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BACK TO SCHOOL

Getting ready for Equip? Join us at our 11 educational 

sessions during the 2022 Equip Expo in Louisville, 

Ky., Oct. 19-21. Session topics include company cul-

ture, integrating new technology, recruiting, best practices for pricing 

services and more. To register for our Equip Expo educational sessions, 

you’ll first need to register to attend the show. Visit EquipExposition.com

to register and learn more. During the registration process, you’ll be 

prompted to add educational sessions.
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E
levate is this month! I hope to 

see you in Orlando. And then 

Equip is next month! I also 

hope to see you in Louisville. 

But before we get to either of 

those events, I want to write 

about Envision.

Yes, Envision. Another e-word event 

to keep me and my team on our toes. 

Envision is hosted by Envisor Consult-

ing. You might recognize that name; it 

is the creation of Ken Thomas and Ben 

Gandy, two longtime industry consul-

tants we’re proud to have as columnists 

for our magazine.

Ben and Ken invited me to Mem-

phis to attend this year’s consulting 

seminar, where attendees got a look 

behind the curtain at Michael Hatcher 

& Associates. Located in Olive Branch, 

Miss., Michael Hatcher & Associates 

has been in operation since 1986 and 

offers commercial and residential 

landscaping and recently added lawn 

care. The company came in at No. 117 

on our 2022 LM150 list, reporting $21 

million in revenue in 2021, a 55 per-

cent increase from 2020.

We spent an entire day at Michael 

Hatcher & Associates, going from room 

to room, learning about how the com-

pany handles its production manage-

ment, account management, finances 

and overall strategy and structure. It 

was a lot of information to take in.

Michael Hatcher & Associates uti-

lizes the Green Dot Operating System, 

a business template created by Ben 

and Ken. Green Dot identifies the key 

components of organizational devel-

opment and then combines business 

theory and industry experience with 

processes and key performance indi-

cators to offer business owners a path 

to success. Ben and Ken were kind 

enough to send me a few slides from 

their PowerPoint on this system they’re 

happy to share with our LM readers. 

If you would like to see them, send 

me an email.

One of the best things I saw at 

the event had nothing to do with the 

presentations. I loved observing the 

attendees and how thirsty they were for 

knowledge. It reassured me that this 

industry is indeed hungry for infor-

mation — which is the business I’m in. 

One attendee who stood out to me 

was William Cruz, director of opera-

tions for Koehn Outdoor, located in 

Jacksonville, Fla. Cruz furiously took 

notes throughout the day, burning 

through notebook page after note-

book page. After lunch, I asked Cruz  

why he was so enthusiastic about 

attending Envision.

“I wanted to come to this event 

because I wanted to bring my team 

and staff to be around like-minded 

individuals,” he told me. “To see some 

of the people in the industry who are 

hitting their margins and give them a 

realistic look at what true culture is.”

Seeing is believing, right? Visit 

LandscapeManagement.net to see 

my video interview with Michael 

Hatcher himself on why he welcomed 

Envision at his facility, some recent 

successes they’ve enjoyed and his 

favorite part of being in the industry 

for almost four decades. And for my 

5 Questions Q&A with Russ Sneed, 

CEO of Michael Hatcher & Associ-

ates, see page 46.

Back to the other events start-

ing with the letter e. In this month’s 

cover story (page 12), I share six ways 

the new Equip Expo will be differ-

ent from the old GIE+EXPO. A few 

of these new events I’m particularly 

excited about (see No. 3 and No. 5.) 

but many things will be the same. Of 

course, being together in person will 

be the best part of it all.

Whatever E-vent you attend, 

whether it’s this month’s Elevate, 

next month’s Equip or a meeting like 

Ben and Ken’s Envision, it’s all about 

being present. Be like William Cruz 

and fill up that notebook with great 

ideas. And then let us know what you 

thought was the biggest game-changer 

for your business so that we can, in 

turn, learn more and report back. 
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seth’S Cut

“We spent an entire  
day at Michael Hatcher  
& Associates going 
from room to room, 
learning about 
how the company 
handles its production 
management, account 
management, finances 
and overall strategy 
and structure. It was  
a lot of information  
to take in.

Seeing is  
believing

SETH JONES

EDITOR-IN-CHIEF

Contact Jones at 785-542-2627, 
sjones@northcoastmedia.net or 
via Twitter @sethajones.
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Protect your small business from reality with 

over  30+ customizable coverage options and 

personalized  discounts. Get a quote in as little 

as 6 minutes at ProgressiveCommercial.com



“The key is to 
focus on building 
relationships first 
and then see how 
you can help the 
other person.” 

“Don’t hesitate to 
introduce yourself 
to anyone wearing 
a name badge. 
Someone has to 

break the ice!” 

“I think eating out with 
key people and taking 
a sincere interest 
in how they’ve 
become successful 
at the one thing 
that they’re focused 
on can be really 
educational.”

What’s one tip you have for networking  
at trade shows and industry events?

“Don’t be too 
shy to join 
the ‘cool kids’ 
club! Introduce 

yourself and tell 
them about your business.  
I promise most will be happy 
to meet you. The best part of 
our industry is that everyone 
shares and learns from  
each other!”
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EDITORIAL ADVISORY BOARD

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

Landscape Professionals
Richard Bare

Arbor-Nomics Turf 

Norcross, Ga.

Troy Clogg
Troy Clogg Landscape Associates 

Wixom, Mich.

Paul Fraynd
Sun Valley Landscaping 

Omaha, Neb.

Luke Henry
ProScape Lawn &  

Landscaping Services 

Marion, Ohio

Chris Joyce
Joyce Landscaping 

Cape Cod, Mass.

Aaron Katerberg
Grapids Irrigation 

Grand Rapids, Mich.

Jerry McKay
McKay Landscape Lighting 

Omaha, Neb.

Bryan Stolz
Winterberry Landscape  

& Garden Center 

Southington, Conn.

Greg Winchel 
Winchel Irrigation 

Grandville, Mich.

Industry Consultants
Marty Grunder
The Grow Group 

Dayton, Ohio

Phil Harwood
Grow the Bench 

Grand Rapids, Mich.

Kevin Kehoe
3PG Consulting 

Laguna, Calif.

Jeffrey Scott
Jeffrey Scott Consulting  

New Orleans, La.

MORE ONLINE

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

“Attend as many 
events as you can. 
Hang out in the 
lobby bar. Seek 
out the people you 

would like to meet 
and ask questions. Be curious! 
People want to help.” 

“Have a plan for what 
questions you want to get 
answers to, people you want 
to meet and what you want to 
return with. Taking 
the time to think 
those questions 
through will 
enhance your 
experience!”



SEED SMARTER 

THIS FALL

©2022 The Andersons, Inc. All rights reserved. The Andersons logo and CharX are registered trademarks of The Andersons, Inc. Humic DG is a trademark of The Andersons, Inc. G22

Learn more at AndersonsPlantNutrient.com/FallSeeding.

SOIL HEALTH

HUMIC DG™ 

CHARX®

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

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

boosts new seedling growth. 

HHUUMMIICC DDGG™™™18-24-12 

FERTILIZER

With high phosphorus content 
and both quick and slow-

release nitrogen, this produt 
is built to promote vigorous 

seedling establishment and root 
development.

NUTRITION

1188--2244--1122

Controls select grassy and 
broadleaf weeds while providing 
a high-quality starter fertilizer to 
promote seedling germination 

and rapid establishment.

WEED CONTROL

21-22-4 FERTILIZER 

WITH MESOTRIONE

11-2222--44 FFEERRTTIILLIIZZEE

Whether seeding, overseeding, or renovating this fall, 

start strong with the right product mix to ensure success.

 @AndersonsTurf  |    AndersonsPro  |   @TheAndersonsPro



1
On the road with LM Mike Bogan, 

incoming National Association  

of Landscape Professionals (NALP) 

president and CEO of LandCare 

in Frederick, Md.; Britt Wood, 

NALP CEO; Marty Grunder, CEO of 

Grunder Landscaping and The Grow 

Group, in Dayton, Ohio; and Joey 

Ciccolini, LM digital media specialist 

at NALP’s Field Trip event.

2
Mass gathering More than 200 

attendees joined the NALP Field 

Trip for a tour of R.P. Marzilli’s cam-

pus in Medway, Mass. 

3
Getting ideas Matt Herchenbach (left) and  

Shane Rios (right) both of Villani Landshapers  

of Menomonee Falls, Wis., at the NALP Field Trip.

4
Home team Hannah Galan, assistant plant buyer 

and Chris Smith, plant buyer, for R.P. Marzilli as 

their company hosted NALP members as part of the 

organization’s Field Trip.

5
Estimating 101 LM Editor Christina Herrick 

learned the ins and outs of estimating from 

Snowfighters Institute managing partners Phil 

Harwood (left) and Neil Glatt (right). 

6
Mowin’ em’ down Herrick tries out Ventrac’s 

slope mowing attachment during the  

Snowfighers Institute event held at Ventrac’s 

headquarters in Orrville, Ohio, this summer. 
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Check out a few of the places 
where the LM team made its 
rounds recently   
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7
Ready to work Volunteers from John Deere 

before the start of work during NALP’s Renewal  

& Remembrance.

8
All in the family Brennan Wood (left), son of 

NALP CEO Britt Wood, takes a break from 

mulching at the Lincoln Memorial during Renewal 

& Remembrance. 

9
Workhorses assemble! NALP recognized the 

Kuperus family, including Miles Jr. (from left), 

Miles Sr. and Richard Kuperus with the organiza-

tion’s “workhorse” award for the family’s participa-

tion in Renewal & Remembrance for many years.  

Other family members volunteered at Arlington 

National Cemetery.

9



A
sea of yellow safety vests descended on the Lincoln 

Memorial July 18. It’s probably the most neon seen on 

the memorial grounds — ever. A team of more than 

300 volunteers from across the country were about to take 

part in an inspiring morning, beautifying the grounds of the 

historic place as part of the National Association of Landscape 

Professionals’ (NALP) annual Renewal & Remembrance event.

This year, the National Park Service sought the help 

of NALP volunteers to ready the Lincoln Memorial for its 

100th anniversary. Colleagues also worked on irrigation 

and hardscaping projects at Arlington National Cemetery, 

a Renewal & Remembrance annual tradition.

As I stepped off the bus in D.C., I was awestruck by our 

worksite that morning, with the Reflecting Pool and Wash-

ington Monument to my right and the Lincoln Memorial to 

my left. I remembered what Bob Grover, president of Pacific 

Landscape Management and the NALP, and Britt Wood, 

Needtoknow
NEWS+

ISSUES
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Renewal & Remembrance 2022 
gives volunteers an up close 
look at the Lincoln Memorial

BrightView continues growth  
in Boise with latest addition
No. 1 on the 2022 LM150 list, 

BrightView Holdings of Blue 

Bell, Pa., added Syringa Land-

scape, a commercial landscap-

ing company, based in Boise, 

Idaho. Founded in 2008, Syringa 

Landscape offers commercial 

landscape maintenance, installa-

tion and snow removal. Syringa 

services accounts in the greater 

Boise market, including medical 

facilities, apartment complexes, 

corporate campuses and home-

owners’ associations.

“The addition of Syringa 

Landscape will help to further 

strengthen our maintenance and 

development operations in and 

around Boise — one of the fastest 

growing markets in the country,” 

said Andrew Masterman, Bright-

View president and CEO. “Hav-

ing established itself as one of 

the market’s strongest and most 

respected landscapers, we look 

forward to welcoming Syringa’s 

team to the BrightView family 

and to build upon their relation-

ships and reputation to identify 

new business opportunities, while 

continuing to provide exceptional 

service and customer care.”

BrightView entered the  

Boise market earlier this year,  

with the acquisition of Intermoun-

tain Plantings. 

Metco closes doors
Metco Landscape of Aurora, Colo., 

will lay off hundreds of workers, 

according to a report from the 

Denver Gazette.

Reports point to Metco fil-

ing related paperwork with the 

Colorado Secretary of State, with 

expected layoffs coming for 343 

workers, the majority of whom 

work in its Aurora, Arvada and 

Englewood offices. According to 

the report, Metco also plans to lay 

off 36 workers in El Paso County.

Atar Capital, the Los Ange-

les-based investment firm that 

acquired the 35-year-old Metco in 

late 2021, told the Denver Gazette

that Metco is in receivership in a 

district court in Boulder, meaning 

its assets are being sold due to its 

inability to pay debts.

Another Los Angeles firm, 

Westhook Capital, invested in 

Metco in September 2018.

A statement from Atar char-

acterized the closing of Metco 

and its current legal troubles as 

products of “unforeseen financial 

and economic conditions.”

SavATree continues  
pattern of growth
No. 7 on the 2022 LM150 list, 

SavATree of Bedford Hills, N.Y., 

merges with Barrett’s Tree Service 

More than 300 volunteers readied landscape beds at the 

Lincoln Memorial as part of the National Association of 

Landscape Professionals’ Renewal & Remembrance event 

BY CHRISTINA HERRICK | LM EDITOR

Five teams divvied 

up the grounds 

surrounding the 

Lincoln Memorial 

during Renewal & 

Remembrance. 
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NALP CEO, told volunteers at a reception the night before. 

