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[NOTEWORTHY 1 Most memorable day

Whether you’'ve been in the
business 30 years or 30 days,
you've likely had a day on the job
that stands out to you. We want
to know what it was. Email your
responses to Editor-in-Chief

Seth Jones, sjones@northcoast-
media.net and you may be
featured in an upcoming story and
an “LM At Home” Zoom interview!

() CONNECT

0 facebook.com/LandscapeManagement
O twitter.com/LandscapeMgmt

(@ linkedin.com/company/landscape-management-magazine/

@ voutube.com/c/LandscapeManagementTV
@ instagram.com > @landscapemgmt
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y friend Marlan recently
texted me a message that
stopped me in my tracks:
“Pearl Jam’s album “Ten’
turns 30 today. I'm still
alive!” Almost immedi-
ately I cued up the album on my Rowe
jukebox, anotherrelic, and blasted Eddie
Vedder and the guys into the countryside
outside my detached garage.
Wasiitreally 30 years ago that I was
pushing this same disc into my first CD
player in Mom and Dad’s basement? I
can practically see the posters on the
wall: a 1958 Corvette on the beach,
Karl “The Mailman” Malone and the
Michael Keaton Batman movie. The
14-year-old playing “Ten” didn’t know
about the massive alternative music
movement that was about to take over
his teenage years, or that he’d later be
traveling to different cities over the next
three decades to see Pearl Jam perform
the songs from that album in person.
Lately, it feels like I'm being
reminded of a monumental anniver-
sary of some sort every other day. My
wonderful wife and T will celebrate 15
years of marriage next month (I bet-
ter get her something nicer than just a
mention in this column.) Last month
marked 40 years since the debut
of MTV (and 20 years since they
actually played music.) Those are
the fun ones. There are also the sad
anniversaries. In a strange coinci-
dence, Hurricane Ida made land-
fall on New Orleans on the 16th
anniversary of Hurricane Katrina.
And it was 20 years ago when we
witnessed the tragic events of 9/11,
a day that touched so many.
Today, I picked up a shrink-
wrapped package of magazines in

SETH JONES
EDITOR-IN-CHIEF

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

When “Ten” turned 30

&£ Multiple landscape
pros, suppliers and
manufacturers told us
about how excited they
are to put the shutdown
year of 2020 behind
them. And we are, too. 99y

the garage. (I have lots of magazines
in my garage, as opposed to actual
useful stuff.) Inside were copies of the
November 2019 issue of LM. I turned
to my column (oh nice, my photo is
now celebrating its fourth anniver-
sary) and saw that in that issue I was
writing about the frenetic pace the LM
team kept at the 2019 GIE+EXPO
show. We took a crew of 16 people that
year to report on the industry’s larg-
est event. We came back with enough
material to fill an entire magazine,
and then some.

The next year, there were zero peo-
ple at GIE+EXPO, not just from our
publication, but for any company. It
was 2020, the no-show year.

In this issue of LM our cover story
focuses on the triumphant return of

4 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

the 2021 GIE+EXPO show for its 38th
anniversary in Louisville. We also have
other useful content in this issue, like
our groovy early order program guide
(EOP1), insights on getting into the
holiday lighting game (page 60) and
the best-case scenario for regions that
combat snow mold (page 49).

Multiple landscape pros, suppliers
and manufacturers told us about how
excited they are to put the shutdown
year of 2020 behind them. And we are,
too. As we stand weeks away from the
doors opening on the 2021 GIE+EXPO
show, we realized we had a fun anni-
versary story in the works. And on the
one-year anniversary of the no-show,
I find it extremely fitting that the key-
note speaker, Admiral James Stavri-
dis, will be speaking about resilience,
a topic our industry knows a whole
lot about, and is vital to making our
return to normal.

Happy anniversary. We look for-
ward to seeing you there in Louis-
ville in October, for this 38th year
and for many more to come. As
John Perry, president of Greene
County Fertilizer told us, “I'm
more excited to just see the people
I haven'’t seen for the last couple
of years.”

After the show ends let’s get
down to Fourth Street Live!, find
a place with a jukebox and put on
Pear] Jam’s “Ten” and sing, “I'm
still alive, yeah, yeah, yeah, yeah!”

Who is coming with me? ®

PHOTO: LM STAFF



When you wield the power of a RedMax trimmer you'll, cut through your workload
with ease. Solid-steel drive shafts reduce vibration and improve acceleration, while
the perfectly balanced design helps you trim the toughest terrain with minimal
effort. RedMax trimmers — all the power you need. redmax.com

Commercial fleet discounts, financing and leasing options available

BCZ260TS

* 25.4 cc displacement
* 1.3 hp power output
* 10.8 Ibs

e 2 year warranty

Cheimar

© 2021 RedMax. All rights reserved. RedMax and other product and feature marks are trademarks of the RedMax Division



EDITORIAL ADVISORY BOARD

MORE ONLINE

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

“I loved seeing the latest landst_all!lewfessionals “My favorite memory
equipment with new e is meeting one
innovations, which Norcross, Ga. of my longtime
continues today Troy Clogg mentors, Mike

with battery power TroyClogng_andSﬁPehAssodafes Bogan (CEO of

as an example. The e LandCare) at the
GIE+EXPO show is o JURM Marriott bar! He just came
. . - - 'y Landscaping -

just improving with Omaha, Neb. up to me and started asking
age in my opinion.” Luke Henry questions. | didn’t know who

ProScape Lawn & Landscaping Services he was at the time, and it
Marion, Ohio . L’
was amazing the interest he

Chris Joyce showed in a young kid from
Joyce Landscaping .
Cape Cod, Mass. Omaha. We are great friends
. Aaron Katerberg to thlS day!”
“My favorlte memory Of Grapids Ir‘rigati<?n
GIE+EXPO are all of the Grand Rapids, Mich.
wonderful friendships | Jerry McKay
have made while there MeKay Landscape Lighting
- mahna, Neb.
My best mentors
. . o Bryan Stolz i
and fl’lends In the [ “ Winterberry Landscape & Garden Center The Neal Mccoy
greenindustry are | Southington, Conn. concert at 4th ﬁ
people | have met ! ‘ Greg Winchel Street Live Lo )
t GIE"’EXPO 3 <. Winchel Irrigation StandS Out as one \e
a " Grandville, Mich. f f t
OoT my ravorite ‘ »
’ GIE moments.”
Industry Consultants
Dan Gordon
TurfBooks
Newton, N.J.
E Marty Grunder
The Grow Group
“Too many Dayton, Ohio T
to mention.” Phil Harwood ............cceeoeee
' Grow the Bench
Grand Rapids, Mich. : “Networking around
.................................... Kevin Kehoe , ) the bourbon bars
................................. 3PG Consulting ¢ and best restaurants

Laguna, Calif.

with both old friends

e, and new colleagues.”

Jeffrey Scott Consulting
New Orleans, La.

OUR MISSION: Landscape Management shares a comprehensive mix of content
designed to stimulate growth and take our readers to their next level.
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The most powerful CTL ever will be unleashed on September 27. Are you ready for it?
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Demo it at outdoor booth #7546D.
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Check out a few of the places
where the LM team made its
rounds recently

All Time Low show Editor-in-Chief Seth Jones

(left) was happy to catch the band All Time
Low recently with PBI-Gordon’s Brett Rieck
(right) and his wife Dana and Seth’s friend Sean
Lipford in back. The bassist for All Time Low,
Zack Merrick, is the son of Mark Merrick, a
longtime green industry professional.

Hello, Cleveland The LM team of Jones,

Editor Christina Herrick, Publisher Bill Roddy,
Associate Publisher Craig MacGregor and Senior
Editor Robert Schoenberger hosted some special
visitors from the National Association of Land-
scape Professionals: CEO Britt Wood (center),
Vice President of Marketing and Communications
Lisa Stryker; and Vice President of Education and
Professional Services Heather Parker.

Fenway fans Jones (left) was able to take ina

game at Boston’s Fenway Park with his friends
from Quali-Pro (left to right) Erica Cardenas, Paul
Blodorn, Fenway Groundskeeper
David Mellor, MacGregor, Shannon
Slevin and Allan Fulcher.

Give it ago David Caldwell

(left), national product manager
for Takeuchi-U.S. demonstrates the
ins and outs of Takeuchi machines,
while Mike Shebetka, West region
product manager, Takeuchi (right),
explains how the machines are
best used.

Expert alert Caldwell shows

attendees of Takeuchi’s Media
Day how its new training center
benefits dealers.

Forever amember of the Tribe

North Coast Media turned out the
lights on the 10th floor and headed
to Progressive Field, to pay tribute to
longtime employee and lifelong Indians
fan Jeff Heide, who recently passed
away. The Tribe got trounced by the
Oakland A’s that game, but it didn’t
make much difference to Jeff’s friends,
who all cheered when the scoreboard
flashed his name in tribute in the
middle of the fourth inning.

PHOTOS: LM STAFF
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How landscape companies
are handling record heat

BY SARAH WEBB | LM MANAGING EDITOR

s temperatures climbed in

many places into the 90s

and 100s, landscape com-

panies made adjustments
to protect their crew members and
plant materials.

“We do our best to be prepared,
and we are constantly watching the
weather forecast and monitoring long-
term forecasting and trends to make
sure wee prepared and react appropri-
ately,” said Bob Grover, president of Pa-
cific Landscape Management. “In our
industry, were dealing with so many
variables. We had a snowier February

than we normally do. We had a wild-
fire last fall. We're having an extended
dry spell this year. We just roll with
the weather.”

In Portland, Ore., where Pacific
Landscape Management is located,
Grover said it’s been a record-dry sum-
mer so far, with several days of record-
high temperatures. At the end of June,
temperatures broke an all-time-high
record by nine degrees.

To protect employees from extreme
heat, the company allowed crews to not
work during the record-high days.
Additionally, in the summer, days

Landscape
companies
must learn
to adapt to
increasingly
warm days.
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start as early as
possible, supervi-
sors take water out
to crews and the
company encour-
ages crews to carry
their own water.

Art by Nature
in Granite Falls,
Wash., made simi-
lar efforts to keep employees safe from
the heat, according to Ryan McMahon,
president and owner.

During days with extreme tem-
peratures, the company held off on
installing plantings and sod.

On the two days where it was ex-
tremely hot, Art by Nature shut down
construction and gave employees the
option of working in the company’s
nursery from 6 a.m. to 1 p.m. or take
the day off. The company always en-
sures crews have a water station with
the truck, and on days where it’s just
warmer than usual, the company gives
employees the option to take breaks
whenever they need to, instead of just
at 10 a.m. and 2 p.m.

For other companies dealing with
the heat, McMahon suggests listening
to feedback from workers.

“Everyone’s driven by the bottom
line, but your workforce is your most
important asset, and you want to pro-
tect them, especially these days when
everyone is going crazy with the worker
shortage,” McMahon said. “You want to
make sure you listen to them. If theyre
too hot, take the precautions necessary
to keep them comfortable.” ®

PHOTO: XURZON/ISTOCK / GETTY IMAGES PLUS/GETTY IMAGES
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Takeuchi showcases new training

center at Media Day event

BY SARAH WEBB | LM MANAGING EDITOR

akeuchi-U.S. welcomed Land-
scape Management to its new
37,000-square-foot Training
Center in Pendergrass, Ga.,
during its Media Day on Aug. 24.

The company opened the center
earlier this year. Located next door
to the company’s headquarters, the
Takeuchi Training Center serves as the
site of sales and technical instruction
for the company’s salespeople, dealer
principals, dealer technicians and
corporate dealer trainers.

Takeuchi President Jeff Stewart said
the idea for the new space stemmed
from a desire to improve the training
the company provides. Previously,
training was held in a smaller space
that included various disruptions.

Mowing goes virtual

“Here, the dealers can focus on the
equipment, and there are no distrac-
tions,” Stewart said. “They can be com-
pletely immersed in what they're doing.”

With hundreds of dealer locations,
Takeuchi runs multiple training ses-
sions each month, in the indoorand out-
door demonstration spaces. The center
typically holds classes Tuesday through
Thursday each week, with other days
used for prepping the sessions.

Inaddition to answering dealers’ ques-
tions and going over machines’ features,
the training center staff “bugs” several
machines with issues, and the training
center attendees work together to figure
out what’s wrong and how to fix it.

“There are more and more ma-
chines out there, so were wanting to

The Takeuchi
Training Center
features track
loaders, wheel
loaders and
excavators.

provide more and more support,” said
Keith Kramlich, national product and
training manager at Takeuchi.

Allin all, the training center boasts
six track loaders, three wheel loaders
and 17 excavators on the property.

Lee Padget, product manager for
Takeuchi, showcased key features
of various machines, mimicking
the walk-around trainings presented
to dealers.

Kramlich said so far, feedback from
dealers on the trainings, which began
in late March, has been positive, but
that the instructors are always looking
for ways to improve upon the classes.

Additionally, Takeuchi hopes to hire
more trainers — there are currently
five, but there’s room for eight. @

licensed for use in the game, providing a visually

thanks to a new video game

After a long day of mowing lawns, landscape pros can
relax by plugging in the Xbox and firing up a video
game. Thanks to Scag Power Equipment and a British
game developer, those landscape pros can apply their
real-world expertise virtually.

Lawn Mowing Simulator, a game released earlier this
month for $30 on Xbox and PC game platforms, allows
users to maneuver Scag, Toro and Stiga (a European
brand) mowers across elegant British estates.

The bulk of the game’s 407 reviews on PC game
downloading platform Steam are positive, although a
common complaint is one that landscape profession-
als can appreciate.

The game deducts points for bumping into trees
and other obstacles, prompting some players to ask
for smaller mowers or trimmers to avoid annoying
their virtual customers. Scag’s Patriot and Turf Tiger I
mower models have been artfully recreated and officially

authentic mowing experience for the player.
A variety of beautiful and realistic environments
provides countless hours of mowing enjoyment.

Boston-area landscaping company
owner sentenced for tax evasion

Kevin Newman, 70, will spend 10 months in community
confinement, have two years of supervised release and
perform 100 hours of community service after pleading
guilty in April to tax evasion.

U.S. Department of Justice officials said the Newton,
Mass., owner of Kevin Newman Landscape and Tree
claimed $671,812 in tax losses between 2015 and 2019
by underreporting income and inflating expenses on his
personal and corporate tax returns.

In addition to the confinement, probation and com-
munity service, U.S. District Court Judge Patti B. Saris
ordered Newman to pay a $10,000 fine and $572,843
in restitution to the Internal Revenue Service.
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andscaplng in Clemrnons N.C;; had
been trying to attend GIE+EXPO in
ouisville, Ky., since 2010. Every:year,
~ he'd register but something always
came up right before the show, &,
forcing him to cancel.
In 2019, he finally broke through and attended %
his first GIE+EXPO. He was stunned by what he saw,
what he learned and what he could immediately apply- -

1o his business.

“I went there thinking, I've been in business 17 years,

“;I know it all,” he recalls. “T thought T knew what I was

doing, but that show changed so much forus'... cut- %
ting down on turnaround time, fleet management,
time management, hiring people. I absolutelyloved it
I implemented a new price list two days after I got back ¥
from GIE+EXPO.”




mercial construction and commerc1a1 1nstallat10n markets and fee@
he’s making better use of his time than ever. After the success of
2019 show, he knew he would be back in 2020, and every year after:
Until the 2020 show was canceled because of the COVIQ 19.pa
demic, that is. .. cpmmmemmmmEm :
M I hated hated —that the 2020 show was. canceled Soma

T ,g the third generatlon to work for Bizzell Nursery Co — his grandfath S
r‘.;"‘ 2 Walter started the business in the late 1960s. Dwight Bizzell has been
F AN attending GIE+EXPO on and off since 2014. He says it was weird not
attending the show after 1t was canceled last year. O
: \] e (S # O ) e Contmued on page 14
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“Look at

what classes

are offered

and get

signed up

prior to getting

there. Plan your
schedule. | went with
a purpose. To be
effective, you have to
have a plan. Don’t just

show up to get swag.”

CHRIS SONAFRANK, PRESIDENT
OF LAKEWAY LANDSCAPING

S — e e
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GIE+EXPO

PREVIEW

“Don’t walk through
without stopping and
asking questions.
These guys and gals
have spent countless
hours and dollars

to set the booths

up, and if you like
something, stop and
talk to them. When
we see something,
we stop and ask
questions. It’s great
to talk to them and
break down what
their product is

and how it

could help

you in the

future.”

DWIGHT BIZZELL,
VICE PRESIDENT,
BIZZELL NURSERY CO.

Continued from page 13
“We typically bring quite
a few of our people just to see
what’s out there and what
can make their jobs easier;,”
Bizzell says. “Seeing the new
technology and new equip-
ment, anything that’s going to
make us more efficient to get
our jobs done quicker is key.”
GIE+EXPO was one of
the main motivating factors
in the company switching
over to Steel Green spreader-
sprayers. It wasn't just the ‘
equipment and the labor y °
savings that impressed him,
but also the relationship that was formed
between Bizzell Nursery Co. and Steel
Green over the last few years at the show.
“We all know the labor force in our

industry is very hard to get, so anything
that’s going to make it easier to get the job
done with fewer employees is where we're
having to go,” Bizzell says. “That’s one of

7% “ demonstrations, sucha
this'one for Vermeer mi
kid-steersy area major
highlight %\‘_,GIE+E)§B

ar

my favorite things (about GIE+EXPO),
getting to see everyone again and getting
to see what’s new, what’s out there that'’s
going to make my business that much bet-
ter. I'm excited to see what's new over the
past two years since we lost a year and to
see old acquaintances that we've built rela-
tionships with at the show.”

