chemical orders and going from one 

manufacturer to another, it saves 

them a lot of time.”

When customers are interested 

in the early order program, Gagne 

talks with them about how much 

they spent on the program last year, 

how much inventory they have left 

and what needs they will have for 

the next season. 

They also look at how much 

they could have saved if  qualifying 

purchases had been done through 

the EOP. He sees a range of order 

amounts from $10,000 on up, so 

the program isn’t only designed for 

larger companies, he adds. 

“Companies that have a finger 

on the pulse of their business don’t 

see any negatives to the early order 

programs at all,” Gagne says.

SUPPORT MEETS SAVINGS
Jonathan Rigsbee, owner of 

GrowinGreen, has been using 

Quali-Pro’s products for about 

a decade, initially turning to the 

brand to find alternative products 

to those offered by larger brands.

“They were in our backyard 

working with NC State University,” 

says Rigsbee, whose company 

has offices in Kernersville and 

Cornelius, N.C. “We were also 

impressed with the efficacy of their 

pre-emergent and how well it mixed 

in our tanks.”

GrowinGreen provides athletic 

field management, lawn care and 

tree and shrub care services, and 

their customers are about 90 percent 

residential and 10 percent commercial.

With the majority of his early 

orders being Quali-Pro products, 

Rigsbee says one reason for 

that decision is because of the 

manufacturer’s dedication to the 

lawn care industry.

“They’re the first company that’s 

really given lawn care an even 

footing in the industry,” Rigsbee 

says. “A lot of companies and their 

products are more focused on the 

golf  industry.”

Quali-Pro has listened to their 

feedback and needs as well, he says, 

which has helped his company in 

its day-to-day operations. That 

includes having a good relationship 

with all of the reps, knowing they 

were only a quick phone call away.

“I’ve always had one-on-one 

support from my rep and been able 

to call them and get things taken 

care of when we’ve had a problem. 

Even when I’ve had issues that were 

my own fault, they’ve still backed it 

When customers go 
through a distributor 
for the early order 
program, they can 
qualify for additional 
perks.
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Gagne

Florida distributor WinfieldUnited helps LCOs understand how much they can 
save on products through an EOP program.
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up,” Rigsbee says. “The product is 

one thing, but having the support 

to back it up when we need it and 

being able to have input and getting 

questions answered without having 

to go through an 800 number is 

invaluable.”

Having a 

local rep who is 

involved in the 

industry and 

available to look 

at issues within a 

day has been hard 

to beat, he adds. 

So, it only made 

sense that he would turn to his 

trusted Quali-Pro reps to purchase 

through the early order program. 

They help ensure all of Rigsbee’s 

products are ready well before the 

season gets underway, which helps 

prevent possible issues once it 

begins.

“It runs smoother during the 

busy times of the year,” Rigsbee 

says. “I encourage all business 

owners to take advantage of 

the early order program so they 

aren’t wasting time chasing down 

products when they need to be out 

making money.”

He sits down to look through 

his numbers and figure out how 

much product he will need for the 

projected square footage they will 

cover. That allows him to plan for 

the next year and save the most 

money.

“We might buy a product with 

Quali-Pro versus another company 

because it might make the rebate 

and multiplier go up. That allows 

us to bundle more together to get 

other products cheaper,” Rigsbee 

says. “We want to take advantage 

of as many discounts and bundle 

as much as possible. Then we know 

we will have the needed product 

on the shelf. I’m not chasing 50 

pounds of product at a time.”

His company has gotten to 

the point where they know their 

numbers pretty well, which has 

helped them limit the chance of 

over-purchasing and needing to 

store until the next season. 

“It’s somewhat of a learning 

process in the beginning,” Rigsbee 

says of EOPs. “You’re constantly 

growing, so your numbers are 

always changing. You’re trying to 

anticipate and add enough on every 

year so you don’t get to the end 

and see you didn’t order enough.”

For Rigsbee, his distributor’s 

terms and savings are the main 

benefits to using Quali-Pro’s early 

order program. That allows him 

to lock in the previous year’s price, 

which typically increases at the end 

of the year. He also doesn’t pay for 

the products until May or June of 

the next year.

“We’re able to use the product 

and bill the customer before we 

have to pay for it,” Rigsbee says. “I 

don’t have to tie up my capital. We 

can get the cash flow moving for 

the year before we have to pay the 

bill.” 

He encourages other LCOs to 

work with a rep to understand 

the program and maximize their 

savings. Not knowing how to fully 

take advantage of the program 

is often what keeps owners from 

using EOPs, he says.

“It can get a little complicated 

with how the tiers work until 

you’ve done it a few times because 

it changes every year,” Rigsbee says. 

“That’s why it’s important to have a 

local rep who is accessible and will 

sit down with you to go over the 

program.”

Receiving not only competitive 

pricing through the early order 

program but also reliable support 

continues to provide value to LCOs 

and their businesses throughout the 

year.

“Quali-Pro has as good, if  not 

better, products and customer 

support as any company in the 

industry for a better price,” Rigsbee 

says. “I own my own company, 

so those dollars come out of my 

pocket. You get more bang for 

your buck with Quali-Pro. They 

have done a great job with their 

products, pricing, value and 

listening. We’ve been very pleased 

with Quali-Pro.”

Participating end-users must 

earn a minimum rebate of $100 to 

qualify For more information on 

Quali-Pro’s early order program, 

visit Simplygrowtogether.com 

Rigsbee

The majority of GrowinGreen’s early orders are Quali-Pro’s products because 
of their dedication to the lawn care industry.
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Best Deals 

of the Year!

quali-pro.com

Submit your rebate online at

simplygrowtogether.com.

August 15th - November 30th

Quali-Pro is offering special incentives now 

through November 30th.  Take advantage of 

our Simply Grow Together (SGT) date-tiered 

program by ordering before  October 31st for 

the biggest rebates.

EARLY ORDER PROGRAM
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“We ran into problems with 

some attachments not working on 

compact track loaders the way we 

wanted,” Vugteveen says. 

Manufacturers say the number 

and variety of attachments in the 

mini and compact spaces are grow-

ing rapidly, but contractors should 

carefully consider what tools they 

typically use and ensure that mini 

skid-steers and compact loaders 

have those options.

Deere’s Gribble says some con-

tractors who have focused on new 

construction installations or other 

nonresidential work may not be used 

to the need to protect turf, and they 

may not be familiar with smaller 

loaders or the attachments they use.

“Get a better understanding of 

using smaller attachments,” Gribble 

says. “You’re probably going to have 

to move slower on the site. You’re 

going to have to understand how 

your operation is going to work.”

At Vermeer, Hutchinson says 

users should also know exactly 

how big and heavy some small 

equipment is. Just because a stand-

on track loader is smaller than a 

ride-on unit, crews will still have 

to lay down plywood 

or pads to protect 

turf on many 

job sites.

He adds 

that the big-

gest piece of 

advice is to lis-

ten to the employ-

ees who will be 

using the equip-

ment. With labor shortages hitting 

most landscape companies while 

demand for services skyrockets, 

owners should talk to employees 

about how compact and mini tools 

can let them complete more jobs 

while doing less physical labor.

If implemented well, Hutchin-

son says, “employees are happier 

at the end of the day, so that’s good 

for retention.” 

Continued from page 16 Other voices
In addition to contractors and representatives from John Deere and Vermeer, 

Landscape Management spoke with Blane Burroughs, Kubota CE product 

specialist; Keith Kramlich, Takeuchi national sales and training manager; and 

Kevin Coleman, skid-steer loader/compact track loader (CTL) product mar-

keting at Caterpillar.

Landscape Management: Have you seen a shift in sales from larger skid-

steers or track loaders to mini units, wheel loaders and track loaders?

Burroughs: Smaller equipment does not seem to be stealing sales 

from other product classes but creating its own pure market 

and customer demand.

Kramlich: The skid-steer market continues to decline as  

customers see the advantages that a CTL offers and make 

the switch. 

LM: Do you have any products on the horizon designed for 

tighter working spaces?

Kramlich: We have short-tail compact excavator models available 

now, and new short-tail models are coming soon. Also, we’re plan-

ning to launch a Takeuchi tiltrotator (attachment) line later this fall. 

LM: What tradeoffs do companies face in using smaller machines?

Coleman: As machines increase in size, so do the rated oper-

ating capacities and auxiliary hydraulic flow rates that power 

hydromechanical attachments. Smaller machines will likely 

have lower lift heights that may not reach the top of larger 

trucks (during loading) or require a small ramp.

Kramlich: A larger machine will come with a higher price tag,  

but it will be more productive, so the customer will typically  

save in the long run. 

LM: When does it make more sense to take down a fence, bring in 

bigger equipment and reset the fence at the end of the project? 

Or, is it almost always better to opt for smaller equipment?

Burroughs: This type of calculation should be made on 

a case-by-case basis weighing the cost of tear down and 

construction, damage caused by ground disturbance and the 

productivity gained by bringing in a larger machine.  

Kramlich: Let’s say (the company has) $3 million and just three 

months to get a job done. It may want to move the fence and bring 

in the bigger equipment. If it has $1 million and nine months, it may 

need to opt for less site impact and go with smaller equipment. 

LM: What advice do you have for contractors deciding to go small?

Coleman: Rearview cameras provide a wide-angle picture of hard-to-see 

areas behind the machine, which can be especially helpful in smaller, tighter 

job sites.

Think about the track tread pattern — bar-tread rubber track minimizes 

ground disturbance. 

Kramlich: Watch your surroundings. Working in a large, open area with a 

large piece of equipment is much different than working next to a house, 

pipeline or power lines. Be cautious booming up, as there may be a power line 

right above you, and be careful swinging next to structures as the machine’s 

counterweight can swing wider than the tracks. 

LM: What are some hidden benefits of going small?

Burroughs: The cost barrier to entry is significantly reduced with these 

smaller machines. 

Coleman: The opportunity exists to potentially carry more attachments, 

which would provide even greater machine utilization and versatility.

Matt Hutchinson

Keith Kramlich

Blane Burroughs

Kevin Coleman
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G
rubs not only damage turf, 

they’re tasty to skunks and 

other nuisance animals. Aside 

from the stink, animals forag-

ing for grubs attack plant root 

zones, causing even more damage to 

lawns. Because of those dual problems, 

pest control experts call grubs one of 

the most damaging creatures that lawn 

care operators (LCOs) regularly face. 

“It is difficult for 

LCOs to forecast, 

however, whether 

a property will 

or will not have 

a grub infesta-

tion,” says Aaron 

Hathaway, techni-

cal services manager 

for Nufarm. “Keep tabs 

on the history of grub 

damage at each property as beetles may 

lay eggs from year to year in the same 

areas. It is also worth taking a quick 

look within the soil during peak grub 

feeding, typically in August or Septem-

ber, in lawns that haven’t been treated 

by digging up a Frisbee-sized area and 

counting the grubs seen just 

underneath the sod.”

And then what? Hatha-

way says the grub count 

test should guide LCOs 

on pest control.

“Just because grubs 

may be present doesn’t 

mean that control is neces-

sary. A threshold of more than 

10 grubs per square foot is a 

good rule of thumb to war-

rant control measures,” Hatha-

way says. “A healthy lawn can 

maintain health with minimal 

populations. This attention to 

detail can bolster the relation-

ship with a client and help turf 

managers become more famil-

iar with different lawns and 

make better decisions based on 

real observations in the future.”

BEST CONTROL PRACTICES

Rakim Turnipseed, Ph.D., prod-

uct development manager, in-

secticides, at FMC, says there are some 

basic steps LCOs should take to prevent 

and control grubs.

⦁ Maintain a healthy lawn with proper 

fertilization, mowing and watering 

to create turfgrass tough enough to 

withstand some pests.

⦁ Identify the type of grub present. This 

step is vital to proper treatment. Grubs 

are beetle larvae. Identify the most 

common pest populations in your 

area to determine whether the grubs 

are from Japanese beetle, European 

or masked chafer, Oriental beetle or 

other beetle varieties. Knowing the 

grub type will tell you which insecti-

cide to use and what watering meth-

ods will move the active ingredients 

into the soil. 

⦁ Apply treatments at the appropriate 

time based on whether it is a cu-

rative or preventive product. 

Some products that work 

as preventive treatments 

need to be applied earlier 

in the season.

“Unfortunately, treat-

ments that don’t work well 

curatively are often made too 

late in the season after grubs 

have grown too 

large,” Turnipseed 

says. “And, some-

times LCOs fail to 

water in insecticides immediately after 

application.”

COMMON MISTAKES

Nufarm’s Hathaway lists common 

errors LCOs make when controlling 

grubs, agreeing with Turnipseed that 

timing is critical. 

Not having preventive products down 

early enough in the season is a common 

mistake, he says. Preventive products de-

pend on having insecticide in place before 

or just at peak egg laying. This approach is 

preferred to curative methods, experts say. 

The more targeted applications lower in-

secticide use because the degradation time 

from application to grub ingest shrinks. 

Hathaway says not watering in insec-

ticide applications is another common 

misstep. The target for preventive ap-

plications is the soil where they can be 

absorbed by turfgrass plants and subse-

quently be fed upon by grubs. That’s why 

they must be watered in. On turfgrass 

leaves, active ingredients can be mowed 

off or broken down by sunlight. P
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Preventing grubs  

also controls bigger 

pests that love to eat 

the prolific larvae

BY ROBERT SCHOENBERGER  

LM SENIOR EDITOR

Aaron Hathaway

Rakim Turnipseed

How to manage grubs

Turf + Ornamental

THE TIPPING 
POINT

Ten or more grubs 
per square foot may 
indicate control is 
necessary.
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SEED SMARTER 

THIS FALL

©2021 The Andersons, Inc. All rights reserved. The Andersons logo is registered trademark of The Andersons, Inc. Humic DG and CharX are trademarks of The Andersons, Inc. G21

Learn more at AndersonsPlantNutrient.com/SeedSmarter.

 @AndersonsTurf  |    AndersonsPro

SOIL HEALTH

HUMIC DG™ 

CHARX™

Containing a 50/50 blend of 
humic acid and biochar, carbon-

rich Humic DG CharX builds 
healthy soil, stimulates roots, and 

boosts new seedling growth. 

HHUUMMIICC DDGG™™™18-24-12 

FERTILIZER

With high phosphorus content 
and both quick and slow-release 
nitrogen, our 18-24-12 fertilizer 

is built to promote vigorous 
seedling establishment and root 

development.

NUTRITION

1188--2244--1122

21-22-4 Fertilizer with Mesotrione 
controls select grassy and 

broadleaf weeds while providing 
a high-quality starter fertilizer to 
promote seedling germination 

and rapid establishment.

WEED CONTROL

21-22-4 FERTILIZER 

WITH MESOTRIONE

11-2222--44 FFEERRTTIILLIIZZEE

Whether seeding, overseeding, or renovating this fall, 

start strong with the right product mix to ensure success.
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Z-SPRAY LTS 

SPREADER 

SPRAYER

COMPANY: Z Turf 

Equipment

URL: ZTurf 

Equipment.com

The Z-Spray 

LTS stand-on 

spreader sprayer from Z Turf Equipment offers lean-to-

steer controls, enabling one-handed speed and direc-

tion control. This feature frees the other hand to adjust 

spread or spray controls or use the easy-access spray 

wand. Features include a Spyker-style spreader sys-

tem that broadcasts up to 22 feet; a 175-pound hop-

per capacity, with space to carry 50 pounds of bagged 

material atop the tank; selectable wide and narrow 

spray systems that provide an adjustable spray width 

from 4 to 22 feet; a 20-gallon tank with molded-in 

graduations; constant in-tank agitation that keeps 

materials in suspension for consistent application; and 

a stainless-steel operator platform that uses isolation 

mounts for a more comfortable ride.

         62SP TOPDRESSER

COMPANY: Earth & Turf Products

URL: EarthAndTurf.com

The new 62SP is now a four-wheel stance topdresser 

with a hydrostatic transmission and a stainless-steel 

hopper with a 6.7-cubic-foot capacity. The 62SP 

includes forward and reverse speeds up to 5 miles per 

hour and still only spread in the forward direction. 

The spread depth is controlled by an adjustable end 

gate, and because the conveyor and beater are tied to 

ground speed, the spread depth will be the same if you 

are spreading at 2, 3 or 4 miles per hour. The units are 

all built to carry their full capacity in sand, the heaviest 

material the product can spread.

         TURFCO T5000 SPREADER-SPRAYER

COMPANY: Turfco

URL: Turfco.com

Turfco’s T5000 Spreader-Sprayer is designed for a variety 

of properties. The high-capacity T5000 Spreader Sprayer 

is fast, nimble, easy to learn and a hill-stable machine. End 

users can add an optional three-in-one tank and spray up 

to 300,000 square feet with one fill. With a 13-foot spray 

width, users will increase productivity by at least 29 per-

cent, according to the company. Precision steering and the 

patented boomless design let operators maneuver in tight 

areas and zoom past obstacles but won’t tear up turf. 

WALK-BEHIND SPREADER

COMPANY: Walk Behind Spreaders

URL: PowerSpreaders.com

Walk Behind Spreaders machines are available with 

either gas power or electric power. The gas-powered 

spreaders are available with Honda or Briggs & Strat-

ton motors with variable forward speeds up to 3 miles 

per hour. 

The electric 

spreaders are 

calibrated 

to run at 2.4 

miles per hour 

and are avail-

able with a 

lithium-ion  

battery for a 

long run time. 

T







PRODUCTS THAT WORK



Spreaders and 
topdressers
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T
imekeeping, route plotting, loca-

tion verification — GPS track-

ing software has come to serve 

multiple purposes for lawn care 

operators (LCOs).

Matthew Gragg, CEO of NuView 

Lawn Pros in Shelbyville, Tenn., and 

Levi Duckett, president and owner of 

Sunshine Landscape in Meridian, Idaho, 

discuss the ways GPS tracking systems 

integrated into software have made their 

operations more efficient and reliable. 

YES, WE WERE THERE

Gragg says GPS tracking software on 

vehicles gives NuView confirmation that 

technicians were actually at a site when 

they said they were. 

Unlike with mowing or design/build 

work, Gragg notes it’s difficult to get vi-

sual confirmation that a lawn has been 

treated until weeks later.

“There’s this term in the industry 

called ‘ghosting’ where technicians 

will pull up and put a sign in the yard 

but they don’t actually treat the lawn,” 

Gragg says. “If there are ever any ques-

tions about it from the customer, then 

we have that backup to show them crews 

were actually there and for how long.”

NuView, which has about 12 em-

ployees and provides lawn care, main-

tenance and design/build work to an  

80 percent 

residential, 

20 percent com-

mercial clientele, fully 

implemented Arborgold’s 

software in the spring of 2015 

and hasn’t looked back since. Gragg 

appreciates that the GPS module built 

into the software allows for monitoring 

of crews using the Arborgold app and 

that it’s included in the subscription. 

“We can schedule work orders to 

crews on the fly,” Gragg says. “If we 

have a call for an emergency repair, 

we use the crew tracker to assign it. It 

tells us what location they’re at, what 

job site they’re on and how long they’ve 

been there.”

For other LCOs looking to incor-

porate software, Gragg recommends 

finding one that gives definite proof of 

when crews are active and when they’re 

not. For example, if crews try to turn 

off their location, Arborgold gives a 

notification that it’s been turned off.

“It doesn’t just tell us where they’re 

at; it tells us where they’re at when they 

clocked into the job. It tells us where 

they’re at when they clocked out of the 

job,” Gragg says. “Plus, there’s no track-

ing back and forth between two differ-

ent software systems; it’s all integrated.”