They said to be sure to stop and take in the hallowed grounds 

of our project before the work began.

“Very few people get the chance to put their stamps on the 

Arlington National Cemetery and the Lincoln Memorial,” 

Grover said.

After the dedication of work, we were off, spreading 320 

yards of mulch in less than three hours in five groups span-

ning the landmark — way ahead of schedule.

That’s what happens when professionals do work as mean-

ingful as the projects at Renewal & Remembrance. They put 

their whole heart into it. It’s also easy to see why the National 

Park Service selected NALP as its 2021 partner of the year.

I joined a crew of workers from around the country, 

primarily from Ruppert Landscape. It was clear from the 

get-go that this task was no different from any enhancement 

project Ruppert does, and we were going to do it the Ruppert 

way — as efficiently and organized as possible. Joe Ketterer, 

Ruppert’s director of quality and efficiency, quickly identified 

debris and fallen limbs under the large 

magnolias, hollies, yews and boxwoods. 

He suggested a team of volunteers should 

clear the area first to avoid using more 

mulch than needed. Crews with bed edg-

ers quickly established landscape bed 

boundaries for the first time. Then, it was 

time for the mulch.

Vermeer mini articulated loaders, Bobcat UTVs and John 

Deere Gators all rolled around the grounds after being ap-

proved for use following a security check.

After this experience, I will never look at the grounds the 

same. While I’ve been to the Lincoln Memorial before, I have 

a newfound respect for the work of the National Park Service 

and how critical our time, however limited, was to the overall 

upkeep of the grounds.

“In one day, you help us double our workforce,” Jeffrey Rein-

bold, superintendent of the National Mall and Memorial Parks, 

told volunteers. “Projects like these make a big difference.” 

in South Burlington, Vt. This marks 

SavATree’s first office in Vermont 

and the 70th branch nationwide 

for the business, with $295 million 

in 2021 revenue.

Barrett’s Tree Service, a third-

generation family-owned and 

operated company, specializes 

in all aspects of tree care and pres-

ervation as well as plant health 

for homeowners and commercial 

clients in the Burlington area.

“We are honored to have 

worked with so many local families 

and business owners over the years 

and look forward to partnering 

with a company that shares our 

same dedication to quality service, 

professionalism and protecting 

client properties,” said Brett “BJ” 

Barrett, a co-owner of the business.

SavATree said BJ Barrett and 

co-owners Todd Barrett and  

Joe LaRock will remain with  

the company.

Bayer Environmental  
Sciences debuts new name 
Bayer’s Environmental Sci-

ence Professional business will 

become Envu, a standalone 

company. Earlier this year, Bayer 

announced the sale of its Envi-

ronmental Science Professional 

business, which includes vector 

control, professional pest man-

agement, industrial vegetation 

management, forestry and turf 

and ornamentals solutions, to 

Cinven, an international private 

equity firm, for $2.6 billion.  

The transaction between Bayer 

and Cinven is still in progress,  

with the launch of this new com-

pany and name contingent on 

the deal closing.

“As a trusted industry leader, 

we know that ensuring continued 

customer success requires strong 

partnerships and a renewed 

perspective,” said Gilles Galliou, 

president of the Environmental 

Science Professional business 

with Bayer and future CEO of the 

new standalone company. “That’s 

why Envu will be dedicated to 

bringing customers innovative 

solutions to help them push their 

business forward and tackle the 

toughest challenges our environ-

ments face today.”

Galliou joined LM’s Seth Jones 

earlier this year to discuss the 

sale to Cinven and what it meant 

for the company and what 

upcoming changes clients  

could expect.

“The fact that our new com-

pany will be focused solely on 

environmental science will allow 

us to solve problems faster, 

smarter and more efficiently,” 

said Galliou. “The challenges  

we solve today will help ensure 

that a healthy future for all is 

clearly in view.”

Volunteers 

mulched 

the areas 

surrounding 

magnolias, 

yews, boxwoods 

and holly 

plantings.



6 things
to know about  
the new Equip Expo
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BY SETH JONES | LM EDITOR-IN-CHIEF

PREVIEW

BIGGER AND BETTER

Equip Expo’s expanded 
outdoor demo area is just 

one way OPEI hopes  
to improve on GIE+Expo  

with this new event. 
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Over the course of a few decades, hundreds of 

thousands of lawn care and landscape pro-

fessionals rolled into Louisville to attend 

GIE+EXPO and see what’s new in the industry. 

This year, at the first-ever Equip Exposition, 

the show itself takes center stage with a rei-

magining of what it can be for its attendees.

Next month we’ll share some of the most inno-

vative new equipment to be unveiled at the inau-

gural Equip Expo. This month, we’re looking at 

what attendees can look forward to at this new 

show … along with some suggestions from our 

staff on things to do after-hours in Louisville.

________

1.
Welcome reception at
Louisville Slugger Field
Equip Expo kicks off with a bang on 

Tuesday, Oct. 18. Sponsored by Husqvarna 

and Louisville Tourism, Louisville Slugger 

Field, home of the appropriately named Lou-

isville Bats, the Triple-A affiliate of the Cincin-

nati Reds, will be the location for the welcome 

reception. The event runs from 6 to 9:30 p.m., 

offers food and beverage and culminates with a 

firework show. 

Tammy Lee, manager of business to con-

sumer marketing for John Deere turf, utility 

and compact tractors, says at Equip, the com-

pany wants to give the industry a glimpse of 

what is happening with the company now and 

over the next several years. Because of this, 

they’re upping their own attendees for the new 

events, like the welcome reception.

“We’re bringing in additional key dealers for 

the welcoming reception,” Lee says. “A lot of 

our leadership from John Deere will be attend-

ing. We’re anticipating an even greater audience 

of our customer base that will be attending 

this show.”
________

2.
A bigger, bolder layout
The show remains at the Kentucky 

Exposition Center (KEC), but the Out-

door Power Equipment Institute (OPEI), which 

owns and operates the event, wanted to be sure 

Equip looked different than its predecessor. 

Expect a reworked layout from GIE+EXPO that 

also occupies more real estate.

“We blew the thing up. We wanted to start 

from scratch,” says Kris Kiser, CEO of the 

OPEI. “Both Equip Expo and Hardscapes 

North America, which continues to co-locate 

with us, will be in the north wing. But the hall-

way is all open now. We created an education 

center with a retail outlet. The south wing is 

the equipment wing, and we’ve expanded the 

outdoor area.”

The outdoor demo area expands from 22 

acres to 30 acres. As attendees exit the KEC, 

they will walk into the Stihl booth. 

“The demo area, for us, is crucial,” says Nick 

Carlson, founder of Mulch Mate. “It doesn’t feel 

the same in video as when you see it in person. 

When they get to see the equipment run the 

way it was meant to run, nothing can replace 

that feeling. I believe most purchases are made 

off of feeling. All that extra space, it gives that  

feeling to the buyers who are there to grow  

their business.”

WELCOME BACK 

The Kentucky 

Exposition Center 

in Louisville will 

again host Equip 

Expo in 2022.

The old GIE+EXPO is back in Louisville but 

now known as Equip Expo. What does the 

new name bring to the old show?
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3.
New education sessions
With the new show comes new partners in pro-

viding educational sessions to Equip Expo 

attendees. If you’re reading this magazine, you’re already 

familiar with one of those 

new partners: Landscape 

Management magazine. 

“We want to make this 

show very relevant to the land-

scape contractor and the hard-

scape contractor, so we formed 

partnerships like (with LM), with the Engine and Equipment 

Training Council, with the Pool and Hot Tub Alliance,” Kiser 

says. “We want to bring experts in the field to the show and 

develop something that is relevant for today’s attendee.”

Classes will include familiar faces often seen in the 

magazine, like “Develop your second in command,” 

taught by longtime LM columnist Jeffrey Scott. Judy 

Guido, chairwoman of Guido and Associates will lead 

“Selling your business: What every operator needs to 

know” with a panel including Ed Bates of BrightView, 

James Huston of 

J.R. Consulting 

and Don Winsett 

of Davey Tree as 

panelists. “Your 

company, your culture,” includes LM columnist Ken 

Thomas and Editor-in-Chief Seth Jones, along with Larry 

Ryan of Ryan Lawn & Tree, Peter Dufau of Dufau Land-

scape, Brian Brueggeman of Bruce Wilson & Co. and 

Donna Vignocchi of ILT Vignocchi Landscape. (Catch a 

preview of another one of our sessions on pg. 20)

“We’re well versed in sharing information with our 

readers via our usual channels — the print magazine, our 

LMDirect! e-newsletter, on webinars and social media,” 

says Bill Roddy, publisher of LM. “Adding our own classes 

to Equip Expo is a fantastic new opportunity and a way 

for us to even better engage our audience.”

Continued from page 13 THE WAITLIST  

Companies looking to 
exhibit at Equip Expo 
better get in line for 2023. 
Organizers say the show 
was sold out of booth 
space by mid-August.



made better by you.

Get a spreader/sprayer as unique as your business. Customize 
your Steel Green machine with attachments, accessories, and 
optional features. With a stainless steel frame, 5-gallon fuel 
capacity, 10-mph transport speed, and foot-activated parking 
brake, every Steel Green spreader/sprayer has the power you 
need to get the job done—your way.

steelgreenmfg.com



4.
Who is literally the fastest?
Fast, friendly service is a regular promise 

in the industry. But who is literally the fast-

est man and woman in this great industry? At Equip 

Expo, we’ll find out.

Sponsored by Ariens, the first ever Mulligan’s 5K 

Fun Run & Walk takes place at 7 a.m. Wednesday, Oct. 

19. The race includes a trip across the Big Four pedes-

trian bridge over the Ohio River.

“(Sponsoring the 5K) is little bit personal, my dad 

(Mike Ariens, former chairman/

CEO, Ariens) was a runner and 

back in the early days of the 

old trade show, there was a 

5K and he would run that 

race,” says Dan Ariens,  

chairman/CEO of 

Ariens. “He and Fred 

Stratton (chairman 

emeritus, Briggs & 

Stratton) and all those guys in the industry would run in it. 

It was just a fun run, and this is a nice way for us to be a 

sponsor of something unique and different at Equip.”

Participating in the race costs $40, with proceeds 

benefitting the Kentucky Humane Society.

________

5.
Big-name stars
Legendary country singer Trace Adkins will 

perform at 4th Street Live for this year’s 

Equip Expo. The multi-platinum star will put on a free 

show sponsored by Stihl on the Belgard Stage at 8 p.m. 

on Thursday, Oct. 20. Adkins is best known for his hits 

“(This Ain’t) No Thinkin’ Thing,” “Ladies Love Country 

Boys” and “You’re Gonna Miss This.”

“I love Trace Adkins; he’s iconic,” says Carlson. “Look 

at the guys who show up for this show. We all tend to 

like the same things: We like our equipment; We like 

our trucks and we like our country music. Trace Adkins 

is the pinnacle of country music. I think we can all 

relate to him and his lyrics. It’s a perfect fit. I look for-

ward to 4th Street and what Equip brings as the extras, 

and it’s something they don’t even have to do.”

Continued from page 14
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Reach New Levels Of Success This Busy Season

Automate,
Optimize,
Grow.



Giving the opening keynote is David 

Feherty, former professional golfer and cur-

rent golf broadcaster. Sponsored by John 

Deere, the keynote takes place at 11 a.m. 

on Wednesday, Oct. 19. Feherty, famous for 

his quick wit and funny one-liners, once 

said professional golfer Jim Furyk’s swing, 

“looks like an octopus falling out of a tree.” 

“We upped the talent. That’s why we 

have Trace Adkins and David Feherty,” 

Kiser adds. “We really upped the fun. We’ve 

upped the ability to interact with your 

peers. And we’ve upped the educational 

offerings along with the exhibits.”

6.
Biggest.  
Show. Ever.
Good news for OPEI: the 

new name has not dissuaded attend-

ees from registering in massive 

numbers. Attendee registration is 

tracking at a record pace. Only after 

the show concludes will those num-

bers become official, but experts 

agree this Equip should set records. 

This will be the first Equip Expo for John 

Deere’s Lee, who comes from the agricul-

ture side of the industry. 

“I’m so excited to get to Equip Expo. 

This is the show everyone tells me will 

be the best show I’ve ever been to,” she 

says. “I’ve been to a lot of farm shows but 

I haven’t attended this one. The bar is set 

high; we have great expectations.”

Attendee numbers are still being calcu-

lated, but the square footage is not in doubt. 

It will be the biggest show ever hosted by 

OPEI, in terms of square footage.

P
H

O
T
O

S
: 
IM

A
G

E
 P

R
E

S
S

 A
G

E
N

C
Y
/S

IP
A

 U
S

A
, 
S

IP
A

 V
IA

 A
P

 I
M

A
G

E
S

; 
L
M

 S
T
A

F
F
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To learn more about the Spring Green Industry Associates Program and the benefits of owning a 
Spring Green business call 1-800-777-8608 or visit www.spring-green.com/associatesprogram.