14 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

Greene County
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Fertility Forwarde
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YOUR SOIL

Take your Lawns
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It's time to start thinking about aeration and overseeding.

High Performance Plant Nutrients
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BUY/SHIP DIRECT
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£

Bio-based Fertilizer MFR = Chemical Distributor of L&O pest control products
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Value of face to face

Trevor Koolmees, sales manager for
tree care rental and landscape teams
for Vermeer, has been back on the
road again over the last five or six
months. While some aspects of travel
are still unusual — keeping a mask
on in the airport at all times, for
example — he says visiting customers
in person makes it all worth it.

“We've been fortunate enough to
see customers and see how theyre
doing it and how they‘re coming out of
the pandemic,” Koolmees says. “The
travel portion is still a little weird; there
are alot of do’s and don'ts depending
upon what state youe in and where
youTe going to visit. WeTe trying to be
respectful and take those safety pre-
cautions. On the same token, I think a
majority of our customers are excited
to have people back at their facilities,
on their job sites and doing business
like we used to do before: face to face,
hand in hand, really seeing how we can
help our customers be more productive
and more successful.”

Koolmees was in the Atlanta
airport when he spoke to LM, just
coming off one of those job site
visits. While job site visits are great,
in terms of sheer volume of people
and demo opportunities, nothing
beats GIE+EXPO, Koolmees says.

“The best thing for me and for us
as a company is the opportunity to

Continued on page 16

“Look at the map of the exhibitors. Plan your
day around the inside the first day and then
look at a path so you can see as many places
as you possibly can after the first day. If you

don’t have a plan going into GIE+EXPO, you’re going to
leave the show saying, ‘man | had a great show, but | missed
out on talking to these two people | really wanted to see.””
TREVOR KOOLMEES, SALES MANAGER, VERMEER

4

Smarit Seed

Professional Grass Seed " /_’— / Q

Viater Starg,

SPECIFICALLY DESIGNED FOR THE
NEEDS OF PROFESSIONALS

e Advanced genetics provide exceptionally high turf quality and density
e Water Star® varieties require up to 40% less water than ordinary grass seed’
e Persistent turfgrass quality even under heavy use

To learn more about our selection of professional turfgrass products:
CALL: 1.800.588.0512 | EMAIL: proturfsolutions@penningtonseed.com

Water Stari¢)

QUALIFIED GRASS SEED

*data on file

Pennington is a trusted manufacturer and distributor of grass seed since 1945

pennington.com

SEPTEMBER 2021 | LANDSCAPEMANAGEMENT.NET 15



2021

GIE+EXPO

PREVIEW Companies

put a massive
amount of
effort into their
booths at the
show, hoping
to draw curious
visitors.

Continued from page 15
be face to face with cus-
tomers, not only on the
showroom floor but also the opportunity to
go outside, put their hands on it and drive it
around. They see how our machines can have
areal effect on what they do,” Koolmees says.
“The number of people that are there and the
opportunity that we have as an equipment
manufacturer to continue to raise our brand
awareness and let people know about the dif-
ferent solutions we offer from an equipment
perspective, a service perspective and a deal-
ership network perspective ... every year we
go to GIE+EXPO it just keeps getting better
and better.”

Lightning in a bottle

One of the most exciting things about return-
ing to Louisville this year for John Perry,
president of Greene County Fertilizer Co., is
seeing customers in person again for the first

time in a long time. Greene County Fertil-
izer Co. has been exhibiting for more than a
decade at GIE+EXPO. Perry echoes Kool-
mees and says the show is important to the
company because of the volume of customers
that he and his team can see in one place.

“There are new connections made every
single year,” he says. “We can’t miss it because
we get to rub elbows with a lot of our custom-
ers, we get to take them out, we get to go on
the town, we get to enjoy everything Louis-
ville has to offer.”

Perry recalls meeting Pete Denny, owner
of GCI Turf Services, four years ago in Louis-
ville, and from that meeting, Denny became
Greene County’s first online distributor.

Continued on page 21

i ’

“Download
the app and
(ELCENJEN
or you will

get lost!”

JOHN PERRY,
GREENE COUNTY
FERTILIZER CO.
PRESIDENT

PHOTO: GREENE COUNTY FERTILIZER CO.
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MATCc

N By Dauumn ManuFacturing

DISPENSE MATERIAL
3X FASTER

All-electric, virtually silent
Mounts on the truck you already own
Nearly maintenance free

MULCH - STONE - COMPOST
888-776-8524

www.MulchMateUSA.com

MATc
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Eliminate workarounds and guesswork with an

integrated business

¢¢

arbage in, garbage out,” is a
common refrain among business
owners and managers frustrated
with their team’s use — or lack
thereof — of a software system.

Do you feel like your ability to make good
business decisions depends on whether or not your
employees enter data correctly? Do you worry
about a job or invoice falling through the cracks?
In the landscape industry, you are not alone.

Bryan Shedd has been there. “In the past,
we've had clients call up and say, ‘Why aren’t you
servicing my property?’” says the recurring team
coordinator for Belknap Landscape Co. in Gilford,
N.H. “Well, it’s because we forgot to send them a
renewal. That’s embarrassing to say the least.”

Many companies in the landscape industry
struggle with disconnected systems that hinder
their ability to make good business decisions,
estimate jobs accurately and be more profitable.

management system

“Inefficiency in your operations is a huge
barrier to growing your landscape business,”
says Mark Tipton, CEO of Aspire Software.
The answer? An integrated landscape business
management system, like
Aspire Landscape, with end-
to-end functionality.

“Aspire Landscape
eliminates the workarounds
and much of the data entry
created by using multiple
software solutions for tasks
like estimating and job
costing,” Tipton says. “An
integrated system streamlines
those processes and provides visibility into your
business. This allows you and your team to be
more efficient, act quickly to make decisions that
generate more profit, and generate more revenue
with the same amount of staff.”

MARK TIPTON
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‘No ticket left behind’

Prior to implementing Aspire Landscape two
and a half years ago, Belknap Landscape used
Excel spreadsheets, daily paper timesheets and
whiteboards to manage its operations. The
full-service landscape company has 80 to 100
employees at peak season.

“We had walls and walls of information
that could ever so easily be erased by
someone leaning against the wall,” Shedd
says, adding the company has multiple
locations, so staff had to drive around
every day to pick up paperwork and return
it to the main office. Next, someone
sorted through the paperwork; recorded
each employee’s time in QuickBooks for
payroll; then tracked job names, tasks and
actual man hours/material for each job in another
spreadsheet. Finally, the data was entered into the
master spreadsheet so the team could see how it
was performing on each specific task.

“We would be handling the same data multiple
times,” he explains. “It took days if not weeks
to get the information we needed to effectively
manage each job, and by then it was too late.”

There was a lot of room for error. And there
was no time to proactively make adjustments
to improve a job. When the company’s growth
flatlined a few years in a row, the Belknap team
knew something had to change. After a nearly

BRYAN SHEDD

two-year software selection process, they chose
Aspire Landscape.

Now, things run smoother for a variety of
reasons. One of them being the job ticketing
system, which ensures all jobs are captured from
the moment they are entered as a lead into the
system and tracked all the way through
invoicing.

“I like to use the term ‘no ticket left
behind,” Shedd says. “Whether you check
it daily, weekly or monthly, every job is in
there and it all gets scheduled and pushed
through to invoicing at some point.”

Additionally, the ticketing system
allows for more efficient crew
communication. Any details the crew
needs, including notes, photos, budgeted
hours, materials needed, etc., are linked to their
work tickets for the day, which they can easily
access from their phone.

On the sales side, Belknap is seeing the benefit
of Aspire Landscape’s scheduling capabilities.
Before the landscape season, the company used
the platform to schedule all of its contracted
work for the entire year, which would have been
impossible to do on whiteboards, Shedd notes.

“(It) allowed us to see where we had holes and
in turn gave the sales team an advantage when
selling new work, being able to provide a more
realistic timeline to clients,” he says.

Seamless
communication.

In addition to tracking
labor hours and materi-
als used from the field,
Aspire Landscape’s
Crew Mobile app pro-
vides quick access fo
the information need-
ed in the field and
allows crews fo create,
assign or respond to
issues as well as com-
municating these fo
their manager and
then fo the customer,
ase if necessary.
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Real-time visibility. The job dashboard in Aspire Landscape provides a quick, at-a-glance comparison of
actual vs. estimated costs, allowing users to manage projects in real time and make proactive decisions —
before it's foo late — to ensure the profitability of every job.

‘A live view’

K&D Landscape in Watsonville, Calif., adopted
Aspire Landscape earlier this year. The company
previously used a landscape estimating software
along with a time-tracking program and a few
other tools. So far, the management team is
thrilled with the ability to see how the company
is performing on any job on a daily basis.

“Because time capture is all done within
the system, it’s a live view,” says Shane White,
maintenance department leader.
“Whereas before, we may not
see a job report for a week or two
weeks. By that time, the job could
be over. With Aspire Landscape,
we have better visibility on which
teams are doing good or what
teams need to be pushed or
maybe need more training from
the management team or need to
adjust things on the fly.”

The real-time data gives the management team
the ability to have a discussion with the production
manager or crew about whether they’re running
into problems on-site and whether they need to do
a change order for an additional scope of work.

“We can go to a client and say we ran into this
problem (and ask), ‘Is this change order approved?”
he says. “It’s a lot more difficult to go to the client and
negotiate an extra cost when we’re done with the job.”

SHANE WHITE

On the maintenance side, more accurate data is
helping K&D identify which jobs are profitable or not
profitable, so the team can decide whether or not to
retain the client in the future.

“A client will only spend so much, and if we’re not
able to keep a client satisfied at the (agreed-upon) time
or rate, maybe it’s not the client for us,” White says.
“Before, it was a lot more guesswork to determine
profitability per account. Now, it’s all in one place and
we’re able to run reports weekly, monthly or quarterly
and see which jobs are doing well and not so well so
we can dive in and figure it out.”

‘Eliminates the guesswork’
Bob McCurdy, regional director of operations
for Brilar, joined the company a month before
it implemented Aspire Landscape in November
2019. Before making the switch, the commercial
maintenance company based in Oak Park, Mich., used
a few different landscape industry software programs
that were not working well for its operation.
The biggest benefits of Aspire Landscape
McCurdy sees are the simplicity, the visual nature
of the program and the continuity its use creates.
“With Aspire Landscape, the way the estimates
are builg, if you hit your hours and buy the right
materials at the right prices, you pretty much
guarantee your margins,” he says. He’s a fan
of the system’s catalog of inventory items like
sod, seed, trees, shrubs and more, and the fact
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that labor hours
for installing each
item are included.
“It eliminates the
guesswork. If we
estimate 80 hours
and we do it in 80
hours, we’re going
to make money.”
Because Brilar has
five branches, it’s
helpful that Aspire
Landscape allows for pricing templates with
market-specific pricing. “We do a lot of snow,
and salt prices can be different in Des Moines
than in Detroit, so the ability to use the same
template with different mark-
ups is great. It’s consistent but
customized by branch.”
McCurdy also favors Aspire
Landscape’s ability to deliver
timely information in an easy-to-
read format. “On the schedule
board, you get a green or red bar
if you're over or under production
hours,” he says. “I don’t need to
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Simplified estimating. Aspire Landscape allows users to build unlimited estimating templates and
production-rate kits fo enable their teams to quickly, accurately and consistently bid large and/or
complex jobs, simply by altering the takeoffs and quantities.

print out a spreadsheet; I can see it right in front of
my face. The biggest benefit is the lack of paper on
my desk. I can dig inside the system without the need
to bury my desk in reports and paper.”

At a multibranch company, it’s imperative that
everyone speaks the same language and uses the
same system across the board, he says, and Aspire
Landscape allows for that.

“It just makes you more efficient and connects the
dots between departments, whether that’s finance
and accounting, sales or our branch management
operations,” he says. “I can only imagine what a
disaster it would be if we're all doing different things,
especially with multiple branches.”

p
aspire

SOFTWARE

The Aspire landscape management platform offers the cloud-based,
end-to-end functionality contractors need to gain full visibility into their business,
make better decisions, and increase profit margins. Aspire is trusted by more than
51,000 users in over 1,200 locations to manage nearly $4 billion in industry revenue.

To learn more or to schedule a customized demo,
visit youraspire.com.
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“Get

outside

and try the

products.

There’s

so much to do out
there. All the brands
that you know, have
their products on
display. That’s a great
opportunity to get to
try new things, or if
you have your eye on
something on a piece of
equipment, it’s a great
place to check it out.”

KEN OSBERG, DIRECTOR OF
MARKETING, ECHO

Continued from page 16

“It’s been an incredible relation-
ship since the time I met him at that
show,” he says. “I'm more excited to
just see the people I haven't seen for
the last couple of years.”

Missing out on the 2020
GIE+EXPO was particularly painful
for professional equipment manu-
facturer Echo. The company expe-
rienced “lighting in a bottle” at the
2019 edition of the show and had
high hopes for the 2020 follow-up.

“GIE+EXPO is our Super Bowl,”
says Ken Osberg, director of market-
ing for Echo. “It’s our No. 1 oppor-
tunity to put a tool in a user’s hands,
and there’s no better place to do that
than GIE+EXPO. It gives the mar-
ket a chance to see what’s new. It also
gives a user who may not be familiar
with Echo an opportunity to try our
tools. It’s our once-a-year opportu-
nity where the entire green industry
comes together.”

For Echo, the anticipation for the
2021 show is even higher as
the company plans several new
product launches, a celebration
of its 50th anniversary and a
new collaboration with industry

( POWERFUL - LIGHT WeigHT - SR
A._. i GHT - GREATER Roucry

partners. Echo, GIE+EXPO and
The Davey Tree Co. are partnering
to present a Women’s Tree Climb-
ing Workshop in the Expo Center’s
Freedom Hall.

“We'll be doing demonstrations
and talks in between Davey’s train-
ings and demonstrations as well,” he

e ®

B e
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-

says. “(Outdoor Power ~ Echo plans
Equipment Insti- to celebrate
quip R 50 years in
tute President and business at
CEO) Kris Kiser calls GIE+EXPO.

it ‘the reunion of the

industry.’ He's so on point with that

because we get a chance to see all our
Continued on page 23
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ESS RESULTS.

0% For 60 MONTHS

ON CAT® COMPACT EQUIPMENT*

Call or click today

844.720.4CAT

www.ClevelandBrothers.com/ZeroDown

+ UP TO $4,000 USD TOWARDS
THE PURCHASE OF A
PROTECTION PACKAGE*

Cleveland
Brothers
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IN A POWERFUL WAY.

The highly anticipated return of the GIE+EXPO has the
entire industry excited to get back together to discover the
latest innovations and test the newest products. This year
we're proud to be introducing our new Kawasaki KTECH™ ENGINES

fuels that have been uniquely formulated to give your THE TRUSTED ONE

engine the life it was built to have.

KTECH ETHANOL-FREE 4-CYCLE FUEL KTECH BLEND PRE-MIXED 2-CYCLE FUEL + OIL
Formulated for the unique requirements of 4-Cycle A blend you can depend on, our custom-engineered
Kawasaki engines, KTECH Ethanol-Free 4-Cycle Fuel KTECH BLEND Pre-Mixed 2-Cycle Fuel + Qil is

helps address poor performance caused by gum and formulated with unique components to help improve
varnish, corrosive damage caused by ethanol, operator throttle response and enhance performance. KTECH
aggravation, service downtime, and expensive costs from BLEND Pre-Mixed 2-Cycle Fuel + Oil can be used in
fuel-related failures. 2-cycle engines per manufacturer specifications to help

reduce equipment failures and downtime.
Offering more than prolonged life and peak performance,

KTECH Ethanol-Free 4-Cycle Fuel has also been KTECH BLEND Pre-Mixed 2-Cycle Fuel + Qil also meets
engineered for long-term storage, carrying a shelf life of or exceeds API TC, ISO-L-EGD, and JASO FD lubrication
over five years unopened and two years after opening. standards, making it the suitable choice for your lawn

care products.

For more information, visit our GIE+EXPO booth
to speak with one of our engineers.

INDOOR BOOTH: #1064
OUTDOOR BOOTH: #7422D

ETHANOL-FREE

{-CYCLE FUEL

KawasakiEnginesUSA.com/Engines/Accessories
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' “You can’t sit in a loader
cab or feel the mower
controls on Zoom, so™
visit booths to get your
- hands on machines
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Continued from page 21 : Kootenay Lawn THE TRUSTED ONE

partners and potential &4, Doctor employs 30

partners as well. We ‘ people and operates 18

really welcome that. - trucks. A majority of

That’s why the show is > the business (75 per-

so important for us.” “The first year cent) is spraying liquid

| went, | wasn’t herbicide and fertilizer,

Ready togo sure what to while 20 percent is

It is possible that expect, but mowing/aerating and

absence makes the since then, I’'ve 5 percent is irrigation/

heart grow fonder, miscellaneous.

but it also sure seems Formal meetings

like the industry is and education ses-

ready for the 2021 R sions are great, St.