FLEET SMART

Sunshine Landscape is in the process 

of switching over to Aspire’s FleetSharp 

software. FleetSharp is a mobile device 

that plugs into the on-board diagnos-

tics sensor inside a vehicle. It’s not in-

cluded in the basic Aspire subscription. 

Sunshine Landscape plans to use the 

software to help with equipment re-

placement, reporting and safety. 

“We want all the data off the trucks, 

like engine alerts, route tracking and 

safety features,” Duckett says. “Fleet-

Sharp allows us to import all of our 

info into the Aspire portal, so we know 

when services are due on trucks or 

equipment.”

Like NuView, Sunshine Landscape 

also uses the software to verify crews 

were on a job site. 

“We can look at how they get to the 

job sites, so we know if they’re taking a 

longer way to get there,” Duckett says. 

“We can put geofencing around a job 

site. So, for example, if they pull in 8 a.m. 

but then go to the gas station down the 

street for a half-hour and don’t log out 

of the job site, it’ll show up with an alert 

in Aspire. Before, you just assumed you 

were on the job site the whole time.”

The company also plans to use Fleet-

Sharp to keep its safety benchmarks 

high. For instance, FleetSharp grades 

drivers and gives them a score from 

0 to 100. 

From a liability standpoint, if a driver 

gets into an accident in a company ve-

hicle and he or she is not at fault, Fleet-

Sharp can help verify that the driver 

wasn’t at fault.  

“There was a lady turning into traffic 

into the median across a five-lane road, 

and my truck was coming in the inside 

lane, and she just went right through the 

median and into traffic and said that 

our guy was the problem,” Duckett says. 

“But, because of our GPS, we were able 

to determine it was her fault.” IL
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Two lawn care 

operators describe how 

GPS tracking built into 

software makes for 

seamless operations  

BY SARAH WEBB  

LM MANAGING EDITOR

Route  
it out

BUSINESS BOOSTERS

Turf + Ornamental



LANDSCAPE LIGHTING & OUTDOOR LIVING EQUIPMENT

LANDSCAPEHorizon Distributors is one of the largest wholesalers of irrigation 

supplies in the U.S. With strategic partners like Hunter, Rain Bird, 

Toro, Lasco, NDS, ADS & more we have everything the irrigation 

contractor needs to get the job done.

800.PVC.TURF | HorizonOnline.com

 @horizondistributors |  HorizonDistributors shop online at 247.HorizonOnline.com 

Visit us online, or stop in to your local branch 

to experience the Horizon difference today.

MORE THAN A STORE.
|Irrigation 

|Outdoor Living

|Landscape

|Equipment

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

Get a lot more done, in a lot less time with Horizon 
24/7, Horizon’s online ordering and payment system.
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W
ith scheduling, it comes 

down to efficiency. Land-

scape company owners 

share the tools they use 

to maximize their sched-

uling or routing. Landscape Manage-

ment spoke with Nicholas DiBenedetto, 

president of ND Landscape Services in 

Georgetown, Mass., and Andrew Walsh, 

co-owner of My Fertilizing Co. in Livo-

nia, Mich., about why scheduling is an 

important part of an operation.

TECH TOOLS

It’s easy for contractors to understand 

exactly how to maximize the time on 

a job site with equipment to do the job 

quickly and efficiently. Time spent go-

ing from job to job and the time a crew 

might spend in traffic getting to the 

site can eat into that job site efficiency.

ND Landscape Services uses Boss 

LM software for its commercial and 

residential design/build, maintenance 

and snow and ice management. Produc-

tion managers pull 

together schedules 

using the software. 

Each account in-

cludes data on the 

square footage of the property, which 

helps production managers estimate 

the amount of time associated with that 

service. Production managers can easily 

see the man-hours for the task and drive 

time from stop to stop.

“You’re in real time getting the hours 

associated with the list,” DiBenedetto 

says of each day’s work schedule.

BUILDING A RELATIONSHIP

An office manager uses Real Green’s ser-

vice assistant software to set My Fertilizing  

KNOW BEFORE 
YOU GO

Some software includes 
square footage with 
each account, allowing 
managers to estimate 
time spent on-site.
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Experts share the importance of scheduling  
to crews, clients and the bottom line

BY CHRISTINA HERRICK | LM EDITOR

PROTECT YOUR TURF

Turf + Ornamental

Continued on page 30

GET TO KNOW ALL OUR HARDWORKING SHRUBS AND TREES AT FIRSTEDITIONSPLANTS.COM

GET THE
PARTY SWINGIN’

Sometimes to take your landscape higher, you've got to 

Swing Low®. This distylium makes for a perfect 

low-growing evergreen groundcover and is adaptable 

for various landscape applications. Its dense, 

blue-green leaves respond well to pruning and are 

smaller and more compact than Vintage Jade Distylium.

Introducing Swing Low
®

Save time with scheduling



Turf professionals across the South are calling it the most all-encompassing and easy-to-use herbicide for 

southern turf available today. Coastal™ can be used safely on all four of the major warm-season turf grasses, and 

with three active ingredients, it provides superior control of Poa annua, crabgrass and other tough weeds with 

no tank-mixing required. It can be used successfully in a single or sequential application program 6–10 weeks 

apart. Talk to your Sipcam Agro representative to learn more, or visit sipcamagrousa.com.

Always read and follow label directions. Coastal is a trademark of Sipcam Agro USA, Inc. ©2021 Sipcam Agro USA, Inc. 
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Co. routes the day before, and Walsh 

says this process gives his crew time to 

prepare for the materials they’ll need for 

the next day’s applications. The company 

primarily serves residential customers 

with lawn care, maintenance, tree and 

shrub, mosquito and pest control and 

holiday lighting offerings. While Real 

Green’s service assistant software designs 

the routes, an office man-

ager prints out hard 

copies of the ma-

terials needed for 

those calls, so they  

can load their 

trucks with the 

correct product.

“They already have 

their next route,” he says. 

“They know what it 

looks like, they know 

what exactly to load.”

Walsh says his com-

pany sends out emails or automated 

messages via text or phone call to clients 

about the pending service. The email 

includes a photo and bio of the techni-

cian, services scheduled and the price.

“We think about what our customer 

wants, and then we try to tailor our 

service for that,” he says. “What the 

customer wants is to know when you’re 

coming and who’s going to be there. I 

think it’s a lot easier to fire My Fertil-

izing Co. than an actual individual 

technician if they have a relationship.”

RIGHT CREWS FOR THE JOB

DiBenedetto says one thing his produc-

tion managers take seriously is the 

need to match the skill set of the 

crews to the tasks scheduled.

“When you’re scheduling the 

activity, there’s a lot more to it than just 

the activity,” he says. “It’s the upfront 

prepping for that activity. You’re looking 

at skill set first. Do you have the right 

crew with the equipment to be able to 

perform it?”

DiBenedetto says thanks to Ama-

zon and other same-day delivery ser-

vices, clients expect services much 

faster than is feasible, but he says his 

sales team sets a realistic time frame  

for  maintenance. 

“We’ve tried to get in front of that in 

the sales process to tell how many weeks 

we’ve booked and what activities are 

going to come before them,” he says. 

PROTECT YOUR TURF

Continued from page 28

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

This is PRO Landscape.

prolandscape.com  |  800-231-8574  |  sales@prolandscape.com

Flexible. 

Powerful. 

Profitable.

Nicholas DiBenedetto

Andrew Walsh



For every task that comes up on a landscape job, there’s a Cat attachment engineered to handle it. 

Your projects are becoming larger and more complex, and yet your window for completion is only  

being shortened. Your Northeastern Region Cat® Dealers provide the solutions you need to build  

a successful landscaping business.

»  A full line of industry-leading landscaping equipment to handle any job

»  Over 35 types of Work Tool attachments — we have the largest selections in the industry

»  74 locations throughout the Northeast provide immediate parts, service, and support

»  The highest quality, most durable attachments available at your local dealership 

For more information, visit necatdealer.com/attach

© 2021 Caterpillar. All Rights Reserved. CAT, CATERPILLAR, LET’S DO THE WORK, their respective logos, “Caterpillar Yellow”, the “Power Edge” and Cat “Modern Hex” trade dress as well as corporate and product identity used herein, 
are trademarks of Caterpillar and may not be used without permission. www.cat.com / www.caterpillar.com

Cleveland Brothers
www.clevelandbrothers.com
Serving Pennsylvania and 

northern West Virginia

844-720-4CAT

SINCE 1948

Foley, Incorporated
www.foleyinc.com
Serving New Jersey, eastern 
Pennsylvania, northern 

Delaware and Staten Island

732-885-5555

SINCE 1957

H.O. Penn Machinery
www.hopenn.com
Serving Connecticut and 

southern New York 

844-CAT-1923

Since 1923

SINCE 1923

Milton CAT
www.miltoncat.com
Serving Massachusetts, Maine, 
New Hampshire, Vermont, Rhode 

Island, and Upstate New York

888-347-3449

SINCE 1960

ATTACHMENTS MAKE ITCCHMEENNNTTSS MMMAAAKKKEE

10X00
MORE PRODUCTIVE

IF IT INVOLVES LANDSCAPE, WE HAVE YOU COVERED
Learn more about the new Cat® Landscape Machines by visiting – www.NECatDealer.com/attach

ASK ABOUT OUR MEMBERSHIP DISCOUNTS

0% for 24 MONTH  

FINANCING, or  

BUNDLE with your  

Machine Financing



LANDSCAPEMANAGEMENT.NET |  AUGUST 202132

P
H

O
T

O
S

: 
R

U
P

P
E

R
T

 L
A

N
D

S
C

A
P

E

LOCATION Honey Brook, Pa.

COMPANY Ruppert Landscape

DETAILS Tel Hai, Hebrew for “hill of life,” 

is a massive retirement community in Penn-

sylvania Amish country, nestled about half-

way between Philadelphia and Lancaster. In 

addition to managing thousands of shrubs, 

trees, perennials and 44 acres of turf, Rup-

pert Landscape’s crew members play key 

educational roles, working with the active 

gardeners among the site’s 875 residents to 

keep the campus green.

“There’s a lot of hands-on education 

and daily communications with residents 

and employed staff,” says Brian Windley, 

Ruppert Landscape’s branch manager for 

the area that includes Tel Hai. The size and 

variety of the account’s landscaping activities 

— mowing, pruning, mulching, turf man-

agement, weeding, pest management for 

more than 1,500 trees and more — demand 

specialized equipment and lots of planning, 

Windley says.

“We do a lot with scripting to break 

down the job into smaller sections,” Wind-

ley says, which eases coordination with the 

site’s managers and residents. With many 

individual homes on the campus, Ruppert 

must provide service windows to residents. 

Often, those residents are waiting for crews 

with questions about the best fertilizers for 

their flower beds.

Ruppert primarily uses Exmark mow-

ers: 60-inch to 72-inch riders and 48-inch 

to 60-inch walk-behind models. Some 

of the site’s larger buildings have central 

courtyards that are only accessible by 

going through the buildings. There, crews 

typically use Husqvarna electric mowers 

and handheld electric tools to limit noise. 

The project earned Ruppert Landscape 

a Gold Award from the National Associa-

tion of Landscape Professionals’ Awards of 

Excellence program.

See more photos from this project at Land-

scapeManagement.net/thebigone.

A community effort

THE BIG ONE

1

6

3
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7

Captions | 1. The Tel Hai retirement community sits on a 124-acre 

campus that includes more than 1,500 trees, 6,500 perennials and 

grasses, 8,000 shrubs, more than 650 cubic feet of mulch and 44 acres 

of turf.  2. Four miles of walkways traverse the property, requiring up to 

48 hours per week to edge paths and nearby beds.  3. Residents who 

plant and maintain the site’s community garden often tap Ruppert 

Landscape maintenance crews for gardening advice, while the adjacent 

amphitheater presents a mowing challenge with crews using wooden 

ramps to access different levels.  4. Two interior courtyards can only be 

accessed by a hallway through the building, so crews lay down plastic 

tarps to transport push mowers, edgers and wheelbarrows full of mulch 

through the building.  5. Garden club members choose the foliage for 

signs around the property, but Ruppert Landscape crews maintain 

those features.  6. Gathering areas and building entrances are more high 

profile and receive extra attention during twice-weekly maintenance 

visits. Crews typically arrive around 7:30 a.m. but do not use machines 

until after 8 a.m. Most work takes place throughout the morning, and 

crews are usually there as late as 6 p.m.  7. The property’s 44 acres of turf 

require weekly mowing and get five fertilizer and weed control treat-

ments per year. Aerating and overseeding takes place as needed, but the 

size of the property precludes aerating or overseeding all turf.
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M
any contractors have a trusty tool they can rely on 

to get the job done. Take, for example, the three 

must-have pieces of handheld equipment the three 

owners we spoke to can’t live without.

DO DOUBLE DUTY

The one piece of handheld equipment Jeff Cartwright, 

owner of Cartwright Landscaping in Richmond, Va., uses 

the most is the Stihl HSA 26 battery-powered shears.

“What I like about it and why it’s my favorite is there 

are so many different ways to use it,” he says.

His company provides design/build, installation mainte-

nance, irrigation, tree removal, grading, clearing, lighting, 

drainage and tree removal services to a 95 percent resi-

dential and 5 percent commercial clientele. The company 

does $1.5 million in annual revenue.

The trimmer comes with a shrub cutter and grass trim-

mer attachment, and he uses both on his job site quality 

assurance checks.

“The ergonomics are great. It’s an extension of your 

hand,” he says. “You can use it with one hand because it’s 

light, using the other hand to grab stuff or to push stuff 

out of the way — like grabbing decorative grasses to get 

the dead foliage growth off so new growth can come in.”

When fully charged, it has a run time of about 80 min-

utes with the shrub cutter and about 120 minutes with the 

grass trimmer, he says.

“With a battery, you don’t have to mix oil and gas, and 

there are no pollutants,” he says. “You have the power, but 

it’s quiet, so you can use it early or late without disturbing 

anyone. We use them daily on job sites.”

CUT LABOR

For Josh Currivan, owner of Currivan Green Co. in Andover, 

Mass., his must-have product is the Echo PPT-2620 power 

pruner and pole saw with a looped handle. His company 

has an annual revenue of $425,000 and offers hardscape 

and landscape services to 60 percent 

residential and 40 percent commer-

cial clients.

Before switching to the power 

pruner and pole saw three years ago, 

his crews either pruned by standing on a ladder with a 

small chainsaw or by using manual pruners.

“If you prune trees or shape or cut suckers off branches, 

the trimmer is going to cut your labor time in half,” Currivan 

says. “It paid for itself within two, one-hour jobs in the be-

ginning when I first got it. We still charge the same amount 

of labor, so the return on investment is definitely there.”

He currently has two of the power pruners and says 

they’ve been durable and efficient. “It cuts like a hot knife 

in butter if you keep it maintained,” Currivan says.

TIGHT SPOTS

Blowers are the go-to products for Steven Lowe, owner of 

Steven’s Lawn Care of the New River Valley in Shawsville, 

Va. He uses Stihl’s gas-powered blowers, including the 

handheld residential-grade BG 55, which has been discon-

tinued, and BG 56 models and BR 700 backpack blowers. 

He rotates the equipment as it wears out, purchasing five 

to six new blowers each year.

His company has an annual revenue of $750,000 and 

services 70 percent residential and 30 percent commercial 

properties. It provides lawn maintenance, pruning and 

lawn care services.

Lowe uses the blowers for cleanup after mowing and 

pruning, around stone mulch beds and on leaves in the 

fall. Crews also have used them to apply insecticides for 

mosquito control and on fungicide applications to plants.

“The blowers are user friendly, so a new hire can figure 

out how to start one,” he says. “They get quieter every year a 

new model comes out, which helps with noise restrictions.”

The BR 700 backpack blower carries a collapsible tube, 

making it easier for his operators to get around tight areas. 

They also come with a semi-automatic choke and throttle 

trigger lock with a built-in momentary stop switch.

“You can squeeze the trigger, and it goes to the idle posi-

tion,” he says. “You don’t have to turn it off.” 

Dowdle is a freelance writer based in Nashville. P
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Landscapers share the handheld 
equipment they use every day  
and wouldn’t dream of starting a  
job without BY LAUREN DOWDLE | CONTRIBUTOR

Handheld 
must-haves

BUSINESS BOOSTERS

       LOTS OF PROS 
Jeff Cartwright 
uses Stihl’s battery-
powered shears due 
to their versatility and 
battery life.

Mowing + Maintenance





Enter the Talstar Sweepstakes at Talstar25th.com

Talstar has helped you win  
25 years worth of pest battles.

Now, win great prizes.

GRAND PRIZE

2021 Ford F-150 XLT SuperCrew

Weber Original Kettle  

Premium Charcoal Grill 22”

10 winners; ARV of $165.00 each

iPad Pro 11” 256GB

2 winners; ARV of $1250.00 each

Apple Airpods

6 winners; ARV of $120.00 each

JBL Flip 5 Waterproof  

Bluetooth Speaker

10 winners; ARV of  

$120.00 each

OR WIN 1 OF

• 2 WINNERS  • ARV of $45,000 EACH

Cabela Gift Card ($250)

4 winners; ARV of $250.00 each

Cabela Gift Card ($100)

6 winners; ARV of $100.00 each

Best Buy Gift Card ($250)

4 winners; ARV of $250.00 each

Best Buy Gift Card ($100)

6 winners; ARV of $100.00 each

Learn about other exciting promotions by enrolling  
in FMC True Champions Loyalty Program today!

Brought to you by FMC Professional Solutions
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E
d Wright, CEO of 

Wright Manufac-

turing, and J.W. 

Washington, se-

nior director of 

customer learning and 

development at Ariens 

Co., talk to Landscape 

Management about how 

dealing with customers 

has become a two-way 

street.

LM: WRIGHT OFTEN 

GIVES LANDSCAPING COMPANIES 

LONG-TERM LOANS OF MOWERS 

THAT YOU’RE DEVELOPING.  

WHAT ARE YOU LOOKING FOR? 

ED WRIGHT: We’re very dependent 

on real-world testing. At the early 

stages, we’re not looking at durability 

testing. We’re more 

interested in how 

they’re using it. 

We learn a lot 

about controls 

and where to 

place things. 

Sometimes, we 

run into issues 

we hadn’t thought 

about, like how mul-

tiple mowers fit on a 

trailer. If they don’t fit together as well 

as they should, you can’t get as many 

on a trailer, and you won’t be able to use 

that mower if you need to get a bunch 

to a job site.

LM: WHAT DO YOU DO WHEN YOU RUN 

INTO THAT PROBLEM? DO YOU TRY TO 

FIX THE DESIGN OR IS IT BACK  TO THE 

DRAWING BOARD?

WRIGHT: We have no problem going back 

to the drawing board if it means adding a 

feature or making a change that customers 

absolutely need. We don’t believe in patch-

ing something to maybe make it work. If a 

critical feature isn’t part of the design, it’s 

really difficult to add that function later. 

LM: WHAT SORTS OF LANDSCAPE 

PROS MAKE THE BEST TEST-PRODUCT 

CANDIDATES?

WRIGHT: Smaller operators can be better. 