This information is not intended as an offer to sell, or solicitation of an offer to buy, a franchise. It is for informational 
purposes only. Currently, the following states regulate the offer and sale of a franchises: CA, HI, IL, IN, MD, NY, ND, OR, RI, 
SD, VA, WA and WI. If you are a resident of one of these states, we will not offer you a franchise unless and until we have 
complied with applicable pre-sale registration and disclosure requirements in your jurisdiction.

NO INITIAL FEES TO JOIN

$30K MARKETING LOAN 1
WITH UP TO 50% LOAN FORGIVENESS

EQUIPMENT FINANCING

NO CONVERSION REQUIRED

THE SPRING GREEN INDUSTRY 

ASSOCIATES PROGRAM INCLUDES:

DIVERSIFY WITH THE 

SPRING GREEN ASSOCIATES PROGRAM

EXPAND YOUR BUSINESS.

REDUCE YOUR RISK.
GROWING FASTER TOGETHER.

1 See 2022 FDD for specific details.
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STAR POWER  

Equip Expo upped 
its star power for the 
event. Country music 
icon Trace Adkins will 
perform a free show 
sponsored by Stihl 
on Thursday night of 
the conference, while 
golf funnyman David 
Feherty (pictured 
with LM Editor-in-
Chief Seth Jones) 
will give the opening 
keynote, sponsored 
by John Deere. 



For full details contact your Cleveland Brothers representative. AT06062022

Call or click today

844.720.4CAT
www.ClevelandBrothers.com/ZeroDown

0 PERCENT.
0 DOWN.
0 HASSLE.

TRIED & TRUE

PERFORMANCE
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“We’re seeing pre-registration 

numbers that are bigger than 

last year. We are completely sold 

out from an exhibitor stand-

point. We’re completely sold out 

from outdoor and indoor space, 

we have a waiting list of people 

looking for booth space,” Ariens 

says. “It’ll be the largest show 

ever in our industry. It feels 

already like a home run, I think 

it’ll feel like a grand slam when 

we’re done.” 

Favorite things to do 
in Louisville
The LM team has spent enough time 

attending the former GIE+EXPO 

show over the years that we’ve 

found a few favorite spots. Here’s 

what our own experts advise.

▶ Bill Roddy, Publisher

“This October marks my 10th 

straight year traveling to 

Louisville. Each year I’ve made 

a point to have a meal at Doc 

Crow’s Southern Smokehouse and 

Raw Bar. Located on Main Street in an 

area called Whiskey Row, Doc Crow’s 

is best when enjoyed with friends, co-

workers or customers. I love starting 

with their Greatest Old Fashion, fol-

lowed by oysters on the half shell and 

seasoned pork rinds and finishing with 

their fan-favorite shrimp and ched-

dar grits. After filling my belly, I always 

head next door to Patrick O'Shea’s 

Irish Pub for lively conversation, a lot 

of belly laughs and, of course, a pint or 

two of Guinness. Sláinte!”

▶ Christina Herrick, Editor

“When I'm in Kentucky, there 

are a few things I always want 

to cross off my list: a slice of 

Kern’s Kitchen Derby Pie, a visit to 

the Kentucky Horse Park (I may or may 

not have been a little horse crazy as a 

child) and/or a tour of one of the many 

horse farms around the area. Speaking 

of horses, a visit to Churchill Downs is 

always a must. Growing up, I’d always 

watch the Triple Crown races with my 

grandparents. And as an adult, I’ve also 

had the chance to see the Kentucky 

Derby from the infield a few times.”

▶ Seth Jones, Editor-in-Chief

“I like to go to downtown 

Louisville and walk across the 

Big Four pedestrian bridge. It’s 

a mile-long walk across the Ohio 

River into Jeffersonville, Ind. The walk 

is calm and quiet, with a great view 

of the city — a nice change of pace 

from the hubbub of the show. Once 

you cross over into Indiana, right 

off the bridge is the original Parlour 

Pizza. Excellent pizza and wings, plus 

a huge selection of craft beer. I won’t 

lie, I’ve never walked back across 

the bridge into Louisville. I’ve always 

Ubered back home after that meal.”

PREVIEW
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GO BIG OR GO HOME 

Ariens plans to launch 
a record number of 
products at Equip Expo.



New regulations in California 

and across the country 

require new equipment. 

Demo the latest products you 

need at Equip Exposition.

EQUIP 
EXPOSITION 

The industry is changing.
The equipment you need is at

Register at www.equipexposition.com

OCTOBER 18-21, 2022
LOUISVILLE, KENTUCKY
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R
ising fuel prices, labor costs and 

rampant inflation have forced 

the hand of landscaping com-

panies countrywide. 

That trifecta of circum-

stances is prompting companies to 

raise their prices. For many, it’s the first 

time in a long time.

“For years and years, nobody raised 

their prices,” says Phil Harwood, manag-

ing partner of Pro-Motion Consulting. 

“They were afraid to raise their prices be-

cause even any incremental price could 

trigger potentially losing a contract.” 

So, how do you raise prices without 

scaring away customers? That’s what 

industry experts will look to answer 

at “The Price Isn’t Right,” a seminar at 

the 2022 Equip Expo on Friday, Oct. 21, 

from 9:30 to 10:30 a.m.

Four landscape professionals will 

participate in the session moderated by 

LM Editor-in-Chief Seth Jones:

⦁Sam Gembel, owner of Atlas Outdoor 

in Flint, Mich.

⦁ Steve Steele, financial services prac-

tice leader for Bruce Wilson & Co. in 

Scottsdale, Ariz.

⦁ Nada Duna, COO of Gothic Landscape 

in Valencia, Calif.

⦁ Barb Stropko, owner of New Desert 

Gallery in Tucson, Ariz.

Attendees will learn the best prac-

tices for raising prices, so customers 

don’t flee because of sticker shock.

JUST THE FACTS

Harwood says he has clients who have 

had to raise prices 30 percent from 

where they were a year ago. Instead 

of steadily increasing prices over the 

years, he says the industry has worked 

to become more efficient, but that’s not 

enough in the short term as the cost of 

business continues to rise.

“We’ve become better and faster, but 

it hasn’t meant that prices have gone up,” 

he says. “We’ve been able to hold prices 

and remain profitable as an industry.” 

Harwood advises his clients on sev-

eral approaches to increasing prices. 

Both center around a simple principle: 

be matter-of-fact about it.

“Everyone is expecting price in-

creases, and anyone who is not is play-

ing with you,” he says. “If you look at 

gas prices, they have doubled in the last 

two years; the cost of groceries, takeout 

food, lumber, clothing and a lot of things 

(also have gone up).” 

At EQUIP Expo, attendees can learn the do’s and  
don’ts of raising prices from experts, so customers  
aren’t scared away  BY ROB DIFRANCO | LM ASSOCIATE EDITOR

Raising prices: not so scary

PREVIEW

WANT TO LEARN MORE? 
JOIN US IN LOUISVILLE

Join Landscape Management

in Lousiville, Ky., where we’ll 

present 11 educational sessions 

as part of the 2022 Equip Expo,  

Oct. 19-21. To register for  

“The Price Isn’t Right” and 

all Equip Expo educational 

sessions, you’ll first need to 

register to attend the show.  

Visit EquipExposition.com to 

register. During the registration 

process, you’ll be prompted to 

add educational sessions. 

TOUGH TRANSITION

Gembel, owner of Atlas Outdoor, who 

will speak on the panel at Equip, be-

lieves businesses who haven’t increased 

prices in a long time or those who pride 

themselves on being “value-driven” con-

tractors might face the most pushback 

when raising prices.

“The companies that have built their 

brands on being more value-driven 

contractors, I feel like those are the 

ones experiencing the toughest transi-

tion because people are just not used to 

them coming and saying, ‘I need more 

of an increase,’” Gembel says.

Gembel’s company rewrote contracts 

and considered a fuel surcharge on in-

voices but ultimately decided against a 

surcharge. But, with the uncertainty sur-

rounding gas prices, he foresees another 

potential price increase coming soon.

“At first, we weren’t thinking too 

deeply about doing a surcharge, whereas 

now we rewrote hundreds of contracts 

to increase pricing, and now it looks like 

it might happen again,” he says.

Like Harwood, Gembel is well aware 

that customers are also facing a squeeze 

with the increase in the price of gas and 

goods and how that makes it difficult 

for contractors to ask them to pay more.

“We’re just trying to be mindful 

about it,” Gembel says. “We don’t want 

to scare people into saying, ‘Do I want 

to work maintenance and fertilizer 

services out of my budget?’” 

Atlas Outdoor has continued to try to 

find ways to be more efficient, Gembel 

says. Strategies include studying route 

density, tightening its service area and 

increasing daily revenue goals. Gembel 

hopes those practices will help keep 

his business on its upward trajectory 

throughout the ongoing squeeze. 
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IINNFFLLAAATTIOONN NNNAATTIIOON
How technology and creativity can help you  

mitigate rising costs at your landscape company

W
hen Gilly Artigues thinks back on the 
last major economic downturn, the 
Great Recession of 2007 to 2009, he 
says his company wasn’t as nimble or 

innovative as it needed to be.
“We took a big hit because of it,” says the 

president and CEO of Pleasant Places, a $22 million 
landscape company in Charleston, S.C. “We learned 
our lesson on that one.” 

Although Artigues isn’t sure 
if the economy is headed for 
another recession, he knows 
firsthand that inflation has 
become a significant challenge 
for landscape contractors across 
the U.S. Fuel, labor, materials, 
freight—he’s paying more for 
everything, and Pleasant Places 

has gone as far as purchasing two 18-wheelers and 
hiring CDL drivers to travel out of state to access 
landscaping supplies. 

“I never thought we’d have to go to Michigan and 
Pennsylvania to pick up material,” he says. “I never 
thought it would make economic sense to do so. Even 
factoring in trucks, CDL drivers, and insurance—
we’ll save hundreds of thousands.”

Peggy Hughes, a customer success manager for 
Aspire, says she is hearing her landscape contractor 
clients become increasingly concerned about their 
customers dropping or delaying nonessential work 
until the economy stabilizes. 

“Adding a pergola might have to wait until a better 
time,” she says, giving a hypothetical situation that 
could affect her clients’ businesses. “As we know, 
inflation and tough times have happened before. This 
isn’t the first time, and it probably won’t be the last.”GILLY ARTIGUES



Andrew Harris, regional 
director for Central Turf & 
Irrigation Supply, also hears 
landscape contractors saying 
there are indications of a 
slowdown.

“Folks have shared their 
pipeline isn’t the same as last 

year,” he says. “Some have shared they’ve finally 
gotten themselves in a position of having quality 
employees, and they’re nervous they will have to lay 
off or let these folks go if things get worse. There’s 
a lot of pressure for business owners right now 
looking at the next six to 12 months.” 

The way forward, according to Artigues, 
Hughes, and Harris, is to use technology, best 
practices, and new ideas to keep costs in check and 
your company in the black. 

“Everybody’s in the same boat,” Artigues says. 
“The people willing to think outside the box and get 
creative are the ones who are going to come through 
on the other side. You have to use your head, get 
input from your people, and don’t be afraid to learn 
from someone else. It’s all hands on deck.” 

Going back to best practices 
When business slows down, it’s an opportunity to 
get back to basics, says Hughes, who has worked for 
various contractors throughout her career. 

“It is a great time to evaluate your business 
practices, utilize the tools you have, be transparent 
with your clients and keep things rolling until we 
are all back on solid ground again,” she says. 

For example, it’s paramount that you track the 
profitability of individual projects or accounts in 
business management software like Aspire, so you 
can make changes before it’s too late.

“Aspire allows our clients to see the real-time 
costs affecting their projects so they are able to 
forecast,” she says. “If they see a project is going 
upside down, they have the ability to contact 
clients to increase the contract or make a change. If 
someone doesn’t have the ability to look at a project 
in real time, they find out they lost money three 
months down the road when they finally have the 
labor costs and all the invoices.” 

Pleasant Places has been using Aspire since 
early 2020, and Artigues agrees that access to live 
data about your projects is vital to operating in the 
current environment.  

“It’s a tough deal out there, but Aspire just gives 
you the facts in real time,” Artigues says. “Before we 
had Aspire, we were able to see how we thought we 
were going to do on the front end, and more or less 
how we did on the back end, but all that stuff in the 
middle is how your bread is buttered. The benefit of 
the software is being able to make adjustments on 
the fly.”

“It is a great time to evaluate 

your business practices, 

utilize the tools you have, be 

transparent with your clients 

and keep things rolling until 

we are all back on solid 

ground again.” 

—Peggy Hughes

ANDREW HARRIS
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Material Cost  
Hacks in Aspire
It’s no secret that material costs are high, 

volatile, and show few signs of stabilizing 

anytime soon. 

Aspire’s Solutions Engineer Manager  

Cris Poggi is a veteran of the landscape 

industry and an expert at using the software  

to advise clients about how to keep expenses 

in line. Here, she shares a few ways Aspire 

users can mitigate the impact of rising costs  

on their margins. 