GIE+EXPO show to of time to know Jean says, but the

go on. Cam St. Jean, who | should greater value is being

owner of Kootenay meet with while NN PSSR CTMANOL-FRES

Lawn Doctor in Cran- I’'m there.” can trade ideas with

brook, British Colum- CAMST. JEAN, OWNER, each other. Other than

bia, Canada, is hope- KOOEEONCATYO;AWN looking for equipment,

ful to attend the show, the trips to Louisville

even though travel give him a chance to

through an international border has | visit Fourth Street Live! and drink

become complex since the pandemic. | some bourbon. As a fan of Ken-
“If youre looking for equipment, if | tucky’s signature liquor, that’s a

you'e looking for software oryoure | highlight of his trip.

looking for strategy, it’s all there,” St. “I'like touring the distilleries.

Jean says. “There’s just new ideasall | We got out to a bunch of them in

around that if you can implement 2019,” St. Jean laughs.

them into your company, you'll get a Here’s a cheers to getting back

great return on investment.” in2021. @

come in with a
real strategy.
| research ahead

RAPHY

G

Visit our hooths at
GIE+EXPO to learn about
our latest innovation,
Kawasaki KTECH™ fuels.

PHOTO: BRIAN BOHANNON PHOTO(

Looking forward to Louisville | 5ot of demand for

While he expects to stick with his Wright | electric-only mowing #1064
zero-turns for many years to come, Nick in Kansas City right

Brummel, owner of Brummel Lawn and now, he says, but he'’s

Landscape in Kansas City, is excited to watching the market. #7422D
see what’s next from manufacturers. “What's going on on the West

He’s been paying attention to electric Coast has gotten our attention,”

models and has seen videos of autono- Brummel says. “The push is coming, so

mous mowers, something he hopes to we're looking into the sustainability of

see at GIE+EXPO this year. There’s not batteries. Can they last?”

LANDSCAPEMANAGEMENT.NET
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)) PRODUCTS THAT WORK

Aerators 7 AERATE 40

STAND-ON AERATOR
COMPANY: Z Turf Equipment
URL: ZTurfEquipment.com
The Z-Aerate 40 stand-on aerator from
Z Turf Equipment features a 40-inch
floating tine head. The design enables
maneuvering around obstacles dur-
ing aeration, and the hydraulic lift pro-
vides quick turnarounds. Patented
locking front caster wheels increase
hillside stability. Dual-pump hydrau-
lic wheel motors deliver an 8 mph
maximum speed. The Z-Aerate 40
accepts optional accessories including
a 30-gallon sprayer, 46-inch dethatch
rake and 36-inch slicer seeder. Multi-
function versatility enables one opera-
tor to do more work, more quickly.

TIAL

Push your potential with Little Beaver’s Kwik-Trench.

Start and finish projects fast with our exclusive

push-forward design and neatly deposited soil for

convenient backfill. Get started kwik thanks to the .

trenchers’compact size and easy maneuverability. =/, ‘ Li‘TTLE BEAVER.
Trench efficiently with hassle-free operation and , EARTH DRILLS & AUGERS.
cutting speeds as fast as 30 feet per minute. :

: littlebeaver.com
See the Kwik-Trench in action at littlebeaver.com/kwik-trench. -1936-213-6066

! N/
" L
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X10 STAND-ON
AERATOR
COMPANY: Turfco
URL: Turfco.com
Turfco’s XT10 stand-
on aerator includes
zero-turn agility, an
optional 60-pound

seeder attachment

and patent-pending

Auto Depth Control
tine-setting capacity. A
23-hp engine boasts an aerat-
ing speed of 7 mph and a 30-inch aerat-
ing width, capable of covering 2 acres of turf per hour.
The XT10 enhancements include improved axles, new
semipneumatic front caster wheels, improved tine
wheels, an upgraded electronic foot-controlled tine
switch and optimized weight distribution for better
handling in a variety of conditions. The Auto Depth
Control function adapts automatically to changing
ground conditions so that operators can preset the
depth once and achieve uniform consistency.

PLUGR 25-INCH

RECIPROCATING AERATOR
COMPANY: Billy Goat
URL: BillyGoat.com
Billy Goat’s 25-inch Plugr reciprocating aerator offers
up to 42,550 square feet of aeration per hourin a
single pass. Variable aeration density, a Billy Goat
exclusive, lets operators vary hole spacing from eight
to 45 holes per square foot for single-pass aera-
tion, eliminating double aerating. The unit features
in-ground steering for maneuverability, ergonomics,
ease of turning, improved production and reduced
downtime and turf repair compared to drum aerators.

ServSuite’

Enterprise Lawn Care Software

Reach your Potential
with ServSuite™

We’ve seen massive

improvements with our
operations and tremendous
growth: over 1 million in
new sales since we've
started using the software.
Our sales are through the
roof, and we owe it all to
ServSuite.

Contender's Tree and

Lawn Specialists ’ ,

Automate
Marketing

1535 Georgesville Rd. Ste A ‘7 SerViceProw

Columbus, OH, 43228-3615

Mobilize
Workflow

A ServiceTitan’ Company

We combine industry intelligence with
advanced technology to help you grow

Simplify Month
End Processing

Communicate
Cross-Channel

¥ sales@servsuite.net

oJ 614.874.4300 | B (614) 386-0299
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)) WEED AVENGERS

POA PROBLEMS

Poa typically occurs in
turf areas that have been
weakened by disease

or destruction.

Pesky Poa

Lawn care experts explain what operators
should look for when dealing with Poa annua

BY SARAH WEBB | LM MANAGING EDITOR

any lawn care operators in

warmer regions contend with

Poa annua on an annual basis,

according to Dean Mosdell,

Ph.D., technical services man-
ager for Syngenta.

He notes that when conditions are
favorable, it also proliferates as an annual to
perennial biotype in cool-season turf where
germination occurs, and it establishes itself
as a competitive weed in lawns that are
overwatered, shaded or lacking density.

Ben Pease, turfgrass agronomist at
The Andersons, agrees.

“It'll typically come in in areas where
the turfisn’t doing too well, where it’s been
thinned out by a disease orit’s encountered
some sort of destruction,” Pease says. “If
the turf isn'’t fed properly, the weed that
prefers low fertility will overtake other turf.
To keep a balanced fertility program, you
want some fast-release nitrogen as well as
some slow-release nitrogen to keep the turf
fed, rather than alarge flush of growth.” ®

SELL MORE WITH
LESS EFFORT

LAND ONE

START YOUR FREE TRIAL
landonetakeoff.com
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PHOTO: BEN PEASE

Poa is lighter green than most of the
desired lawn species. It has a wide
blade and is a prolific producer of seed
heads. The seed heads are initially
green before turning to white.

Poa is a clump grass that will slowly
spread. Somewhere halfway down

the leaf, the leaf will look crinkled as if
someone were to fold a piece of paper
into an accordion style.

Leaves can be rolled in the bud and
have boat-shaped tips.

Properly selecting the lawn species
for a region and site is paramount. For
example, Bermudagrass may be suit-
able in the South, but not if the lawn

is mostly shaded.

Maintain proper mowing heights for
lawns, fertilize turf based on recom-
mendations from your state’s extension

service and monitor irrigation practices.

Lastly, make sure to deeply water, at
least beyond the upper 2 inches, and
water infrequently to avoid favoring the
shallow-rooted Poa annua.

Introducing new cultivars helps fill in
blank areas and outcompete the Poa
before the Poa has a chance to take

over those weakened spots.
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Spray Shrubs,
Trees & Turf
from One Rig

- Tt one”
T Wicep CowTROL ——

J

This specialized rig can carry lawn care
products alongside applications for
ornamental trees and shrubs, reducing the
number of visits to each property.

» Bigger tanks, segmented for lawn,
ornamental trees and shrubs

» Larger bed for easy access to equipment

» Customization with high-quality parts and
superior workmanship

» Backed by our complete commitment to
service and support

Graham'Spray
Equipment

PUTTING YOU FIRST IS WHY
WE'RE SECOND TO NONE

To learn about this rig and others,
visit us at GIE+EXPO, booth #594.

(770) 942-1617 | GrahamSE.com

© 2021 Graham Spray Equipment
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KNOW THE TREE

) TIPSHEET

It’s key to know the ins
and outs of the type of
tree to be treated and

to not overtreat.

®

Don’t overlook the basics
in tree and shrub care

Plant health care experts urge contractors to
consider environmental factors along with pest
issues when diagnosing tree and shrub problems
BY EMILY SCHAPPACHER | CONTRIBUTOR

3 hen it comes to treating
trees and shrubs, Kyle Da-
vis believes less is more.

“Most people overdo
it and apply too much
product,” says the chemical and fertilizer
manager for Yellowstone Landscape, a
$358 million, full-service company head-
quartered in Bunnell, Fla., that serves
commercial and governmental clients.
“Alot of plants are pretty hardy against
insects and diseases. Contractors need
to be smart about what theyre doing.”

Industry experts like Davis agree
that understanding the basics of tree
and shrub care is key to doing it right
and avoiding some common mistakes.
One such mistake occurs when contrac-
tors misidentify the affected plant, says
Rob Gorden, director of urban forestry
and business development for Arborjet.

“This sounds really simple, but you
wouldn'tlook at an oak tree and assume
it's going to get emerald ash borer,” Gor-
den says, adding that there are anumber
of books, apps and industry associations
that can help contractors with plant
identification.

UNDERSTAND THE STRESS

Once the plant is properly identified,
contractors then need to determine what
is causing it stress. Contractors should
first consider environmental factors
such as drought, improper planting or
“volcano mulching” (when too much
mulch is piled up around the base of the
plant, cutting off water and nutrients to
its root base).

“Thirty to 40 percent of problems in
alandscape are actually not caused by
insects or diseases. They are caused by
environmental issues,” he says. “Con-
tractors need to know how to identify
what is wrong.”

Gorden also suggests contractors
learn to identify the four or five most
common pests and diseases in their area
and then build upon that knowledge.

Kathy Glassey, plant health care
director for Monster Tree Care, a $55
million tree care company with an 85
percent residential, 15 percent com-
mercial clientele headquartered in
Fort Washington, Pa., agrees that some
companies are too quick to apply a pest
or disease diagnosis without first identi-
fying the environmental stressors. She
warns that if the stress from environ-
mental factors is not addressed, it can
open the window for pests and diseases
to take hold. But, if a pest or disease is in
factidentified, contractors then need to
select the right product and determine
the proper treatment schedule.

“The timing of treatment is crucial
to a successful application, and it re-
quires proper planning,” Glassey says.
“When there are pests and diseases,
many times, companies will use a broad-
spectrum product instead of a targeted
product because they can’t get the tim-
ing right. This approach can impact
beneficial insects and is not always best
for the plant or for the environment.”

GET PROACTIVE
Rod Marquardt, national warm-season
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LCO accounts manager for Nufarm,
agrees the use of the right product at
the right time is important to get prob-
lems under control, and he adds that a
proactive approach will generally give
better results than a reactive approach.

“Most contractors do not take a
proactive approach to tree and shrub
care and rather wait until a problem is
present,” Marquardt says. “But treating
preventively for insects that come back
around the same time every year can
significantly improve the health of the
plant and avoid last-minute 911 calls to
take care of issues. Similarly, plant dis-
eases are very hard to control curatively.
Treating before an outbreak is the best
way to take care of a disease.”

Marquardt says the type of prod-
uct matters, too. For example, trying
to control sucking or piercing insects
with contact insecticides is often inef-
fective, he says, as pests like scale and
mealybugs have an outer coating that
is difficult for a contact product to pen-
etrate. Using different types of products
applied through various techniques also
can maximize results.

“Using a horticultural oil, a systemic
product and an insect growth regula-
tor can provide excellent results when
one product alone may not do the job,”
he says. “Different application tech-
niques, such as root drenching, root
injection, bark spray, bark banding,
tree injection and foliar applications,
can also affect efficacy.” @

Schappacher is a freelance writer based in Cleveland.
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Researchers and 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 also be used
in a single application or in two sequential applications 6-10 weeks apart.

| think 32 fluid ounces of Coastal applied twice is going to become a standard for
crabgrass and winter annual control, bridging the gap between the turf tolerance
requirements of sensitive warm-season grasses, like centipede and St. Augustine,
and having lasting efficacy within Bermudagrass.

\ DR. JAY MCCURDY )
MISSISSIPPI STATE UNIVERSITY

More mode of action diversity is always better with maximum rates of all
components in the mixture. From a resistance management standpoint, that’s
the number one way to go, but that isn’t always economically possible for

some turfgrass managers.

Sipcam has been a great collaborator. | always appreciate when a group like
Sipcam wants to jointly explore solutions that help the end user.

DR. JIM BROSNAN v
UNIVERSITY OF TENNESSEE

* IP M AG Ro Always read and follow label directions. Coastal is a trademark of Sipcam Agro USA, Inc. ©2021 Sipcam Agro USA, Inc.
¢ USA, |

NC.
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Early and in person

Readers say cost savings and flexible
payment options make EOPs valuable
BY THE LM STAFF

n late spring of this year, Landscape Management

asked readers to give some insight on how they

perceive chemical manufacturers’ early order

programs (EOPs). We received responses from

readers in 18 states. Overwhelmingly, respon-
dents said they will participate (75 percent) in this
fall's EOPs, and they prefer both meeting in person
with their distributor sales representative and online
virtual models.

Most respondents listed “cost savings” as the
main reason they participate in EOPs. “We are able
to achieve some discounting and lock in pricing,” a
reader in North Carolina wrote.

A respondent in New Jersey said EOPs “save
some money and get this end of our work out of
the way.”

Still, some readers bemoaned the programs, say-
ing EOPs can be complicated, they have too much
inventory from 2020 still or the benefits are not real-
ized for their businesses.

“I don’t like pallet deals or bundles,” said a reader
in Kansas. “I want the products that I want. I don’t
want to have to buy something that I don’t really
want to save a few dollars.”

DO YOU 25%
PLAN TO No
PARTICIPATE

IN EOPS IN

2021?

EOP4 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

WHAT DOES YOUR EOP SPEND LOOK LIKE
THIS YEAR, COMPARED TO LAST YEAR?

5%

1-9% lower

27%

More than
10% higher

32%

1-9% higher

I ALWAYS
PURCHASE MY
FERTILIZER
DURING EOPS
FOR THE
UPCOMING
YEAR.

ON THE COVER: ILLUSTRATIONS: LM STAFF; MYKYTA DOLMATOV/ISTOCK / GETTY IMAGES PLUS/GETTY IMAGES
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What you need to
know about EOPs

Lawn care operators explain the when
and why behind early order programs

BY SARAH WEBB | LM MANAGING EDITOR

all is the time lawn care

operators (LCOs) start

parsing through early

order programs (EOPs) to
figure out what products they
can order early to save on costs
and improve efficiency.

Here to help explain how they
use EOPs each year are Bruce
Love, owner and president of
LawnRx in Latrobe, Pa., and
Kevin Cooper, vice president of
Cooper’s Landscape Manage-
ment in Virginia Beach, Va.

THE WHEN

Love says he usually starts con-
sidering his early order pro-
gram in October and locks in
the orders before the New Year.
LawnRx has been using early
order programs since the com-
pany’s founding in 2004.

“You want to start planning
in the late fall,” Love says. “The
downtime in our industry tends
to be around that time of year, so
that’s a good time to look at your
numbers and determine where
you are seeing growth.”

He places an early order for
fertilizers, herbicides and insec-
ticides — about 15 percent more

1"
PROFESSIONAL ’ o)
LAWN TREATMENTS

LAWNRXINC:COM

product than he ordered the pre-
vious year.

“We pretty much know what
we need for the coming year
based on the previous year’s cli-
ent base,” he says. “Everyone
should have some kind of budget
or some kind of sales goals.”

Cooper notes that fall is a
good time for planning because
he’s able to easily recollect what
worked well that season.

“I'm able to rehash it all
because it’s early enough, and
it’s still fresh in your mind when
you get to October,” Cooper says.
Cooper Landscape Management

SEPTEMBER 2021 | LANDSCAPEMANAGEMENT.NET

has been tak-
ing advantage
of EOPs from
distributors
and manufac-
turers since the
early 2000s.

LATROSE, PA
724-339-1003

LawnRx knows
about how much
product it will
need each year
based on the
previous year’s
numbers.

Cooper starts his EOP plan-
ning in September after consult-
ing his notes and various spread-
sheets on what products the
company used that season and
what worked well.

“I think, “‘What am I going
to change from last year to this
year? How much of that do I

Continued on page EOP6

EOPS



Continued from page EOP5
think I need?” Cooper says.
“And then, I have the chats with
the supplier reps and our manu-
facturer reps and see what they
come back with. It’s a lot of back
and forth to get that figured out.”
By mid-October Cooper has
his purchasing plans finalized,
giving him plenty of time to eval-
uate the incentives and decide
which companies’ EOPs he’ll
take advantage of.

THE WHY

This year more than ever, Love
plans to take advantage of EOPs
because of market fluctuations
and supply shortages due to
factors such as the February
freeze in Texas and the COVID-
19 pandemic.

“This year, it was key because
prices were 30 percent more,”
Love says. “Shipping prices are
through the roof right now. Any-
thing you need from shipping
is a lot harder to get. For ferti-
lizers, the market is usually at
its lowest in fall and winter, so
the best time to buy fertilizers
is then. By locking those prices
down, I beat the fluctuations for
the following year.”

it’s important to
ensure there’s enough
storage space before
considering buying
materials early
through EOPs.

“Consider
your warehouse
availability because
a lot of times,
manufacturers and
suppliers want you to
take delivery January
through March.”