If the person who’s going to be buying 

equipment also gets some experience on 

the mower, that makes a big difference 

in the type of feedback we get. But, we 

can’t go too small. Sometimes, we have to 

pull a mower out of circulation to study it 

or write a report. If the user is too small, 

he or she might not be able to give up a 

mower that day (for Wright to study). P
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Ed Wright, CEO of Wright Manufacturing, and 
J.W. Washington, senior director of customer 
learning and development at Ariens Co., share the 
vital role customers play in product development

BY ROBERT SCHOENBERGER | LM SENIOR EDITOR

Ed Wright

Customers as a resource

Mowing + Maintenance

REV YOUR ENGINES 

TRAINING 
RESOURCES

Ariens Co. has expanded its 

learning and development 

division and plans to double 

staff to more than eight 

people in the coming year 

to produce more training 

materials for dealers, 

technicians and customers. 

J.W. Washington, the division’s 

senior director, says boosting 

training brings vital feedback 

to Ariens that it can use when 

designing its mowers.

“Part of the expansion was 

creating interactive electronic 

training manuals (IETMs) on 

some products, and that’s 

an online document, so we 

can track use,” Washington 

says. Using standard web-

traffic tracking software, 

“we can see, dealership-by-

dealership, where technicians 

are spending their time. If the 

dealers keep pulling up the 

same error codes, looking 

for instructions on how to fix 

those problems, that can be 

a sign that there’s something 

we need to address in the 

(mower) design.”

As technicians get more 

used to using the online 

documents, Washington 

expects a steady stream of 

valuable data that design 

teams can use to spot 

potentially faulty components 

or parts of mower designs 

that might need more 

reinforcements. 

“Our IETM traffic can be 

that canary in the coal mine, 

letting you know there’s 

something going on that 

we can’t see,” Washington 

says. He adds that the online 

manual project began with 

the Gravely Pro-Turn EV 

commercial ride-on electric 

mower earlier this year. 

Because the electric 

model was so different than 

gasoline-powered mowers, 

qualifying technicians was 

critical, Washington says. “For 

most of them, this is all-new 

technology. Instead of talking 

about fuel filters, we’re talking 

wiring harnesses.”
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A Scythe Robotics 
52-inch autonomous 
commercial mower 
at work in Vero 
Beach, Fla. 



Answer First. 
Answer Fast. 24/7.

Slingshot’s lawn specialists are 

there to manage sales, payments, 

and customer support, 24/7. We’re 

not just another answering service, 

we’re a comprehensive sales and 

customer support team that can:

getslingshot.com | sales@getslingshot.com

Sell your customized lawn and 

landscape service packages

Collect credit card and 

payment information

Measure lot size accurately

Manage customer support and 

create new accounts

Qualify potential customers, 24/7

of customers 
choose the
provider that 

74%
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T
echnology is a broad 

term and can mean 

many different things 

within the green indus-

try. Landscape Manage-

ment takes a look at how 

Bennett Polley, operations man-

ager with GroundMasters/Snow 

Management Services in Denver, 

Chris Kline, landscape designer 

and estimator for Todd’s Envi-

roscapes in Louisville, Ohio, and 

Bryan Raehl, general manager of 

Agronomic Lawn Management in 

Chesapeake, Va., use the technol-

ogy available in the industry to bet-

ter their businesses.

 COMPANY:  GroundMasters and 

Snow Management Services

 TECHNOLOGY:  ClearPathGPS

GroundMasters/Snow Manage-

ment Services in Denver has been 

using ClearPathGPS for four  

years now to keep tabs on its fleet 

of vehicles for its commercial 

snow and ice business. Ground-

Masters also offers commercial 

landscape maintenance and  

irrigation services.

Bennett Polley, operations 

manager with GroundMasters/

Snow Management Services,  

says ClearPathGPS provides  

fleet management information, 

including where 

employees and vehi-

cles are at all times. 

Polley says fleet 

tracking ensures 

crews use the most 

efficient driving routes, eliminat-

ing excessive idling, rough driv-

ing or speeding.

“When we first started monitor-

ing the idling, I would get reports 

constantly, but now (crews) know 

that it’s being monitored and that 

they shouldn’t do it,” he says. 

All that efficiency results in less 

wear and tear on vehicles, as well 
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Technology 
case study
Managers and 

a landscape 

designer share 

how technology 

allows their 

operations to run 

more efficiently 

and smoothly

BY CHRISTINA HERRICK  

LM EDITOR

Slingshot’s 
reporting 
features sends 
Bryan Raehl 
updates on key 
performance 
indicators.

Continued on page IT4



as better gas mileage for the fleet, 

Polley says.

“It’s always hard to pinpoint 

why some of those costs go up 

because they happen maybe a 

year to three years down the 

line,” Polley says. “It might be a 

transmission that goes out a little 

sooner than it should have  

or brakes needing replaced a  

little sooner.”

Polley gets notifications when-

ever a truck leaves the yard. He 

also gets daily reports with recaps 

of the truck deployed and the 

stops made. Those notifications 

come in handy during the hustle 

and bustle of a busy snow sea-

son. When a client calls in to get a 

service update, Polley uses Clear-

PathGPS to see where the plows 

are on the route.

“If it’s a bigger site, and the 

client is wondering why the 

north end hasn’t been 

plowed yet, I can pull 

up the GPS and say, 

‘well, they’re there 

on the east side, so 

they’ll be over there 

soon,’” he says.

Having the ability to 

provide instant tracking 

helps him deploy crews for addi-

tional service calls, too. Polley 

noticed his payroll is more accu-

rate since tracking departures and 

arrivals of trucks and the business 

then passes those savings on to 

other parts of the business.

“Those cost savings translated 

to other things, whether it’s raises, 

new trucks or just company par-

ties,” he says. “There’s a tangible 

benefit for the employees.”

Polley says business own-

ers need to understand that the 

reports generated by GPS tracking 

will show areas of your business  

to improve upon from an effi-

ciency standpoint.

“It’s no different than how you 

would look at your P&L statement 

and make sure everything’s dialed 

in,” he says. “Look at the track-

er’s daily record the same way 

because that’s going to directly 

affect the P&L statement.”

 COMPANY:  Todd’s Enviroscapes

 TECHNOLOGY:  LandOne Software

For Chris Kline, landscape 

designer and estimator for Todd’s 

Enviroscapes in Louisville, Ohio, 

the ease of use of LandOne Soft-

ware has helped him work on a 

variety of projects for the company. 

Todd’s Enviroscapes provides an 

even split of residential and com-

mercial lawn care, main-

tenance, design/build 

and snow and ice 

removal services.

One feature Kline 

appreciates about 

LandOne Takeoff is 

that it highlights differ-

ent aspects of a design 

mockup, which he says comes in 

handy for commercial projects. 

Kline uses this feature to high-

light different types of plant  

material or different grass  

seeds to make it easier for  

installation crews.

“They love being able to high-

light plant material,” he says. “It 

helps them interpret the commer-

cial plans better. It helps our field 

guys be productive and be effi-

cient in the field.”

Kline says 

his clients 

have had 

nothing but 

good things 

to say about 

the designs 

he renders 

using the soft-

ware.

While LandOne Software is 

thought to be a design program, 

Kline says he also uses it to help 

the snow and ice removal manag-

ers with bids for new contracts.

“I have used LandOne on mul-

tiple occasions to assist our snow 

managers in getting takeoffs 

put together for bids,” he says. 

“Quickly being able to pull area 

measurements off project docu-

ments and getting the necessary 
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Continued on page IT6

Bennett Polley

Bennett Polley says he’s 
noticed fleet vehicles 

getting better gas 
mileage since installing 
ClearPath GPS tracking.

Chris Kline
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SELL MORE 

WITH LESS 

EFFORT

landonetakeoff.com

ELIMINATE THE GUESSWORK

START YOUR FREE 14-DAY TRIAL TODAY!

DIGITAL TAKEOFF PHOTO MARKUPENHANCEMENT DESIGN

Calculate accurate 
takeoffs from PDFs, 
aerial photos, and 

drone imagery

Create simple layouts to 
sell more enhancements 

without requiring 
more work

Communicate a 
clear vision 

and eliminate 
the chaos



INNOVATION +  
TECHNOLOGY GUIDE

LANDSCAPEMANAGEMENT.NET  |  AUGUST 2021IT6

information over to our team, 

that all has really been a year-

round program for us.”

Kline also says the ability to 

have conversations with Joshua 

Martin, founder of LandOne Soft-

ware, about features he thinks 

would improve the software has 

been another great aspect of using 

LandOne Software. 

“They listen to their clients, 

take the suggestions to heart and 

implement them into the pro-

gram,” he says.

 COMPANY:  Agronomic Lawn 

Management

 TECHNOLOGY:  Slingshot

Bryan Raehl, general manager 

of Agronomic Lawn Manage-

ment in Chesapeake, Va., says his 

company has been growing con-

sistently by 20 percent year over 

year for the last 10 years, and he 

says the business had hit a point 

where maintaining relationships 

with current customers and  

fostering relationships with 

new clients had become 

tough to do with his 

current workforce.

Agronomic Lawn 

Management imple-

mented Slingshot’s 

answering service for 

sales leads and after-

hours calls at the start of 

the year for its primarily 

residential lawn care, tree  

and shrub care and mosquito 

control business. 

Raehl says adding Slingshot 

allowed his business to make 

some staffing changes without 

missing a beat. “Slingshot really 

gave us a foundation to feel like 

we were on firm footing to make 

those personnel changes to  

know that we weren’t going to 

lose customers because we can’t 

service them.”

He says another big benefit has 

been how Slingshot takes any sales 

leads into a service assistant for a 

follow up with team mem-

bers at Agronomic Lawn 

Management.

“That really moves 

Slingshot from the 

category of just tak-

ing messages to talk-

ing about a significant 

decrease in labor,”  

he says.

A lot of this functional-

ity comes from how Slingshot 

approaches onboarding new com-

panies. Raehl says the process 

was thorough, and this helped 

Slingshot tailor how represen-

tatives answer the phone and 

respond to different inquiries. 

Slingshot logs and records all 

calls, so he’s able to see which rep-

resentative answered the call and 

access audio of the entire conver-

sation in case any issues arise.

Another feature Raehl points 

to includes adjusting the amount 

of service needed from Sling-

shot, based on the seasonality of 

the business and automated met-

ric reporting. He identified a few 

key performance indicators and 

the interval for when he wants  

to know about them, and Sling-

shot automatically sends him 

those reports.

“I don’t have to think about 

it or remember to go check on 

that,” he says. “I can basically 

forget about it until it shows up 

weekly in my inbox, and then I 

can see what’s going on, based on 

the measurements that mean the 

most to me.” 

Continued from page IT4

Bryan Raehl

Chris Kline says the 
ability to highlight 
different areas of 
a design makes 
LandOne Software 
a valuable tool for 
crews, including 
those working 
snow and ice.
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W
hen it comes to 

software devel-

opment, it’s all 

about relationships 

between the soft-

ware companies and end users. 

Landscape Management spoke 

with Levi Garner, chief technol-

ogy officer for Arborgold Soft-

ware, Carlos A. Perez Jr., direc-

tor of technology for Blue Native 

Landscape and Irrigation, and 

Dan Blake, chief product and 

technology officer for Aspire Soft-

ware, about the importance of 

user feedback in the software 

development process. 

FOR THE GREATER GOOD

It was the ability to offer feed-

back in development that was the 

selling point on Arborgold Soft-

ware for Blue Native Landscap-

ing and Irrigation’s primarily 

commercial landscape 

design/build, mainte-

nance and irrigation 

business. Perez says 

Arborgold was look-

ing for input from a 

design/build company. 

“We have weekly meet-

ings to plan new features 

and discuss how current testing 

deployments are working for us,” 

he says. “They ask us what type 

of issues prevent us from fully 

utilizing the features and if any 

improvements can be made to 

streamline the workflow process.” 

Perez says he worked with 

Arborgold to implement a batch-

editing feature to Arborgold’s 

timesheet function to cut down 

on the time it took to correct any 

timesheet issues.

“We have nine crews and five or 

six guys on each crew,” he says. “If 

there’s any error in the day or if we 

get rained out, you would have to 

edit them one by one. It would take 

one person an entire day just to go 

through line by line to verify yester-

day’s timesheets. Now, we’re doing 

the same thing in under four hours.” 

Perez says he also worked very 

closely with Arborgold to 

add the ability to export 

payroll data to Quick-

Books. While many of 

his talks to Arborgold 

directly benefit his 

operation, he knows 

the insight he offers 

could help other  

Arborgold users. 

HOW SOFTWARE 

COMPANIES IMPLEMENT 

UPDATES

Aspire Software logs all customer 

requests and feedback customer 

service reps have received for 

future updates. Aspire looks for 

the same request from 

multiple customers. 

“What we’re look-

ing for in the cus-

tomer requests is 

patterns,” Blake 

says. “We take all 

that into account 

and try to come 

up with a list of the 

things that are the 

highest priority for us to work on 

from that standpoint.” 

From there, Aspire evaluates 

the feasibility and critical need 

for users regarding those updates, 

additions and the users’ end goal.

“It’s a balancing act,” he says. 

“It’s trying to figure out the high-

est-priority items that are going 

to have the greatest impact on the 

customer base. Those are the ones 

that we give priority to.”

Garner says Arborgold 

approaches updates the same way, 
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The feedback loop
Software users and developers talk about  

the importance feedback has on new updates 

and offerings for the green industry 

BY CHRISTINA HERRICK | LM EDITOR

Continued on page IT8Carlos A. Perez Jr.

Dan Blake
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noting that beta testers play a critical 

role in the update process. 

“Our goals are to listen to what our cli-

ents are telling us they need versus assum-

ing we understand 100 percent of their 

unique day-to-day operations,” he says. 

Both Arborgold and Aspire do beta 

and alpha testing. Internal alpha test-

ing ensures there are no issues or bugs 

with the updates before beta 

testing. Users get beta tests 

of the update to ensure 

proper functionality 

of the update. Aspire 

deploys updates to 

users the company has 

identified as request-

ing the functions or super 

users in that specific area 

of the software.

“We identify the people, either the 

people who requested that or who would 

be particularly well suited to test it for 

us,” Blake says. “We turn that feature on 

for them and let them take a look at it. 

Sometimes, we’ll do that with batches of 

features and get their feedback.” 

Depending on the update, testing 

could last as little as a week or a few 

months. As testers are using the features, 

the design team will update the feature 

as needed based on feedback, and once 

everything works as it should, that fea-

ture will be available for all users. 

Arborgold deploys updates at the 

best time for customers to help miti-

gate downtime during a busy workday. 

Blake says that’s all part of the process 

of alpha and beta testing to make it as 

seamless as possible. 

“We have an enormous appreciation for 

our beta testers and forum group members 

as our predominant voice of the customer 

during development,” Garner says. 

Continued from page IT7

Unchartered territory
Michael Mayberry, chief technology 

officer for Level Green Landscaping 

in Upper Marlboro, Md., shares how 

working with Scythe Robotics has 

benefited both the green industry and 

his company as a whole.

Level Green Landscaping is an early 

partner with Scythe Robotics. Mayberry 

sees this technology playing an impor-

tant role in the future for the company’s 

commercial maintenance, design/build and installation and 

snow and ice removal company. 

“We’ve already signed on for a bunch of machines that 

when they start coming off the production line, we’re 

eagerly awaiting those,” he says.

Mayberry works with Scythe Robotics on everything 

including marketing and the look and feel of the robotic 

mower itself. 

“We talked about cut quality — the way the machine han-

dles clippings,” he says. “In our region, we use mulch kits for 

all of our mowers. We are not ejecting clippings, so it’s really 

important for us that we get that really good, consistent 

clean look without having those windrows of clippings.”

Being involved in marketing and pricing discussions with 

Scythe will benefit the green industry, Mayberry says.

“Scythe has created a payment model that will demon-

strate ROI to business owners,” he says. “It makes it a lot 

easier for me when I’m going to go to my owners to say ‘Hey 

we need these.’ I can already justify the ROI because we’ve 

already talked about it with Scythe. The fact that we work 

through that together really fosters a great relationship.”

He says he was also impressed with the approach 

Scythe Robotics took to the development of the mower, 

including the design of the blades, the type of metal used 

in the frame and the type and placement of batteries to 

maximize the mower’s run time. Mayberry says another 

aspect of the mower he worked closely with the company 

on was the feel of the mower, so it felt and operated very 

similar to a mower that’s on the market currently. 

“We want our people to be able to hop on these mow-

ers and operate them, without having to spend a lot of 

time retraining them or learning how the machines oper-

ate,” he says.

Michael Mayberry

Levi Garner

Scythe Robotics 
worked with 
green industry 
professionals on the 
design and marketing 
of the company’s first 
autonomous mower.
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How do GPS fleet tracking 
systems complement other 
software being used by 
landscaping companies?
GPS fleet tracking has become 

a vital part of the industry’s tech 

stack, helping landscaping compa-

nies more effectively improve their 

operations and bottom line. For 

instance, many of our landscaping 

customers rely on ServiceTitan or 

Aspire-type software. These are 

great systems to run your back-end 

office. However, when you add live 

GPS tracking, it brings these sys-

tems to life. 

Dispatching is a lot easier if you 

know exactly where your fleet is, 

especially if they are in between 

jobs. Having GPS tracking data to 

support billing and proof of service 

helps with accounting and customer 

service processes. The ability to use 

our data to promote safer driver 

habits or mitigate after-hours us-

age are just a few other examples 

of how our system has become a 

vital part of landscaping businesses’ 

operational ecosystem.

Plus, with our seamless integra-

tion with many of these systems and 

use of our open application pro-

gramming interface, customers are 

able to leverage data even easier.

What are some of the 
challenges you’re seeing in 
the industry, and how does 
your system help?
Top of the list 

for many of our 

customers is the 

continued labor 

shortage. Using our 

system for better 

fleet utilization helps them do more 

with less, including improved rout-

ing and dispatching, having “virtual” 

eyes in the field to help spot inef-

ficiencies or discrepancies before 

they become problems that impact 

the bottom line.

Supply chain issues have also 

become more prevalent, directly 

impacting the cost of replacing  

vehicles and assets. Our system 

helps better protect a business’ 

fleet, including real-time alerts of 

unauthorized movements and  

helping in the quick recovery of  

stolen vehicles and expensive 

equipment. On the maintenance 

side, our system keeps track of 

when service is due and helps  

cut down on erratic driving, which 

also helps avoid accidents and 

costly repairs. 

What are some of the 
successes you’ve heard from 
your landscaping customers 
using your system?
We love all the stories we hear and 

have quite a few posted on our 

website, including a customer who 

recently shared that by leveraging 

our GPS data and timecard padding 

report, they have saved more than 

$160,000 just in payroll and billing.

What differentiates 
ClearPathGPS from other 
GPS fleet service providers?
I’d say without a doubt, our focus 

on the success of our customers. 

We’re quite proud of the customer-

centric reputation we’ve built in 

the industry, as evidenced by top 

reviews on Trustpilot and Capterra.

ClearPathGPS

ClearPathGPS  |  1129 State St., Suite 3, Santa Barbara, CA 93101  |   888-734-0384 

 ClearPathGPS.com  |   Facebook.com/ClearPathGPS  |   @ClearPathGPS  |   Linkedin.com/company/ClearPathGPS

Steve Wells  
Founder and CEOQ+A
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What innovation will you 
be featuring at GIE+EXPO? 
At GIE Expo 2021, Arborgold is 

excited to introduce a variety of 

new features including:

⦁  Real-time online access to local 

and regional nursery inventory 

availability and pricing through 

LandscapeHub. 

⦁  Arborgold’s new mobile app 

time-tracking features and cloud 

app payroll preparation module.