Keep your item catalog current

“Typically, landscape contractors will evaluate 

their catalog once, or maybe twice a year,” 

Poggi says. “Given the current market, catalog 

cost evaluations need to occur at a greater 

frequency.” Aspire helps in this regard by: 

• Integrating with SiteOne’s pricing catalog;

• Offering the ability to bulk import item costs 

through AspireCare;

• Allowing you to see what you’ve actually 

been paying for items with the average 

12-month cost feature; and

• Offering a request-for-quote feature to 

confirm item costs from vendors for 

large projects.

Adjust costs when needed

“The adjust kit costs option is a quick way 

to go through and adjust costs within your 

estimate,” she says. “So even if I have an 

item in multiple sections of my estimate, I can 

make a single adjustment to update costs on 

all of those items.”

Aspire also allows users to add a 

contingency factor to item costs. “With the 

volatility of the market, you may want to 

update your item catalog with a contingency 

taken into consideration,” Poggi says. 

Keeping costs in check
“Inflation impacts every aspect of what you do,” 
Artigues says. “We’re worried about all of it, but I 
would say gas prices are probably the thing that’s 
on my mind most just because we use thousands of 
gallons every single month.”

To keep fuel costs in check, Pleasant Places has 
added on-site pumps that collect data about who’s 
fueling up and when, in addition to GPS vehicle 
monitoring, which tracks idle time.

“If you can cut down the idle time, you can really 
save some gas money,” he says. “We’re tracking 
everything to a far greater degree than we have 
before just because we have to.”

Hughes says some landscape contractors are 
mitigating high fuel prices by adding fuel surcharges. 

“When fuel costs went to 
$4 per gallon in the Midwest, 
we were inundated with 
requests for the ability to add 
a surcharge without a contract 
change,” she says. In a very 
quick turnaround, Aspire added 
the capability, which allows 
users to add a percentage or 
dollar values to invoices that 
they can turn on and off at will. 

Harris notes that some contractors are getting 
smarter about routing and finding ways to reduce 
site visits. On the irrigation side of the business, 
especially, he sees more interest in Wi-Fi irrigation 
controllers that allow technicians to manage 
watering remotely.

“We’ve had more traction in the last two years 
alone with this product category than in the last 
10 years,” he says—noting it has the dual benefit of 
saving fuel costs and cutting down on windshield 
time for technicians.

Indeed, inflation is a circular challenge, 
Artigues says. “[Team members] have mortgages 
and rents and they have to buy food, and the price 
for them just to get by has gone up, so that forces 
the company to increase wages, which drives our 

PEGGY HUGHES



costs up and ultimately our prices up. It’s 
definitely a challenge.” 

Harris says some contractors are 
tapping into the combined fuel/labor cost 
challenge to offer a timely perk: “I’ve 
seen in some cases where companies have 
subsidized fuel for employees—once a 
week they let them fill up or give them a 
$100 gas card.” 

Material cost volatility, driven by 
inflation as well as supply chain disruptions, is 
another major challenge for landscape contractors. 

Artigues explains that major commercial  
projects are susceptible to fluctuations because they 
have timelines as long as 18 months from contract  
to completion. 

“We put language in our proposals now that says 
we can only guarantee these prices for two weeks,” 
he says. “It’s a challenge, and you have to get creative 
and look for alternatives.”

Cris Poggi, solutions engineer manager 
for Aspire, encourages contract expirations 
as well as terms and conditions that allow 
for surcharges if material costs exceed a 
given percentage of the estimate. 

She also advises landscape professionals 
to pre-purchase materials or request vendors 
to lock in pricing whenever possible. Don’t 
forget to get those details in writing in your 
contract terms with your vendors.

Finally, Poggi encourages contractors not to 
underestimate the importance of solid estimates 
that allow you to identify the specific materials and 
quantities required for the project, which helps you 
better manage your purchases. 

“If you’re shooting blindly in the dark, it’s really 
hard to know if you’re hitting your target or not,” 
she says. “You really need an adequately prepared 
estimate and an overall system that gives you real-
time visibility into your profitability.”

The Aspire landscape management system 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 nearly 70,000 users  

in more than 1,500 locations to manage over $4.5 billion in industry revenue.

To learn more or to schedule a customized demo,  

visit youraspire.com

SPONSORED CONTENT

“The people willing to think outside the box 

and get creative are the ones who are going 

to come through on the other side.” 

—Gilly Artigues

CRIS POGGI



T
o keep aerators running their 

best, experts suggest lawn care 

operators (LCOs) clean equip-

ment before storage and practice 

basic preventive maintenance to 

make sure they are good to go in the fall. 

George Kinkead, president of Turfco; 

Vincent Ianne, senior category manager, 

SiteOne Landscape Supply; and Norm 

Kleber, corporate turf specialist with 

Balanced Environments of Old Mill 

Creek, Ill., share their best practices to 

keep aerators at their peak.

Kinkead says operators often put 

away machines with dirty tines, a 

mistake that can be the first domino 

in a negative chain of events. A few 

simple steps in the fall can make a big 

difference, he says.

“Inspect the tines to make sure 

they’re in good working order,” he 

says. “If they’re getting to the edge 

of needing to be replaced and you’re 

going to be running aeration for six 

weeks, more than one-and-a-half 

inches of wear is going to hurt. It helps 

to compare one new tine to one of the 

used tines.”

Kinkead adds that in certain parts of 

the country, cleaning aerators properly 

is critical as clogged tines impact aerator 

performance and could cause rusting.

“In Georgia, the turf can be really 

gummy, and the dirt won’t just fall 

out of the tines,” he says. “A tine is de-

signed so the next core knocks the last 

core out. At the end of a job, there’s the 

potential for cores that haven’t fallen 

out of the tines.”

FALL MAINTENANCE TIPS

When bringing equipment out for fall 

aeration, experts encourage LCOs to 

use fresh fuel, inspect oil filters and 

spark plugs, check the engine gear 

reduction case found on most walk-

behind models, lubricate control cables 

or chains and ensure weight drums 

are leak free.

“It’s good to take aerators apart 

in June to make sure they’re 100 per-

cent for the fall,” says Kleber. “Then,  

in late-August, they’re ready to go 

out the door from now until mid-

October. If you don’t have a plan to 

get them ready, you’re already behind 

the eight ball.” 

Balanced Environments, a Billy 

Goat aerator user, provides services 

including aeration, landscape mainte-

nance and snow removal for a predom-

inantly commercial customer base. 

Aerator use comes with a broad 

array of common operator mistakes, 

many of which can stem 

from a lack of planning, 

Kleber says.

“A big (mistake) is 

not talking to the work 

site ahead of time and 

not marking irrigation 

heads,” he says. “They 

don’t mark or check to 

see if there’s low-voltage 

wiring. They don’t ask 

ahead of time if below-

ground cable TV is there, 

especially in a HOA area. 

If it’s an aerator you can 

pull behind a tractor with a drum, if  

they drive too fast, it just rips the  

turf up.”

STAYING AHEAD OF SUPPLY CHAIN DELAYS

Ianne points out that pros should con-

sider ongoing shipment delays when 

planning a fall aerator maintenance 

regimen. He advises setting up a buf-

fer of at least one month to ensure the 

dealer or manufacturer has a turn-

around time in place for aerator parts.

“If the next oil or filter changes are 

due in 20 hours, complete it during the 

preseason check to eliminate these 

tasks popping up during peak use,” 

Ianne says. “Based on experience, if 

you commonly wear out or damage 

tines or other parts, preorder and 

keep some on hand for urgent repairs. 

With the current supply chain situa-

tion impacting parts heavily, you may 

experience lack of dealer inventory.”

Further, Ianne recommends clean-

ing tines, topping off fluids and making 

other quick maintenance checks at the 

end of each workday to keep aerators 

ready for their next job.

“Ensure tines are always in transport 

position, up, during loading or unloading 

and travelling across road or sidewalks,” 

he says. “Be aware of rocks, underground 

sprinkler heads, valves, anchors, drains 

or electric fences wires that could cause 

property and aerator damage.” 

Experts share how to keep aerators at peak 
performance and avoid common pitfalls

BY JONATHAN DELOZIER | LM MANAGING EDITOR

Preparation equals 
effective fall aeration 

Turf + Ornamental

MAINTENANCE SHOP
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PREVENTION IS KEY

Experts say simple     
preventative maintenance 

can help avoid many aerator 
operating hurdles. 
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O
f all the things lawn care oper-

ators (LCOs) have to manage, 

keeping their spray rigs and 

tanks clean might be among 

the most tedious.

Ben Molitor, owner of Best Lawn 

Care in O’Fallon, Mo., Tyler Hollenbeck, 

owner of a Weed Man franchise in 

Billings, Mont., and Dave Arnett, sales 

manager for Graham Spray Equipment, 

share their best practices for keeping 

spray rigs in top-notch condition.

TANK WARFARE

When dealing with humic fertilizer prod-

ucts that can stain surfaces, Hollenbeck 

— whose business serves an 80 percent 

residential, 20 percent commercial cli-

entele — makes sure his team is vigilant 

in removing stains as soon as possible.

“Usually, at the end of rounds, if 

there is any staining on tanks, we’ll 

rub that off to keep it looking good,” 

says Hollenbeck. “We like to use Magic 

Erasers to help with that to make sure 

there is no oil leaking.”

Molitor recommends Schaeffer’s 

332 Turbo Red Cleaner Concentrate, a 

cleaning product that removes grease 

deposits, dirt and oils.

Arnett says the best way to keep your 

tank clean and make sure the visibility 

stays high is to clean it often. The same 

goes for aluminum truck beds, which 

Arnett says can corrode and cause issues.

“Aluminum doesn’t rust, but it does 

corrode,” he says. “When you have fer-

tilizer that stays in one place for a long 

period of time, it will corrode and eat 

right through your bed. The longevity 

is a huge reason to keep it clean.”

MAKING A LIST

Molitor is a self-described clean freak, 

and that carries over to his spray 

trucks. Best Lawn Care serves a pri-

marily residential client base in the 

Greater St. Louis area.

“We do have a morning checklist to 

make sure they get all of their equip-

ment and what they’ll need,” he says. 

“And then we have an end-of-the-day 

checklist that they’ve got to complete.”

Some of the items on that end-of-

the-day checklist include:

⦁ Cleaning out the trucks;

⦁ Hosing down the outside of the trucks 

to remove stains;

⦁ Cleaning the windows; and

⦁ Cleaning the bed of the truck to re-

move loose fertilizer.

Molitor’s team also checks the oil 

in their trucks at least once a week, in 

addition to other housekeeping du-

ties, like checking the vehicle’s fluids, 

blinkers and headlights.

Hollenbeck has a similar routine. His 

crews also inspect hoses for potential 

leaks by unwinding them completely 

and checking for 

kinks and spots 

that could poten-

tially break.

EYE-CATCHING

Arnett has more than 28 years of expe-

rience building spray rigs for Graham 

Spray Equipment, where he now serves 

as a sales manager. 

“A lot of people use these rigs as 

moving billboards,” he says. “With 

these fiberglass tanks, you can put 

signage on it, your phone number, your 

logo. So it’s important when people see 

it that it looks good and it looks clean.”

Arnett says he’s had Graham Spray 

Equipment customers tell him that the 

spray rig has sold accounts for him in 

the past.

Hollenbeck corroborates that, say-

ing he’s had customers tell him directly 

that his company’s rigs have caught 

their eye and drew them to Weed Man.

“We get a lot of compliments on how 

our fleet looks,” he says. “We had a guy 

walk into the office who wanted a quote. 

We asked him how he heard about us, 

and he said, ‘I work at this warehouse 

behind you guys and see that every day 

you guys are cleaning something.’” P
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Lawn care operators 

share their best 

cleaning tips for  

spray rigs and tanks

BY ROB DIFRANCO  

LM ASSOCIATE EDITOR

Tips to keep tanks clean

TIPSHEET

Turf + Ornamental

SO FRESH,  
SO CLEAN

Regular cleaning of 
your spray rig is the 
best way to keep it 
operating smoothly, 
according to experts





T3100 SPREADER SPRAYER

CALL US AT (800) 679-8201 OR VISIT TURFCO.COM

TT33110000 SSPPRREEAADDEERR SSPPRRAAYYEERR T5000 SPREADER SPRAYER

WE GET IT. BUSINESS IS BOOMING, AND YOU’RE TRYING TO KEEP UP. LET’S MAKE IT 

EASY: THE TURFCO T-SERIES SPREADER SPRAYERS. Training new operators is no trouble. 

With our patented steering wheel design, you can do it in less than a week. Zoom past obstacles 

with our patented boomless design. No sweat. Matching spread and spray widths, spraying two 

products at the same time, no problem. Handling hills without tearing turf, it’s easy. Lining up your 

next pass - simple. The T3100 is the largest capacity applicator on the market with the ability to 

fit through a 36” gate, and the powerful T5000 can cover up to 300,000 square feet in a single fill. 

The T’s can handle all your properties. Want to grow your business? The easy answer is Turfco.

Growing your Business 
just got Easier.



LOCATION Washington D.C.