—BRUCE LOVE

In 2020, Love ordered a few
products in-season and had to
pay about 30 to 40 percent more
on the product itself, excluding
the increased cost of shipping.

He says those types of costs
are hard to offset midseason,
affecting the bottom line.

“In our industry, our prices are
pretty much set. You can't charge
differently throughout the year
to compensate for the increases,”
Love says. “We give a base price,
where this is the price per applica-
tion per year. You can't raise that.
Plus, a lot of our customers prepay
for the season.”

Love says the EOPs are also
attractive because many com-
panies pro-
vide terms
that lawn care
firms couldn’t
get otherwise,

EOPG6 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

such as not having to pay for
product until June.

EOPs also allow lawn care
companies to cement their
relationships with distributors
and manufacturers, according
to Cooper.

For example, Cooper says
one season, he told one of his
manufacturer reps that he
wasn't a big fan of the compa-
ny’s fungicide because it came
in a granular form. The rep
informed him that the manu-
facturer also produced a liquid
form, which Cooper had not
previously known. From then
on, Cooper says the rep made
an effort to offer him mostly
liquid products.

“They have my best interests
at heart,” Cooper says. “The rep
remembers, ‘Kevin likes the lig-
uid products as much as he can
go liquid, because there’s less set-
tling out in the tank. You're not
going to have clogged up filters in
your spray rig and all that.”

When it comes to the cost
savings on EOPs — which can
be as high as 18 percent, Cooper
says — Cooper puts them back
into his company.

“You could put that money
into employee benefits, pay
raises or the price of gasoline
that’s going up,” Cooper says.
“In our business, I want to
make us look better than every-
one else out there. I put it into
better products that are going
to have the efficacy and the lon-
gevity that I want. That’s going
to keep us looking better out
there, because we're a word-of-
mouth business.” ®

PHOTO: LAWNRX
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10

reasons why you should
participate in EOPs

Experts say EOPs will be vital this year to promote
service growth, protect supply chains and lower costs
BY CHRISTINA HERRICK | LM EDITOR

magine it's March and the win-

ter weather has finally broken

for much of the country. Your

clients are champing at the bit
for you to get out and start treating
lawns, but instead of having inputs
ready to go, you and your team are
spending time securing the prod-
ucts you need for the season.

This, experts say, is precisely
why lawn care operators (LCOs)
should consider participating in
an early order program, or EOP.

“This program can help them
by making sure they're efficient
and well planned during that busy
spring 12-week time frame and
not chasing something down,”
says Brett Rieck, Eastern regional
sales manager with PBI-Gordon.
“So, when the weather breaks,
you go as hard and as fast as you
can to get that first round of appli-
cations completed.”

Here to detail 10 benefits of
early order programs are Rieck;
Stephanie Schwenke, turf mar-
ket manager with Syngenta; Chris
Moyer, Corteva Agriscience turf
and ornamental category lead; and
John Smith, vice president of com-
mercial operations for Amguard
Environmental Technologies.

10 Your business has grown.
Demand for green industry ser-
vices shows no sign of slowing
down, and this scenario has
likely boosted your business. A
great reason to participate in
EOPs, manufacturers say, is if
your business has experienced
year-over-year growth.

Rieck says EOPs help con-
tractors plan for that growth and
understand exactly how many
inputs to buy next season, espe-
cially for those companies that
have doubled or tripled clients.

“It makes them think through
and go, ‘how many acres am I
really treating now? I don't have
2,000 customers; now, I have
2,500. I don’t have 500 custom-
ers now; I have 1,000,” he says.
“Some just don’t know they are
covering that many new acres.”

9 You want to add a service.
As you start to look to next year,
EOP season is a good time to
think about adding a service
such as pest control, Smith says.
“Take advantage of EOPs
by taking the opportunity to
add a new service or an offer-
ing to your customers,” he says.

“Because youre doing it at a
much more affordable price.”
Smith says adding a service
using products purchased with
EOP pricing allows you to charge
a premium for that new offering
and drive a good profit margin.

8 You want to try a new
product.
As with adding a new service,
experts say EOPs are a great time
to try a new product. Contractors
will get the bonus savings dur-
ing EOPs and have the ability to
try something new. Rieck says if
a contractor has contemplated
changing up a product mix, there’s
no better time than EOP season.
“I suggest that everyone try the
next new thing, whenever they
want,” he says. “If youre going
to do it, you should know exactly
what youTre doing and plan ahead.
When you know within reason
what you have to treat, make your
best choice and pull the trigger.”

7 There are tools to help you
understand the savings.
Suppliers offer many tools to
help you calculate your savings

Continued on page EOP8
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Continued from page EOP7
throughout the early order pro-
gram period. Tools such as Syn-
genta’s GT365 online calculator
populate the savings realized as
lawn care operators begin filling
out a sample order form online.
“It very clearly shows LCOs
what they can save if they buy in
October and November versus
waiting until February,” Schwenke
says. “Savings will be automati-
cally calculated for them to place
an order, print, share and save
through the online calculator,
making it easy to plan each year.”

6 Your distributor may help
with space.
Some lawn care professionals
may avoid EOPs because of space
issues at their operation. Manu-
facturers say they can still take
advantage of EOP pricing with-
out adding storage capabilities.
Many distributors will work with
companies to store products until
needed or find ways to help an
LCO who has minimal storage.
“There are storage capabili-
ties at distributors,” Smith says.
“If asked, a distributor may store
product for them until they need
it in the spring.”

5 You don’t have to buy

for your entire program.
Experts say a good idea for con-
tractors getting started with EOPs
is to take a small amount of the
business and purchase products
through EOPs for that segment,
even if that’s just the first and sec-
ond round of applications. Many
LCOs offer a prepay system or early
signups. This gives you an estimate
of inputs needed next year.

“(Ask) ‘What percentage of my
business do I know I've got locked
in?’ and take advantage of EOPs,”
Smith says.

4 vou're going to need it.
Rieck says many lawn care pros
believe they could get stuck with
excess product if purchased
through EOPs. He says that’s why
it's a good idea for them to start
with a small percentage of the
business to purchase inputs for.

“No one usually has any left,”
he says. “They always think theyre
going to, but they always have so
many upsells and so many other
things. It’s always gone. Theyre
always having to buy more in
every round.”

3 Plan now, save the scramble.
Instead of trying to find prod-
ucts at the same time as the calls,
emails and inquiries start in the
spring, with an early order pro-
gram, lawn care firms have a
good chunk of their applications
budgeted and planned for.

“Planning ahead and pur-
chasing early allows lawn care
operators to secure the products
they rely on before the rush of
the season,” Moyer says. “Order-
ing early not only secures the
quantity but also the preferred
package sizes.”

Rieck says now is a good time
to imagine that first warm day
of spring, above 70 degrees when
LCOs are anxious to get the first
applications down.

“When the weather breaks and
it’s 70 degrees, those days are huge
if you've got an inventory. You can
bust out there and get round one
done,” he says.

EOP8 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

2 The best prices you’ll see.
LCOs may think it’s better to ride
out the market and see if a fluc-
tuation in prices ends up saving
them in the long run, but experts
say it's unlikely prices will go
down for chemical inputs.

“In the last two years, you are
not seeing a whole lot of price fluc-
tuations where you see significant
price decreases,” Smith says. “In
2022, youre not going to see that,
where prices drop significantly.”

Locking in EOP pricing even
for a small amount of the busi-
ness can free up some funds for
use elsewhere, such as marketing,
customer acquisition or hiring.

“Early order programs are
designed to create business
opportunities for companies that
have tight cash flow before and
during the season,” Moyer says.

1 Avoid supply chain issues.
As LCOs have noticed, 2021
has been a year of supply chain
disruption. EOPs are a way to
ensure you have the products
you need when you need them.

“If LCOs were ever doubting the
reason to participate in an EOP, I
would highly encourage them to
consider this to be the year they
engage, plan and participate,” she
says. “There’s a shortage of employ-
ees. Turnaround times to get prod-
uct and deliveries can be anywhere
from two weeks to a month delay
due to shortages of truck drivers,
much less packaging.”

In short, EOPs help lawn care
companies prepare for the next
season. “With EOPs, LCOs have
the confidence that theyre going
to get what they need when they
need it,” Schwenke says. (@
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FMC

Early Order Program:

‘Simple and Thoughtful’

he theme of the 2021 FMC EOP is “Sim-

ple and Thoughtful.” Simple, by bringing

back the same familiar features from last

year’s EOP, and thoughtful, by allowing you
to purchase the exact products you actually need.
Together, we'll set a plan to help you save even more
in 2021. .

SOME HIGHLIGHTS INCLUDE:
® September Spotlight — offer-
ing the best rebates of
the year on fungicides
and purchases of Fame®
will count toward your FMC
total EOP purchases
® The FMC EOP will run N4 °
from Oct.1-Dec. 10,2021, ) Fam»»g
with July 2022 terms on
qualified purchases

®RebateLock, only from FMC, is back and better than
ever — offering more opportunities to lock in
rebates on select FMC products all season long!

® Maximize RebateLock by purchasing Fungicides in Septem-
berand Insecticides & Herbicides in October

® Get the bestrebates by purchasingin volume

® Lock in your volume rebates and get these rebate levels
allnext season with RebateLock

® See FMCTrueChampions.com for full rebate and
program details

® New customers may enrollat FMCTrueChampions.com

+MVIC

— FMC —

~= TRUE CHAMPIONS =

NEED TO KNOW

Deadline: Dec. 10, 2021
Website: FMCTrueChampions.com

FMC Professional Solutions | 2929 Walnut St., Philadelphia, PA 19104
@mcom | €@ a@mcut | @ Mcurf | @ @FMcProSolutions | @) @FMC-Professional-Solutions
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Bayer
NOW Solutions

he Turf and Ornamentals business of Bayer

is offering lawn care operators the best pric-

ing on a range of innovative lawn and turf

products. This year’s Fall Solutions program
from Bayer offers four ways to save, including vol-
ume discounts, select product rebates, tier rebates
and pairing rebates on the essential products you
need to achieve healthy, beautiful turf.

The 2021 program also includes three new
products. Celsius® XTRA combines the trusted
broadleaf weed control of Celsius with the added
control of sedges to create one simple, broad-spec-
trum solution for postemergent weed control.

It eliminates the need for tank mixing multiple
products — reducing the risk for mistakes — and
offers excellent turf safety on all major warm-sea-
son species, including sensitive varieties like St.
Augustinegrass and centipedegrass. Tetrino™ is
the new Bayer insecticide that controls two major
pests in one complete solution. This game-chang-
ing technology features tetraniliprole as its active
ingredient to offer fast-acting, flexible, seasonlong
control of a wide range of turf-damaging

insects, including white grubs and caterpillars.
Densicor®, a new DMI fungicide, helps you
harness the power of streamlined fungicide
management. It provides next-level control of
dollar spot, brown patch, anthracnose, gray leaf
spot, snow mold and other harmful diseases in
one simple solution.

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS

All rebates will be issued in the form of My Bayer
Rewards points. Customers must be enrolled in My
Bayer Rewards and accept current terms and condi-
tions to receive a rebate. Points can be redeemed for
checks, agent credit or thousands of catalog items.

For more information on the products featured
in this program, contact your distributor repre-
sentative or visit es.bayer.us/now-solutions. You can
also pick your products and calculate your
savings by visiting the Flex Solutions online tool
at flexsolutions.bayer.us.

Now
Solutions

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. www.environmentalscience.bayer.us. Not all products are registered
in all states. Bayer, the Bayer Cross, Celsius, Densicor and Tetrino are registered trademarks of Bayer. ©2021Bayer CropScience LP.

NEED TO KNOW

Deadline: Sept. 30, 2021
Website: es.bayer.us/now-solutions

Bayer Environmental Science | 5000 CentreGreen Way, Suite 400, Cary, NC 27513 | environmentaIscience.bayer.us
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for beautiful lawns.

Turn busy into beautiful with volume-based discounts and
rebates on the leading portfolio of innovative lawn care and
turf solutions from August 1 - September 30, 2021. With

. .
\/ four ways to save, the NOW Solutions Program offers the
best deals on the products you need now.
n
/ tl n To learn more, contact your distributor representative, scan
the QR code or visit es.bayer.us/now-solutions to select

products and calculate your savings.

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 1-800-331-2667.
www.environmentalscience.bayer.us. Not all products are registered in all states. Bayer and the Bayer Cross are registered trademarks of Bayer. ©2021 Bayer CropScience.
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Corteva

Ultimate Rewards

Maximize your savings all year long with Corteva Ultimate Rewards

he foundation of your
success is better-look-
ing turf and landscapes.
That’s why maintain-
ing beautiful, lush lawns and
landscapes requires the use of
proven turf management prod-
ucts. As you plan ahead, Corteva
Agriscience is providing an easy
way to earn cash back on the
products you rely on. From
Oct. 1, 2021 through Feb. 28,
2022, Corteva Ultimate Rewards
is offering locked-in savings on
qualifying products.

What is Corteva Ultimate
Rewards?

Turf & Ornamental ‘g'

ULTIMATE

rewards

® A simple yearlong rewards pro-
gram designed to put money back
into your pocket. With minimum
qualifying quantities, the program
provides a simple way to save
when buying the products you
need for exceptional control. As
you purchase qualifying products,
you can:

NEED TO KNOW

® Order on your own time
through Feb. 28, 2022

® Lock in yearlong rates

® Secure rebate multipliers

® Receive cash-back incentives
all year

When to purchase products?
Corteva Ultimate Rewards offers
two flexible ordering periods:
purchase qualifying products
before Dec. 31 to lock in your
rebate for the full market year
or by Feb. 28 to lock in rebates
through September 2022.

Which products qualify?
You know the difference between
getting the job done and get-
ting the job done right. As an
industry-leading preemergent
herbicide that also offers excel-
lent early postemergent control
of crabgrass and more than 45
other grassy weeds, Dimension®
specialty herbicide is the back-
bone of a program you can rely
on year after year.

This No. 1-sell-

ing herbicide now

comes with the

ultimate offer:

Deadline; Feb. 28, 2022
Website: COREUItimateRewards.com

Bundle Dimension with up to
three other premium turf man-
agement products to strengthen
results, earn cash back and keep
beautiful, lush lawns and land-
scapes. Participating product
categories include:

® Herbicides

® Insecticides

® Fungicides

® Fertilizers/Granules

Dimension” /

SPECIALTY HERBICIDE

How to secure your savings?
Taking advantage of this timely
program is simple:

1. Go to COREUltimateRewards.
com, pick your distributor(s) and
complete the rebate form.

2. Submit rebate form.

3. Lock in savings through
September 2022.

With Corteva Ultimate Rewards, the power
isinyourhands.

CORTEVA

agriscience

Corteva Agriscience | 9330 Zionsville Road, Indianapolis, IN 46268 | €@ 3173373000
® cortevaus/products-and-solutions/turf-and-omamentalhtmi | €9 @CortevalSTurt | @) @CortevalSTurt
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Exceptlonal results with no 'worr|es
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in both turf and landscaped areas.

Crew’

/ Versatile, convenient, broad-spectrum control

Crew® specialty herbicide provides broad-spectrum

SPECIALTY HERBICIDE preemergence control of more than 120 grassy and

s

Border to
Border Solution

CORTEVA

agriscience

broadleaf weeds. It can be applied to a variety of plants,
including more than 410 ornamentals in landscape beds.
Crew can also e applied on most turf types — including
cool- and warm-season turfgrasses.

]
Formulated for Use Low Odor Non-Staining Lasts up to
in Landscape Beds Formulation 5 Months

& Turfgrass

Visit us at corteva.us/turf

"*Trademarks of Corteva Agriscience and its affiliated companies. Crew is not registered for sale, distribution
or use in New York. Other state restrictions on the sale and use of Crew apply. Contact your state pesticide
regulatory agency to determine if a product is registered for sale or use in your state. Always read and follow
label directions. ©2021 Corteva

CT38-450-020 (02/20) COR 010-61163
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Nufarm

Edge Rewards Program Boosts
Profit Potential in 2022

he 2022 Nufarm Edge Rewards Program
offers landscape professionals the best oppor-
tunity to save on more than 35 popular
Nufarm brands during the upcoming season.
Nufarm is a leading provider of high-performing turf
and ornamental solutions, and participation in the
Edge Rewards Program extends top savings on these
proven solutions to lawn care operators during two
order periods.
® Save the maximum during Period 1:
Sept. 13 - Oct. 31, 2021.
® Extend your time to save during Period 2:
Nov. 1 - Dec. 10, 2021.

SAVE MORE WITH SIGNIFICANTLY

INCREASED PERIOD ONE REBATES

Nufarm’s 2022 program is designed to deliver an
added edge with significantly increased rebate sav-
ings on top-performing premium herbicides. Dur-
ing period one, maximize savings with a 50% rebate
increase over 2021 on Escalade® 2, Cool Power® and
Horsepower® herbicides. Plus, save on Aloft® LC SC
for grub and insect control in ornamental beds with a
volume bonus offer, only available during period one.

Act during period one for highest rebate and
reward savings.

® Escalade® 2 Herbicide: Save $15 per jug.

® Cool Power® Herbicide: Save $15 per jug.

® Horsepower® Herbicide: Save $15 per jug.
® 4-Speed® XT Herbicide: Save $25 per jug.