⦁  Advanced estimating tools 

featuring Arborgold’s new and 

improved auto-price calculator.

⦁  Enhancements to Arborgold’s 

Supply Chain Management mod-

ule, where crews capture and re-

port expenses as well as order, re-

cord and update inventory based 

on job site material deliveries.

What problem does  
your innovation solve  
for its users? 
Arborgold solves a variety of chal-

lenges that face lawn, tree and 

landscape companies each day 

including:

⦁  Improves the accuracy and 

speed of response during the 

estimating process.

⦁  Digitally capturing and prepar-

ing detailed direct and indirect 

payroll costs.

⦁  Increasing visibility and auto-

mating supply chain needs with 

real-time inventory usage and 

purchase planning.

⦁  Provides project overview reports 

as well as detailed service line-

item status with the software’s 

project management tools.

⦁  Connects estimators with hun-

dreds of local and regional 

nurseries for real-time access to 

tree, shrub and plant pricing and 

availability.

How does your product 
improve day-to-day 
operations for its users? 
Arborgold Software:

⦁  Virtually eliminates the ongoing 

burden of manually collecting, 

validating, approving and ad-

ministering payroll.

⦁  Improves the efficiency of field 

estimating and sales teams with 

real-time access to material 

costs and availability and service 

group auto-price calculations.

⦁  Provides detailed KPI visibility 

with detailed job costing analy-

sis reports and dashboards so 

companies can run their busi-

ness by the numbers.

⦁  Supports sales teams with fea-

tures designed to help them win 

more business including pipeline 

management and automated 

proposal follow-up.

⦁  Captures clients’ plant and tree 

inventory location, health status, 

treatment history and treatment 

options, thereby opening up 

additional upsell and renewal 

opportunities while improving 

overall customer satisfaction.

Arborgold Software

Arborgold Software  |  9783 E. 116th St., PMB 6611, Fishers, IN 46037  |   812-269-8402 

 Arborgold.com  |   Facebook.com/Arborgold  |   @Arborgold  |   Linkedin.com/company/arborgold-software/

Donna Garner  
Chief Marketing OfficerQ+A
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All-in-One Business Software

with Mobile Apps to Keep Your Crew & Office in Sync

FOR OFFICE TEAMS

QuickBooks Integration

E-Payment Solutions

Recurring, Contract & Time and 

Material Billing

Supply Chain Management

Job Costing

Business Intelligence Dashboards

Standard and Custom Reports

FOR PRODUCTION

Drag & Drop Advanced Scheduling

GPS Routing & Time Tracking

Chemical & Weather Reporting

Mobile Job Management

Project Management

Resource Management

Designed for Everyone 
in your Organization

FOR SALESPEOPLE

Bids, Estimates & Proposals

Autoprice Calculator

Client Plant & Tree Inventory 

Commission Tracking

Pipeline & Opportunity Management

Marketing & Sales Automation

Message and Appointment Center

Automated Renewals

Take an Online Tour at arborgold.com/LM   OR   Speak With Us (800) 933-1955

    
    

   
 CLIENT CASE STUDY

Arborgold Estimator App

Discover why Arborgold Software has been the all-in-one business 

management software of choice for today’s leading green 

industry companies for over 25 years.

INCREASE SALES

Maximize team productivity with a 

robust CRM, lead capture forms, 

next-generation estimating features, 

automated follow-up, a digital message 

center, sales pipeline management, and 

automated renewals.

STREAMLINE OPERATIONS

Improve scheduling capacity and reduce 

costs with integrated GPS crew tracking, 

route optimization, time tracking, real-time 

inventory management, resource 

management, project management, and 

intelligence reports.

arborgold.com/LM

“None of our business growth would 
be possible without Arborgold.”

- Carlos Perez, Blue Native Landscape & Irrigation

In 2020, Blue Native was looking for a comprehensive software system that would remove the 
need for paperwork while streamlining design, quoting, project management, and invoicing for 
their landscape and irrigation company. After watching a demo of Arborgold Software, they 
knew that Arborgold’s technology was the answer. 

Since launching Arborgold, Blue Native has hired several new employees to 

keep up with the new business made possible using Arborgold’s all-in-one 

business management software.

Discover how Blue Native overhauled their sales and operational processes in partnership 
with Arborgold’s estimating, scheduling, time-tracking, project management, job-costing, 
and billing features. 

Read the full case study at arborgold.com/casestudies
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What is Go iLawn 
InstantEstimator™?
Throughout my 40 years of grow-

ing large-scale landscape compa-

nies, I learned the hard way that 

if you don’t have a standardized, 

systematized way of getting  

accurate estimates, you can’t  

scale effectively.

We developed InstantEstimator™ 

to help contractors standardize the 

key data and automate the needed 

calculations I wish I had when I was 

growing my company.

InstantEstimator™ eliminates 

“guestimating” and provides 

landscapers with the right answers 

to bid-winning questions like how 

long it takes their team to perform 

needed services with their tools 

and their materials.

How does 
InstantEstimator™ work?
Just click a measuring tool, assign 

services and start measuring the 

property. You’ll see an accurate 

time and materials estimate ap-

pear in real time.

We loaded InstantEstimator™ 

with dozens of services all backed 

by rigorously tested and proven 

production factors. We designed 

the system to do the estimating 

work so you don’t have to.

That said, every-

thing is adjustable 

and customizable for 

your company. You 

can easily add your 

own services and 

production factors  

to suit your needs.

How can InstantEstimator™ 
help standardize the 
estimating process for  
my company?
With InstantEstimator™, you get a 

single system that becomes the 

source of truth for the entire job. It 

gives you 14 types of key job data 

in one view. We refer to this as 

your Property Intelligence. It gives 

you the information, accuracy and 

consistency you need to produce 

better bids and profitably grow 

and scale your business.

You can also optimize your esti-

mating system over time. Just ad-

just global settings to your crew’s 

performance, and it will automati-

cally apply to future estimates.

Once fine-tuned for your com-

pany, InstantEstimator™ helps create 

an efficiency ripple effect across the 

organization. Now you can derive 

material quantities, equipment, man-

hours and more for the entire year 

because your estimates accurately 

account for your crew’s performance.

How do I know if 
InstantEstimator™ is  
right for my company?
I tell people all the time: The right 

software provides a tremendous 

advantage for landscape contrac-

tors. If you see an opportunity to 

gain speed, efficiency or advantage 

with software, you should take the 

time to try it and decide how it can 

impact your business.

In this case, trying InstantEstima-

tor™ is fast and easy. You can get a 

14-day free trial and compare it to 

your current estimating process. 

We hope you like it!

Go iLawn 

Go iLawn  |  11315 Williamson Road, Cincinnati, OH 45241  |   800-270-6782  |   Estimator.GoiLawn.com 

 Youtube.com/user/GoiProducts  |   LinkedIn.com/company/gis-dynamics/

Mike Rorie  
CEOQ+A
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What innovation will you 
be featuring at GIE+EXPO? 
The innovative technology 

Scythe Robotics is featuring at 

the GIE+EXPO is the landscape 

industry’s first fully autonomous 

commercial-grade mower. Built 

from the ground up, the stand-on 

52-inch, rear-discharge mulching 

Scythe mower will change the nar-

rative on the industry’s labor woes. 

What problem does your 
innovation solve for its users? 
It’s not often a commercial mower 

can be part of the solution to the 

landscape contracting industry’s 

biggest challenge — identifying and 

retaining reliable labor — but the 

fully autonomous Scythe mower 

intends to do just that. 

 The mower will help contractors 

reimagine their commercial mowing 

operations by improving workflow 

and scheduling, managing labor 

costs, resetting crew responsibilities 

and increasing productivity levels.

 The Scythe mower will pro-

vide landscape contractors with 

a reliable, safety-minded labor 

resource that will deliver pro-

ductivity daily. Your crews can 

spend their valuable time keeping 

properties looking their best — 

mulching, pruning, seasonal color, 

etc. — while the 

mower handles 

the mowing.

How does 
your 
innovation 
improve 
the speed, 
efficiency or 
agility of its 
users?
Not an after-

market add-on 

or retrofit kit, 

the mower has been built from the 

ground up with extensive input 

from landscape contractors. The 

mower follows contours, tackles 

slopes and automatically adjusts 

cut patterns to keep grass healthy 

and looking great. The mower will 

deliver a clean, consistent striped 

cut and improve client satisfaction.

 The mower features cutting-

edge technology and advanced  

artificial intelligence, including 

eight cameras and redundant 

360-degree sensors. This allows 

the mower to navigate the prop-

erty safely and identify humans, 

animals or objects and trigger an 

automatic shut-off when needed. 

In addition to providing a high 

level of safety, the cameras and 

sensors will capture valuable prop-

erty and mower performance data.

 The data will provide landscape 

contractors with a visual record of 

the condition of a client’s property, 

identify areas that need further at-

tention (i.e., tree or shrub pruning, 

edging and trimming, turf issues, 

etc.) and open the door to potential 

upsell opportunities (i.e., pest man-

agement and fertilization services, 

adding seasonal color, irrigation 

needs and new 

tree plantings).

Scythe Robotics 

Scythe Robotics  |  2120 Miller Drive, Suite A, Longmont, CO 80501  |   540-424-2999  |   ScytheRobotics.com 

 Facebook.com/ScytheRobotics  |   @ScytheRobotics  |   LinkedIn.com/company/scythe-robotics/  |   Youtube.com/c/ScytheRobotics  

Isaac Roberts  
COOQ+A
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What’s a major problem 
landscape companies face in 
terms of their technology? 
As landscape companies grow, they 

may add software solutions and 

apps to handle estimating, crew 

management, invoicing and more. 

Before long, companies are using 

a variety of disconnected solutions 

that don’t communicate well with 

one another. This patchwork of 

software means that data is siloed, 

leaving landscape company leaders 

in the dark about their company’s 

performance and profitability. Dis-

connected solutions can also cause 

concerns about the accuracy of 

data — not to mention lost profits 

due to inaccurate estimates — be-

cause information from multiple 

sources must be input manually to 

generate financial reports, a pro-

cess that often leads to errors.

How does Aspire Landscape 
improve the speed, efficiency 
or agility of its users? 
Aspire Landscape is a cloud-based 

landscape business management 

software that offers end-to-end 

functionality, from estimating and 

scheduling to invoicing and ac-

counts receivable. With a single 

integrated system, business own-

ers can be sure that their data is 

accurate. A single system 

can also provide real-time 

visibility into their op-

erations through reports 

that can be filtered 

quickly and easily by 

job, division, service 

and crew. 

The platform includes templates 

and kits to ensure that estimates 

are complete and based on ac-

curate job costing information. 

Crews can track their hours more 

accurately with the system’s mobile 

crew management capabilities. 

Aspire Landscape also provides 

streamlined material purchasing and 

tracking and integrated invoicing. 

This allows for account management, 

production and accounting staff 

to serve clients more efficiently 

and creates transparency between 

departments.  

At Aspire, we’re focused on help-

ing landscape companies continue 

to grow. Our implementation man-

agers have prior green industry 

experience and are focused on guid-

ing users through the onboarding 

process. They help users adopt the 

best practices built into the software 

and ensure they have the founda-

tional knowledge and skills to utilize 

the core platform to its full potential. 

Our client success managers and 

AspireCare staff provide ongoing 

support that companies require to 

use the software successfully and 

deliver for their clients.

How does Aspire Landscape 
boost profitability for  
its users? 
Aspire Landscape helps companies 

to run more efficiently, produce 

more revenue per dollar invested 

in equipment, use fewer overhead 

dollars to drive the same amount 

of revenue and be more efficient 

with using labor. The platform also 

shows how jobs are performing 

against estimates and simplifies the 

process for capturing upsell oppor-

tunities, which can help companies 

build partnerships with clients while 

increasing their profits.

Aspire Software

Aspire Software  |  390 South Woods Mill Road, Suite 200, Chesterfield, MO 63017  |   866-727-7473  |   YourAspire.com 

 Facebook.com/YourAspireSoftware  |   Linkedin.com/Company/Aspire-Landscape-Management-Software  |   @Your_Aspire  |   Aspire Software

Mark Tipton  
CEOQ+A
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www.youraspire.com 

866.727.7473

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

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

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

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

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

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

smoothly—and profitably:

» Purchasing

» Equipment

» Invoicing

» Reporting

» Mobile Time

» Accounting Integration

» CRM

» Estimating

» Scheduling

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

for landscape contractors.

Work smarter, not harder:
Aspire Landscape business management software.

SCAN  

ME!



M
ost business owners know 

that organization and pro-

ductivity go hand in hand. 

So, it’s no surprise that land-

scape contractors want to 

keep their trucks and trailers neat and 

orderly. Particularly during the busi-

est times of the year, having tools and 

equipment arranged in a systematic, 

accessible way can help crews work 

faster and more efficiently. 

“Being organized not only looks 

professional, but it also saves time and 

money,” says Dan Doerr, director of 

new product development for Buyers 

Products Co., a truck equipment manu-

facturer in Mentor, Ohio. “Contractors 

can invest in their businesses by using 

professional tool carriers and choosing 

racks appropriate for what they need.” 

Organization is a top priority at 

Shearon Environmental Design, says 

Zach Shearon, vice president of the $30 

million company based in Plymouth 

Meeting, Pa. 

“We are all about quality, efficiency 

and consistency,” says Shearon, adding 

that the company provides 50 percent 

maintenance, 30 percent design/build, 

and 20 percent specialty services, such 

as tree care and irrigation, to commer-

cial clients. “Organization is an impor-

tant pillar of that.” 

MOBILE OFFICE

Shearon says his firm prefers to use en-

closed trailers, which help keep equip-

ment safe and secure at each job site. 

Enclosed trailers also allow crews to 

carry all the equipment they will need 

for every job. Shearon says crews use 

the same trucks for the duration of the 

season and often organize them to best 

suit their needs.

“We try to keep things enclosed so 

there’s not a lot of equipment coming 

on and off — we don’t want to have to 

run for supplies throughout the day,” 

Shearon says. “Crews manage the same 

truck all season, so it serves as a type of 

mobile office for them.”

Each morning begins with a pretrip 

inspection to ensure crews have everything 

they need for the day. Shearon says crews 

then “demobilize” at the end of the day, 

cleaning waste out of the truck, adding 

tools for the next day’s jobs and fueling up. 

“In the morning, we want to get roll-

ing as soon as possible, so we prepare 

the night before,” 

Shearon says. 

“Everything has 

its place, and we 

encourage guys to put things back where 

they go throughout the day to make the 

demobilization process easier. Of course, 

some guys are neater than others.”  

CUSTOM FIT

To keep things organized, Shearon has 

customized its trucks with features like 

tie-downs and chains to keep mowers 

and large machines in place, racks for 

items like fuel containers and storage 

bins for tools and small pieces of power 

equipment. Jeff Van de Motter, territory 

manager for Reading Equipment & Dis-

tribution, a truck equipment distributor 

in Bowmansville, Pa., says his company 

works with contractors to understand 

their needs and then creates custom 

organizational solutions for them.

For example, when Shearon converted 

some of its trucks to natural gas units, the 

team lost some storage space to accom-

modate the natural gas fuel tanks. So, 

Reading figured out a way to incorporate 

tool storage into the body of the truck 

itself. This has since become a standard 

feature in most of Shearon’s trucks. 

Van de Motter says the most common 

organization components contractors 

add to their trucks are toolboxes, storage 

compartments and tarp systems. 

“Before customizing a truck, we like 

to visit the company and see how they 

work,” Van de Motter says. “The guys 

who work in the field usually have a lot 

of input about what they could use or 

what may not be working.”

Doerr agrees that companies can 

benefit from organizing their trucks 

and trailers in ways that best meet their 

team members’ needs. 

“If contractors need every last inch 

of deck space for equipment, they can 

choose a rack that will give them that,” 

he says. “If they need security, they 

can choose a rack that will keep their 

equipment secure. At the end of the day, 

the peace of mind alone is worth it.” 

Schappacher is a freelance writer based in Cleveland.

Experts say neat and organized trucks and 
trailers can promote efficiency during the busiest 
times of the year BY EMILY SCHAPPACHER | CONTRIBUTOR

KEEP IT SAFE 
Enclosed trailers keep 
equipment secure and 
allow crews to transport 
all of their equipment to 
every job site.

Why it’s important to 
keep your truck clean

Mowing + Maintenance
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The art of negotiating 
snow contract terms

W
hen we think about nego-

tiating with a prospective 

customer, we usually 

think about negotiating 

on price. However, con-

tracts for snow and ice management 

services are filled with other terms 

as well. While you may not be able to 

negotiate price to your satisfaction, you 

may be surprised to learn that other 

terms may, in fact, be negotiable, some-

times flipping a less favorable contract 

into a winner. In this article, we will 

discuss three categories of potential 

terms to be negotiated: scope of work, 

liability and payment terms. Before we 

do, let’s address the obvious “elephant 

in the room” regarding this discussion.

Today’s snow professional has a 

much deeper understanding of fair 

and mutually beneficial contract 

terms than most customers. Nego-

tiating terms would be unnecessary 

if every contract were signed on the 

contractor’s documents, using the 

contractor’s terms. Unfortunately, that 

will never happen. Contractors end up 

signing the contract prepared by their 

prospective customer, using the cus-

tomer’s terms. As they do, the contrac-

tor may not even attempt to negotiate 

terms, believing it’s not worth the 

effort. Like many things in life, it 

depends on the situation. However, 

it’s always worth an attempt. If you’re 

going to strike out, do so swinging.  

THINK ABOUT THE CONTRACT

To begin with, let’s consider the 

scope of work terms. Which terms, 

if you could alter them in your favor, 

would you recommend changing? 

Would it be beneficial to remove 

or reduce that trigger depth? If 

you’re unfamiliar 

with the term, this is 

the amount of snow 

required in many 

contracts to have 

fallen before work may 

begin. For example, a 

2-inch trigger means 

that work may com-

mence when a fresh 

snowfall reaches a 

depth of 2 inches at the 

customer’s property. 

To begin negotiat-

ing this term, simply 

ask what the customer 

expects to happen at 1.99 inches. This 

will generate a discussion that often 

leads to the removal of this require-

ment. Customers often have no idea 

why such terms are in their contracts 

to begin with or who included them. 

Nobody has ever questioned it before, 

so there it remains.

Other scope of work items to 

negotiate include pretreating with 

liquids or treated materials, daytime 

operations, property inspections 

between storms, dealing with drifts, 

snow dislodging from rooftops 

days after a storm, ice storms, bliz-

zards, operations during dangerous 

temperatures and managing runoff 

from snow piles or roof drains. 

You may have the best language to 

address each of these situations in 

your contract, but most customer 

contracts remain eerily silent on 

these matters. Because they are all 

likely to occur, there is great danger 

in not negotiating them upfront. A 

reasonable customer will appreciate 

the professionalism and detail-mind-

edness of you doing so.  

THINK ABOUT THE TERMS

Next, let’s look at liability terms. 

Which terms, if you could alter them 

in your favor, would you recommend 

changing? Would it be beneficial 

to remove an approval process that 

requires the customer to provide 

permission to begin working dur-

ing a snow or ice event? Customers 

may have legitimate reasons for 

wanting to approve work before it 

commences. However, what they are 

not aware of and need to become 

educated about (by you) is how an 

approval process shifts liability from 

the contractor to the customer. 