COMPANY Ruppert Landscape

DETAILS Washington Harbour is a 

mixed-use property in the George-

town neighborhood of Washing-

ton D.C., with restaurants, shops, 

offices, luxury condominiums and 

outdoor entertainment. Michael 

Moody, associate branch manager 

for Ruppert’s Washington D.C. land-

scape management branch, says 

the relationship with the property’s 

management team has grown over 

the 10 years the company has ser-

viced Washington Harbour.

“We’ve been fortunate to grow our 

partnership as the Georgetown Busi-

ness Improvement District (BID) area 

has evolved, and it’s definitely reward-

ing to see the community enjoy this 

live/work/play space,” says Moody.

As a part of BID, Moody works 

with Washington Harbour and the 

district to keep the high-profile area 

looking its best. Moody meets with 

the team from Washington Harbour 

weekly and tours the site monthly 

with the client. Moody says the team 

at Ruppert ensures the landscaping 

of the entire property coordinates 

— including restaurants and retail 

spaces not serviced by the company.

A hallmark of the property are the 

flower baskets on its 35 boardwalk 

streetlamps. Ruppert rents a scis-

sor lift to install and take down the 

flower baskets and holiday wreaths. 

Moody says the relationship with the 

property's management team allows 

Ruppert the freedom to experiment 

with its seasonal approach to  

color rotation.

“In the last two years, we have 

installed a mum rotation (usually 

between mid-September to mid-

October),” Moody says. 
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Destination district 

THE BIG ONE

1

2

Captions | 1. Crews rotate baskets clockwise every two to three weeks to ensure 

uniform growth.  2. A small turf area in this courtyard is maintained in-house, with 

aeration/overseeding once a year in the fall.  3. Areas subject to a wind-tunnel 

effect require frequent clean up and sturdy and wind-resistant plant material, 

such as Dragon Wing begonias and evergreen shrubs.  4. Crews prune hydrangeas 

in the late winter and early spring to promote larger blooms. An in-house inte-

grated pest management specialist designed a program for the shrubs, including 

treatments for boxwood leafminer and white scale on hollies.

3

4

BY CHRISTINA HERRICK | LM EDITOR

Ruppert crews use Ego battery-

powered backpack blowers because 

Washington D.C. enacted leaf blower 

regulations at the start of the year. 

Crews use Exmark mowers and Echo 

two-cycle handheld equipment.

The project earned Ruppert 

Landscape a gold award from 

the 2021 National Association of 

Landscape Professionals’ Awards of 

Excellence program. 

See more photos from this project at 

LandscapeManagement.net/thebigone.



© 2022 Isuzu Commercial Truck of America, Inc.

®

DON’T Fall BEHIND 
ON YOUR TRUCK 
MAINTENANCE

WWW.ISUZUCV.COM

With fall approaching, it’s important to prepare your truck for cooler weather. See your 
authorized Isuzu dealer to schedule regular truck maintenance. And don’t forget to protect your 
truck with FleetValue or Isuzu Genuine windshield wipers, DEF, and diesel fuel system cleaner.   
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Z
ero-turn mower manufacturers say landscape pro-

fessionals’ most-requested features all come with 

the goal of accomplishing more in a smaller time 

window. Larger cutting decks, powerful engines, 

comfortable seats and controls that ramp up pro-

ductivity are a few of the boxes mower manufacturers hope 

to check for operators. 

“We’re also working hard to minimize or eliminate 

necessary in-season maintenance on our machines, so 

they’re ready to work when our customers need them,” says 

Lenny Mangnall, product manager for Exmark. “Comfort 

increases productivity. It’s as simple as that. Plus, with the 

continued labor challenges contractors face, it’s more im-

portant than ever to make sure each worker can do their 

job as efficiently and comfortably as possible.”

Mangnall adds that his company’s professional zero-turn 

mowers continue to move toward wider decks. 

“With both 96-inch and 144-inch zero-turn mowers, today 

Exmark is at the forefront of the trend toward wider decks 

on professional zero-turn mowers,” Mangnall says. “It’s what 

our customers are asking for, and it’s what they believe they 

need to compete effectively in today’s marketplace.”

PUSHING TECHNOLOGY FORWARD

Tony Marchese, senior vice president of sales for Green-

works, says his company plans to unveil its next-generation 

of professional battery-powered zero-turn mowers at the 

2022 Equip Expo next month. He says these new models 

will incorporate lessons learned from the company’s first 

generation of battery-powered zero-turn machines. 

“This new generation really breaks new ground and will 

set the standard for all professional battery zero-turns,” 

he says. “These will incorporate an all-new drive and cut-

ting system that will allow the landscaper the ability to 

have all-day run time.”

Marchese specifies that ease of use and noise reduc-

tion will remain a key focus for Greenworks as it develops 

more zero-turn mowers.

“We are building in benefits such as a lighter weight 

and power not able to be achieved by gas products which 

allow the end user to be more productive and feel better at 

the end of the workday,” he says. “Ease of use for the end 

user is very important. No pull cords or chokes enable the 

user to more easily be trained on the correct use as a new 

employee. Limited noise allows them to not wear hearing 

protection while running our product on a hot summer day.”

Other feature requests from professional users include 

4G connectivity to help locate machines, Marchese says. 

“That 4G connection can even disable (mowers) if they 

are stolen,” he says. “(Users) like the ability to see the 

productivity of their operators and how much grass they 

cut that day. They also like the fact that the units require 

very little maintenance as there are no belts or engines 

to replace or repair.”

COMFORT AND MAINTENANCE COSTS

Rider comfort and considering the many ways discom-

fort can affect an operator’s work/life balance is para-

mount when designing a new machine, says Michael 

Simmon, a marketing and communications representative  

from Grasshopper. 

“Nobody wants to go home exhausted at the end of the 

day, especially if you have family to go home to, so comfort 

features are also a key factor in new mower purchases,” he 

says. “Contractors spend numerous hours every day on these 

machines, so they have to be comfortable throughout the 

day. Landscape contractors who use Grasshopper mowers 

say that our integrated comfort systems and multi-point 

suspensions keep their crews fresh all day long.” P
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Zero-turn mower manufacturers 
say increased comfort and greater 
efficiency are the most  
in-demand features for  
landscaping professionals

BY JONATHAN DELOZIER | LM MANAGING EDITOR

Comfort is 
king with next 
generation of  
zero-turn mowers

IRON WORKHORSES

Mowing + Maintenance

A SMOOTH RIDE
As zero-turn manufacturers develop 
new mowers, a key focus is on ways 
to increase rider comfort and ramp 
up work efficiency. 



• Drive up to 65 miles on a            

  single charge

• 500lbs towing capacity

• 500lbs of cargo bed capacity 

Check out our full commercial product lineup at greenworkscommercial.com 

BUILT TO HANDLEBUILT TO HANDLE
THE TOUGHEST JOBS

8KW BATTERY POWER PROVIDES COMMERCIAL-
GRADE POWER, SPEED AND RUNTIME!

• Built-in suspension system to                      

   maneuver the toughest conditions

• Battery-powered operation that 

   runs quietly, with no emissions

CU400W 82VCU400W 82VCU400W 82V
Commercial Work Utility VehicleCommercial Work Utility VehicleCommercial Work Utility Vehicle

Live demo and test drive at theLive demo and test drive at the
Equip Exposition Oct. 19-21Equip Exposition Oct. 19-21
(Outdoor booth: #8060D).(Outdoor booth: #8060D).



LANDSCAPEMANAGEMENT.NET |  SEPTEMBER 202232

A
rnie Arsenault’s foray into holi-

day lighting stemmed from a 

passion for the season and the 

need to keep his crew and busi-

ness working during the winter months. 

For landscape companies considering 

adding holiday lighting as an additional 

revenue stream, Arsenault, president of 

A. Arsenault & Sons in Spencer, Mass., 

and Jed Wyatt, owner of Zing Services, 

a lawn care, pest control and holiday 

lighting operation in Middleton, Idaho, 

share what they’ve learned along the way.

Know your numbers — As with add-

ing any new service, Arsenault encour-

ages professionals to understand what 

profitability means for the operation. He 

operates a Christmas Décor franchise 

alongside his landscape company. Wy-

att, who also founded Winter Profits, a 

holiday lighting training program for 

landscape professionals looking to add 

holiday lighting, recommends planning 

the season months in advance. 

Play to your strengths — Wyatt of-

fers “Christmas in July” specials to his 

residential lawn care clients to encour-

age them to become holiday lighting 

clients. He sends his lawn care clients 

a “cold estimate” with holiday lighting 

pricing, and he does the reverse with 

his holiday lighting clients — he sends 

them a lawn care estimate.

It’s OK to say no — Both Wyatt and 

Arsenault say pros should expect clients 

to ask for custom designs, to use their 

own light strands and often give bad 

advice on which outlets are safe to use. 

It’s OK to say ‘no,’ they say.

Be safe — Arsenault says pros should 

train crews prior to the start of a new 

season on safe installation, ladder use, 

electricity and how to install lights profes-

sionally. Know if you will need harnesses 

for roof installations. Notify your insur-

ance provider, too. Arsenault says his 

holiday lighting team works with clients 

to ensure the outlets used can handle the 

power demand of holiday lighting. 

For more holiday lighting advice, 

visit LandscapeManagement.net. P
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Holiday lighting experts share best practices to start 
a holiday lighting business and keep it shining bright

BE SAFE
Holiday lighting 
professionals say it’s 
important to train crews 
on safe installation, 
proper electric handling 
and more.

5 things to know about  
adding holiday lighting services

BUSINESS BOOSTERS

Mowing + Maintenance



Experience the new Air
Conditioned Cab for the Ferris
and John Deere Zero Turn
Mowers, built with your needs in
mind for the ultimate mower
upgrade. You can’t put a price onupgrade. You can’t put a price on
this much convenience, comfort,
innovation, and value, because
it’s not just an enclosure...

it’s a Curtis Cab.

MOW IN
STYLE,
NOT THE
HEAT.

curtiscab.com | 508-853-2200

JOHN DEERE Z994RJOHN DEERE Z994R

FERRIS ISX3300FERRIS ISX3300



IRRIGATION & DRAINAGE products

LANDSCAPE products & accessories

 @horizondistributors |  HorizonDistributors 800.PVC.TURF | HorizonOnline.com

|Irrigation 
|Outdoor Living 
|Landscape 
|Equipment

Big Enough to be Professional, Small Enough to be Personal
Horizon has the products you need, when you need them—all under one roof. 

OUTDOOR LIVING &  LANDSCAPE LIGHTING

Step outside your normal scope of work to grow your 
business and keep up with the competition. 

Low voltage lighting, synthetic turf, outdoor kitchens 
& hardscaping are all great opportunities for you to 
improve your profitability and expand your service 
offering. 

And that’s just what Horizon’s Outdoor Living 
products can help you do.

Visit us online, or stop in to your local branch 

to experience the Horizon difference today.

MORE THAN A STORE.

POWER EQUIPMENT
including parts & Service Centers
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LOCATION Bethesda, Md.

COMPANY Rossen Landscape

DETAILS A 12-foot retaining wall at the 
back of the property was a blank canvas 
for Rossen Landscape to work on. The 
client wanted the wall not to be an eye-
sore; Rossen Landscape’s solution was a 
custom water feature.

“It was very technical in nature,” says 
Jeff Rossen, founder of Rossen Landscape. 
“Screening that back retaining wall with 
plant material and the water feature and 
the vines we have going on, it was all very 
important to the client. We had to special 
order copper for the whole thing.”

With a uniquely long and narrow yard, 
the landscape has what Rossen Land-
scape called a “bowling alley effect.”

The property presented drainage issues, 
as the water runs from the back to the front 
of the home. Rossen Landscape addressed 
that issue, in part, with Mexican pebbles 
surrounding the large bluestones that cre-
ate a path throughout the backyard.

“Everything in the property flows from 
the back to the front,” says Rossen. “The 
backyard is very small, so we captured all 
the water through a series of panel drains 
and catch basins and carried that water 
all the way around the house. The infra-
structure for the water was one of the first 
things that went in.”

Rossen says the property was a wel-
come challenge for his team, who had 
the backing of the client throughout  
the process.

“The design is something we’re very 
proud of,” he says. “It’s very modern. We 
don’t have the opportunity to be able to 
design that way very often. You just have 
to have the right client to do it.” 

See more photos from this project  
at LandscapeManagement.net/ 
hardscapesolutions. P
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Go with the flow
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Captions |  1. A full view of the narrow backyard, which Rossen  

Landscape aimed to divide into “rooms” for use in different seasons.   

2. A before view of the retaining wall and its potential drainage 

issues.  3. Due to a drastic grade change, the 12-foot retaining wall 

was a required part of the landscape.  4. The large water feature uses 

custom-ordered copper and provides a unique way of integrating the 

retaining wall into the landscape.

HARDSCAPE SOLUTIONS

3

BY ROB DIFRANCO | LM ASSOCIATE EDITOR



*21 patents granted, 8 patents pending. **Machine control solution of your choice is sold separately

©2022 CNH Industrial America LLC. All rights reserved. CASE is a trademark registered in the United States and many other countries, owned by or licensed to CNH Industrial N.V., its subsidiaries or affi liates.