NEED TO KNOW

2022 HIGHLIGHTS
NUFARM EDGE REWARDS PROGRAM

| © 6%
EARN INCREASED STACK VOLUME GROW REWARDS
REBATES SAVINGS FASTER
BETTER PREMIUM ALOFT® LC SC LOW $2,500

HERBICIDE SAVINGS VOLUME BONUS MINIMUM

NUFARMREWARDS.COM

® SureGuard® SC Herbicide: Save up to $50 per unit.
® Aloft® LC SC: Save $50 per unit with the two case
volume bonus.

REGISTRATION IS QUICK AND EASY

Registration is easy and required to participate in
Nufarm Edge Rewards. Visit NufarmRewards.com and
submit the registration form. Previous registrants
are automatically registered and do not need to reg-
ister again. At the Rewards website, browse eligi-
ble products and build a qualifying order with ease
using the online Nufarm Edge Rewards Calcula-
tor Tool. It can tabulate your savings and be emailed
directly to your distributor.

Nufarm

REWARDS PROGRAM

Deadline: Period 1: Sept. 13 - Oct. 31 and Period 2: Nov. 1- Dec. 10
Website: NufarmRewards.com

Nufarm | 11901 S. Austin Ave, Alsip, IL, 60803
Q800353330 | @ NufarmRewards.com | € @\ufarmusTurt
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Nufarm

(= DG

[ REWARDS PROGRAM

NEW FOR

2022

GROW YOUR EDGE, we're delivering an added edge with significantly
increased rebates on top-performing premium herbicides. Hurry, best
offers are only available through October 31, 2021.

INCREASED REBATES

ESCALADE® 2 // 50% INCREASE
COOL POWER® // 50% INCREASE
HORSEPOWER® // 50% INCREASE

SAVE MORE
ALOFT® LC SC // SAVE $50+ EACH*

NUFARMREWARDS.COM

©2021 Nufarm. Cool Power®, Escalade® and

Horsepower® are trademarks of Nufarm. Grow a better tomorrow
Aloft® is a trademark of Valent U.S.A. LLC.

*With Ant, ABW and Grub Volume Bonus
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Simply Grow Together

uali-Pro® has been a leader in the develop-

ment of innovative and post-patent formu-

lations, offering professionals the industry’s

widest array of active ingredients. Quali-Pro
provides solutions for lawn care professionals, sports
turf managers and golf course superintendents that
are backed by university research and a dedicated
staff of professionals.

2021 QUALI-PRO EARLY
ORDER PROGRAM
INFORMATION
Quali-Pro is offering special (ot
incentives now through Nov. .
30. Take advantage of the TAURUS
Simply Grow Together early TRIO G
order program by Oct. 31 for o Lracna, Totrogens
the biggest rebates. i i
To qualify, the
participating end user must

QUALIPRO

Net Waight: 30 ihs.

earn a minimum rebate of

ALHPA(

Deadline: Aug. 15-Nov. 30, 2021.

NEED TO KNOW Upload rebate submissions by Jan. 14, 2022

Website: simplygrowtogether.com

$100. When 50% or more of
the total rebate is derived
from Platinum Products, a
Double-Base Bonus will be
added to your rebate total.
Products must be purchased
from an authorized Quali-
Pro distributor between Aug.
15, 2021 and Nov. 30, 2021.
This is an end-user
promotion. Distributors and

dealers are not eligible for this
rebate. Purchases used to qualify
for this promotion are not eligible
for any other free goods, cash back
or rebate programs. Internet sales
and purchases do not qualify.

All submissions must be

uploaded by Jan. 14, 2022. Visit
simplygrowtogether.com to learn more.

¥ a

ENCLAVE®

Flowable Fungicide

Castrel Net Contents:
& St 2.5 GALLON

F

FAHRENHEIT
Herbicide

Quali-Pro | 5903 Genoa Red Bluff, Pasadena, TX 77507
Q8002425562 | @ ouali-Procom | € @wali_Pro | @) @qualipro
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August 15th - November 30th

EARLY ORDER PROGRAM

Quuali-Pro is of fering special incentives now

B es t Deal S through November 30th. Take advantage of

Simply Grow Together (SGT) date-tiered
I our
Of the Year' program by ordering before October 31st for

the biggest rebates.

Submit your rebate online at
simplygrowtogether.com.

a”nl -P ”0 SimplyGrowTogether.com
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Syngenta
Your business. Your program. Your savings.

ustomize your GreenTrust®
365 program to maximize
savings for your business — E
upto 26%. Spend at least $5,000 [g] £l
during the early order period (EOP),

Yearlong Rebates
Lock in your yearlong rebate of 5% - 9%
during EOP to save on purchases through
Sept. 30, 2022.

Scan the QR code
Oct.1,2021 - Feb. 28, 2022, to watch a video

on how your sav-
to earn yearlong rebates. ings can add up.

NEW Small Packs

Small packaging sizes (4 oz. and 8 oz. bot-
”ﬂ. tles) of essential products like Acelepryn®

insecticide, Barricade® 4FL and Tenacity® her- U ;2 |

bicides, Heritage® SC fungicide and Primo ® b 0.4
Maxx® plant growth regulator are now available o/ 03
and qualify toward your GreenTrust 365 yearlong 02
rebate. Find the ideal solution to fit your needs and 0.1

save on purchases of them all year. Learn more at
GreenCastOnline.com/SmallPacks

o
SCPIMIALACEN G0N v o

Save up to 26% with the 2022 GreenTrust 365 Program

GreenTrust Automatic
365 GT Bonus Barricade Pallet/ Volume TOTAL
Yearlong Booster Brand Bonus Multipak Discount
Rebate Savings
Acelepryn (0.5 gal) Up to 9% Up to 2% — - Upto 10% Upto21%
Barricade 4FL Up to 9% Up to 2% 3% — Upto 9% Upto 23%
Multipaks Up to 9% Up to 2% - Up to 15% - Up to 26%
Pallet Up to 9% Up to 2% 3% Up to 10% - Up to 24%

To calculate your total savings and plan your agronomic program, visit GreenCastOnline.com/Calculator

Deadline: Oct. 1, 2021 - Feb. 28, 2022
NEED TO KNOW Website: GreenTrust365.com/Lawn

EOP18 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021



SPONSORED CONTENT

2022 EARLY ORDER PROGRAM GUIDE

L. 0oz Plant Growth Regulator
For Tust Growth Mansgement

0 l’EEP OUT OF MNOFI.CADILMv
it _CAUTION

0.1 AGRGATRN U RGUFVINTS

SCPRIA-LA 1215 4108 3. '!.g,z

Pallet Solution
Apply intelligently with the right mix of
herbicides. The Warm Season Herbicide
Solution includes Barricade 4FL herbi-
cide and Monument® 75WG herbicide
and is available Oct. 1 — Dec. 8, 2021.

Multipaks
Save even more, Upto15%, on complemen-
tary products delivered in convenient

W Mulitpaks.

Product Assurance Programs

/\ I Protect your customers’ lawns with

confidence through expert application
recommendations and performance

XL

1]

w GreenTrust 365

GT Bonus Booster

Purchase at least $30,000 of qualifying
% products in Octoberand November to auto-
7} matically receive an additional

\—~

2%rebate.

Barricade Brand Rebate

Add 3% to your yearlong rebate by purchasing

Barricade brand herbicides during the EOP. Order
in October and November to add an additional 2%
with the GT Bonus Booster for savings up to 23%.

SummerPay™

'}‘4 - Keep your cash flow in check by deferring
v V- payment until June 24,2022. 1t’s just one way
1 A to manage your expenses more easily
y '44 throughout the season.

Free Customer Marketing Materials
Take advantage of an array of free home-
owner brochures that Syngenta offers to
help grow your business. Learn more at
GrowWithSyngenta.com

Rebate Calculators
Maximize your savings with our easy-to-
use rebate calculators. Simply input the
products you would like to purchase to
get customized savings for your business.
Visit GreenTrust365.com/Calculators to plan your agro-
nomic program.

Contact your local Syngenta territory manager or
visit GreenTrust365.com/Lawn to learn more.

©2021Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states
or counties and/or may have state-specific use requirements. Please check with your local extension service to ensure registration.
Acelepryn®, Barricade®, GreenTrust®, Heritage®, Monument®, Primo Maxx®, SummerPay™, Tenacity® and the Syngenta logo are trademarks of
a Syngenta Group Company. All other trademarks are the property of their respective owners.

Syngenta | 410S. Swing Rd., Greenshoro, NC 27409
@ GreenGastoniinecom | € @Syngentalurt | @ Syngentalurf | @) @Syngentalur

SEPTEMBER 2021 | LANDSCAPEMANAGEMENT.NET EOP19



It's back! All qualified purchases made now through
December 3rd will earn you cash back on a Visa® gift
card. Make your purchases, submit your claims online by
December 31, 2021 and reap the rewards. It's that easy.
To learn more, visit www.thesourcematters.us.

it

PRIME SOURCE

A DIVISION OF ALBAUGH, LLC

©2021 Albaugh, LLC. Prime Source is a trademark of Albaugh, LLC.
Always read and follow label Precautions and Directions For Use.
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TURF + ORNAMENTAL

) TURF DISEASE ID + CONTROL

Fall is a good time to think
about snow mold control

When it comes to show mold prevention, now is the time to start
thinking ahead and communicating with your customers, experts say

BY CHRISTINA HERRICK | LM EDITOR

now mold is the name for sev-
eral pathogens that occur fol-
lowing prolonged cool and wet
| conditions. Gray and speckled
snow mold tend to surface in
areas with extended snow coverage.
Pink snow mold can occur anywhere
that has extended wet conditions.
“For a good portion of the winter,
the disease can occur really any-
where in the country that can have
wet conditions during the winter that

persist in the 40s and 50s,”
says Paul Koch, Ph.D,, as-
sistant professor in the
department of plant pa-
thology at the University
of Wisconsin-Madison.
Koch, along with Jason
Jordan, owner of Spring-
Green Lawn Care in Rockford,
I1L.; Chuck Silcox, Ph.D., prod-
uct development manager for Am-
guard Environmental Technologies;

Jason Jordan

Brian Aynardi, Ph.D.,
Northeast research sci-
entist for PBI-Gordon

Corp.; and Bret Cor-
bett, director of techni-
cal services for Prime
Source, share some tips
and tricks to stop snow mold
in its tracks.

START EARLY
Jordan says contractors should think
about snow mold in the fall. He leaves
information with his clients on mow-
ing height recommendations to pre-
vent the pathogen from taking hold.
“We started leaving recommenda-
tions when were doing the winterizing
application the year before to try to help
minimize the impact of snow mold
the following spring,”
he says. “You want
to minimize the
amount of leaf
surface that’s
available for
the snow mold
to grow over
the course of the
winter.”
Aynardi adds,
“The best prevention for gray and pink
snow mold is fungicides applied in the
fall prior to conditions favoring disease
development, and

Brian Aynardi

UNDER R

PRESSURE prior to snow cover
Talk to clients :
about snow mold in the case of gray
prevention in the snow mold.”

fall, especially in .
high-pressure areas. Continued on page 50
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MEET THE INDUSTRY'S FIRST % TURF + R“AME“TAI-

COMMERCIALLY AVAILABLE
AIR CONDITIONED

R TTN BA )) TURF DISEASE ID + CONTROL

FOR THE KUBOTA ZD1211.

Continued from page 49

Silcox says contractors should understand what type
of snow mold pressure is common in their area. For high-
pressure areas, it'’s important to have a conversation with
clients about preventive applications.

“The ideal situation is you treated a lawn in November,
and come April, it’s clean as a whistle, and the neighbor’s
lawn is brown and looks dead,” he says. “That’s a good
selling point for the next year. Give people confidence that
theyre spending their money for good reason.”

Adding an informational brochure comparing
photos of treated and untreated lawns for snow mold
could help encourage more clients to think about
preventive applications.

DON’T NEGLECT CULTURAL PRACTICES
Improving drainage and airflow can
help reduce disease pressure on sus-
ceptible turf, experts say. Late-sea-

son nitrogen applications can feed
the pathogen.
“Make sure there is not excessive

s canopy growth going into winter,
+ and do not over-fertilize with quick-
release nitrogen,” Aynardi says.

Corbett recommends aerification and
reducing thatch to eliminate pathogen
buildup in the turf. High-traffic areas or places on a lawn
where snow lingers are more susceptible to snow mold.

“Removing snow will be efficacious as far as reducing
the severity of the disease,” he says.

As symptoms appear in the spring, Aynardi suggests
lawn care operators (LCOs) encourage the turf to recover.
“Rake up dead plant material when
green-up begins to occur, and add
seed or fertility to encourage

new growth to help patches
heal,” he says.

SRR e

Bret Corbett

KNOW WHAT YOU’RE APPLYING
Silcox cautions lawn care profes-
sionals to read any product label
before applying fungicides.

“LCOs need to be aware that not all
products are labeled for use on home lawns,” he says. “Make
sure you'e selecting one that is labeled for your use site.”

Another option for lawn care professionals to consider
is granular versions of fungicides, Koch says.

“You spread them out and they’re pretty effective,”
he says. ®

Chuck Silcox

CURTISCAB.COM | 508.853.2200
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The
Andersons

NEXT-LEVEL FALL NUTRITION

SIMPLIFY APPLICATION « STRENGTHEN SOIL « IMPROVE PLANT HEALTH

Humic Coated Urea (HCU) is a cost-effective 44-0-0 nitrogen
granule that is bonded with potassium humate. This proprietary
™ technology delivers important soil and plant health benefits that
traditional nitrogen sources cannot provide.

HUMIC COATED UREA

9-12-6 with HCJU 22-0-4 with HCU

Ideal for a wide variety of applications, In this product, we’ve replaced the
including new turf establishment and limestone filler with Black Gypsum DG,
maintenance, this product contains an amendment that provides calcium and

SmartPhos® slow-release phosphorus, sulfur, helps to relieve soil compaction and
Black Gypsum DG® and humic acid. salinity, and improves root development.

The g2z -
FERTILIZE R

Andersons 2 .

Fertilizer with

Learn more at AndersonsPlantNutrient.com/FallNutrition. Yy @AndersonsTurf | @ AndersonsPro

©2021The Andersons, Inc. Al rights reserved. The Andersons logo, Black Gypsum DG, and SmartPhos are
registered trademarks of The Andersons, Inc. HCU is a trademark of The Andersons, Inc. H21




MOWING + MAINTENANCE

)) THE BIG ONE

Large-scale
coordination

LOCATION Grandview Heights, Ohio

COMPANY Environmental Management Inc.

DETAILS Grandview Yard, when finished by

the end of this year, will be a 125-acre mixed-use
neighborhood with hotels, restaurants, apartment
complexes, grocery stores, commercial offices
including facilities for a Fortune 500 company
and lots of green space.

Environmental Management Inc. (EMI) ini-
tially contracted with developers to install hard-
scapes and softscapes throughout the campus but
won the maintenance contract as well.

Jason Hall, EMI's senior commercial accounts
manager, says working on the design/build side
and the maintenance side of the contract carried
a huge advantage — EMI maintenance profes-
sionals were able to advise developers on what
foliage to choose based on the region’s soil and
climate and EMT’s capabilities.

“Originally, they were putting a lot of hollies
in that just don’t do well around here with the
clay soil we have,” Hall says. “We were ending up
replacing more of them when they died out, and it
was costing them a lot more than they wanted.”

EMI has a two-person crew on-site all week
to handle watering, pruning and other detail
maintenance, and it brings in five-person crews
to spend two days mowing every seven days in
the growing season.

“The biggest challenge for us is irrigation,”
Hall says. “There’s a ton of construction going on.
They're getting close to being finished, but they’ll
bust through main lines or tear out the wires, and
we won't know about it until it’s too late.”

Winning the irrigation work was great, he
adds, but it’s meant keeping irrigation specialists
and crew members on alert to fix damage caused
by other contractors.

EMTI’s work on Grandview Yard won a 2020
Silver Award from the National Association of Land-
scape Professionals’ Awards of Excellence program.

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

PHOTOS: ENVIRONMENTAL MANAGEMENT INC
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Captions | 1. Retaining walls double as seating
near corporate office entrances. 2. The mixed-
use development hopes to attract restaurants,
grocery stores and residents, along with cor-
porate offices there. 3. Tree-and-turf medians
divide streets throughout Grandview Yard’s
campus. 4. Grandview Yard, a nearly finished
development near Columbus, Ohio, sits on 125
acres. 5. Newly installed tree groves line walk-
ways at Grandview Yard. 6. A lawn panel at one
of the Yard’s entrances. 7. Flowers provide pops
of color in front of many of the development’s
buildings. 8. Green spaces surround buildings
at Grandview Yard, including this hotel.

SEPTEMBER 2021 | LANDSCAPEMANAGEMENT.NET
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MOWING + MAINTENANCE
P IRON WORKHORSES §

Big properties demand

bigger mowers

Mowing contractors looking to move
from residential to commercial
properties can boost acres-per-hour
cut with zero-turn mowers

BY ROBERT SCHOENBERGER | LM SENIOR EDITOR

ustomers may judge landscape companies by how
neatly they edge and trim properties, but operators
tend to make their money by the acre — mowing as
am much space as quickly as possible to give crews time
BS¥ (o perform all of that pretty finishing work.

That’s why Wally Parrish sticks to Scag zero-turn mow-
ers with 61-inch decks for most of his projects. His crews
can mow lots of territory quickly, giving them more time
for everything else.

“With the larger properties, you need to cover a lot of
ground, oryou'll spend too much time on the site,” says Parrish,
owner of Parrish Lawns near Lexington, Ky. “The zero-turns
cut down on manpower, and they’re pretty simple to operate
when you get to running them. They're very operator friendly.”