Removing an approval process 

creates more liability for the con-

tractor but also gives the contractor 

more control. Leaving the approval 

process intact creates more liability 

for the customer, but only if you 

require a release of liability state-

ment. Requiring a release of liability 

statement is necessary because 

the customer is stepping into your 

shoes and is taking on the primary 

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

him at Phil@GrowTheBench.com.

BY PHIL HARWOOD 

snow + ice Management

SNOW STRATEGY

Continued on page 56



For a variety of reasons, the diesel-powered Lazer Z® zero-turn mowers may be the right choice for your 

cutting needs. These machines make quick work of the largest, toughest jobs and raise the bar for cut quality, 

operator comfort, fuel efficiency and ease of handling. The recently updated 96-inch Lazer Z Diesel is the 

largest, most powerful Lazer Z model. Capable of mowing in excess of 9.5-acres per hour, the 96-inch flex wing 

deck model is the most productive diesel mower Exmark has ever built. The Lazer Z Diesel is also available 

with 60- and 72-inch UltraCut™ mower decks.

Learn more at Exmark.com

RAISE THE PRODUCTIVITY BAR 

FINANCING AVAILABLE

FIND YOUR LOCAL EXMARK DEALER
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responsibility and power of deter-

mining when to begin operations. 

The liability is directly related to that 

responsibility and power.

Other liability-related terms to 

negotiate include reporting of dam-

ages, damage remediation and many 

of the scope of work items listed 

above. For example, who is respon-

sible for monitoring the conditions 

of the customer’s property between 

snow and ice events, especially when 

thawing and refreezing occurs? If 

the answer is the contractor, how are 

you being compensated? Another 

example of how negotiating terms 

may work in your favor.  

THINK ABOUT THE PAYMENT

Finally, let’s discuss payment terms. 

Customer payment terms are most 

likely dramatically different than 

those listed in your contract. Is 

your customer open to discussing 

changes? In my experience, many 

are. Moving up payments to earlier 

in the season is often possible after 

the customer has a thorough under-

standing of the upfront investments 

required by the contractor. Faster 

payment terms are beneficial for 

paying service partners, restocking 

materials, covering payroll expenses 

and buying fuel. Reasonable custom-

ers understand these basic realities.

Another payment-related term to 

discuss is late payments. What hap-

pens when the customer’s payment 

is late? The contract says payments 

will be made within 30 days of 

service. What happens on day 31? 

Is that a conversation for today or 

in the moment when there is no 

response to your emails or phone 

calls? I would argue that it’s better 

to have that conversation upfront. 

Again, you are the professional and 

are proactively addressing things 

that have the potential to happen 

based on your years of experience. 

A reasonable customer will appreci-

ate this approach.  

Negotiating terms is not only 

something to consider doing. It is an 

essential step to developing a mutu-

ally beneficial, long-term relation-

ship. Remaining silent on important 

terms and hoping for the best only 

leads to a lack of trust, unmet expec-

tations and unnecessary risk for 

both parties.  

Now go forth. 

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

High Performing Aeration  
Productivity from Billy Goat

®

Variable speed fingertip drive 
controls provide a common “feel” 
offering ease of training and use 
across a contractor’s fleet!

25" & 30" Hydro-Drive Aerators

• Self-propelled and in-ground turning 

• Variable Aeration Density (VAD) eliminates 
double aerating and offers 2 to 10x more holes 
than drum models

• Ideal for high volume residential work

• Patent Pending EZ Drop™ tine engagement / 
disengagement stops tining action so tines  
drag across obstacles in the aeration path for 
uninterrupted aeration (PL2501 ser.)

• Aerates in both forward and reverse and offers 
ability to do patch repair and seedbed prep in 
one pass for “One & Done Aeration” (AE1300H)

AERATION

PL2501 ser.

AE1300H

Continued from page 54
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DASHING

THROUGH

THE SNOW

Living in 

Ontario, 

Canada, 

Greg 

Burghall, 

President of 

GroGreen 

Lawn Care, 

is no stranger to snow. Burghall goes 

out an average of 10 to 20 times 

during an Ontario winter season 

to remove snow on his customers’ 

sidewalks and driveways, all the while 

battling storms that can lay down 18 

inches and temperatures that can fall 

to –4 degrees Fahrenheit. With those 

conditions, Burghall needs efficient 

equipment, and his single–and dual–

stage snow blowers were not cutting 

it anymore. 

Consequently, when Steel Green came 

out with the SG Snowplow attachment 

for sprayer/spreader machines, 

Burghall jumped at the opportunity to 

purchase one, and the move swiftly 

paid off. By the end of the season, the 

SG Snowplow had made Burghall’s 

business more efficient and helped 

maximize the investment he had in his 

sprayer/spreader.

“Because the SG Snowplow keeps my 

sprayer/spreader from sitting unused 

all winter,” Burghall explained, “I 

can continuously make money and 

capitalize on the investment I put 

into the unit.”

By putting his existing equipment to 

work during the off–season, the SG 

Snowplow helped Burghall reduce 

the man hours required for snow 

removal and make the work less 

taxing on his crew.

“The SG Snowplow makes the work 

a lot faster,” Burghall said. “On some 

of our routes, we used to spend 

16–18 hours removing snow after 

a nasty storm and 12 hours after a 

milder storm. We were able to get 

that down to about between 8 and 10 

hours for the same routes with the SG 

Snowplow.”

GroGreen’s snow removal business 

works primarily on residential driveways 

and sidewalks that traditional plows 

don’t work well on, but the versatility 

and maneuverability of the SG 

Snowplow are perfect for these 

situations. 

“The SG Snowplow’s ability to remove 

snow on these surfaces, next to cars, 

and in small spaces quickly makes our 

snow removal business easier to run,” 

said Burghall.

Burghall was impressed with how 

simple it is to install and uninstall the 

SG Snowplow attachment for a speedy 

transition from fertilizing to snow 

removal and back again if needed.

“When I took the SG Snowplow and 

its attachment kit off after the snow 

removal season, it took just over half 

an hour,” Burghall said. “That was it. 

Then, I was ready for the lawn care 

season.”

Additionally, he said, “If you need 

to transition back to snow removal 

because of an unexpected storm, it’s 

just as easy. The SG Snowplow does 

not need to be taken apart completely. 

I take the plow itself off the machine 

and put it out of the way. When I need 

to transition back to snow removal, all I 

have to do is reattach the plow. It only 

takes 5 to 10 minutes.”

If you’re in snow removal and looking 

for a better way to clear driveways 

and sidewalks, take it from Burghall, 

“Now that I’ve experienced the SG 

Snowplow in action, I’m never going 

back to my old equipment. It’s just 

dramatically better.” 

To read the full story and other 

customer stories, visit 

steelgreenmfg.com/blog.

GREG BURGHALL

Learn how GroGreen Lawn Care put 
their existing spreader/sprayer to 
use for snow removal, maximized 
their equipment investment, and 

made their business more efficient 
with the SG Snowplow attachment.

ADVERTORIAL
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LOCATION Bozeman, Mont. 

COMPANY Blanchford Landscape Group

DETAILS The client contacted Blanchford 

Landscape Group (BLG) after seeing 

the company’s advertisement in a local 

publication. The client wanted to ensure 

the design fit the multilevel home and the 

foothills of the nearby mountains.

Mason Shaffer, garden designer with 

BLG, says the company strived to not dis-

rupt the native surroundings. This meant 

working from the back to the front of the 

house and installing all softscapes and 

hardscapes in each section, start to finish.

“We had to commit to what our equip-

ment needed to do before we got out of 

there because we couldn’t take the equip-

ment back in after it was done,” he says.

Noteworthy features include a native 

boulder transformed into a propane-

powered fire feature and a multilevel 

patio. The company also installed a fire 

perimeter as part of the irrigation system, 

where Rainbird 1812 spray bodies with 

Hunter MP rotator nozzles at the edge of 

the perimeter point outward to form a 

protective border to keep smoke and heat 

away from the home when they’re on.

“Interestingly enough, this home was 

in a forest fire last year,” he says. “We got 

to see how that fire perimeter worked. 

They didn’t receive any heat or smoke 

damage like all their neighbors did.”

This project earned Blanchford  

Landscape Group a 2020 Gold Award 

from the National Association of  

Landscape Professionals’ Awards  

of Excellence program. 

See more photos from this project  

at LandscapeManagement.net/ 

hardscapesolutions. P
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Captions |  1. A look at the completed front 

entry area, which features mossy boulder rock 

ledges, sandstone stairs, a sandstone patio, con-

tainer plantings and bed plantings.  2. A look at 

the completed back outdoor living space, which 

features a native sandstone patio, a gas fire pit 

cored into a mossy boulder, overflow boulder 

seating, boulder retaining walls and a pergola.  

3. The stone stairs on the left in the upper  

seating area connect to the front entry area.   

4. The home’s front entry before construction.   

5. Container plantings and mossy boulder 

retaining walls accent the seating area with a 

stone patio.  6. Railing, boulders, containers  

and rock stairs highlight the entry to the house.   

7. Blanchford Landscape Group approached 

installation in sections so it would disturb the 

natural surroundings as little as possible.   

8. The mossy boulder retaining walls and stone 

stairs appear to be part of the natural surround-

ings in the multilevel dining and sitting area. 
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Continued on page 62

I
n order to manage the irrigation 

systems at the commercial prop-

erties it oversees, Piedmont Land-

scape Management decided to take 

a proactive approach by incorpo-

rating smart controllers, according to 

Patrick Wells, president and landscape 

architect for Piedmont, which is located 

in Augusta, Ga.

The company provides landscape 

design and construction, landscape 

maintenance, irrigation construction 

and maintenance and seasonal color 

services to a primarily commercial 

clientele, including shopping centers, 

medical facilities, apartment commu-

nities and more.

Piedmont settled on Smart Rain 

controllers about two months ago after 

researching several options. 

“We felt like Smart Rain’s technology 

and approach to customer service and 

dedication to water management was 

vastly different than other companies,” 

Wells says. “We have used several other 

companies on other sites, and where 

people fail is when there is mismanage-

A smart approach

BRAND U

To learn more about the Spring-Green Stimulus Plan and the benefits of owning a Spring-Green 

Lawn Care business call 1-800-777-8608 or visit our website www.spring-green.com/stimulus.

Statistics are from the Spring-Green Franchise Disclosure Document (FDD) dated March 2021. For more information,

see the FDD. This information is not intended as an offer to sell, or solicitation of an offer to buy, a franchise. It is foris not intended as an offer to sell, or solicitation of an offer to buy, a franchise. It is for

informational purposes only. Currently, the following states regulateinformational purposes only. Currently, the following states regulateinformational purposes only. Currently, the following states regulate the offer and sale of a franchises: CA, HI, IL, IN, MD,the offer and sale of a franchises: CA, HI, IL, IN, MD,

NY, ND, OR, RI, SD, VA, WA and WI. If you are a resident of one of these states, we will not offer you aNY, ND, OR, RI, SD, VA, WA and WI. If you are a resident of one of these states, we will not offer you aNY, ND, OR, RI, SD, VA, WA and WI. If you are a resident of one of these states, we will not offer you a franchise unless andfranchise unless and

until we have complied with applicable pre-sale registration and disclosure requirements in your jurisdiction.until we have complied with applicable pre-sale registration and disclosure requirements in your jurisdiction.

           NO INITIAL FEES TO JOIN

         $25K MARKETING LOAN 
WITH UP TO 50% LOAN FORGIVENESS

      EQUIPMENT FINANCING

EXPAND YOUR BUSINESS.
REDUCE YOUR RISK.

 THE SPRING-GREEN 

STIMULUS PLAN INCLUDES:

DIVERSIFY WITH THE 

SPRING-GREEN STIMULUS PLAN

One irrigation contractor 

explains why he chose 

Smart Rain controllers 

to help manage his 

company’s many 

commercial properties

BY SARAH WEBB  

LM MANAGING EDITOR 



FUTURE BUSINESS 
GROWS IN SILENCE

Today’s green spaces need modern care. Husqvarna’s lightweight, powerful and durable battery 

tools are long-lasting, quick to change and have zero direct emissions without compromising  

on performance. They are also much quieter than their gas equivalents so you can start  

earlier, finish later and get more work done – without disturbing the surroundings. More  

and more professionals are switching to Husqvarna so they can grab a piece of the action.  

Visit Husqvarna.us/demo to sign up for a free demo and you’ll see what we mean.

GET MORE DONE WITH LESS NOISE. HUSQVARNA PRO BATTERY RANGE.

Flexible battery system Gas performance without noise All weather use
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ment of the controllers, is-

sues with the computer system 

and poor data taken from 

weather stations.”

Specifically, Wells says he 

appreciates the log book feature 

of the controllers, which shows 

who made changes to the sys-

tem, when the controller runs 

and for how long.  

“This helps make sure noth-

ing is changed without permis-

sion,” Wells notes. “Also, we save tons of time auditing 

the system because we can do it from our smart device.”

So far, Wells says the Smart Rain controllers have changed 

the way his company does business.

“We are able to be more efficient on the job site by not having 

to walk back and forth to a controller,” Wells says. “We have 

also been able to keep clients from tinkering in the control box 

because everything has to be done on the computer or phone.”

For other contractors looking to implement smart 

controllers, Wells says they should remember that getting 

employees up to date on the system takes 

time and training. 

“You cannot just set this and forget it,” 

Wells says. “The world is moving to this 

type of technology, so it’s important that 

we be good stewards of our water.” 

Continued from page 60

America’s Lawn Vac Leader · For All Your Cleanup Needs!

800-438-5823 I www.lawnvac.com

Converts from Vac to Dump Cart

OUR LINE OF VACS
FIT MOST MAJOR BRANDS!!

YARD-TESTED 

POWERFUL EQUIPMENT 

BUILT FOR YOUR BOTTOM LINE 

TRIED AND TRUE

SINCE 1988

WORLD-CLASS LAWNMOWERS

BUILT TOUGH

Visit us at worldlawn.com

/// Visit us at encoreequipment.com ///

The world is 

moving to this 

type of tech-

nology, so it’s 

important that 

we be good 

stewards of  

our water.

— PATRICK WELLS

“

“

Ð

EASY AUDIT 
Smart Rain’s 

system allows 
technicians to 
view irrigation 
systems from a 

smart device.



If you don’t believe us, just read our policy.  

It’ll only take a minute. That’s because the THREE 

small business insurance policy is straight and to 

the point. No fine print, no surprises and no need  

for multiple policies — it’s the all-in-one policy.  

To learn more, go to THREEInsurance.com

LIFE IS
FULL OF
 SURPRISES.
 OUR 
POLICY 
IS NOT.

THREE is a product of Berkshire Hathaway  

Direct Insurance Company.



What types of 
heads and 

nozzles do you 
use and why? 
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RECOMMENDER

Finding the right nozzle 
and sprayhead can help 
with water conservation 
and spray uniformity. 

TAVE CLOSE
PRESIDENT
GENESIS SPRINKLERS  
AND WATER MANAGEMENT

SARASOTA, FLA.

We use Hunter Industries MP 

Rotator nozzles. Hunter  

Industries MP Rotator nozzles 

offer high distribution uniformity 

and conservation qualities. Our 

goal is to provide water manage-

ment services that pay for them-

selves in less than one year in 

water savings. 

GREG WINCHEL
OWNER
WINCHEL IRRIGATION

GRANDVILLE, MICH.

The Rain Bird 5004 rotor nozzle 

is my favorite for residential irri-

gation. The nozzle design gives 

uniformity throughout the spray-

ing system. The way that the 

water flows through the nozzle 

and breaks up the water, it really 

distributes the water evenly with 

no dry spots. I’ve been using it 

for 17 or 18 years, and I’ve been 

happy with it every time. We 

really like the life expectancy of 

the sprinkler heads. They’re very 

durable, but if we ever run into 

a problem, they’re really easy to 

replace as well.

ANDY HULCY
OWNER
ANDY’S SPRINKLER,  
DRAINAGE & LIGHTING

DALLAS

Our go-to sprayhead is the 1800 

series from Rain Bird, in particular, 

the SAM PRS and SAM P45 in the 

4-inch, 6-inch and 12-inch mod-

els. The 1800 Series SAM head 

addresses elevation changes by 

keeping water in the lateral pip-

ing, which would otherwise be 

lost to low head drainage, and it 

helps us save water and compo-

nents by eliminating puddling and 

dry-line shock. Instead of raising 

heads to spray over tall grasses 

and other plant material, we will 

install 6-inch or 12-inch pop-ups 

to avoid obstruction. Also, the 

close-in watering provided by the 

U Series nozzle improves water 

distribution uniformity and lowers 

the run times in each zone.



PRECISION™ SERIES SPRAY NOZZLES

Efficiency looks like using up to 35% less water* and delivering a 

matched precipitation rate of 1” per hour across the entire range 

of nozzles. Efficiency looks like patented H20 Chip Technology™

designed to deliver consistency in spray patterns and superior 

distribution uniformity. Efficiency looks like factory-installed 

pressure-compensating discs and being available in male or 

female threads for fitting to any manufacturer’s spray body.

Learn more at: www.toro.com/PSN

WHAT DOES 

EFFICIENCY 

LOOK LIKE?

rr

*when compared to standard 

MPR spray nozzles



FiveQuestions
INTERVIEW BY SETH JONES | LM EDITOR-IN-CHIEF

1
What do you want to tell me about Conserva 

Irrigation? The driving principle is twofold: I founded 

the company to save the Earth’s fresh water, and I wanted 

to create a business model where we could create more 

financially independent business owners than what’s ever 

been created in the green industry. I wanted our owners to 

feel great about how they’re earning their money. It’s hard to 

argue; saving the Earth’s fresh water is a great call to action.

2
What did you do before you founded  

Conserva Irrigation? My business partner and I 

have been best friends since fifth grade. We went into 

underground utility construction. It was called UGLI — 

Underground Logistics Inc. “No job too ugly.” We loved that 

business. It was dangerous, and we had a hard time build-

ing scale. All of our crews that ran the smaller equipment 

kept getting chased down, “Hey, do you guys do irrigation?” 

They kept pestering us for it. They’d be like, “Dude, we’ve 

asked nine companies, and they won’t come over. They 

ghost us!” Finally, I asked a client if he had irrigation, in case 

we disrupt it. He said no. I don’t know what prompted me, 

but I said, “Want one?” He said yeah. I said we’ll take care 

of it. That was on a Friday. So, we installed a system at my 

place on Saturday, at my (partner) Tom’s on Sunday and 

then went and installed one at the client’s on Monday. That 

was how we entered the irrigation industry.  It was a few 

years later that we revisited the concept of building a scal-

able irrigation model — that’s when Conserva was born.

3
How did you go from a Minnesota-based 

irrigation company to an irrigation company 

franchisor? I was the first franchisee of Mosquito 

Squad 17 years ago. I loved the experience of franchising so 

much, and I wanted to get back to irrigation. In 2009, 2010, 

there was no such thing as an irrigation franchise. It blew 

my mind. Because of that void, I started on my journey after 

going to the November 2010 Irrigation Association national 

show in Phoenix. My eyes were wide open. Smart irriga-

tion was being talked about, high-efficiency nozzles, smart 

controllers. We hit the ground running. In the first 90 days, 

we had 305 clients. I knew I was on to something. In 2013, 

we started to expand across the nation. Since June of 2017, 

since we started franchising the model, we are now cel-

ebrating our 50th franchise owner, 121 licensed territories 

across the U.S. in 26 states. We believe that by Dec. 31 of this 

year, we will be the largest landscape irrigation company 

throughout North America.