Part dozer. Part loader. All beast. The CASE Minotaur™ DL550 creates an all-new, industry-fi rst equipment category: 

the compact dozer loader. The integrated C-frame delivers true dozer performance. CASE Universal Machine Control 

allows you to use the precision construction technology you prefer.** It’s compatible with hundreds of attachments, 

and the addition of an industry-exclusive fully integrated ripper makes this machine one-of-a-kind. It has the strength, 

attitude and intelligence to stake a claim as the industry’s most versatile and powerful compact machine. Join us in 

making history, visit your local CASE dealer to see for yourself.

CaseCE.com/Minotaur

29 PATENTS.* 10,000 TEST HOURS. ONE NEW CATEGORY. 



www.ATLANTIC-OASE.com

Add the beauty of

Explore our new line of  

HAMMERED BRASS 

FOUNTAIN BOWLS

These decorative fountains are available in 

2 sizes and optional Pedestal accessory.

hammered brass
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W
hen it comes to design/

build and installation 

projects there are a wide 

variety of add-ons to 

ramp up output from 

machines. Landscape Management

spoke with Kyle Newendorp, Vermeer 

product specialist; Dee Warren, mar-

keting manager at Land Pride; Daniel 

Cohen, product application special-

ist for Caterpillar; and Luke Gribble,  

solutions marketing manager with 

John Deere, to learn some best attach-

ment practices. 

Newendorp says buckets are the 

most widely used attachment among 

landscape professionals.

“Contractors should keep in mind 

that buckets come in several shapes 

and sizes,” he says. “For example, 

the Vermeer high dump bucket is 

productive at dumping at higher 

Experts share things to consider before making 
your next attachment purchase  
BY JONATHAN DELOZIER | LM MANAGING EDITOR

How to make the most  
of attachments

INSTALLATION IRON

Design Build + Installation

RENTING  
VS. BUYING
Experts say many 
contractors opt toward 
renting attachments to 
keep up with varying 
project demand.  
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heights and delivers quick dump speeds compared to a 

standard bucket.”

Newendorp says contractors should consider adding 

additional attachments to complete design/build tasks. 

“A set of pallet forks can help move material around the 

job site, and a hardscape grapple can help minimize the 

labor of placing pavers, blocks and small boulders,” he says.

Contractors should also break down each phase of a 

project to determine what tasks need completed and then 

decide if an attachment can help them improve their op-

erating efficiency, Newendorp says.

COMPATIBILITY IS KEY

Performance and safety concerns can quickly sneak up on 

equipment users if attachments aren’t 100 percent compat-

ible, says Dee Warren, marketing manager at Kansas-based 

Land Pride. Warren urges contractors to know the ins and 

outs of their machines before choosing attachments. 

“When considering lifting capabilities, operators need 

to remember that sometimes it’s more than just weight but 

also available counterweight,” he says. “Just because the at-

tachment can be hooked up to the power unit doesn’t mean 

the power unit can lift it safely or operate it.”

Warren says it’s critical for contractors to understand 

whether attachments work with high-flow or standard-

flow hydraulics. 

“Hydraulic flow rates and pressures are important; 

high-flow and standard-flow attachments require match 

machines,” says Warren. “High-flow attachments on a 

standard-flow power unit are not going to be efficient; a 

standard-flow attachment on a high-flow machine can 

damage the attachment, sometimes severely.”

BUY OR RENT?

Cohen says finding the right attachment involves vari-

ables extending beyond hydraulics and job sites. He says 

a professional offering new services may want to consider 

renting attachments first. 

“Factors like the availability of replacement parts and 

the warranty that is offered with the attachment can tip 

the scales toward one brand or another,” says Cohen. 

“From a pricing perspective, it is important to understand 

what is included in the sticker price. Many attachment 

manufacturers do not include things like hydraulic quick 

connects and shipping in their advertised price.”

Gribble says renting can give landscapers more adapt-

ability to fluctuating demand and job site logistics. 

“Landscape contractors can also consider renting 

attachments on an as-needed basis,” he says. “Renting 

attachments is a great way for professionals to complete 

a variety of applications based on the job, increasing 

machine versatility.” 

EXPERIENCE IT!

THE LARGEST 
HANDS-ON  
HARDSCAPE 
EVENT IN THE 
U.S.

Register 

Today!

www.HardscapeNA.com

Louisville, KY
OCTOBER 19–21, 2022
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A
s temperatures drop for parts 

of the country, the clock ticks 

away for water features and 

pond winterization. Experts 

share why it’s important to 

winterize ponds and water features and 

what professionals should keep in mind 

during this time of year.

Todd Cruikshank, owner of The Pond 

& Rock Shop in Cicero, N.Y., says any-

thing with an external pump, whether 

it’s a water feature or pond, is susceptible 

to freezing. He suggests contractors 

begin the winterizing process by com-

municating with clients.

“It’s an opportunity for education 

from the contractor to go over why they 

shut down the systems,” he says.

THE 411 ON PONDS

Brandt Reynolds, sales representative 

with Blue Thumb Distributing, suggests 

pros should consider netting ponds, wa-

ter features and fountains in early fall to 

keep leaves from contaminating the pond 

or water feature. Reynolds recommends 

contractors remove the netting before 

the snow falls, so the weight of the snow 

doesn’t damage the netting. Reynolds 

also suggests contractors use cold water 

bacteria when the water temperature hits 

35 to 55 degrees F.

Cruikshank says contractors will 

want to deploy an aerator and a deicer 

if there are fish in the pond.

“The aerator will create oxygen in 

the water, which will allow the fish to 

thrive,” he says. “The deicer will kind of 

do the same thing by having the water 

remain open in a small area, which will 

allow the oxygen to flow.”

THE 411 ON WATER FEATURES

Reynolds says contractors should bring 

vase fountains inside and store them in 

a dry place, although you can cover and 

Pros share best practices and the tools you’ll 
need to get water features and ponds ready for 
falling temperatures  BY CHRISTINA HERRICK | LM EDITOR

Ace winterization this fall

HOW TO

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

This is PRO Landscape.

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

Flexible. 

Powerful. 

Profitable.



leave glass fiber-reinforced concrete 

fountains outside.

Water basins are also OK to leave 

outside in the winter and should be 

kept about half full of water to keep 

them in place as temperatures drop, 

Reynolds says.

“We think of our basin as a big ice 

cube tray during the winter,” he says. 

“We want to make sure that water is in 

there to weigh down the basin so that 

it doesn’t get pushed up with the freeze-

thaw periods.”

WINTERIZING BEST PRACTICES

Reynolds says contractors should store 

submersible pumps in a 5-gallon bucket 

with water in a place in the shop that 

won’t freeze. This extra step, he says, 

will extend the life of the seals on the 

pump. Meanwhile, contractors should 

store non-submersible pumps in a dry 

place that won’t freeze.

As contractors remove pumps and any 

other water feature parts, Cruikshank 

says it’s critical to label everything, so 

it’s easier in the spring to reinstall them.

Cruikshank and Reynolds say con-

tractors should keep handy general tools 

such as wrenches, Phillips and flathead 

screwdrivers, channel locks, pliers and 

an air compressor. Reynolds also sug-

gests contractors keep waterproof gloves 

and waders on hand because fittings can 

be sharp in colder water temperatures, 

especially when servicing ponds.

“Depending upon what they’re work-

ing on, the pump may be down in the 

bottom of the pond if it’s not in a skim-

mer, so having those waders would help 

keep them high and dry,” he says.

Reynolds also keeps plastic shopping 

bags in his truck in case he needs to cover 

and protect something late in the season.

OPPORTUNITIES ABOUND

Cruikshank says winterizing is a great 

time for contractors to take a close look 

at a water feature or pond, change filters 

and see if anything within the system 

needs servicing, is out of warranty or 

needs upgrading. 
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MULTITASKING 
Todd Cruikshank of 

The Pond & Rock Shop 
says winterization is a 
great time to perform 

renovations on  
water features 
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POWER
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LARGE EQUIPMENT DELIVERY | FLEXIBLE RENTAL TIMES | TRUSTED BRANDS

homedepot.com/rental

The Home Depot Rental is your one-stop shop for all your landscaping needs. Rent tools, trucks and large 

equipment to take on property maintenance, irrigation and utility installations, hardscaping and material 

transportation. All backed by the performance of brands you trust with daily, weekly and monthly rental durations. 
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What a concept. Prime Rewards uses a simple points-to-dollars system  

to help make earning your rewards quick and easy. Just choose from  

any of our 18 most popular products — plus newly registered Sublime™, 

Quintessential® and Surmise® SpeedPro XT herbicides and AzoxyBio™

fungicide — then redeem your rewards online and you’ll get gift cards 

that you can spend anywhere, any way you want. It’s Time to Prime.

THE SOURCE   

MATTERS

SIMPLICITY

©2022 Albaugh, LLC. Prime Source, the water drop logo, Quintessential and Surmise are registered trademarks and Sublime and AzoxyBio are trademarks of Albaugh, LLC.  

Always read and follow label Precautions and Directions For Use.

PROGRAM DATES: SEPTEMBER 1 – DECEMBER 2, 2022   •   MORE INFO: THESOURCEMATTERS.US
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Readers share why they’re taking a swing  

at EOPs this year
BY THE LM STAFF 

A
s major league teams get ready to make 

their September call-ups, landscape and 

lawn care professionals prepare for the 

early-order season. LM surveyed land-

scape pros to uncover how supply chain 

issues and inflation affected their early-order pro-

gram (EOP) plans heading into 2023.

“It has made it harder to schedule work due to 

not having what is needed,” said a reader from Ohio. 

“We have had to use alternative products. It has also 

affected the time it takes us to repair machinery 

as parts are not readily available.”

Of those surveyed this year, only 52 per-

cent said they participated in EOPs last 

year. Now, more than 73 percent say 

they will take advantage of an EOP 

in 2022, heading into 2023. 

Why have so many switched sides of the plate? 

Readers cite supply chain issues and inflation. 

More than 92 percent of readers said those factors 

affected their business.

The same goes for gas prices. Again, 92 percent 

of readers surveyed said they’ve had to modify their 

operations to save on gas. 

LCOs go around the horn 
with early-order programs

Continued on page EOP4

WHAT DOES YOUR EOP 

BUDGET LOOK LIKE THIS 

YEAR COMPARED TO 

LAST SEASON?

9%
32%

9%

%%%
3%

More than 10 percent higher

1-9 percent higher

Flat

1-9 percent lower

More than 10 percent lower

SEPTEMBER 2022  | LANDSCAPEMANAGEMENT.NET EOP3
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8%
No

92%
Yes

73%
Yes

HAVE SUPPLY CHAIN ISSUES AND  

INFLATION IMPACTED YOUR BUSINESS?

DO YOU PLAN TO PARTICIPATE  

IN EOPS THIS YEAR?

Several readers, including one from Washington, 

passed the higher price at the pump on to customers.

“We raised prices,” the reader said. “It is a good 

time to raise prices since that is what people are 

expecting and most accept. I have lost a couple of 

accounts on the bottom.” 

Others have taken a closer look at their routing, 

trying to cut down on their road time. Another pop-

ular strategy is doubling up on the number of peo-

ple in a truck.

IN THE ZONE

Most respondents said set prices and securing  

products ahead of time were the main reasons they 

plan on participating in EOPs this year.

“We were able to lock in product pricing and 

knew we had them when we needed them,” a reader 

from Missouri said. “The big saving was Roundup; 

it has gone up more than 40 percent from what we 

ordered with EOP.” 

When asked how important EOPs will be this year, 

heading into next year’s season, most said “very.”

“With uncertainty looming in the economy right 

now, we need to look at reducing costs anywhere  

we can without sacrificing quality,” a reader from 

Virginia said.

However, a few survey participants disagree,  

saying they don’t believe EOPs will be much of a 

help for them in 2023.

Some survey participants who said they won’t 

participate in EOPs this year pointed to economic 

uncertainty as the reason they don’t want to order 

early for next year.

Continued from page EOP3

27%
No

“We have 11 maintenance 
crews, and we are re-routing 
the routes, and we also 
combined two crews into one 
to make a big crew.” 

— A READER FROM CALIFORNIA

Fertilizer was the most popular answer to  

the question, “What products do you purchase 

using EOPs?” 

More than 85 percent of respondents plan to 

order fertilizer, with just over half of respondents 

saying they purchase herbicides (55 percent) and 

insecticides (52 percent). 

2023

EARLY  
ORDER 

PROGRAM
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LCOs share why they’re big fans  
of early order programs

BY CHRISTINA HERRICK | LM EDITOR 

A
s the calendar turns to Sep-

tember, lawn care operators 

(LCOs) ready their rosters for 

2023 thanks to early order 

programs (EOPs). While 

EOPs can be a challenge for 

some LCOs to commit to — 

whether it’s hesitancy to plan that far ahead, 

lack of space to store products or general 

reluctance — we spoke to a few LCOs who 

see the advantages early order programs 

provide their operations.