Parrish’s business is all commercial and municipal work
with some contracts for highway mowing and a 15-acre park.
He used to mow residential lawns, and he said upgrading
his equipment was critical to getting bigger jobs and being
able to perform that work profitably.

p ros)say Zero-turn®
mowers are perfect .
for large properties,
especially with deck
sizes that reduce
the amount of time
spent mowing.

54 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

Brummel Lawn and Landscape
owner Nick Brummel says his Kan-
sas City-area company still has a few
walk-behind units, but the majority of
his fleet is Wright zero-turn models.

“The productivity of the zero-turns
is critical,” Brummel says. “They’re three
to four times more efficient than the walk-
behinds. And, our people are more produc-
tive when they're out in the field because theyre not as tired.”

When asked why they stick with zero-turn mowers for their
high-acreage projects, Brummel and Parish don’t hesitate
to call out productivity and speed, saying no other class of
machines can chew through grass as efficiently.

Nick Brummel

USEFUL TIPS
Parrish says there are big differences between zero-turn
mowers, including the sizes of their decks and their reliability.

“I'run all liquid-cooled engines,” Parrish says. “Theylasta
lotlonger. My oldest one is 20 years old, and it still runs great.”

Brummel says his fleet is all Wright because he likes the
products but also because standardizing on one model keeps
crews in the field.

“The biggest reason we stick with one manufacturer is
to be able to have parts,” Brummel says. “We run 11 crews,
so having the same equipment makes it easier to have parts
that are interchangeable.”

Running the proper deck size is also important. The big-
ger the deck, the more grass you mow per pass, but the less
flexibility operators have. So, Brummel says he reserves his
biggest decks for wide-open spaces, not properties covered
with trees or other things a mower could hit.

“As our properties have gotten larger and we've gotten
more industrial work, we've had to change our deck sizes,”
Brummel says. “We used to always run a 52-inch deck un-
less we were in a backyard and it was just tiny. Now, we've
gone up to the 72-inch deck on some of our bigger properties
that are more open.”

Expanding the deck 20 inches has cut mow times as much
as one-third, he adds, meaning he can take on jobs with one
fewer crew member or add another job per day.

“With our industry, the biggest challenge that we all face is
labor;” Brummel explains. “So, anything we can do to be more
efficient and capture more acres per hour is important.” ®

PHOTO: SCAG



@ Flexible battery system 4)( Gas performance without noise -8.) All weather use
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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. Husqvarna

Connect with HusqvarnaUSA (Muce] v |
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SNOW + ICE MANAGEMENT

)) RECOMMENDER

What
weather app
do you use
for snow
and ice
services?

/

o

Weather apps can
help snow contractors
stay ahead of
inclement weather.

CHRIS MARCELLE

INTERACTIVE
MAINTENANCE SERVICES

WILLISTON, VT.

“We are located in northern Ver-
mont, and in my experience, the
Weather Channel app gives us
the most accurate, reliable radar
and forecasting for snow condi-
tions in our area.”

ADAM SCHLUTT

PRESIDENT
MAAC PROPERTY SERVICES

SOUTHWEST MICHIGAN/
NORTHWEST INDIANA

“We have been using weather ser-
vices and apps now for 15-plus
years, primarily Accuweather. Our
service area sits anywhere from
1to 20 miles east of Lake Michi-
gan, so the majority of our events
are lake-effect storms. It’s not
easy to predict lake-effect (snow),
which is why we rely so heavily on
not only Accuweather but other
weather services as well to help
us make an educated guess on
when it’s time to go to work. They
provide multiple radars, hourly
updates and send us updates on
any incoming events.”

56 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

KEVIN SHACKLEFORD

OWNER
SHACKLEFORD
LANDSCAPE GROUP

BEAR, DEL.

“l use the National Oceanic and
Atmospheric Administration
website. It can tell me 48 hours
before a storm what to expect.
It’ll project that we’ll get 2 inches
per hour in each area that | serve.
| use the site to get crews to the
areas expected to receive the
most snow before the first flakes
fall. We’re spread out over a wide
area, so it helps to understand that
somewhere 30 miles north might
be getting twice as much snow as
the guy 30 miles east of us.”

PHOTO: RABBITTI/ISTOCK / GETTY IMAGES PLUS/GETTY IMAGES
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GreenTRX™ Products Bring Sustainable Fertility
with No Filler and No Uncoated Urea

Now lawn care managers can build an entire fertility program based upon
three GreenTRX product choices — GreenTRX90, GreenTRX75 and GreenTRX60
— designed to fit various turf conditions and climatic seasons. GreenTRX contains
USDA-certified biobased organic material that is returned to soils for improved

soil health and outstanding sustainable performance.

Anuvia’s GreenTRX products provide economical solutions
for high performance nutrition with improved soil health
and more sustainable, year-round fertility. Every granule is
100% nutrients - no filler and no uncoated urea.

Balanced nutrition of nitrogen, potash, sulfur and iron allows
GreenTRX to jumpstart grass and slowly release to feed
plants consistently and continuously as they grow. GreenTRX
facilitates easy, even spreading and clear
visibility. Customers benefit from
greener, lusher lawns with reduced
leaching, reduced volatility and healthier
soils compared to typical fertilizers

“We can balance the soil and make it
healthier with the organic matter in
GreenTRX. Increasing microbial activity
in the soil gives plants better access to
the nutrients in the soil,” says Justin
Berg, lawncare owner-operator, Purple
Care, Fort Worth, Tex. “We don’t have to keep pouring more
nitrogen on the lawn. We can be more sustainable and pro-
ductive with the natural biological activity of the soil working
for plants and lawns.

“Purple Care wants sustainable solutions, and Anuvia is at
the forefront. GreenTRX can help us with better perform-
ance and reduced environmental impact.”

Lawn care managers often juggle performance, economics
and sustainability when developing fertility programs. Three
different GreenTRX analyses provide a seamless solution.

Steve Murray, McCall’s Lawncare Service based in Jackson-
ville, Fla., says, “GreenTRX is better than any fertilizer I've
ever applied or blended, and I’'ve been blending for over 12
years. | want my fertilizer money to go on the ground as a
useful nutrient where every prill counts and every penny is
doing something for me agronomically and environmentally.

G ANUVIA

“GreenTRX

is better than

any fertilizer
I've ever applied

or blended.”

“By using a high organic
matter product in your soil
and increasing water holding
capacity, you’re going to
improve water retention and
nutrient usage. GreenTRX allows

plants to use all of the nutrients on lawns and make best
use of your money. You’re doing the right thing environmen-
tally and providing value to the client
that’s going to last for years.”

Lawn care manager/owner Luke Hawthorne,
Emerald Lawns, Round Rock, Tex., agrees.
“There’s no filler and no uncoated urea. No
matter where the GreenTRX granule falls,
it’s going to feed the plants and provide
even consistency. You don’t get that with
a lesser fertilizer.

“Three GreenTRX products allow me to use
a premium fertilizer at a standard fertilizer price. The organic
matter in GreenTRX provides a greener, thicker lawn while at
the same time it’s sustainable and good for the environment.”

LANUVIA 7 ANUVIA

e B e
QUICK DEEP ‘
GREENING

FEATIL

QUICK DEEP
GREENING

Learn more about how GreenTRX can work
for you. Visit www.GreenTRXAdvantage.com.

X PLANET INSPIRED PRODUCTS

N

www.greentrxadvantage.com |
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Winter is coming, and it’s
time to get your fleet ready ~

Simple preventive maintenance can extend
the lives of landscape tools if operators
act proactively By ROBERT SCHOENBERGER | LM SENIOR EDITOR

etween increasing amounts of
ethanol in fuel and the growth
of electric landscaping tools,
| manufacturers say the basic
advice on how to prepare for
cold weather is changing.

When to start prepping tools depends
entirely onlocation —landscaping com-
panies in Florida, Texas and Southern
California need not read any further. Any-
one operating farther north should pay

attention to local forecasts or the National
Weather Service’s Climate Prediction
Center, says Jean-Pierre Dermendjian,
technical training supervisor for Stihl.

FIGHTING ETHANOL

One of the biggest maintenance problems
that equipment faces when not used for
months is ethanol exposure. In most
parts of the country, ethanol makes up
10 percent of the gasoline purchased at

standard fuel pumps. In corn-growing
states, the numbers can climb up to the
20 percent range.

“Stagnant fuel or fuel that’s been left
in the system is the big culprit,” Dermend-
jian says of ethanol exposure.

Ethanol eats away at rubber in fuel
lines and engine gaskets. Modern en-
gines use materials that resist ethanol’s
corrosiveness, but older machines can
leak fuel following prolonged exposure.

Another risk with ethanol exposure
is water pooling against engine gaskets
or hoses. Freezing water expands and
can cause tears. Plus, when users start

PHOTO: STIHL

PL2501 ser.

High Performing Aeration
Productivity from Billy Goat

AERATION

AE1300H

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™ fine engagement /
disengagement stops fining 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)

Billy Goat® Voriable speed fingertip drive

controls provide a common “feel”
‘The Common Experience™ oﬂering ease OF ffGining Cll'ld use
across a contractor’s fleet!

POWERED by

LGy HONDA.
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Winterizing equipment
in the fall helps ensure
equipment is ready to
go come spring.

machines in the spring, water collected in
the fuel tank will hurt machine startup.

“It is something that’s very easy to
avoid,” Dermendjian says. “Once you
decide that youre going to bench that
piece of equipment, flush the system with
some sort of engineered fuel, something
that’s ethanol-free.”

Dermendjian has a mantra for any
question about what to use in your
equipment — check the user’s manual.
Most manufacturers sell ethanol-free
fuel mixes optimized for their equip-
ment. So, even if you use standard fuel
through most of the year, a few dollars
spent on premium fuel at the end of the
season can protect machines during
their downtime.

Sean Dwyer, Husqgvarna’s prod-
uct manager for professional mowers,
agrees, saying, “A preferred option would

be to run equipment dry of fuel or store
with ethanol-free fuel. Gummed-up car-
buretors and rotten fuel lines can cause
expensive and time-consuming repairs
when it’s time to mow again.”

GOING ELECTRIC

Nick Carlson, owner of Mulch Mate and
alongtime landscaper, says companies
can avoid fuel and ethanol issues by
switching to battery-powered gear.

“You just have to pull the batteries out
and store them safely where they won't
freeze,” Carlson says.

Electric units aren’t completely main-
tenance-free. Clean and lubricate wear
parts such as blades and driveshafts
before storage. Carlson adds greasing
electrical connections can protect criti-
cal spots from exposure to the elements.

“Applying a little dielectric grease to

terminals means you'll get a good con-
nection when you put the battery back in
or connect cables,” Carlson says.

Be sure to use the right grease,
though, one that’s electrically conduc-
tive and won’t harm materials used in
electrical housings.

USE TIME WISELY

Husgvarna’s Dwyer says as much of a
chore as winterizing can be, it’s also an
opportunity to thoroughly inspect gear
and address service concerns.

“Giving your equipment a complete
lookover can give you a heads-up to
some potentially unknown repairs that
require service parts,” Dwyer says. “The
more your equipment can be prepped
and ready for the next season, the more
peace of mind you'll have when it’s not
being used.” ®

INCREASE SEED GERMINATION...

...AND SPEED ESTABLISHMENT WITH

LESS WATER!

Hydretain effectively manages soil moisture
between waterings to protect projects from drying

[3)
L : Hydretam

| INSAND = IN SAND

SEE RESEARCH AT HYDRETAIN.COM

out — especially when constant watering is either
impractical or labor intensive.

* Increase Seed Germination Rates

¢ Improve Seedling, Sprig & Sod Survival
Accelerate Turf Establishment

Reduce Watering Frequency

Reduce Cost of Hand Watering

¢ Improve Nutrient Uptake

Hydreta?n
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Holiday Lighting

More than
an add-on

Contractors share how adding
holiday lighting service has
become more than a source
of additional revenue

BY LAUREN DOWDLE | LM CONTRIBUTOR

oliday lighting not only brings in revenue as
an add-on service, it’s also grown so much
i that many landscape contractors are creat-
# ing separate companies dedicated only to

g B8 this service. Just ask Joe Guarino, owner of
LCM Plus in Melrose, Mass.

His full-service design/build firm offers fencing,
hardscapes, snow removal, tree work and mosquito
control. Its customers are 90 percent residential
and 10 percent commercial.

Guarino has also offered holiday lighting since
2006 as a way to regulate his cash flow and keep his
employees working during the winter months. His
holiday lighting has continued to grow to a point where
he’s now created a separate lighting company, North-
east Illuminators. The holiday lighting company’s
customers are 70 percent commercial and 30 percent
residential. The company uses Minleon products.

“When we started, I thought we’d be offering lighting for
Halloween and Christmas,” Guarino says. “Now, the service
has become year-round.”

He's learned how to manage the different factors involved
with holiday lighting, including weather, staffing and ongo-
ing hardscape projects.

“It’s not just putting lights on people’s homes or commer-
cial buildings. You have to make sure you manage your time
and staff when you're doing holiday lighting,” Guarino says.
“If you're just starting, start off small.”

DO YOUR HOMEWORK

A former firefighter and paramedic, Joey Murphy — owner
of Murphy Christmas Lighting in Roanoke, Texas — now of-
fers holiday lighting all year, along with alandscape lighting
division. His customers are about 60 percent commercial
and 40 percent residential. He’s tripled his business every
year, with an annual revenue of $1.45 million.

60 LANDSCAPEMANAGEMENT.NET | SEPTEMBER 2021

Joey Murphy of
Murphy Christmas
Lighting says it’s key
to know the product
before performing
lighting services.

The company turns to TwinklyPro’s plug-and-play
product to avoid systems that require complex wiring. It’s
app controlled with lighting options of RGB (red, green
and blue), RGBW (red, green, blue and white) and AWW
(amber, warm white and cool white). LED technology ties
into a router, which also allows homeowners to interact
with the app.

Adding holiday lighting services comes with a learning
curve, but Murphy says there are resources available to
get started. “Know the products and what youre getting
into,” he says.

Two of the biggest concerns with this service are the lo-
gistics and finding enough labor. Once those are solved, the
sky — or maybe rooftop — is the limit.

“If you have the manpower, you're going to be able to get
the clients to do the lights,” Murphy says. ®

Dowdleis afreelance writer based in Nashville.

PHOTO: MURPHY CHRISTMAS LIGHTING



MINLEON

Augie Roper

Factory representative
“Anything in landscaping and
the green industry ends around
October, unless you’re in a South-

ern state. You’re either going to get into snow
removal or Christmas lighting. Christmas lighting
is a unigque business model because of its high
margins. It’s far more lucrative than mowing or
other summer services. People need their yards
mowed, but people want Christmas lighting.

It’s a great business model to add to your cur-
rent company. The leasing model allows you to
own and control the products that you’re selling.
There’s 50 percent down at the time of the client
signing the contract, with 50 percent at the time
of install. You get all of your money upfront. The
margins can be 80 percent or more depending
on your market.”

TWINKLYPRO

Brian Schreiner

Vice president of sales
“Holiday lighting is an addi-
tional revenue source, es-
pecially in areas that have an
offseason. One of the main things is to stay on
top of the current technology. As newer busi-
nesses start to adapt or rush in on the mar-

ket share, the ones that are able to adapt and
change will be the ones to succeed. The indus-
try has doubled if not tripled over the past five
years. Some contractors have gone and started
additional companies outside of their landscape
business just to focus on Christmas lighting.
There’s so much business out there. Don’t get
stuck waiting for someone to call you. Create
the market for yourself in your geographic area
and be the expert.”

EXPAND YOUR BUSINESS.

REDUCE YOUR RISK.

SPRING- GREEN

PROFESSIONAL LAWN & TREE CARE

DIVERSIFY WITH THE SPRING-GREEN

STIMULUS PLAN:

< NO INITIAL FEES TO JOIN
< $25K MARKETING LOAN

WITH UP TO 50% LOAN FORGIVENESS
< EQUIPMENT FINANCING

To learn more about the Spring-Green Stimulus Plan and the benefits of
owning a Spring-Green Lawn Care business call or visit
our website

MEET US AT THE GIE+EXPOQ! 0October20-22,2021
BOOTH #597

Kentucky Exposition Center | Louisville, KY
www.gie-expo.com

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 for PRING- REEN

informational purposes only. Currently, the following states regulate the offer and sale of a franchises: CA, Hl, 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 a franchise unless and until . d

we have complied with applicable pre-sale registration and disclosure requirements in your jurisdiction. America’s NeigMﬂL Lawn Care Team
I~
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Nature’s play

LOCATION Longmont, Colo.
COMPANY Designscapes Colorado

DETAILS An area decimated by the cata-
strophic 2013 Colorado Front Range
flood is the location for Dickens Nature
Farm Area. The city of Longmont
worked with Designscapes Colorado to
develop the land into a nature play area
using some of the debris.

“There’s no typical equipment,” says
Travis Sommervold, commercial assis-
tant manager and lead estimator for
Designscapes Colorado. “It’s all fallen
logs, log climbers and stump staircases.
The entire main play pit is built out of
trees that were there during the flood.”

The area includes bike racks, gate-
ways, benches created from the logs on-
site and a sensory path with different
elements such as flagstone, cobblestone,
wood mulch, sand and more.