4
What is the product that made you successful? 
Our marquee product is how we productized our 

service offering. We developed a repeatable, scalable 

process whereby we could rate the efficiency of an irrigation 

system.  We call it the SES — system efficiency score. That 

is the most important element of our brand. Everyone looks 

for that silver bullet, “What’s the absolute best rotor?” I hap-

pen to think it’s the Toro T5, but that’s not what’s building 

our business. The advent of the SES was the aha moment. 

To have a homogenous experience for the end user was 

ultra-important. How we drive, how we show up, how we 

dress, how we speak, the SES report that’s generated … that 

has been the driver to our growth.

5
If you had my job for a day, what would you 

write about? I’d challenge the existing irrigation 

industry to depart from business as usual. Challenge 

the status quo. We view ourselves as contrarians, as disrup-

tors. I don’t accept wasting water. There are a ton of highly 

professional folks, but I think we can all agree that the 

industry as a whole has labeled themselves as dirt 

plumbers. Rise to the challenge: Irrigation 

2.0 is here. Wasting water is no longer 

acceptable. One of two things needs 

to happen: Raise your standards 

and rise to the challenge, or go 

find another job. If you’re not 

going to rise up, there’s no room 

for you in the industry. 

66

Russ Jundt 
FOUNDER AND BRAND LEADER,  

CONSERVA IRRIGATION 

RICHMOND, VA.

LANDSCAPEMANAGEMENT.NET |  AUGUST 2021

BEST ADVICE 

“Lead with passion.  

Lead with your heart. 

Hang it all out there  

on the field. That’s 

how we play ball. 

There’s no holding 

back. We have  

one chance to do  

this right.” 
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©2021 Albaugh, LLC. Prime Source, Triad Select, Triad QC Select, Triad SFZ Select, Triad T Select, and Triad TZ Select are  

trademarks of Albaugh, LLC. Always read and follow label Precautions and Directions For Use.

 THERE’S A TRIAD
FOR EVERY JOB.

Drop the hammer on hard to control broadleaf weeds in turf – like clover, 

dandelion, plantain, even crabgrass and sedges – with visible results in 

just 24-48 hours. To learn more about all our powerful Triad herbicides, 

visit primesource-albaugh.com. They’ll keep your turf clean and green. 

Also, keep an eye out for Triad T Select™ –  our latest 4-way post- 

emergent herbicide with a unique ratio of actives. COMING SOON!

S T A R T S  S E P T E M B E R  1
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one place to

explore
LEARN & CREATE

O C T O B E R  2 0 - 2 2 ,  2 0 2 1
L O U I S V I L L E ,  K Y

REGISTER HERE

www.hardscapena.com

On the go 
This issue includes 

our Innovation 

& Technology 

Guide where we 

profile the latest 

software and 

technological 

solutions to help 

your business.

In the August 

2000 issue, 

Landscape Man-

agement covered 

how mobile 

technology helps 

landscapers do 

their jobs faster 

and quicker. 

While the technology contractors and crew 

members use has changed throughout the years 

— from PalmPilots to smartphones — one thing 

that hasn’t is the need to find solutions to help 

team members work more efficiently.

Even back in 2000, Tom Davis of Bozzuto 

Landscaping in Laurel, Md., was exploring the 

addition of GPS fleet tracking to help boost his 

company’s fleet efficacy.

“With increased fuel costs, it’s huge to be able 

to conserve wherever possible,” Davis said.

Increasing response times was part of the mo-

tivation behind Larry Brinkley’s move to the lat-

est tools, including mobile phones and laptops — 

anything to help his team contact clients swiftly.

“We get one-third of our business from get-

ting back to clients quickly,” said the president 

of BLT Landscape Services in Dallas, Texas. “We 

get calls in the spring and fall from people who 

say we were the only one to call them back.”

As part of the feature, experts offered a few sug-

gestions to help contractors decide whether a new 

piece of technology was a fit within the operation.

Before deciding whether to invest in the latest 

technology for your operation, ask yourself a few 

questions:

1. Is it right for my service mix?

2. Is it cost-effective?

3. Can it be as effective outside the office as inside?

4. Will it help the overall operation become more 

efficient and productive?

5. Is it a top priority now or can it wait?

A Look back



October 20-22, 2021

Kicking it  
Back into Gear

Test, compare & buy new products • Explore the latest technology 
Network & learn from experts and peers

Louisville, KY

www.GIE-EXPO.com
800-558-8767with



2 PHONE: (800) 558–8767

1,000+ exhibits & hands-on 
demos featuring the newest 
products and technology

SHOP

network
Opportunities to make connections, 
share ideas & find new resources

It’s Time to  Reconnect.

learn
New technology, plus 
workshops & demos 
led by industry experts

Health and Safety 
are Top Priority.
The Kentucky Exposition Center has Global 
Biorisk Advisory Council (GBAC) STAR 
accreditation, the gold standard on outbreak 
prevention, response and recovery.



3

 4 Outdoor Demo Area – FREE

 6 UTV Driving Experience – FREE

 7 Technology at GIE+EXPO

 8 Technology Summit – FREE

 10 Opening Keynote – FREE

 12 The Drone Zone – FREE

 14 GIE+EXPO Workshops

 18 Hardscape North America – FREE

 19 Hardscape Demos

 20 In-Tree Arbor Training – FREE

 22 Mutt Madness and 
  Food Truck Thursday

 23 Concerts – FREE

 24 Daily Schedule

 26 Louisville

 28 Kentucky Derby Museum – FREE

 30 Travel Discounts and Registration

car

Show Management:  
Sellers Expositions

(800) 558-8767
info@gie-expo.com
www.gie-expo.com

FREE
PARKING
AT THE KENTUCKY EXPO CENTER

HIGHLIGHTS 2021
It’s Time to  Reconnect.

sponsored by



PHONE: (800) 558–8767

Come Out
and Play.
Seriously.
TEST & COMPARE IN THE 
20+ ACRE DEMO AREA
Open Thursday & Friday
No other industry event gives you and 
your team this kind of “try-before-
you-buy” opportunity.

4

Must be 16 years or 
older to enter the 

demo areas and have 
a valid driver’s license 
to operate equipment.



WWW.GIE–EXPO.COM

“The Outdoor Demo Area alone is worth 
the 9-hour drive from Toronto. We 

used to have to go to several 
shows to explore every 

option and see all the 
different equipment.  

Coming here we can try 
it all in one day, in one 
place. It’s awesome!”

SHAUN KOEPKE
ONTARIO, CANADA

newly renovated

5



PHONE: (800) 558–8767PHONE: (800) 558–8767

Drive and compare the latest vehicles while you 
put them through their paces on curves, hills, 
rocks, bumps and maybe even a little water 
and mud.

Attendees with a valid driver’s license will be able to drive alongside 
a representative of the manufacturer who can answer all of your 
product questions – load capacity, features, price and more.

Plus, every eligible attendee receives an entry to win $15,000 toward 
a UTV from participating manufacturers at the UTV Corral.

UTV
Driving 
Experience
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TECHNOLOGY  
DRIVEN
See and demo the 
most innovative 
products, software 
and technology

THE LARGEST CONCENTRATION 
OF SOFTWARE AND COMPUTER/
BUSINESS TECHNOLOGY.
Check the Technology Summit and GIE+EXPO 
Workshop schedule for learning opportunities:

• Apps for tracking  
labor, schedules and  
project management

• Artificial Intelligence tools
• Software systems  

and business solutions

• Drones
• Robotics
• Google My Business
• And more

7



8 PHONE: (800) 558–8767

TECHNOLOGY
SUMMIT
Wednesday, October 20
10:00 AM - 1:00 PM
$129, includes 3 Sessions

Robotics and Technology in Landscape
Design and Maintenance
Olle Markusson, Global Director Product Management,
Robotics – Husqvarna

Co-presenter: Pam Dooley, Plants Creative Landscape

Are you ready to improve productivity, efficiency, and safety 
for your business? This session will cover the most innovative 
technology developments that can increase profitability and 
help take your business to the next level. Olle Markusson has 
been deeply involved in the development of the Robotic Mower 
business at Husqvarna since 1998.

Who What Where – What Apps are Best for Tracking 
Labor, Schedules and Project Management?
Nanette Seven, Include Software

Confused by the latest insurgence of mobile apps in the 
marketplace? Want to know the pros and cons so you can make 
the right choices for your company? Learn about the newest 
apps that could help you track labor, schedules and project 
management. With more than 25 years of industry experience, 
Nanette Seven’s focus is to build and improve software and 
services in order to help her clients’ businesses grow.

HOSTED BY:
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Disruptive Innovation and Must-Have
Technology for the Green Industry
Beth Berry, Real Green Systems

Learn key strategies and ground-breaking AI tools for converting 
your customer base into a subscription-based monthly 
membership club to increase retention and cash flow, reduce 
cost of collections and more. Take home everything you need 
to create an easy-to-implement strategy for “membership” and 
unprecedented retention in 2022. Beth Berry is a 30-year green 
industry veteran with top lawn and technology companies.

Following the 
Technology Summit:
2:00 - 3:00 PM
Opening Keynote by 4-star 
Navy Admiral James Stavridis

3:00 - 7:00 PM
Indoor Exhibits and Reception 
on the Trade Show Floor



PHONE: (800) 558–876710

Opening 
Keynote

Leadership and a New World Order:  
The Need for Resilience

&Brought to you by

Wednesday, October 20
2:00 - 3:00 PM

with trade show registration

James Stavridis
Retired United States Navy 4-star Admiral and USEUCOM, 16th Supreme 
Allied Commander, NATO; Operating Executive, Carlyle Group

FREE

A distinguished leader and the longest-
serving global combatant commander 
in recent American military history, 
James Stavridis provides answers and 
strategies to address the most pressing 
global affairs challenges.

Admiral Stavridis led the NATO Alliance 
in global operations from 2009 to 2013 
as Supreme Allied Commander with 
responsibility for Afghanistan, Libya, 
the Balkans, Syria, counter piracy 
and cyber security. Subsequently, 
he served for five years as the 12th 
dean of The Fletcher School of Law 

and Diplomacy at Tufts University. 
Earlier in his naval career, he served 
as Commander of U.S. Southern 
Command, with responsibility for all 
military operations in Latin America. 
He holds more than 50 medals, 
including 28 from foreign nations.

Admiral Stavridis has published nine 
books on leadership, the oceans, 
maritime affairs and Latin America. 
He is a monthly columnist for TIME 
Magazine and Chief International 
Security Analyst for NBC News.
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NETWORK  
LIKE A PRO
Find new resources, connections and 
vendors with GIE+EXPO’s many networking 
opportunities – both on the show floor and off.

SOCIAL MEDIA LOUNGE
Sponsored by ECHO 
Means Business
Network and hear insights from 
live guests and social media 
influencers.

WEDNESDAY RECEPTION 
ON THE SHOW FLOOR
3:00 - 7:00 PM
Mingle with manufacturers and 
peers and enjoy refreshments 
compliments of the exhibitors – 
all while walking among the new 
products on display.



drone zone
FLY A DRONE RIGHT ON THE
EXHIBIT FLOOR IN OUR NETTED 
4,000-SQ.-FT. DRONE ZONE.
Test your ability on a flight simulator, then step into 
The Zone and fly a drone with an expert trainer.

Open all three-days in the North Wing, The Zone will offer hourly sessions on 
using drones for marketing, water management, thermal imaging, multi-spectral 
analytics, GIS mapping and more.

Experienced or not, there’s something in The Zone for you. A Drone 101 session 
will teach beginners about FAA Airspace and Basic Regulations while more 

experienced users can share tips and ideas with 
other contractors.

Drone technology is revolutionizing 
how landscaping is sold, designed 

and built. From creating 3D 
renderings and estimating to 

documenting progress and 
showcasing your products with fly-
through videos, drones can give you 

the competitive edge.

the

FREE

PHONE: (800) 558–8767



We’re giving away a drone each day.
Stop by The Zone for your chance to win!

Remote Pilot 
Certification Course

Tuesday, Oct. 19 – 8:00 AM - 5:00 PM 
Wednesday, Oct. 20 – 8:00 AM - 1:00 PM
$175, includes Gleim Remote Pilot FAA 
Knowledge Test Prep book

From creating 3D renderings and estimating to documenting progress and 
showcasing your projects with fly-through videos, drone technology is 
revolutionizing how landscapes are sold, designed and built. Combining 
classroom knowledge with demonstrations and some hands-on opportunities, 
this two-day course will equip you for the Part 107 Remote Pilot Certification 
exam* that is necessary for commercial use.

*Certification exam will not be given at GIE+EXPO. Find an FAA-approved 
Knowledge Testing Center near you by calling 844-704-1487.

WWW.GIE–EXPO.COM 13

Presented by  
the Indiana State University Aviation and Unmanned Systems Program
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GIE+EXPO 
WORKSHOPS

12:30 – 1:30 PM
Irrigation Symposium – 
Landscape Irrigation 2021:  
Opportunities and Challenges
Fee: $85
Hosted by the Irrigation Association

Moderator: Chris Pine, IrriTech Training, 

Principal and BluGreen Solutions, President

A panel of experts in contracting, irrigation 

management, product and supply will share 

real-world analysis and solutions for landscape 

professionals in the landscape irrigation 

industry.

3:00 - 4:15 PM
The Ins & Outs of Websites
Chris Darnell, The Harvest Group

Hosted by NALP

Does your website need an overhaul? Have 

you received quotes from one end of the 

spectrum to the next? Learn the components 

of your website and what you should look 

for to qualify someone to build or rehab it. 

Make sure your website is earning money. The 

Harvest Group’s Chris Darnell knows what it 

takes to close sales and grow with the times in 

the landscape and snow removal industries.

4:30 - 5:45 PM
Creating a Modern Workforce: 
A 21st Century Approach to 
Management 

Neal Glatt, CSP, ASM, GrowTheBench.com

Hosted by NALP

Neal Glatt will take an in-depth look at the factors 

that have formed the modern employee and 

why a real commitment to people is a necessity 

for business survival. You’ll take away practical, 

data-driven techniques to increase employee 

engagement that will result in increased sales, 

profitability and retention.

Expanded Profit Options for You
Pre-registration is required for all education sessions. 
See page 31 or register online at www.gie-expo.com.

$85/session unless otherwise noted

Wednesday, Oct. 20
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8:00 - 9:15 AM 
Michigan State University’s 
Landscape Services Technology 
Journey to Higher Performance
Adam Lawver, Director of Campus Services, 

Michigan State University

Hosted by PGMS

The fast pace of technology leaves many 

wondering how and where to start. Leading 

the industry in the development and use of 

grounds management technology, Adam 

Lawver has helped redefine Michigan State 

University’s grounds program. His expertise 

will teach you how to lead your organization’s 

technological journey. You’ll also get a preview 

of the newest technologies and how they can 

be adopted to innovate your business model.

8:00 - 9:15 AM
Secrets Every Contractor Ought to 
Know About the Hardscape Business 
$65
Frank Gandora

Hosted by ICPI

Learn insider secrets of running a successful 

hardscape company. By combining strategies 

and best practices that top contractors use, 

Frank Gandora’s goal is to share with you the 

best practices successful companies use so 

you can out-market, out-sell, out-perform, out-

earn and out-enjoy your competitors.

9:30 - 10:45 AM
Estimating Hardscape
Projects with Confidence
$65
Jerry Gaeta

Hosted by ICPI

Do you know your cost of doing business or 

performing the work that you sell or are you 

just guessing? This seminar will demonstrate 

the importance of an estimating strategy and 

show how to develop and implement the 

strategy to become profitable and stable and 

to ensure your company’s survival.

11:00 AM - 12:15 PM
Human Resources Compliance
Best Practices
Steven Cesare, Ph.D., The Harvest Group

Hosted by NALP

Landscapers are confronted with an 

overwhelming array of local, state and federal 

regulations. The Harvest Group’s Steven 

Cesare, Ph.D., will provide an applied context 

for ensuring legal compliance ranging from I-9 

Forms, OSHA record keeping, FLSA issues and 

EEOC violations. Most importantly, he will share 

best practices to help landscapers ensure legal 

compliance and minimize costly penalties.

continues on p. 16

Thursday, October 21
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1:00 - 2:15 PM
How Your Landscaping Company 
Can Optimize Google My Business to 
Generate a Constant Flow of Leads
Christopher Yates, Success Landscape   

Marketing

Hosted by NALP

The Google My Business platform is constantly 

changing and improving. The latest features, 

when properly implemented, are great tools 

to drive leads to your landscape business. 

Christopher Yates will teach you strategies for 

optimizing your listing: The 8 most important 

ranking factors for being at the top of the local 

pack; how to interpret and learn from GMB 

Insights; and how to benefit from the best 

kept secret GMB feature. The author of “The 

Complete Guide to Marketing for Landscapers” 

Christopher has over 20 years of experience in 

developing and implementing both online and 

offline marketing strategies.

2:30 - 3:45 PM
Creating a Five-Star Brand
Jeffrey Scott, Jeffrey Scott Consulting, Inc.

Hosted by NALP

Do you wonder how some companies are 

able to grow and attract the very best clients? 

To scale up organically requires a top-to-

bottom commitment to provide quality, an 

efficient work flow and an eye for details and 

utter integrity. How you pull it together makes 

all the difference. Jeffrey Scott, a leading 

consultant with more than 30 years of green 

industry experience, will teach a step-by-

step approach to creating a five-star brand; 

how to retain clients and supercharge the 

growth of your business; and how to build a 

valuable legacy that will drive profitability and 

sustainable growth. Jeffrey ran a successful 

$15+M landscape/pool company in New 

England and has written three business books 

for the green industry.

Expanded Profit Options for You
Pre-registration is required for all education sessions. 
See page 31 or register online at www.gie-expo.com.

$85/session unless otherwise noted

GIE+EXPO 
WORKSHOPS

Thursday, October 21

continued from p. 15
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8:00 - 9:15 AM
Drones in the Green Industry
Jeremiah Saier, GIS Analyst,

Michigan State University

Hosted by PGMS

Do you understand the importance of 

technology as a support device but need 

help connecting the dots on how it could 

increase productivity?  Jeremiah Saier’s real-

world examples can transform the way your 

operation utilizes drone technology. In this 

session you’ll learn to:

• Identify products or services that can be 

supported by using drones

• Craft your story supporting the business 

decision and communicate it to staff and 

stakeholders

• Implement this new strategy and find the 

unique partnerships needed for success

8:00 - 9:15 AM
Online Reviews:
The Good, the Bad and the Ugly
Chad Diller, Landscape Leadership

Hosted by NALP

Online reviews have a huge impact on SEO and 

are over 80% of consumers’ research before 

reaching out to service providers. Chad Diller 

will provide insights about which platforms 

to focus on, how to get more reviews and 

how to use good ones for more compelling 

marketing, as well as best practices when you 

get a bad one. Chad has been an enthusiastic 

part of the green industry for over 20 years. His 

experience in operations, sales and marketing 

offers a unique and fresh perspective on how 

to practically and tactically grow a business.

9:30 - 10:45 AM 
Benchmarks & Critical Numbers
for the Landscape Industry
James Huston, J.R. Huston Consulting 

Hosted by NALP

Do you know the benchmarks and critical 

numbers that will guide your business to success? 

James Huston will explain how to identify and 

use general benchmarks and critical numbers for 

all areas of your business, including marketing, 

estimating, monitoring and improving productivity 

and risk management. With over 40 years of 

diverse business management experience, James 

is one of only two Certified Professional Landscape 

Estimators in the world.