Nick Brummel, CEO of Brummel Lawn 

and Landscape in Blue Springs, Mo., and 

Derek Taussig, landscape designer for Taussig 

Landscape in Manhattan, Kan., share how 

EOPs keep their operations in the game.

Brummel is relatively new to EOPs. This 

year will be his second season enrolling his 

full-service, primarily commercial business 

in them. Following last year’s supply chain 

issues, he said he took a close look at the 

offerings. Brummel says while some EOPs 

require upfront payment, the terms are easy 

to plan around with cash flow.

“Now, we’ll never look back,” he says. “It 

makes it so much easier to know what your 

costs are.”

MVP OF THE EOP

For Brummel, the MVP of the 2023 EOPs is 

Roundup. When he saw prices increasing for 

the herbicide, he knew he had to secure the 

best price possible. Early ordering from his 

distributor made that a reality. 

“We got it for a third of the cost it is right 

now,” he says. “We’ve saved ourselves a fortune.  

Continued on page EOP6
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For us right now, that’s been our big 

home run.”

Fertilizers, a three-way herbicide, 

preemergent herbicide and seed are 

also in Brummel’s EOP lineup.

“Everything that we know that 

we’re going to use in quarter one or 

quarter two is kind of the stuff we’ve 

been bringing in,” he says.

Taussig orders LESCO products 

through SiteOne for his full-service, pri-

marily residential business. He takes 

EOPs deep with fertilizers, seed, pre-

emergent herbicides and insecticides.

“To be able to have my program 

together for the whole season and I 

don’t have to go get anymore is a big 

game-changer,” he says.

With 250 lawn care customers, 

Taussig says it’s critical to lock in those 

prices now as fertilizer costs con-

tinue to increase. He said it’s nice not 

to worry that his products could be 

unavailable in season and he might 

not be able to deliver the program he 

sold to his customers.

For Taussig, having extra storage 

helped him get ahead in the count 

when it comes to EOPs. He recently 

opened a new shop that gave him 

extra room to take on more products 

earlier than needed. He also added 

additional storage.

2023

EARLY  
ORDER 

PROGRAM
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Baseball 

memories
Kansas City Royals 

fans Derek Taussig, 

landscape designer 

for Taussig Landscape 

in Manhattan, Kan., 

and Nick Brummel, 

CEO of Brummel 

Lawn and Landscape 

in Blue Springs, Mo., 

were quick to recall 

favorite memories.

“My granddad took 

me to my very first 

Royals game when I 

was in third grade,” 

Taussig says.

The Royals hosted 

a grandparents’ day 

at Kauffman Stadium 

where Taussig says 

he rode on a bus to 

the stadium with his 

grandfather.

“I still have the 

(mini) baseball bat 

that I got when you 

walked in the gate,” 

he says.

For Brummel, 2015 

sticks out in his mind 

as a favorite baseball 

memory. It was the 

year the Royals beat 

the New York Mets in 

five games to clinch 

the World Series title.

“It was absolutely 

crazy,” he says. “The 

city shut down for one 

day and everywhere 

had signs out that 

said, ‘We’re closed 

because we’re going 

to the parade.’ I think 

every single person 

in Kansas City was 

downtown in blue.”

“We’re looking at the added  
benefits of the price, so we didn’t 
have that curveball of (a price 
increase) get thrown at us.”
— NICK BRUMMEL, BRUMMEL LAWN AND LANDSCAPE

Continued from page EOP5

Both Brummel and 

Taussig fondly recall 

games at Kauffman 

Stadium, home of the 

Kansas City Royals.

RROOGGRRRAA
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“I bought two shipping containers,” 

he says. “And I’m able to put a whole 

bunch of product in the shipping con-

tainers, close the doors, lock it up, it’s 

secure, it’s dry, you don’t have to worry 

about it.”

IN THE BOOKS

Both Taussig and Brummel say they 

plan to participate in early order 

programs again this year to secure 

the best prices and terms as early as 

they can. They say the prices offered 

through early order programs and the 

financial terms help them plan better 

for next year.

“We’re looking at the added ben-

efits of the price, so we didn’t have 

that curveball of (a price increase) get 

thrown at us,” Brummel says.

As LCOs prepare for EOPs, Brum-

mel says it’s important to read up on 

trends and monitor what’s going on in 

the market.

“Listen to the market reports and 

read the trade magazines and see 

what’s coming down the pipeline,” he 

says. “We’re looking to buy Dimension 

super early, just because they’re giving 

great incentives to do it.”

Taussig says this year, the bill for an 

EOP hit after he bought a truck which 

caught him a little bit off guard. But 

he’s learned his lesson and still sees 

the value EOPs bring to his business.

“We’ll do a bigger EOP,” he says. 

“The terms on those are all different, 

some of them are pay in advance and 

you get a better cash deal. So, I will try 

to pay in advance for more things.” 

Making adjustments
Nick Brummel, CEO of Brummel 

Lawn and Landscape in Blue 

Springs, Mo., expanded his 

early order program purchasing 

approach to ordering rock salt.

“We started bringing it in 

earlier than we ever have, just 

because we just don’t know what 

the supply chains are going to 

look like,” he says.

Brummel says securing salt 

early helps his operation build the 

costs into its commercial snow and 

ice contracts. Saving on salt now 

also means a higher profit margin 

once the snow season starts.

“I know with ice melt, we’re sav-

ing 75 cents a bag right now if we 

took it before Sept. 15,” he says. 

“It makes a huge difference and 

then you’re planning on the regu-

lar price, but right there’s just all 

profit as far as the early orders.”

Derek Taussig, landscape 

designer for Taussig Landscape in 

Manhattan, Kan., says his company 

also orders polymetric sand, sod 

staples and soil retention fabric via 

EOPs. He says having the basics 

his company needs on hand now 

helps avoid any uncertainty with 

supply chain availability.

Something new this year for 

Taussig is also ordering irrigation 

products from Rain Bird. He says 

he noticed issues with the avail-

ability of products his operation 

uses all the time. This included 

250 rolls of polyethylene pipe.

“Irrigation parts were huge 

because we were able to lock 

in a competitive price,” he says. 

“Irrigation is one of the harder 

schedules to fill for our business. 

By being able to walk in and get 

competitive price on materials, 

we’ve been able to stay a little 

more competitive all year.”

Scouting 

report
When it comes to 

getting ready for 

game day, Nick 

Brummel, CEO of 

Brummel Lawn and 

Landscape in Blue 

Springs, Mo., says 

pros should look at 

all the options for 

EOPs before signing 

on the dotted line.

“The best options 

might not even be in 

the price, but in the 

terms. Is it 180 days 

at zero percent?”  

he says.

Paying attention to 

the details of early 

order programs — 

whether that’s terms 

or whether pros have 

to take products by a 

certain date — should 

all be considered. 

 “Sometimes price 

isn’t always the best,” 

he says. “And that’s 

usually the first thing 

that we all look at. 

We preach to our 

customers that ‘Hey, 

it’s not just price, it’s 

x, y and z,’ but then 

when we go to buy 

products, we’re the 

first ones to do it just 

based on a price.”
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T
he 2022 NOW Solutions early 

order program from Bayer is 

back — and just in time to help 

you master everything in your 

control. Now’s your chance to 

take advantage of great offers on the 

products you need so you can man-

age even the most difficult-to-control 

weeds, diseases and insects.

From Aug. 1-Sept. 30, the NOW 

Solutions program has four ways to 

save on the leading portfolio of lawn 

care solutions so you can save big 

on the products you need right now. 

With off-invoice volume 

discounts, select prod-

uct rebates, agronomic 

pairing incentives and 

purchase tier rebates, 

it’s easy to find savings 

on the products you 

need now.

From Specticle®

FLO to Tetrino® to 

Celsius® XTRA and 

a lot more, Bayer has all your go-to 

products and innovations across 

herbicides and insecticides that can 

help you take control and perform 

at your best.

When you master everything in 

your control, you don’t have to worry 

Bayer   
NOW Solutions 

Early Order Period: Aug. 1-Sept. 30, 2022  
Website: es.bayer.us/now-solutionsNEED TO KNOW

about the things you can’t. So don’t 

worry about what Mother Nature 

might bring or what homeowners 

might not keep up with in between 

visits because with the NOW Solu-

tions program, you’re in control of 

overcoming any obstacle and deliver-

ing results for your customers.

Take advantage of four great  

ways to save on all the products 

you need to manage anything that 

comes your way.

Visit es.bayer.us/now-solutions to 

pick your products and calculate 

your savings today.

SPONSORED CONTENT2023

EARLY  
ORDER 

PROGRAMRROOGGRRRAA

Bayer Environmental Science |  environmentalscience.bayer.us

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, the  
Bayer Cross, Celsius, Specticle and Tetrino are registered 
trademarks of Bayer. ©2022 Bayer CropScience LP.



Take

Control
with great savings on innovative lawn care solutions.

////////////////

Finishing the year strong starts with great deals from your trusted partner, Bayer.  

From August 1-September 30, the NOW Solutions program has four ways to save  

big on herbicides, fungicides and insecticides, so you can manage even the most  

difficult-to-control weeds, diseases and insects to end the year on a high note. 

Savings are in your control. 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. ©2022 Bayer CropScience LP.  

ES-0822-CEL-0163-A-R1 
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Q
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 profession-

als, sports turf managers, and golf course superin-

tendents that are backed by university research and 

a dedicated staff of professionals.

2022 QUALI-PRO EARLY ORDER  

PROGRAM INFORMATION 

Quali-Pro is offering special incentives now through 

Nov. 30. Take advantage of the Simply Grow Together 

early order program by Oct. 31 for the biggest rebates.

To qualify, the participating end-user must earn 

a minimum rebate of $100. When 50 percent or 

more of the total 

rebate is derived 

from Platinum Prod-

ucts, a Double-Base 

Bonus will be added 

to your rebate total. 

Products must be 

purchased from an 

authorized Quali-Pro 

distributor between 

Aug. 15, 2022 and  

Nov. 30, 2022. 

This is an end-user 

promotion, distribu-

tors and dealers are 

Quali-Pro    
Simply Grow Together  

Early Order Period: Aug. 15-Nov. 30.  

Last date to upload rebate submissions is Jan. 16, 2023.

Website: SimplyGrowTogether.com
NEED TO KNOW

SPONSORED CONTENT2023

EARLY  
ORDER 

PROGRAMRROOGGRRRAA

Quali-Pro |  800-242-5562 | SimplyGrowTogether.com | @Quali_Pro | @qualipro

not eligible for this rebate. Purchases used to qual-

ify for this promotion are not eligible for any other 

free goods, cash back or rebate programs. Internet 

sales and purchases do not qualify. 



AMPLIFY YOUR SAVINGS!

Redeem online at

simplygrowtogether.comsimplygrowtogether.comsimplygrowtogether.com

Quali-Pro is offering special incentives now through November 30th. 

Take advantage of the SGT early order program by October 31st for 

the biggest rebates.
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T
he 2023 Nufarm Edge Rewards Program 

offers lawn care and landscape professionals 

the opportunity to get the best value on high-

performing turf and ornamental solutions, 

including top premium herbicides. 

Participation in the Edge Rewards Program is 

easy for lawn care operators and extends top sav-

ings on these proven solutions.

⦁ Save the maximum during Period 1:  

Sept. 12 – Oct. 31, 2022.

⦁ Extend your time to save during Period 2:  

Nov. 1 – Dec. 9, 2022.

The Volume Bonus offers the highest rebates on 

top solutions, which are only available for orders 

meeting two product minimum order requirement 

placed during period one, Sept. 12 –Oct. 31, 2022. 

⦁ SureGuard® SC Herbicide: Save $60 per jug.

⦁ 3336® F Fungicide: Save $40 per jug.

⦁ Aloft® LC SC Insecticide: Save $50 per jug.

Nufarm Edge Rewards   
The best value on top premium solutions  

Nufarm | Nufarm.com/USTurf | @NufarmUSTurf | @NufarmUSTurf

Early Order Period:  Register by Oct. 31 for the greatest rebates. 

Orders for Volume Bonus Rewards must be placed by Oct. 31. 

Website: NufarmRewards.com

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 during period one.

Act during period one for the highest rebate and 

reward savings on the following trusted premium 

herbicide solutions.

⦁ Escalade® 2 Herbicide

⦁ Celero® Herbicide

⦁ Cool Power® Herbicide

⦁ Horsepower® Herbicide

⦁ Certainty® Herbicide

⦁ Change Up™ Herbicide

⦁ Manor® Herbicide

⦁ 4-Speed® XT Herbicide

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 register 

again. At the Rewards website, browse eligible prod-

ucts and build a qualifying order with ease using the 

online Nufarm Edge Rewards Calculator Tool.

SPONSORED CONTENT2023

EARLY  
ORDER 

PROGRAMRROOGGRRRAA

NEED TO KNOW



©2022 Nufarm.

Must register between September 12 and December 9, 2022. 

Previous registrants do not need to re-register for 2023. 

Valid e-mail address required for eligibility.