Designscapes Colorado stripped
the bark and filled in holes with grout
for the play elements created from
trees. This move prevents the trees
from further deterioration. Challenges
included clearing flood debris, large
tree removal, grading cobblestones
and boulders into usable elements and
weed management. Another challenge
the crews faced was how to engineer
cottonwood trees to form the gateway
to the park.

Designscapes Colorado won a Bronze
Award for this project in the 2020
National Association of Landscape
Professionals’ Awards of Excellence
program.

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

PHOTOS: DEREK JOHNSON VISUALS (1-5, 7-8); DESIGNSCAPES COLORADO (6)
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Captions| 1. In this play area, a sensory path, nest and sand-
blasted totem pole furnish the foreground and salvaged logs,
the background. 2. This 20-foot-tall grand gateway made out

of cottonwood trees welcomes visitors to Discovery Island.

3. An aerial shot of Dickens Nature Farm Area’s Discovery Island
after completion. 4. A log ladder leads to the upper berm of the
park for play and as an outdoor classroom. 5. To prepare this

tree for use in play, Designscapes Colorado stripped the bark off
the 12-foot-tall, 60- to 70-foot-long tree and filled all holes.

6. A large fallen tree Designscapes Colorado repurposed as a focal
play element. 7. The sensory path outfitted with rocks, sand and
logs gives visitors the opportunity to experience walking on various
textures. 8. These vines will climb up and fill the tunnel in time.

SEPTEMBER 2021 | LANDSCAPEMANAGEMENT.NET 63



DESIGN BUILD + INSTALLATION

)) MAINTENANCE SHOP

Top 10 tips for track
loader maintenance

Extending the life of tracked equipment requires
a little bit of planning and effort, but experts share
some tips and tricks to keep your tracks rolling

BY ROBERT SCHOENBERGER | LM SENIOR EDITOR

eeping track loaders in the field

instead of the shop is critical to

turning a profit, so LM talked to

experts from several producers

“A tofind out the best ways to keep

those tracks rolling. The tips come from:

e Patrick Baker, Kubota product
manager, construction equipment

® Sarah Peckskamp, Bobcat product
marketing manager, loaders

®Lece Padgett, Takeuchi product
manager, compact track loaders, and
David Caldwell, Takeuchi national
product manager

e Andrew Kick, Caterpillar product
marketing specialist for compact track
loaders, multiterrain loaders and skid-
steer loaders.

1 Bring machines to the dealer

annually. Dealers can replace

hydraulic fluid/hydraulic filters and clean

heater coils. They can diagnose issues and

set the service clock to a custom interval.

¥

Use real-time maintenance data

provided by the machine. Many
newer track loaders use telematics sys-
tems to track use or suggest service after
a certain number of use hours or a spe-
cific time frame from the last service.

Choose quality components. Parts

and components made or recom-
mended by the machine’s manufacturer
are precision engineered for maximum
performance. Factory-offered remanu-
factured parts can boost reliability at a
lower cost. When replacing worn tracks,
check drive sprockets, drive systems and
bottom rollers and idlers.

Train crews. Crews operate equip-

ment daily, so they're in an ideal posi-
tion to recognize problems. Proper driver
training can also extend equipment life.
Some skid-steer operators apply enough
down force to raise the front tires off the
ground, maximizing down pressure on
the bucket. On compact track loaders,
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this technique reduces traction, spins the
track and promotes premature wear of
the track and rear roller wheels.
Maintain attachments. Proper
attachment maintenance, handling
and storage ensure best performance.
Consult equipment manuals. Perform
daily service tasks such as wiping off
hydraulic couplers and electrical pins
or removing debris before use.
Take it easy. Avoid sharp turns or
pivots, rough ground conditions
(asphalt, rocks, gravel) when possible
and driving along or over curbs. When
working on a slope, keep the drive motor
facing the rear of the machine to avoid
wear. Operating at minimum ground
speed also extends equipment life. Ma-
chines with high-speed ground modes
shouldn't stay at high speeds at all times.
Maintain the tracks. Clean and
inspect tracks, check track tension
regularly and look foruneven track wear
patterns. Make sure the correct-sized
tracks are properly installed.
Keep everything clean. Much un-
dercarriage wear comes from debris
lodged between components. Daily
washing of tracks and undercarriages
identifies potential problems, reduces
track wear and tear and keeps machine
performance high. Exposure to salt,
chemicals or oil should be avoided and
cleaned off immediately.
Perform daily service checks.
Check fluid levels, clear debris off the
machine and lubricate grease points.
Keep a service schedule checklist in a
shared space.
Create along-termservice schedule.
Plan big jobs around maintenance
schedules by anticipating machine
needs and downtime. List maintenance
tasks with intervals based on hours of
operation or calendar days from the
last check. ®

O QUALITY COMPONENTS

Using parts from a vehicle manufacturer
or aremanufactured part certified by the
factory will extend machine longevity.

PHOTO: BOBCAT
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A flood of creativity

Contractor says his imagination is the limit
when using customizable products from Atlantic
Water Gardens BY LAUREN DOWDLE | LM CONTRIBUTOR

Il contractors have a favorite
tool or product they use when
installing a water feature or
fountain. Maybe it’s a power-
ful pump, stunning spillway
or reliable pond kit. All of those are
much larger and flashier than the go-to
product for George Mihalchick, owner
of Ponds by George in Southampton, Pa.

His favorite product from the At-
lantic Water Gardens line is one of its
smallest: the check valve.

“T'll never forget when Atlantic asked
what my favorite product was,” Mihal-
chickrecalls. “It’s the little, simple check
valve because it does what it’s supposed
to do. I've used ones from other com-
panies, but these aren’t bulky and are
so easy to use.”

A check valve goes into every pump
he installs, and he estimates he'll use
about 50 of them this year between
upgrades and new installs.

" ponds to enhance the

Mihalchick provides ponds, water-
falls, fountains, pond lighting, pond
maintenance, holiday lighting, land-
scaping and landscape lighting services
to about 85 percent residential and 15
percent commercial properties. He
also has a garden supply store. Ponds
by George’s annual revenue is $900,000.

EASE OF USE

Mihalchick has been using Atlantic Water
Gardens products for about a decade —
exclusively for the past eight years.

“Ilove the fact that I can do anything
with their products. They come up with
product lines or alter things to make
them easier forinstallers to use,” he says.
“They’re easy to use and easy to get, even
through this tough time the past year
or so (due to the COVID-19 pandemic).
Atlantic is always there if T have issues,
even though I haven't had any.”

Atlantic’s products also allow him to
use his creativity when creating a water
feature. That could mean creating a
spillway and wetland filtration system
where the water comes up through their
boxes with gravel on top, giving the illu-
sion of a stream instead of a waterfall.

Some manufacturers’ products
come prewelded and drilled, requiring
installers to follow those predetermined
designs. Atlantic’s products, however,
don’t come with those holes in them,
allowing Mihalchick to cut the products
at the level and position he wants.

The possibilities of what and how he
can use the prod-
ucts are nearly
endless. He says
the company’s

® rockon
Ponds by George uses
rock or driftwood on

natural effects.

SKY’S THELIMIT
Ponds by George uses
Atlantic Water Gardens’
products to customize
creative water features.

products come in a variety of sizes to
accommodate a range of water features.

“I just love working with them and
supporting their cause and company,”
Mihalchick says.

One of his most recent projects
included removing a pond kit from
another manufacturer that was about
15 years old. He took out the old com-
ponents like the pump and tubing,
which were too small for the pond, and
installed an Atlantic skimmer.

“The customer immediately noticed
the difference and said it was so much
easier and operated better than what
he had before,” Mihalchick says. “That’s
the fun part — when you're creating it
and the water does what you want it
to do in the end. We always have the
homeowner plug it in the first time.
They enjoy it, and it’s their investment.”

To create a natural effect, he uses ei-
ther driftwood or rocks in every project
to change the direction of the water —
just one of the things that helps set his
company apart.

“When you can create something
from nothing and make it look like it’s
been there forever, that’s the best part,”
Mihalchick says. “Our motto is, ‘We
create what nature forgot, and we do.”

He tips his hat to his partnerin each
of those projects — Atlantic Water Gar-
dens. “T've been doing this for 32 years,
and these guys are family,” he says. ®

Dowdle is a freelance writer based in Nashville.
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How a drainage certification
can present new opportunltles

Contractors say participating in a free
Professional Drainage Certification Course gives
their businesses credibility and a leg up when
competing for a job BY CHRISTINA HERRICK | LM EDITOR

i DS, a global company that
4 develops stormwater manage-
ment solutions, and Advanced
& Drainage Systems (ADS), a
company that develops drain-
age products, recently partnered to
help contractors understand and
mitigate stormwater drainage issues.
The goal: train more contractors to
identify and install proper stormwater
management solutions through NDS’
free Professional Drainage Certifica-
tion Course.

Landscape Management sat down
with Michael Schreiber, residential
stormwater product manager for NDS,
and Brian King, executive vice president
of product management and marketing
for Advanced Drainage Systems, Brit-
tany and Caleb Auman, owners of Au-
man Landscape in Lancaster, Ohio, and
Grant Rardon, owner of McPherson Turf
Care in McPherson, Kan., tolearn more.

King says one reason ADS partnered
with NDS is the companies saw an un-
derserved part of the industry.

“There is very little available industry
training regarding residential land-
scape drainage problems, solutions and
best practices,” he says. “Landscape
contractors and wholesale distribution
partners increasingly asked for drain-
age training resources, so we joined
with NDS to expand and promote their
formalized program.”

Schreiber says the fit was natural to
educate the green industry on proper
stormwater management.

“There are relatively few landscape

contractors promoting drainage ser-
vices or even comfortable in doing so,”
he says. “Nearly every home in the U.S.
has a drainage issue. Landscape con-
tractors are already on properties doing
work like lawn maintenance, planting,
hardscapes, irrigation and lighting.
With minimal training, contractors can
begin to recognize existing and potential
drainage problems and deliver profit-
able, cost-effective solutions.”

HOW IT WORKS

Contractors can create an account at
Connect.NDSPro.com/Contractor-
Training for the four-hour, online, self-
guided class. Topics include drainage
fundamentals such as surface types and
runoff, subsurface groundwater, soils
and properties, how to identify and solve
common landscape drainage problems,
how to calculate peak-flow runoff and
regional drainage design.

Contractors who complete the course
and pass an exam will earn four con-
tinuing education units for NALP recer-
tification. Contractors will have their
business added to a directory of certified
contractors on Drain-It-Now.com.

Brittany Auman, whose business
is primarily residential design/build
projects, says the sign-up was easy and
took less than five minutes. Short videos,
broken up by topic, made it easy for her
and her husband, Caleb, to study.

“You do not have to commit to sitting
for four hours at a time,” she says. “It is
broken into small three- to five-minute
videos with a few questions at the end.”
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WHY IT’S GOOD FOR
YOUR BUSINESS
Rardon, whose
business offers
mowing, mainte-
nance, turf care and
irrigation installation for a primarily
residential clientele, says this education
has given his business more credibility
with potential clients. He registered
and completed the training after seeing
the Aumans promote the coursework
through social media.

“It gives you a good base knowledge
on products and how to calculate your
load capacities for designing your sys-
tems,” he says.

Brittany Auman agrees, saying the
time spent has been invaluable, and
clients appreciate the effort they took
to learn about drainage.

“We were actually bidding a job a
few weeks ago, and it was beneficial
mentioning that we have gone through
the course,” she says. “The homeowner
has had a lot of drainage problems
in his yard/basement, and knowing
we had been through the course
made him more comfortable with our
drainage solution.” ®

o IT’S
OFFICIAL
Brittany Auman
says the drainage
certification
course has helped
her business gain
credibility with
potential clients.

PHOTO: AUMAN LANDSCAPE
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How to install drip irrigation systems

Each project is unique, but some basic standards apply
to all drip irrigation installations sy LmMsTAFF

rip irrigation systems use significantly less water than
spray systems, targeting water directly to plant roots
to allow deep soil penetration, promoting healthy
roots. However, planning such a system requires a

: thorough understanding of water pressures, plant
hydratlon needs and system components, says Michael Dere-
wenko, marketing manager for Jain Irrigation, Fresno, Calif.

Consulting with an irrigation designer who can trans-
late the landscape designer’s plans into different hydro-
zones for different plants — one zone with one water
flow rate for trees, a different one for bushes, a third for
turf — is critical.

However, while each system is different, a few basic
steps remain the same.

STEP1:

Establish a point
of connection
with the water
supply —not a
spigot, a hard
connection to the
home water supply
or backflow pre-
venter. Install the
system’s manifolds and place the automated controller
nearby. The manifolds’ valves will direct specific water
flows to each hydrozone.

STEP 2: Dig trenches for main lines to carry water
throughout the area and the lateral supply lines off the
main lines to direct water to specific areas of the land-
scape. Bury the lines deep enough to protect from freez-
ing, depending on the climate and the region, deeper for
colder regions.
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STEP 3:
Install main
and lateral
lines. Install
stub-ups on
the lateral
lines to bring
water to the
surface.

STEP 4: Connect stub-ups to drip-irrigation
fixtures such as bubblers for plants or subsur-
face drip lines for
turf. Install filters e '
and water-pressure
regulators on the
backside of valves

to prevent debris
from entering water
lines and to prevent
damage to irrigation
units from water
overpressure.

PHOTOS: JAIN IRRIGATION (1, 3, 4); DRIP DROP IRRIGATION (2)
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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!

-m Call us Now at (800) 679-8201 or Visit Turfco.com
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INTERVIEW BY SETH JONES | LM EDITOR-IN-CHIEF

COMMERCIAL LEADER, OUTDOOR PRODUCTS,
WELLS FARGO DISTRIBUTION FINANCE
HOFFMANN ESTATES, ILL.

What does your job entail? r've been part of dis-

tribution finance — which is a legacy company going

back to TransAmerica, GE Capital and now the last
five years with Wells Fargo — I've been involved with the
business for about 30 years. I run a group that lends money
to the lawn and garden industry. We work with over 200
OEMs (original equipment manufacturers) and distribu-
tor relationships and over 10,000 active independent lawn
and garden dealers. We've built up a nice portfolio over
40 years. Primarily it’s about getting the equipment to the
dealerships to get it to the end user, so the commercial
landscaper can use these great products.

In your experience have you seen end users
change the way they
buy product?

Even though they’re online
researching the product, end
users still want to see the equip-
ment, touch and feel. They want
to work with a wonderful inde-
pendent dealer who shows the
product to them and explains
the features. Although there are
five or six clicks going on before
they walk through the door, the
experience with the dealer is so
important in order to ultimately
sell the equipment.

What s the current
health of the
equipment market?

There’s a lot more equipment
being sold right now, right?
One, this industry revolves
around weather patterns. The
weather has been favorable the
last couple of years with pre-
cipitation ... It’s not a technical
term but there’s something of a
COVID-19 bump going on. For
the last 18 months, people have
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been working from home. People are improving their
landscapes. That has really increased end-user demand.
In aggregate, year over year were up about 30 percent
in volume. That’s quite a lift for manufacturers to be
that much over the prior year’s volume. It hasn’t abated
yet either. Usually, it slows down by now but it’s held up
really well.

There has been talk that some companies
are struggling to get the equipment they
need for various reasons. What’s your view?

There are some pinch points, but overall, the manufactur-
ers have kept up. Those orders are essentially spoken for,
theyre pre-sold orders. We want to get those through the
finance pipe quickly. There’s heightened transparency
between end users and dealers. Everything is working
pretty well in the industry. With the supply chain what it
is, there are some additional costs that are being brought
to bear. Our biggest concern is dealer health. When you
work with 10,000 independent dealers — these can be
very sophisticated or mom and pops — were seeing
overall the channel is extremely
healthy. Our bad debts are at
historic lows. That will help the
industry for years to come.

8 What are some of the
@ equipment segments
Y you’re seeing that are
really trending upwards?

We do a lot of compact tractors.
That area is very hot. A smaller
segment that were seeing a lot
of traction is battery-powered
equipment; now this is on the
consumer handheld side. A lot
of homeowners, whether it be
noise abatement or emissions
regulations, a self-awareness

of wanting to be more envi-
ronmentally friendly, those
have gone way up, that’s the
biggest trend. And I think it
will continue; a lot of research
and development is going into
it. Certain OEMs are getting
into partnerships with battery
companies. I think it’s the way
to go and I think the industry is
trying to adapt quickly. @
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A SUPPLEMENT To
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What’s old
is new again

A look at our 2014 early order pro-
gram (EOP) survey shows the moti-
vation, or the lack thereof, to partici-
pate remains largely unchanged.

We asked readers in our No-
vember 2014 issue to list their top
reasons for and for not participat-
ing in EOPs. The answers remain
largely unchanged from 2014 to
2021, thanks to data in our latest
survey (see page EOP4).

In 2014, the top reasons FOR
participating were:
1. Lock in current prices.
2. Take advantage of early pay
discounts.
3. Earn extended payment terms.

4. Earn rebates.
5. Secure inventory early.

In 2014, top reasons FOR NOT
participating were:
1.1 don’t like making my product
selections that early.
2. Other (responses included don’t
buy enough quantity, unfamiliar
with the programs, cash/credit
concerns and storage concerns).
3. It doesn’t make sense; | buy
from too many vendors.
4. | don’t see the savings.
5. They’re too complicated.