Friday, October 22



Included with 
GIE+EXPO 
Admission:
• Hundreds of exhibits 

featuring the newest 
hardscape products and 
equipment

• Hardscape House – an 
outdoor pavilion where 
you can test equipment 
and learn from experts

• Installer Championships 
where teams from 
throughout North 
America compete

18 PHONE: (800) 558–8767



PERFECT YOUR 
SKILLS AT  
SIX LIVE DEMOS
HARDSCAPE NOW
Learn best-practice secrets and 
construction techniques shared by 
Frank Bourque and his team of experts.

$65 Registration Upgrade
includes all six sessions

How to Build for Profits: 
Tight Quarters and Other 
Hardscape Sites

19WWW.GIE–EXPO.COM

Thursday, October 21

10:00 - 11:00 AM
Tools & Equipment for Profits

12:00 - 1:00 PM
Hardscape Installs in Tight
Quarters & Challenging Sites

2:00 - 3:00 PM
Installation Efficiency on Pavers
& Slab Installations

4:00 - 5:00 PM
Installation Efficiency on Raised 
Patios & Retaining Wall Installations 

Friday, October 22

9:15 - 10:15 AM
Hardscape Features:
Lights and Sound

11:45 AM - 12:45 PM
Hardscape Features:  
Fire and Water



Expanded In-
Tree Training
Ascend to new heights with 
professional arborists as they 
share basic techniques and 
systems accepted within the 
industry to safely, efficiently,
and effectively perform tree
care operations.

Climbing instruction will be provided 
by arborists while aloft in a 60-ft. tree 
set up inside Freedom Hall.

Presented by The Davey Tree Expert Company 

in collaboration with The Women’s Tree Climbing 

Workshop. Tree provided by Cave Hill Cemetery.

20 PHONE: (800) 558–8767



Wednesday, October 20
3:30 - 4:30 PM
Operation Tie-In Point

Thursday, October 21
10:00 - 11:00 AM
Climbing Systems: What’s Best for Me?

12:00 - 1:00 PM
Tools of the Trade

1:30 - 3:30 PM
Working the Tree, Work Positioning,
and Changing Tie-In Points

4:00 - 4:45 PM
Fundamentals of Pruning Cuts
and the Legacy We Leave

Friday, October 22
9:30 - 10:30 AM
Static vs. Dynamic Rigging:
What You Need to Know

11:30 AM - 1:30 PM
Removal Techniques Including,
Dynamic, Static, and Speedline

Experienced or not, these 
sessions are for you.

Wednesday, October 20
10:00 AM -1:00 PM
Gear Inspection for Tree Climbers

Friday, October 22
10:00 AM - 1:00 PM
Grow your Green Business & Why?

$85/session

Earn International Society of Arboriculture continuing education credits.

ARBORIST CLASSROOM

21WWW.GIE–EXPO.COM

Free with trade show registration



MUTT MADNESS 
& FOOD TRUCK 
THURSDAY

MUTT MADNESS
Take a break from the show floor and visit 
with puppies. Maybe even take one home.

TurfMutt adoption event in partnership  
with the Kentucky Humane Society

FOOD TRUCK THURSDAY
Popular Louisville food trucks will pull onto 
the floor of Freedom Hall, giving attendees 
the perfect chance to get a taste of the 
city’s eclectic food scene.

THURSDAY, 
11:00 AM - 2:00 PM
IN FREEDOM HALL

PHONE: (800) 558–876722
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the crashers
thur  8PM

RESURRECTION
Tues  8:30pm

a journey Tribute Band

GRanger smith
wed  8pm

featuring Earl Dibbles Jr.

FREE AT

CONCERT SERIES

Sponsored by STIHL on the BELGARD Stage



PHONE: (800) 558–876724

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.

GIE+EXPO 2021 
Daily Schedule

Tuesday, October 19
8:00 AM - 5:00 PM  

*Remote Pilot Certification Course 
Mark Patrick Collins, Associate Professor, 
Unmanned Systems, at Indiana State University

8:30 PM   
Free Concert: Resurrection – A Journey 
Tribute 
Sponsored by STIHL on the Belgard Stage 
Fourth Street Live!

Wednesday, Oct. 20
8:00 AM - 1:00 PM 

*Remote Pilot Certification Course 
Mark Patrick Collins, Associate Professor, 
Unmanned Systems, at Indiana State University

10:00 AM - 1:00 PM 
*Technology Summit 
Hosted by NALP

10:00 AM -1:00 PM 
*Classroom Arborist Workshop: Gear 
Inspection for Tree Climbers

12:30 – 1:30 PM 
*GIE+EXPO Workshop: Irrigation Symposium –  
Landscape Irrigation 2021:   
Opportunities and Challenges 
Hosted by the Irrigation Association

2:00 - 3:00 PM   
Opening Keynote: James Stavridis 
Leadership and a New World Order:  
The Need for Resilience 
Sponsored by John Deere & OPEI

3:00 - 4:15 PM 
*GIE+EXPO Workshop:  
The Ins & Outs of Websites 
Hosted by NALP

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

3:30 - 4:30 PM   
In-Tree Arborist Training:  
Operation Tie-In Point

4:30 - 5:45 PM 
*GIE+EXPO Workshop: Creating a  
Modern Workforce: A 21st Century  
Approach to Management 
Hosted by NALP

8:00 PM   
Free Concert: Granger Smith  
featuring Earl Dibbles Jr. 
Sponsored by STIHL on the Belgard Stage 
Fourth Street Live!

Thursday, October 21
8:00 - 9:15 AM  

*GIE+EXPO Workshop: Michigan State 
University’s Landscape Services Technology 
Journey to Higher Performance 
Hosted by PGMS

8:00 - 9:15 AM 
*GIE+EXPO Workshop: Estimating  
Hardscape Projects with Confidence 
Hosted by ICPI

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

9:45 - 11:00 AM 
*GIE+EXPO Workshop: Secrets Every 
Contractor Ought to Know About the 
Hardscape Business  
Hosted by ICPI

10:00 - 11:00 AM 
*Hardscape Demo:  
Tools & Equipment for Profits 
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show hours
WEDNESDAY, OCTOBER 20

Indoor 3:00 - 7:00 PM – Open to all
Outdoor Closed

(includes reception on trade show floor)

THURSDAY, OCTOBER 21
Indoor 9:00 AM - 5:00 PM

Outdoor 9:00 AM - 5:00 PM

FRIDAY, OCTOBER 22
Indoor 9:00 AM - 2:00 PM

Outdoor 9:00 AM - 1:00 PM

10:00 – 11:00 AM   
In-Tree Arborist Training:  
Climbing Systems: What’s Best for Me?

11:00 AM - 12:15 PM 
*GIE+EXPO Workshop: Human  
Resources Compliance Best Practices 
Hosted by NALP

11:00 AM - 2:00 PM   
Mutt Madness, TurfMutt Adoption Event

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

12:00 - 1:00 PM  
*Hardscape Demo: Hardscape Installs  
in Tight Quarters & Challenging Sites

12:00 - 1:00 PM   
In-Tree Arborist Training: Tools of the Trade

1:00 - 2:15 PM 
*GIE+EXPO Workshop:  
How Your Landscaping Company  
Can Optimize Google My Business to 
Generate a Constant Flow of Leads 
Hosted by NALP

1:30 - 3:30 PM   
In-Tree Arborist Training: Working the Tree, 
Work Positioning, and Changing Tie-In Points

2:00 - 3:00 PM 
*Hardscape Demo: Installation  
Efficiency on Pavers & Slab Installations

2:30 - 3:45 PM 
*GIE+EXPO Workshop:  
Creating a Five-Star Brand  
Hosted by NALP

4:00 - 5:00 PM 
*Hardscape Demo: Installation Efficiency on 
Raised Patios & Retaining Wall Installations 

4:00 - 4:45 PM   
In-Tree Arborist Training: Fundamentals of 
Pruning Cuts and the Legacy We Leave

5:00 - 8:00 PM   
Pre-Concert Attraction:  
Kentucky Derby Museum 
Free admission with your show badge

8:00 PM   
Free Concert: The Crashers 
Sponsored by STIHL on the Belgard Stage  
Fourth Street Live!

Friday, October 22
8:00 - 9:15 AM 

*GIE+EXPO Workshop:  
Drones in the Green Industry 
Hosted by PGMS

8:00 - 9:15 AM 
*GIE+EXPO Workshop: Online Reviews:  
The Good, the Bad and the Ugly 
Hosted by NALP

9:00 AM - 1:00 PM 
Outdoor Demo Area open

9:00 AM - 2:00 PM 
Indoor Exhibits

9:15 - 10:15 AM 
*Hardscape Demo: Hardscape Features:  
Lights and Sound

9:30 - 10:45 AM 
*GIE+EXPO Workshop: Benchmarks & Critical 
Numbers for the Landscape Industry 
Hosted by NALP

9:30 - 10:30 AM   
In-Tree Arborist Training: Static vs. Dynamic 
Rigging: What You Need to Know

10:00 AM - 1:00 PM 
*Classroom Arborist Workshop:  
Grow your Green Business & Why?

11:30 AM - 1:30 PM   
In-Tree Arborist Training:  
Removal Techniques Including,  
Dynamic, Static, and Speedline

11:45 AM - 12:45 PM 
*Hardscape Demo: Hardscape Features:  
Fire and Water 

12:00 PM   
$15,000 UTV Giveaway 
(enter by 11:30 AM)
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Learn about attractions,
restaurants and discounts for

those wearing GIE+EXPO badges
at www.gotoLouisville.com.

26



27WWW.GIE–EXPO.COM 27

your host city
• 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

• Fun attractions – one-of-a-kind 
museums, distilleries and more

• A walkable downtown  
where you’ll find GIE+EXPO’s 
after-hours entertainment

• A restaurant scene that’s  
been named one of the  
best by USA Today

• Free parking

• New entrance gates

• Sidewalks that connect 
to area hotels, improving 
pedestrian access

• Across the interstate 
from the airport and a 
10-minute drive from 
downtown

BOOK YOUR 
STAY & WIN
Book your hotel online at 
www.gie-expo.com and 
you will automatically 
be entered in a drawing 
for prizes ranging from a 
Louisville gift basket to a 
complimentary hotel room 
during your stay.

EASY. AFFORDABLE. FUN.

THE KENTUCKY EXPOSITION CENTER  
IS RECHARGED & READY.



Pre-Concert 
Attraction
DO DERBY IN OCTOBER

Thursday, October 21
5:00-8:00 PM

Kentucky Derby Museum
Free admission with your show badge
Churchill Downs is the world’s most legendary Thoroughbred racetrack and 
home to the Kentucky Derby – The Most Exciting Two Minutes in Sports. 
The Kentucky Derby Museum offers a taste of Derby action year-round.

• “The Greatest Race” – 360-degree film experience
• Walking tours of the racetrack grounds

• Two floors of family-friendly interactive exhibits

www.DerbyMuseum.org

FREE

28
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Friday – Spend an evening
on the Urban Bourbon Trail®.
This cocktail and culinary experience highlights 
more than 40 of Louisville’s best bourbon bars
and restaurants.

Pick up a UBT passport at your first stop, get 
six stamps and earn an official Urban Bourbon 
Trail t-shirt. (Note: Any purchase at these 
establishments will earn you a stamp – you
don’t have to be a Bourbon drinker!)

For details and a map: http://bit.ly/GIEE20-UBT

Saturday – Experience 
Louisville’s Distillery Scene.
Louisville’s bourbon history dates back to the 
late 1700s; explore and sip some of that history 
with the Bourbon District+ ticket. Save over 
40% off regular admission prices and tour these 
downtown Louisville distilleries:

• Copper & Kings American Brandy Company
• Evan Williams Bourbon Experience
• Kentucky Peerless Distilling Company
• Old Forester Distillery

Purchase tickets:
http://bit.ly/GIEE20-BourbonDistrict 

Stay the 
Weekend.
Explore 
Bourbon 
Country.

WWW.GIE–EXPO.COM



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 be 16 years or older to enter the 
demo areas and have a valid driver’s 
license to operate equipment.

PHONE: (800) 558–876730

GIE+EXPO TRAVEL &
REGISTRATION INFORMATION

Hotel Reservations
Louisville Tourism provides the lowest 
available room rates at event hotels. A list 
of rates is available at www.gie-expo.com. 
Click on “Hotels & Travel.”

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

Book Online & Win – See page 27 for details.

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

Airline Discounts
American Airlines – discounted fares 
available by contacting their Meeting 
Services Desk, (800) 433-1790.  
Use authorization number: A78H1DK.

Delta Airlines – up to a 10% discount on 
flights. Search flights at www.delta.com/
meetings, select ‘Book Your Flight’ and use 
Meeting Code NMUP7. For groups of 10 or 
more, call (800) 328-1111.

United Airlines – up to 10% discount 
on flights. Search flights at www.united.
com/meetingtravel and enter code: 
ZJYM496968. 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 
4/15/21 and travel 10/13 – 10/26/21. Go to 
www.swabiz.com/flight and use SWABIZ/
SPS CID# 99636972.

Registration Information
Photocopy the form on page 31 for addi-
tional registrations. Print clearly in black 
ink. After Oct. 15 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 and click on “Media” to request 
media credentials.

Registration Deadlines
Early Bird: Register by Sept. 9, 2021
for $20 per person.

Sept. 10-Oct. 17, 5 PM EST for $40 per person.

Register onsite for $80 per person.

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



SESSION CODE DAY/TIME COST $

Two-Day Drone Training Course – NEW 147-1 TUES 8-5 PM, WED 8-1 PM      $175

Technology Summit – NEW 240-1 WED 10 AM-1 PM      $129

Arbor Training: Gear Inspection for Tree Climbers – NEW 145-1 WED 10 AM-1 PM      $85

Arbor Training: Grow Your Green Business and Why? – NEW 145-2 FRI 10 AM-1 PM      $85

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

Irrigation Symposium: Panel Discussion – NEW 260 WED 12:30-1:30 PM $85

Workshop: The Ins & Outs of Websites 240-2 WED 3-4:15 PM $85

Workshop: Creating a Modern Workforce: A 21st Century Approach to Management 240-3 WED 4:30 – 5:45 PM $85

Workshop: Technology Journey to Higher Performance – NEW 142-1 THU 8-9:15 AM $85

Workshop:  Secrets Every Contractor Ought to Know About the Hardscape Business 230-1 THU 8-9:15 AM $65

Workshop:  Estimating Hardscape Projects with Confidence 230-2 THU 9:30-10:45 AM $65

Workshop: Human Resources Compliance Best Practices 240-4 THU 11 AM-12:15 PM $85

Workshop: How Your Landscaping Company Can Optimize Google My Business… 240-5 THU 1-2:15 PM $85

Workshop: Creating a Five-Star Brand 240-6 THU 2:30-3:45 PM $85

Workshop: Drones in the Green Industry – NEW 142-2 FRI 8-9:15 AM $85

Workshop: Online Reviews: The Good, the Bad and the Ugly 240-7 FRI 8-9:15 AM $85

Workshop: Benchmarks & Critical Numbers for the Landscape Industry 240-8 FRI 9:30-10:45 AM $85

EDUCATION & OPTIONAL EVENTS

Name:

Title:

Company:

Address:

City:  State: Zip:

Phone: (          ) Fax: (          )

Country if outside the U.S.:

Email Address:

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)

PAYMENT INFORMATION

TRADESHOW PASS:  $20 ea. – Through 9/9/21  |  $40 ea. – Through 10/17/21  |  $80 ea. – After 10/17/21
or – Non-exhibiting Manufacturers/Suppliers/Ad Agencies/Media Sales: 
$350 ea. – Through 9/9/21  |  $400 ea. – Through 10/17/21  |  $450 ea. – After 10/17/21 $

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 2021
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:

gie+expo registration form
Check one that best describes 
your business.

**Through Sept. 9: $350, Sept. 10-Oct. 17: $400, onsite: $450.
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Grow your Green

How to set your landscape 
business on a path to growth

T
he Herring Group recently 

completed its market research 

of landscape companies with 

fewer than 500 employees. 

The numbers tell a story. As 

you review the figures in the table 

below, ponder two questions:

⦁Why are there so many small com-

panies and so few large companies?

⦁ What is required to grow and con-

tinue growing?

One of the great characteristics 

of the landscape industry is that it 

displays the principles of capitalism 

well. The numbers in the table illus-

trate this truth — more than half 

of the companies have an annual 

revenue of less than $300,000. The 

barriers to entry are low, enabling 

competent, ambitious people to start 

and grow a business quickly and 

simply. The industry is lightly regu-

lated, which means competence and 

diligence, rather than connections, 

are rewarded by the market. 

Customers’ cost to “switch” land-

scape maintenance companies is low 

— usually, it is their time.

In our work at The Herring 

Group, we find many business own-

ers who are stuck. These owners 

have built great companies, but 

they have been frustrated with their 

companies’ lack of growth. Many of 

these owners are also tired — their 

companies require more time and 

energy than they want to give.

Here’s an unfortunate truth in 

growing a business: What got you here 

won’t get you there. It is not that the 

owner needs to commit more time and 

energy; the owner’s role must change.

PATH TO GROWTH

If an owner starts with a truck and a 

mower, the focus is on growing and 

serving customers — just getting the 

work done. The owner does it all. As 

the company grows, the owner adds 

employees to do the work, and the 

owner becomes a manager. First, the 

owner manages one crew and then 

moves to multiple crews. The focus  

is no longer doing but managing.  

A competent owner or manager can 

achieve revenue of $1 million.

Growing above $1 million requires 

another change. The owner will need 

to hire a manager to oversee the 

production activities so the owner can 

focus on sales and developing leader-

ship skills. The owner needs a man-

ager who can be led, not managed.

By the time a company gets to  

$3 million, the owner will need to lead 

a small team of effective managers.

DIFFERENCE BETWEEN  

LEADING AND MANAGING

Management is directing others 

to do specific tasks. Leadership is 

hiring managers, communicating 

values and creating a culture that 

empowers managers to make good 

decisions without the owner’s direct 

involvement. Establishing such a 

culture in a landscape company 

requires access to reports that 

inform decisions and key perfor-

mance indicators that measure suc-

cess and create accountability.

Just as growth requires a transi-

tion related to people, it also requires 

a transition in systems and pro-

cesses. We observe a transition from 

paper-based systems to Excel-based 

systems to specific software solu-

tions (e.g., time tracking, estimating) 

to comprehensive landscape busi-

ness management software.

In conversations with owners, I 

find there are typically two types. 

One type focuses on the value that 

software delivers. The other focuses 

on the cost. Great software is 

expensive. It should be. It produces 

tremendous value by making your 

employees much more efficient and 

effective. Still focused on cost? Here 

is a simple question: Would you 

rather recruit and hire more people 

or buy software?

Some owners have made the 

changes required for their compa-

nies to grow. Some small businesses 

are small because the owners want 

to stay small. These owners know 

that bigger is not always better. Some 

small businesses are small because 

the owners think small. As a small 

business owner, I use that truth to 

challenge me to think bigger. 

I’ll leave you with some final ques-

tions to ponder: As your company 

has grown, how have you purposely 

changed your role? Are you hiring 

doers who can become managers 

and managers who can become lead-

ers? How have you embraced more 

and better software to make your 

employees more efficient and effec-

tive in their work? 

The author is the CEO of The Herring 
Group and has significant experience in the 

landscape industry. He can be reached at 
gherring@herring-group.com.

BY GREG HERRING
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Companies with fewer  
than 500 employees

           Annual Revenue Number

From         To

$43,600,000 $87,300,000 11

$17,500,000 $43,600,000 94

$8,700,000 $17,500,000 310

$3,100,000 $8,700,000 1,803

$1,300,000 $3,100,000 4,575

$900,000 $1,300,000 3,654

$500,000 $900,000 6,272

$300,000 $500,000 10,397

$100,000 $300,000 17,922

$– $100,000 11,866

56,904
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3 keys to success in  

commercial maintenance sales

I
f you want to be successful in 

winning commercial mainte-

nance market share, you need 

to up your sales game. So, what 

are the keys to success in com-

mercial maintenance selling? Let 

me suggest three tips for successful 

business-to-business (B2B) selling, 

whether you are an owner, sales 

manager or sales professional.

1
Hire the right person.

Let’s face it: Not everyone is cut 

out for B2B sales. We all have an 

idea of what a salesperson looks 

and acts like: outgoing, friendly, 

energetic. Those are great charac-

teristics to have in sales; however, a 

great personality alone will not lead 

to increased sales. The truth is there 

are a lot of nice people who just don’t 

have the killer instinct to ask for the 

sale. Top salespeople typically fit into 

the hunter or results-oriented profile. 

So, how do you know before you 

hire someone if he or she fits the mold? 

Over time, we have come to depend on 

assessment surveys such as the DiSC 

assessment and Predictive Index to 

help us identify people with true sales 

personalities. Personality profiles offer 

an objective overview of a person’s 

strengths and weaknesses. Business 

development is a long game. It may be 

six months to a year before you realize 

that your business developer will not 

make it. Making the wrong hire is not 

only expensive but may set your sales 

efforts back a full year.

2
Develop a strategic sales plan.

Any great success starts with 

planning. In commercial mainte-

nance sales, a great plan starts with a 

breakdown of key targets, including:

⦁ Properties;

⦁ Management companies;

⦁ Market segments; and

⦁ Geography.

Properties come in all shapes and 

sizes. To maximize your return on 

people and assets, focus on proper-

ties that will support at least half a 

day’s worth of “green” work during 

the growing season. If you are in a 

snow market, layer in hard surfaces 

such as roads, sidewalks and parking 

for additional “white” opportunities. 

Shy away from smaller sites such as 

banks, convenience stores and sites 

with small green footprints where 

mobilization costs can eat up your 

day and your profits.

In each market, there are top 

property management companies

that control a portfolio of desirable 

accounts. Identify these companies 

and build an organizational chart 

that includes the properties and 

property managers associated with 

them. Develop a working plan to get 

to know the decision-makers within 

each company. Consider offering to 

sponsor a luncheon where you and 

your team can introduce your com-

pany and offer insights and training 

to your target prospects.

Not all commercial properties are 

created equal. Properties can be bro-

ken down into market segments 

or verticals. Traditional market 

segments include commercial, retail, 

multifamily, hospitality, industrial, 

municipal, institutional and home-

owner associations/property owner 

associations. Each market segment 

has its nuances, including how they 

are managed, the value they place on 

landscaping and what they expect 

from a landscape service provider. 

Determine which market segments 

are best for your company and be 

laser-focused on identifying top tar-

gets and offering landscape solutions 

that meet their specific goals.

Take some time to break your 

market area into geographic sec-

tions. Within each section, develop 

a canvassing plan to identify poten-

tial targets. Plan your prospecting 

time in key areas until they are fully 

prospected. Sell into targeted areas 

to develop route density.

3
Follow the sales process.

Hope is not a strategy! At Envisor, 

we believe that all commercial sales 

follow a seven-step process from 

target to close:

1. Develop your target list.

2. Identify and connect with your 

prospect or decision-maker.

3. Quantify their ability to buy: Are 

they the decision-maker? Are they 

ready to make a change?

4. Develop a needs analysis: What 

are the landscape challenges, and 

how can you solve them?

5. Present a customized proposal to 

address their needs.

6. Negotiate based on value and 

strategy.

7. Close the deal.

By understanding and following 

the sales process with each opportu-

nity, successful business developers 

put themselves in a position to  

win well before getting to the  

closing table.

Now that you know the keys to 

successful commercial maintenance 

sales success, you are ready to win 

your share of this incredibly satisfy-

ing piece of the landscape industry. 

Now, get out and sell something! 

Leadership Advantage

The author is principal of Envisor 
Consulting. Reach him at  

kenthomas@envisorco.com. 

BY KEN THOMAS



Pack your suitcase.
We’re going to San Diego!

Discover the latest landscape 
irrigation and lighting products 
and technologies first-hand on the 
show floor and talk to experts who 
can answer your questions.

Learn core skill sets and level up 
your expertise by attending the 
ASABE/IA Irrigation Symposium, 
taking classes and becoming a 
certified irrigation professional.

Sit back and relax in the sun-
sational weather in San Diego, 
California, while you experience 
the fun attractions the area offers.

2021: 
Dec. 6-10

Trade Show

Dec. 8-9

REGISTER TODAY! 

www.irrigationshow.org

EXPLORE. 

CONNECT. 

LEARN.



Stretch one, stretch all
How one company brought in a physical 
therapy firm to teach employees the 
importance of preventive stretching

BY SARAH WEBB | LM MANAGING EDITOR

When Rick Longnecker, owner of Buds & Blades in 

East Olympia, Wash., threw out his back, he sought 

out Penrose & Associates Physical Therapy in Olympia 

to help him recover. 

Buds & Blades has about 50 employees and pro-

vides 90 percent maintenance and 10 percent irri-

gation and enhancement services to an 85 percent 

commercial and 15 percent residential clientele.

As Longnecker went through his sessions, a 

thought began to form: Many of the injuries his em-

ployees endure could be prevented by implementing 

simple stretching techniques. 

“A lot of the injuries were strains and sprains that 

could’ve been avoided,” Longnecker says. “We knew 

we should probably do stretching, but in order for 

the guys to take it seriously, it works best if we have 

someone else teach us first.”

So, in February 2020, the 

company paid employees their 

regular hourly wage to attend 

a two-hour session at Penrose 

about what stretches employ-

ees should do before work. A 

Penrose employee who speaks 

Spanish translated the informa-

tion for employees who are native Spanish speakers.

Penrose then followed up a few weeks later to 

watch how Buds & Blades employees performed work 

at a job site. From there, the physical therapy firm 

made a few additional recommendations on best form 

and tools to use when performing work.

“The important thing is the therapist had us doing all 

our muscle groups, which is good so we’re not just focus-

ing on the back, but also on the arms and legs,” he says. 

“We’ve had a couple stretches that we do for each one.”

At $500 for the session and with fewer preventable 

injuries over the past couple years, Longnecker says he 

plans to repeat the training every couple of years.

“I think guys are more conscientious about when 

they’re lifting,” Longnecker says. “It’s also good in  

the morning because it gets us all circled up together 

before we head out for the day.” P
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RESOURCES
[ Call for projects ]

Be featured in LM
We’re always looking for great 

reader projects to feature — includ-

ing maintenance, hardscape and 

irrigation jobs. That’s why we’re ask-

ing you to send us some informa-

tion and photos of the project your 

company is most proud of, and you 

may be featured in an upcoming Water World, Big One or 

Hardscape Solutions story. Email your thoughts and high-resolution  

photos to LM Editor Christina Herrick at cherrick@northcoastmedia.net.

RRREESSOO RR
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PRODUCTS + SERVICES 

FROM LEADING GREEN 

INDUSTRY SUPPLIERS

(800) 989-5444
NaturaLawnFranchise.com
*Based on 34 owners and the 2020 gross revenue report.

  ©2021. NaturaLawn® of America, Inc. A division of

  NATURLAWN® Services and Products. All rights reserved.

WE’RE LOOKING FOR YOU.
Join our safer lawn care family!

Joe Fornaro
Lancaster, PA
Franchise Owner

Safer Lawn Care
Naturally™!

Avg. Gross Revenue/
Owner: $2.2 Million*

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

Environmentally  
& Pet-Friendly

Industry Leader
Since 1987

Rely on the 
home office and 
other franchise 
owners—give 
them a call,

pick their brain, 
and ask what 

their successes 
have been.
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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

Producers & Installers of Fumigated Georgia Certified Quality TurfgrassesProducers & Installers of Fumigated Georgia Certified Quality Turfgrasses

Pike Creek Turf, Inc.
427 Pike Creek Turf Circle

Adel, GA 31620

Pike Creek Turf, Inc.
427 Pike Creek Turf Circle

Adel, GA 31620

PikeCreekTurfIncPikeCreekTurfIncwww.pikecreekturf.comwww.pikecreekturf.com

1.800.232.74531.800.232.7453

Tifway | TifSport | Tifdwarf | TifEagle | TifGrand® | MiniVerde® | Celebration™ | Empire
Meyer | Zorro | Trinity | Primo | Platinum TE™ | Centipede Sod & Seed

Tifway | TifSport | Tifdwarf | TifEagle | TifGrand® | MiniVerde® | Celebration™ | Empire
Meyer | Zorro | Trinity | Primo | Platinum TE™ | Centipede Sod & Seed

for Golf Courses and Athletic Fieldsfor Golf Courses and Athletic Fields

Varieties AvailableVarieties Available

Great for: Landscapers, Gas, Electric, Irrigation, Plumbers.  

FOR ANYONE THAT NEEDS A HOLE UNDER SOMETHING HARD!

CHECK OUT OUR ELECTRIC DRILL PACKAGES

SiBore Drill, LLC

www.siboredrill.com • siboredrill@neo.rr.com

For info call Brent: (330)844-0042

SB2-16HD, 

Heavy Duty Horizontal/Vertical 

Boring Machine

803-465-1044

The one stop shop

for all your lubrication needs.

Commercial pricing available.

Just one call... or “6 clicks away”.

www.MoeSlick.com
“Independent Dealer”
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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.

FLORASEARCH, INC.
In our fourth decade of performing

confi dential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.

Retained basis only.

Candidate contact welcome,

confi dential and always FREE.

1740 Lake Markham Road

Sanford, FL 32771

407-320-8177 * Fax: 407-320-8083

E-mail: search@fl orasearch.com

www.fl orasearch.com

PLACE YOUR AD TODAY.

BUSINESS FOR SALE

Best Price Nursery Stock!
Quality plant material at a great price.

Let us show you how.

Contact us for a free quote today!

Large and Small,

We Find (and Ship) it all.

www.WeFindPlants.com
585.889.5933  —  info@wefindplants.com

To place your ad in the next

available issue, contact

Chloe Scoular

(216) 363-7929
cscoular@northcoastmedia.net

PRODUCTS AND SERVICES

BUSINESS FOR SALE

FOR SALE

markblackwell@centurylink.net

•Established April 1990

•Proven profit

•Growth market in Raleigh, NC area

•Contracts in place

•80% commercial & 20% residential

•All vehicles and equipment included

•$425,000

•Contact: Mark Blackwell  

Lawn & Landscape Company

Contact Rod Bailey • Consultant 
RodLBailey@hotmail.com • 971-719-2158

•20+ Years in Business (Owner wishes to retire) 

•Sales Volume $1,000,000 plus  
66% Commercial Contracts 
•Good Growth Potential in the market 
•Depreciation writeup available on vehicles 
and equipment 
•High profitability

BUSINESS FOR SALE
LANDSCAPE MAINTENANCE CONTRACTOR 

SPOKANE, WASHINGTON AREA

Landscaping Business for Sale! 

Central Bucks, PA 

Est. in 1964

For Sale Price Contact:  
Edward @ 267-446-3382

•15 acres +/- with 800 ft road frontage 

•12 room house + in-law suite 

•30x40 office building 

•additional office and parts room space 

•25x30 Red barn 

•20x50 equipment parking lot 

•10x30 tool shed & small equipment overflow 

•50/50 mix of nursery stock 

Totaling $800K in ground inventory

FOR SALE
Well established Hydro-Seeding and 

Erosion Control Company
Great growth potential serving all of Arizona, New Mexico  
and North Dakota 

Everything you need to succeed with this 29 year old company 

Well maintained equipment, new web site and an ongoing  
customer base 

This would be a good fit for a landscaping company that could 
add this to one of the services they can provide

Contact: Steve @ 602-909-1779 • stevebchydroseed@cox.net
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Grow
with Grunder

Is your business set up  
to serve your ideal client?

M
y company, Grunder Land-

scaping Co., began by serv-

ing a specific ideal client: 

homeowners whose proper-

ties were within walking dis-

tance of my home. I was 14, and until 

I got my driver’s license, I was limited 

to serving the little stretch of Wilming-

ton-Dayton Road I grew up on. 

Even in those early days, my com-

pany was set up to serve our ideal 

client: We had a tractor mower to 

quickly manage the large lot sizes on 

our street, a push mower I bought at a 

garage sale so my brother and I could 

work at the same time and a phone 

answering service (my mom) who 

knew our clients well and was always 

neighborly. 

As the company grew, and I got 

my driver’s license, our ideal clients 

expanded, and our company has 

greatly adapted to better serve them. 

I learned how to do this from watch-

ing many others in our industry suc-

cessfully do it, and it’s something I 

always admire when I see a company 

that so clearly understands its ideal 

customer and wraps all its processes, 

company culture and truck and 

equipment setups around that. 

One company that does this par-

ticularly well is Ruppert Landscape. 

A giant in the commercial space, 

Ruppert has been successful by being 

keenly aware of who its ideal clients 

are and how to best serve them.

IN SYSTEMS

Ruppert does an incredible job of  

managing large projects, both for 

construction and maintenance. For 

years, Ruppert maintained Six Flags 

America’s 130 acres, which includes 

an irrigation system with 46 hydro-

zones, 38 acres of turf and thousands 

of annuals, perennials, trees and 

containers. Team members must do 

maintenance work without causing 

disruptions for park visitors, and they 

also go through additional training 

to work in the dangerous zones under 

and around rides. To best serve this cli-

ent, Ruppert needed extensive systems 

in place to train its team and ensure 

it is creating beautiful spaces for park 

guests while also operating safely.

IN THE PEOPLE RUPPERT HIRES

The positive company culture at Rup-

pert is well known in the industry, and 

the work the company does to create 

a place where people want to work is 

impressive. Ruppert understands that 

its people are its most valuable asset 

and that the team members doing the 

work are why clients come back year 

after year. Ruppert’s leaders make sure 

to show their appreciation for team 

members through events, internal 

advancement opportunities and ongo-

ing training to help team members 

develop their skills.

IN THE TRUCKS AND EQUIPMENT USED

Ruppert’s trucks and equipment 

are designed and purchased to 

make the team’s work easier and to 

save the team time while on job sites. 

Ruppert equips team members well 

so they can be efficient on the job.

All around, it’s clear that Ruppert 

Landscape greatly values the people 

who make the business successful: 

both clients and team members. It’s 

been a key to its success in growing 

to a $213 million-plus operation, and 

it’ll no doubt be key to its future suc-

cess. Everything done is intentional, 

and I’ve found what separates good 

companies from great companies is 

exactly the intentionality shown so 

well. Knowing who your ideal clients 

and team members are and eliminat-

ing distractions are keys to a success-

ful organization. 

I’m looking forward to going 

behind the scenes and learning directly 

from CEO Craig Ruppert, President 

Phil Key and the rest of the Ruppert 

team when we visit for the NALP Field 

Trip: Frank & Marty’s Excellent Adven-

ture on Sept. 1-2. If you’re interested 

in joining us, you can sign up online: 

https://www.growgroupinc.com/

nalp-field-trip. 

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. 

BROUGHT TO YOU BY

Knowing who your ideal clients and team 

members are and eliminating distractions 

are keys to a successful organization.

““



Pick your productivity with Vermeer mini skid steers.

You don’t have to choose between good, better and best. Just choose the Vermeer mini skid steer that fits your landscaping needs, with 

operating capacities ranging from 500 lb to 1,600 lb (226.8 kg to 725.7 kg). Compact to fit into small spaces and ready to be equipped 

with a wide variety of attachments, there are so mini reasons to choose Vermeer mini skid steers.  

Learn more at vermeer.com/mss

Vermeer Corporation reserves the right to make changes in engineering, design and specifications; add improvements; or discontinue manufacturing at any time without notice or obligation. Equipment shown is for illustrative purposes only and may Vermeer Corporation reserves the right to make changes in engineering, design and specifications; add improvements; or discontinue manufacturing at any time without notice or obligation. Equipment shown is for illustrative purposes only and may Vermeer Corporation reserves the right to make changes in engineering, design and specifications; add improvements; or discontinue manufacturing at any time without notice or obligation. Equipment shown is for illustrative purposes only and may 
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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.

JOHN DEERE 3E
COMPACT UTILITY TRACTORS

Build water features. Move mulch. Dig drainage ditches. 

Plant a row of trees. Dump gravel. Run with us with a 

24.7 HP* (18.2 kW), 31.1 HP (22.9 kW), or 37.2 HP (27.4 kW)  

3E Compact Utility Tractor with an optional backhoe and  

a loader and really dig in. With all the attachments you can 

get, there’s really not much that you and your crew cannot 

do. The 44 in. (111.76 cm) turning radius is tight, so nothing 

will get in your way. Dig in with the mighty 3.

Nothing Runs Like A Deere™ | Run With Us
Search “John Deere 3 Series” for more

JohnDeere.com/3Series

LET THE 
MIGHTY 3 

DIG IN

JohnDeere.ca/3Series



Turf professionals across the South are calling it the most all-encompassing and easy-to-use herbicide for 

southern turf available today. Coastal™ can be used safely on all four of the major warm-season turf grasses, and 

with three active ingredients, it provides superior control of Poa annua, crabgrass and other tough weeds with 

no tank-mixing required. It can be used successfully in a single or sequential application program 6–10 weeks 

apart (see reverse for sequential program details).

Talk to your Sipcam Agro representative to learn more, or visit sipcamagrousa.com.



COASTAL™ APPLICATION OPTIONS

UNIVERSITY TESTED AND PROVEN
Trials at leading universities across the South compared the effi cacy of Coastal in a sequential program to Specticle® sequential 

programs and Coastal 64 oz. programs. Results were consistent across the trials (see Auburn University data for example). 

Sequential programs fi t the LCO segment that uses a 6–8 week treatment interval.

The trials also evaluated the Coastal programs for turf tolerances in the warm-season transition zone — sequential versus the 

full 64 oz. program — in addition to testing the effi cacy between the two programs, especially on Poa annua.

Always read and follow label directions. ©2021 Coastal is a trademark of Sipcam Agro USA, Inc. Specticle is a registered trademark of Bayer Environmental Science.

Sipcam Agro USA, Inc.  |  2525 Meridian Parkway, Suite 100  |  Durham, NC 27713  |  sipcamagrousa.com  |  800.295.0733

For more information about Coastal when used in a sequential program, contact your Sipcam Agro representative or visit sipcamagrousa.com.

AUBURN UNIVERSITY SPRING 2020 POA ANNUA TRIAL
Application Dates:  March 6 (A)  |  April 21 (B)  |  May 28 (C)

28 DAT (A) Poa control
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1. Single Application Program: One 48–64 fl . oz. application

2. New Sequential Application Program: Two 32 fl . oz. applications 6–10 weeks apart.

» Time the fi rst application prior to emergence of weeds targeted for control.

» Excellent option when there are turf tolerance concerns or when conditions may shorten the duration 
of a single application.

» Consider adding a post-emergence herbicide tank-mix partner for more complete control of existing 
weeds and grasses.