Dan Gordon, CPA with Turf
Books in Newton, N.J., told LM
readers EOPs can offer good dis-
counts, but only if they’ve thought
through their cash situation. “You’re

(D) sanpscare
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going through the worst part of the
year, cash-flow wise, so you can get
yourself into a situation where you
could deplete your cash until you
start again in the spring,” he said.
William Iddings, co-owner of
Advantage Green Lawn & Pest
Solutions in Summerfield, Fla., told
LM in 2014 EOPs make sense for his
business, adding, “We’re going to
be buying these products anyway,
so it makes sense to buy them in
advance and get the discount.”

Call Youngblood TODAY

YOUR

H-2B

DREAM TEAM

PLLC

Youngblood

& Associates
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at GIE+EXPO with ERP

IE+EXPO is the largest trade
: show in our industry with

g more than 20 acres of out-
‘f door equipment demo area in
® addition to more than a thou-
sand indoor exhibits. I'm a regular
attendee, and the word that contin-
ues to come to my mind when I walk
the trade show floor is “opportunity.”
But not just the regular version of
opportunity. This version of opportu-
nity is jaw-dropping, overwhelming,
heart-pounding. It evokes thoughts
of abundance, innovation, growth.
Unless you had too much fun at
Fourth Street Live! the previous
night, you can't help but walk away
with a multitude of new ideas after
attending this show.

The challenge then becomes how
to respond to these great ideas. Too
often, we have breakthrough ideas
at trade shows that never move
forward. As soon as we get back to
normal, those great ideas get put
aside until tomorrow, next week,
next month, and ultimately just fade
into a black hole. The problem here is
the lack of a system. Let me explain.

I grew up in a family business and
have been working since I was 8 years
old. I've worked for and consulted
with startups, small family busi-
nesses, nonprofits, midsize businesses
and Fortune-500 global organizations.
At every level, successful organiza-
tions and leaders have a number of
systems. I've written extensively about
time management systems and stra-

tegic planning systems. In this article,
I'm going to discuss another system
that some of you may not be familiar
with called an enterprise resource
planning (ERP) system.

WHATIS ERP?

ERP systems became cool in the
1990s, so they aren’t new kids on the
block. They originally came from
the manufacturing world in various
forms such as material requirements
planning systems, manufacturing
resource planning systems and com-
puter-integrated manufacturing sys-
tems. Today, ERP systems are fully
integrated but still retain strength in
the areas of resource planning and
supply chain management, which

is why I'm writing about them in
conjunction with GIE+EXPO.

Due to the massive disruption of
the global supply chain in 2020, equip-
ment procurement has never needed
to be more strategic because the
turnaround time for new equipment
orders has been stretched. Buying or
leasing equipment at the last minute
is no longer an option. Instead, busi-
nesses need to be much better at plan-
ning ahead and placing orders well in
advance of when the equipment will
be needed. For many in our industry,
this is a foreign concept and may even
seem impossible. That’s where an ERP
system mentality comes into play.

In an ERP system, you establish
long-term and short-term goals,
including sales and production goals.
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BY PHIL HARWOOD

The author is president and CEO
of Pro-Motion Consulting. Reach
him at Phil@GrowTheBench.com.

Production goals are translated into
resource requirements, which is

a fancy term for what you need to
have to meet your production goals.
How many people will we need?
How many trucks and trailers will
we need? How many crews can work
out of our current facilities? How
many of each type of equipment do
we need? Create the plan and execute
the plan. You get the idea.

THE BENEFITS TO ERP

Like I said earlier, successful
organizations set these goals and
projections as part of their three-
year or five-year planning systems.
Because they have been doing this
for years, their plans are consistently
reliable with built-in scenarios for
when outside factors affect them.
When it comes to ordering equip-
ment, they know what they need well
in advance. This planning gives them
a huge advantage — with respect
to procurement, pricing and rela-
tionship-building with equipment
manufacturers, distributors and
retailers — over their scrambling,
last-minute-shopping competitors.

So, this year when you're walking
the trade show floor or visiting the
outdoor demo area, being inspired by
the opportunities all around you, con-
sider how you might be more strategic
with your equipment procurement.
Think about your long-term vision
and your three-year plan. Take more
of a systems approach to translating
your great idea into your strategic
plan. Then, work in tandem with
your preferred equipment brands to
execute your plan. This is a systematic
approach that leads to success.

Now go forth. ®
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LEARN.
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Trade Show
Dec. 8-9

- 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.

&
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MARKETING MO

Learn how to be a
decisive communicator

ecisive communication is
aremarkable skill because
it’s uncommon. It comes

] naturally to a few, but for
most of us, daily discipline is
necessary to hone the skill.

Nowadays, it's common for
emails and texts to be incomplete, or
worse, unnecessarily wordy. Unclear
messages make everyone else work
harder than they should.

Some people take poor com-
munication skills as an excuse to
ignore phone calls, emails and texts.
Ignoring inquiries is disrespectful
because it makes others manage
your inefficiencies.

They may be good friends or loyal
clients, but deep down, they are frus-
trated because careless communica-
tion steals time, their most valuable
resource.

LEADERS COMMUNICATE INTENTIONALLY
It’s interesting that the busiest
people, company leaders who are
responsible to many, tend to be
the most responsive and skilled
communicators.

They are decisive communica-
tors because they have to be. Their

personal brands and the company
brands that shape the customer
experience demand it.

Whether it’s texts or emails, they
practice a system such as the one
I developed: The SAAS Communica-
tion Method. The SAAS Communica-
tion Method is a compilation of basic
marketing principles, with knowing
your audience and the actions you
want them to take as most impor-
tant. I came up with the SAAS
naming when I started noticing that
my method’s approach mirrors how
websites and other digital media
communicate to users the specific,
desired actions that are in their
best interest.

SAAS is short for subject, audi-
ence, action, stop.
SUbiect: The subject line of your

email or the title of your writ-
ten work states the purpose of the
communication. This controlling
idea lets your audience know why it
should pay attention.
Audience: Personalize your

communication whenever pos-
sible. Authenticity that respects the
audience earns attention and builds
relationships.
Action: State the expectation of
the communication — what

you want the recipient to do. Be as
specific as possible and, depending
on the stakes involved, repeat the call
to action for emphasis.

top: Know what you are going

to say and say it. Then stop.
Resist the urge to say anything else
that may distract from your
core message.

This framework will help orga-
nize and speed up your communica-
tion workflow.
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BY JEFF KORHAN

Jeff Korhan is the author of Built-In
Social, founder of Landscape Digital
Institute and a Duct Tape Marketing
Certified consultant. Reach him at
jeff@landscapedigitalinstitute.com.

(11 Everyone writes,
but how many of us
write well? Decisive
communication is

planned and practiced. gy

THE NONWRITERS EDITING TOOL
Everyone writes, but how many of us
write well?

There are many online editing
tools, but none of them are foolproof.
Use them with discretion, especially
when it comes to editing out your
authentic voice.

For this reason, I rely on the
Microsoft Word Read Aloud feature
for my final edits of important and
long-form copy. Many of us have no
formal journalistic training, but we
usually know what sounds right and
what sounds like us.

Here’s how it works for me.

1. Cut and paste your content
into Word.

2. Print a copy for making notes.

3. Run Read Aloud. Close your

eyes and listen while it reads

your content.

4. Pause the recording to make
notes and fix mistakes.
5. Make final edits, and you

are done.

The trick is listening without
looking because we see what we
want to see. Your trained ear will
catch the mistakes.

Decisive communication is
planned and practiced. These meth-
ods will help you develop that skill to
grow your business. (@
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SAFETYWATCH | &

ON A ROLL

BY SARAH WEBB | LM MANAGING EDITOR

avid J. Frank Landscape Contracting (DJFLC)
D in Germantown, Wis., has managed to achieve

2,200-plus days without a major safety inci-
dent. Donna Landon, chief human resources officer
at DJFLC, provides a glimpse of its safety numbers
and how the company succeeds.

“Having everyone on board with knowing the impor-
tance of safety and the well-being of our employees,
it’s an ongoing discussion,” Landon says. “It’s ingrained
in our safety culture so that we’re always talking about
it. If we noticed trends, we talk about them right away
in real time instead of at the next safety meeting.”

2,203 days with no lost time due to safety in-
cidents (as of Aug. 4, 2021). Landon notes that if
employees don’t know how important safety is, they
won’t understand how they play a part in the safety
success of the company.

3,000-plus pieces of equipment, approximately
450 of which could be considered heavier pieces
of equipment, such as mowers and snow equipment.

DJFLC employees
undergo continuous
safety trainings.

300 employees, all
of whom undergo safety
training during onboard-
ing and continuous safety training sessions throughout
the year. The company hosts an annual kickoff at the
beginning of the season and then puts on safety talks
and training during the season, which include mock
Department of Transportation and Occupational
Safety and Health Administration inspections.

20 safety committee members, mostly supervisors
and managers who meet once a month, discuss close
calls from the previous month and uncover root causes

so the company can prevent them from happening again.

1safety award-winning company. DJFLC ranked
at No. 99 on the 2021 LM150 list with $24.7 million
in 2020 revenue and achieved a 2020 Silver Overall
Safety Achievement Award from the National Associa-
tion of Landscape Professionals.

Editor’s Note: Landscape Management initially re-
ported on the safety success of David J. Frank Land-
scape Contracting in the November 2020 issue after
the company had achieved 1,894 days without a safety
incident. It can be viewed at LandscapeManagement.
net/safetywatch-front-of-mind-all-the-time/. ®
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Powerful.
Profitable.

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

This is PRO Landscape.

prolandscape.com | 800-231-8574 | sales@prolandscape.com
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22 SP TOPDRESSER

& Spreads materials, wet or dry!
@ 6.7 cu. ft. capaclly

Check out all our topdressers at
www.earthandturf.com

888:693:-2638

WE'RE LOOKING FOR YOU.

Join our safer lawn care family!

Safer Lawn Care

™ \
Naturally™!
Rely on the
?4- Industry Leader -
s Since 1987 .
other franchise
owners—give
Avg. Gross Revenue/
Owner: $2.2 Million” $ them a call,

pick their brain,
:!“ Serving 115K+ Customers anfj ask what
@ in 26 States & D.C. their successes

have been.

Environmentally .0.
& Pet-Friendly

a’ Joe Fornaro
Lancaster, PA
Franchise Owner

(800) 989-5444 e
NaturaLawnFranchise.com B

*Based on 34 owners and the 2020 gross revenue report.

D
Naturalawn’
©2021. NaturaLawn® of America, Inc. A division of ©ff Ametica
NATURLAWN® Services and Products. All rights reserved. _A—_

SB2-16HD,

Heavy Duty Horizontal/Vertical
Boring Machine

Great for: Landscapers, Gas, Electric, Irrigation, Plumbers.
FOR ANYONE THAT NEEDS A HOLE UNDER SOMETHING HARD!
CHECK OUT OUR ELECTRIC DRILL PACKAGES

SiBore Dirrill, LLC
www.siboredrill.com e siboredrill@neo.rr.com

For info call Brent: (330)844-0042
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£ £ AS A FORMER DEPLOYED SOLDIER,
| KNOW THAT FAMILIES AT HOME

HAVE MORE TO WORRY ABOUT

THAN TAKING CARE OF THEIR
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REGISTER WITH EASE % CHOOSE YOUR SERVICES * RECEIVE MATCH ALERTS

Jake Goodman

j i - - SERVICE IS IN THEIR DNA.
jgoodman@northcoastmedia.net, 216-363-7923 IS IT IN YOURS?
D an H annhan Through a network of volunteers, GreenCare for Troops provides complimentary basic

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

dhannan@northcoastmedia.net, 216-363-7937 BECOME A VOLUNTEER.

Chloe Scoular

Sign up now to show your gratitude and watch as your employees experience the joy
of giving back.
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[ Labor lull ]

Labor tips

The labor market is tight as of late, so
we want to know, how are you filling the
gaps in your company? Do you have
any advice for other landscape com-
panies likely struggling with the same 7
labor issues? Let us know by emailing >
Editor Christina Herrick at cherrick@ ‘Q\\
northcoastmedia.net, and you could be § N _
featured in an upcoming issue of LM! \&m
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PLACE YOUR AD TODAY!

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)

HELP WANTED

FLORASEARCH, INC.

In our fourth decade of performing
confidential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.
Candidate contact welcome,
confidential and always FREE.
1740 Lake Markham Road
Sanford, FL 32771
407-320-8177 * Fax: 407-320-8083
E-mail: search@florasearch.com
www.florasearch.com

PRODUCTS AND SERVICES

BUSINESS FOR SALE

BUSINESS FOR SALE

Landscaping Business for Sale!
Central Bucks, PA

Est. in 1964

«15 acres +/- with 800 ft road frontage

«12 room house + in-law suite

+30x40 office building

sadditional office and parts room space
+25%30 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 Price Contact:

Edward @ 267-446-3382

(5

LANDSCAPE MAINTENANCE CONTRACTOR
SPOKANE, WASHINGTON AREA
©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

eHigh profitability

Contact Rod Bailey e Consultant

RLBASENT8392BUD@outlook.com

971-719-2158

To place your ad in the next
available issue, contact

Chloe Scoular
(216) 363-7929

cscoular@northcoastmedia.net

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

30 Wehind

YEARS Powered by Horticultural Associates

Best Price Nursery Stock!
Quality plant material at a great price.
Let us show you how.

Contact us for a free quote today!

Shade Tr
A Large and Small,

We Find (and Ship) it all.

Sheybs

3 P
: L LA
Eumrgreems Pecennisls

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

To place your ad in the next
available issue, contact

Chloe Scoular
(216) 363-7929

cscoular@northcoastmedia.net

Contact Chloe Scoular today: :5
216.363.7929 cscoular@northcoastmedia.net
\ _ A i : !

% /
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Three tips for
making changes
at your company

hange can be difficult, and
it can be scary, especially to
those of us who are used to a
ag certain way of doing things.
¥ No matter what the change
is, as a leader, you know you'll
encounter resistance to big changes.
Sometimes, just knowing you'll have
to face that resistance is enough to
stop the change in its tracks.

Other times, we as leaders are
the ones resistant to the change. As
someone who didn't grow up with
technology like we have now, I was
nervous and hesitant to get rid of the
paper processes that had worked for
us at Grunder Landscaping Co. (GLC)
for years. When members of my team
told me that technology could make
all of our jobs easier, I believed them,
but I also didn’t necessarily want to
give up the old way of doing things.
I delayed us fully embracing technol-
ogy for too long, and I can see now
that it held us back.

Resistance to change is
counterproductive. It makes
changes take longer to
implement, and
it delays the
improvements
those changes
would bring.

There are semester-
long courses in business
schools about manag-
ing organizational change
and the pitfalls and person-
alities you must navigate to do it

k£ Resistance to change is counterproductive. It makes

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.

changes longer to implement, and it delays the
improvements those changes would make. §y

effectively. The gist is this: People are
inherently resistant to change and dis-
ruption. It makes us uncomfortable.
In your organization, the discomfort
presents itself as team members
dragging their feet to implement the
change, openly complaining about
new processes or reverting back to

the old way of doing things.

To overcome the resistance and
successfully implement change at
Grunder Landscaping Co., we've
found that three tactics help our
team get on board:

Tell them what’s in it for them.

Put yourself in your team’s shoes:
How will this change impact them
positively? What pain points do they

have that this would solve? By spell-
ing out how a change will make
their jobs easier, improve our
profitability and, therefore,
their bonuses, or elimi-
nate a problem that
causes them head-
aches, we are able

to get the team
more excited.
Teach them
the new way.
Sometimes resistance
occurs because your team
isn’t sure how to use the new
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tool or system. Train your team on
the change and show them what you
want them to do. If they don’t know
the right way, they can’t possibly do
it the right way.

Report back on progress.

We share metrics with our team
and have quarterly all-team meetings
to give updates on the big initiatives the
company is working on. Our team is
informed, they see where were headed
and we reinforce how important their
role is for the changes we've made and
the progress we've seen since.

We've all heard the saying, “The
only thing constant in life is change.”
It’s true. To stay ahead, we must be
constantly changing and improving
our businesses or we lose our edge
and slowly become a company that
people don’t want to work with or for.

We'll talk about all the changes
we've made at GLC and share tips
and tactics for implementing change
at GROW! 2022 in Nashville, Tenn.,
Feb 23-25. In fact, we'll have a break-
out session specifically dedicated to
implementing changes during this
year’s conference. Early-bird regis-
tration is open now, but the price will
go up by $200 on Nov. 2. Register
here: https://www.growgroupinc.
com/grow-2022 ®
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Talstar

PROFESSIONAL INSECTICIDE

Talstar has helped you win

25 years worth of pest battles.

Now, win great prizes.

Enter the Talstar Sweepstakes at Talstar25th.com

GRAND PRIZE
2021 Ford F-150 XLT SuperCrew

* 2 WINNERS + ARV of $45,000 EACH
OR WIN 1 OF

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 Waterbroof

Bluetooth Speaker
10 winners; ARV of
$120.00 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

+MC

~= TRUE CHAMPIONS =

Brought to you by FMC Professional Solutions

Learn about other exciting promotions by enrolling
in FMC True Champions Loyalty Program today!
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Buildaater feature‘s. Move mulch. Dig\d;éi"ni\ge di'tché;.‘T
Plant a row of trees.’Dump gravel. Run with us with a

24.7HP* (1822 KW), 311 HP (22.9 kW), 0#37.2 HP (274 kW)
3E Compact Utility Tractor with an optional backhoe and : Y-\, 3
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 % JohnDeere.com/3Series
will get in your way. Dig in with the mighty 3. JohnDeere.ca/3Series
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