NUFARMREWARDS.COM

 

REGISTER ONLINE TO QUALIFY

BOOST PROFITS
WITH EARLY ORDER REWARDS

Distributor credit available
after June 30, 2023

PERIOD 1

Sep. 12 – Oct. 31, 2022

1

PERIOD 2

Nov. 1 – Dec. 9, 2022

2

SAVE BIG
VOLUME BONUS SAVINGS

 1)  STRAIGHT-UP INDIVIDUAL PRODUCT REBATES

2)  MAXIMIZE REBATES WITH ORDERS IN PERIOD 1 

3) EXTRA VOLUME REBATES 

Purchase two or more eligible Nufarm brands 

totaling our LOW MINIMUM OF $2,500 and 

maximize profits with valuable distributor credit 

rebates.

GROW YOUR EDGE above and beyond EOP 1 

rebates with Volume Bonus Offers on select 

products. Hurry, offers are only available 

through October 31, 2022.

3336® F // SAVE $40 PER JUG
SUREGUARD® SC // SAVE $60 PER JUG
ALOFT® LC SC // SAVE $50 PER JUG
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W
ith GreenTrust® 365 from Syngenta, 

there are so many ways to maximize 

savings for your business. Spend at 

least $5,000 during the Early Order 

Period (EOP), Oct. 1 – Dec. 8, 2022, to get 

started earning yearlong rebates. Purchases of  

on-fertilizer products through May 31, 2023 also qualify as  

an Early Order Period purchase.

YEARLONG REBATES

Lock in your yearlong rebate of 5% - 9% dur-

ing EOP to save on purchases through 

Sept. 30, 2022. 

Syngenta  
GreenTrust 365
Your business. Your program. Your savings

Purchasing Period: Oct. 1 – Dec. 8, 2022
Website: GreenTrust365.com/LawnNEED TO KNOW

GT BONUS BOOSTER

It’s easier than ever to save with the 

enhanced GT Bonus Booster. This 

year, once you qualify for the 7% 

yearlong rebate, you will automatically receive an 

additional 2% rebate on purchases made during 

EOP. That means the minimum qualifying pur-

chase amount starts at $20,000. The more you 

spend, the more you earn. 

BARRICADE BRAND REBATE

Add 3% to your yearlong rebate by purchasing Barricade®

brand herbicides during the EOP. 

SPONSORED CONTENT2023

EARLY  
ORDER 

PROGRAMRROOGGRRRAA

Purchases from 

Oct. 1 – Dec. 8, 2022

$5,000 to < $10,000

$10,000 to < $20,000

$20,000 to < $30,000

$30,000 to < $40,000

$40,000+

GT Bonus Booster  

rebate earned for 

Oct. 1 – Dec. 8, 2022

-

-

2%

2%

2%

Yearlong rebate for 

Dec. 9, 2022 –  

Sept. 30, 2023

5%

6%

7%

8%

9%

Total EOP rebate 

5%

6%

9%

10%

11%



PRODUCT ASSURANCE PROGRAMS

Protect your cus-

tomers’ lawns with 

confidence through 

expert application recommenda-

tions and performance guaran-

tees. NEW:  Acelepryn® insecticide 

Grub Control Guarantee. (Save 

an additional 10% on Acelepryn 

with the volume discount.) 

SMALL PACKS 

Small packaging sizes (4 oz. and 8 oz. 

bottles) of essential products like  

Acelepryn insecticide, Barricade 4FL and 

Tenacity® herbicides, Heritage® SC fungicide and 

Primo Maxx® plant growth regulator are now available 

and qualify toward your yearlong rebate. 

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 avail-

able Oct. 1 – Dec. 8, 2022.

MULTIPAKS

Save even more, up to 15%, on complementary 

products delivered in convenient Mulitpaks.

SUMMERPAY™

Keep your cash flow in check by  

deferring payment until June 20, 2023. It’s just 

one way to manage your expenses more 

easily throughout the season.

SPONSORED CONTENT

Syngenta | GreenCastOnline.com | @SyngentaTurf | SyngentaTurf  | @SyngentaTurf 

FREE CUSTOMER MARKETING MATERIALS

Take advantage of an array of free  

homeowner 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 agronomic program.

Contact your local Syngenta  

territory manager or visit  

GreenTrust365.com/Lawn to  

learn more.

All photos and videos are either the property of Syngenta or are used with permission.

© 2022 Syngenta, 410 S. Swing Rd., Greensboro, NC 27409. 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®, GreenCast®, GreenTrust®, Heritage®, Monument®, Primo Maxx®, Tenacity® and 

the Syngenta logo are trademarks of a Syngenta Group Company. All other trademarks are the property of their respective third-party owners.
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View and download 

the assurance sheet by 

scanning the QR code.

Scan the QR code 

to watch a video on 

how your savings 

can add up.



YOURYOUR BUSINESS.BUSINESS.
YOURYOUR PROGRAM.PROGRAM.
YOURYOUR SASAVINGS.VINGS.

All photos are either the property of Syngenta or are used with permission.

© 2022 Syngenta. 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 and proper use. Acelepryn®, Barricade®, 

GreenTrust®, SummerPay™, the Alliance Frame, the Purpose Icon and the Syngenta logo are trademarks of a Syngenta Group Company. All other trademarks are the 

property of their respective third-party owners.

There is no better time to save than during 

GreenTrust® 365 - Oct. 1, 2022 - Dec. 8, 2022.

• ENHANCED GT Bonus Booster

• SummerPay™ terms

• Barricade® brand herbicide bonus

• Yearlong Rebate

• Pallet Solution

• Free homeowner marketing brochures

@SyngentaTurf  #GreenTrust365

NEW: Get GUARANTEED 
control of grubs, turf caterpillars 

and billbugs with Acelepryn® liquid 

insecticide. Scan the QR code to 

learn more.

GT Bonus Booster  
Earn an additional 2% rebate 

when you purchase $20,000+ 

from Oct. 1 – Dec. 8, 2022. 

OCT.-DEC.

Savings Made Easy! Quickly see how your savings can stack up 

using our online calculators. GreenTrust365.com/Calculators 



F
all is a busy time of year for  

irrigation professionals across 

the country. Falling tempera-

tures bring irrigation system 

shutoffs and winterization. Ex-

perts say irrigation professionals should 

ensure proper air compression and 

move away from auto-draining when 

performing irrigation system blowouts 

and winterization.

BALANCE YOUR AIR COMPRESSION

Don Davis, assistant training manager 

for irrigation with SiteOne Landscape 

Supply,  recommends manual drain-

age with an air compressor. However, 

he stresses that too much compression 

power can be a first-class ticket to major 

system trouble. 

“Don’t blow out an irrigation system 

with more than 80 pounds per square 

inch (PSI),” he says. “Most compressors 

can charge up to 120 PSI or more. Exces-

sive pressure can damage components 

in the irrigation system.”

He recommends not exceeding the 

maximum pressure specification for the 

lowest pressure-rated component in the 

irrigation system. He also warns contrac-

tors not to exceed 80 PSI for PVC or 50 

PSI for polyurethane pipes.

Other general project tips from Davis 

include turning off the master valve and 

tagging it for future reference, starting 

work in areas with the highest eleva-

tion and leaving ball valves or drains 

on backflow preventers at a 45-degree 

angle to prevent condensation buildup 

over the winter.

“Once the pressure has bled from the 

system, and the water has drained down 

a little, it’s time to hook up the compres-

sor to the winterization port,” Davis 

says. “A minimum compressor rating 

of 20-25 cubic feet per minute (CFM) is 

recommended for winterization services; 

compressors with ratings of 50-100 PSI 

are common for larger sites.”

ERR ON THE SIDE OF CAUTION

Mark Eads, sales and operations man-

ager for Franco Irrigation Systems in 

Lexington, Ky., says the volatile nature 

of Kentucky winters can open the door 

to an array of hazards for irrigation 

professionals and property owners.

Franco Irrigation Systems offers 

irrigation services for a 70 percent 

residential and 30 percent commercial 

client base. He says his team 

starts winterization 

services in October, 

but  each fall is a 

little different.

“ E ach  c u s -

tomer can be dif-

ferent too. Some 

want water all the 

way up to December, 

and others are done 

right at the start of Oc-

tober,” he says. “You can have a day 

that jumps to 80 degrees in October, 

and someone asks, ‘Why’d you shut 

off my irrigation system?’”

Eads strongly recommends open-

ing system valves manually during the 

blowout process.

“By doing it manually, you make 

sure there is an exit point for that 

compressed air,” he says. “If you 

have a malfunction with a remote 

or controller, you’re 

also not sitting there 

constantly needing to charge the 

line. The air is constantly escaping.” 

AVOID THE HAMMER

Aaron Katerberg, 

CEO of Grap-

ids Irrigation 

in Grand Rap-

ids, Mich., rec-

ommends not 

auto -draining 

irrigation systems 

during winterization 

because it could lead 

to system damage or freezing if water 

isn’t removed from the line.

“When we start an irrigation system 

each year we are always careful to turn 

the water on very slowly,” Katerberg 

says. “This makes it so the empty 

lines don’t get hit by water ham-

mer. When you turn on water it 

rushes down the line slamming 

into each fitting with a force equal 

to the water pressure.”

In addition to irrigation services, 

Grapids Irrigation provides drainage 

and landscape lighting services to a pre-

dominantly residential customer base.

Water conservation measures built 

into modern irrigation equipment 

promote systems’ incompatibility with  

auto-draining, says Katerberg.

“All the manufacturers’ top-quality 

heads now include check valves so that 

the head won’t drain when the system 

is off,” he says. “These also keep water 

from getting out of the heads and to the 

auto-drains.” P
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Experts share their best practices to ensure 
a successful irrigation system blowout and 
winterization this fall BY JONATHAN DELOZIER  | LM MANAGING EDITOR

Aaron Katerberg

Mark Eads

The do’s and don’ts for  
winterizing irrigation systems

BUSINESS BOOSTERS

DON’T  
AUTO-DRAIN

Experts say to  
avoid auto- 
draining irrigation 
systems during 
winterization.
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Questions on monthly 
water bill variance 
and service costs 
are common among 
customers, experts say.

What’s the No. 1 
water management 
question your 
customers ask  
and how do you 
answer it?
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RECOMMENDER

RUSS JUNDT
FOUNDER AND OWNER OF 
CONSERVA IRRIGATION 

GLEN ALLEN, VA.

I am frustrated by 

commercial property 

managers or own-

ers asking the wrong 

question: ‘How much 

do your services cost?’ 

or ‘What is your labor rate?’ 

From there, I developed a sales tech-

nique that ‘leads the witness,’ mean-

ing we lead our prospective custom-

ers in the sales process to ask the 

right question, ‘How much water 

should we be using on our property 

during a weather-normal year?’ Most 

don’t even know that a methodology 

exists whereby we can develop a 

water usage and water cost budget 

for their specific property. Know-

ing that, we ask, ‘How much water 

do you use on average to water your 

landscape each season?’ followed 

by, ‘How much water should you be 

using to water your landscape each 

season?’ The first question they can 

easily answer by pulling their water 

bills, assuming they have a separate 

irrigation meter. The second  

usually is met with a puzzled look. 

Conserva developed a proprietary 

methodology where we can  

accurately estimate the amount 

of water and money that it takes 

to water their property during a 

weather-normal season.

CHAD SUTTON
WATER RESOURCE MANAGER 
FOR GACHINA LANDSCAPE 
MANAGEMENT

MENLO PARK, 

CALIF.

The No. 1 ques-

tion we get 

is, ‘Why is my 

water bill higher 

this month com-

pared to the same month in the 

year prior?’ The first thing that we 

look to answer is the question of 

whether this is usage-related or cli-

mate-related. We help explain that 

weather patterns aren’t always the 

same year over year, especially in 

the winter and spring months when 

rainfall can be highly variable. We 

also investigate any site changes. 

Did we install and establish new 

areas of plant material? In those 

cases, it’s related to choices we 

made to use more water. However, 

those past decisions aren’t spelled 

out on the water bill. Everybody’s 

trying to live off a budget, and if 

costs increase without remember-

ing why, our clients rightfully want 

to know what happened. It’s our job 

to help prepare them for that cost 

increase and remind them after the 

fact. There can be many more fac-

tors for increased usage as well, and 

we help resolve those too. Whatever 

the reason for the increase, proac-

tive communication is essential.

PAUL SCHULTZ
IRRIGATION RESOURCE 
MANAGER FOR CAGWIN & 
DORWARD

PETALUMA, CALIF.

When the state tells you that you 

can’t water certain sections of turf, 

people will start asking: ‘Is this the 

time that they consider replacing 

it?’ When customers ask, ‘Can we 

afford to get rid of grass?’ we tell 

them we have to look at the cost of 

replacing it, we have to look at the 

cost of the water that might help 

offset the cost of the work — in 

other words, the return on invest-

ment. We have to look at things 

like rebates and we also have to 

take into consideration other costs 

that might go down, such as the 

repair of fences and driveways 

where we’re not causing damage 

from an existing system. Also, the 

natural cost of having to replace 

equipment over time. Sprinkler 

heads don’t last forever. We also 

try to get them to understand how 

(removing turf) will make their 

property look — it helps freshen 

things up. It adds a little more 

visual intrigue and that in itself 

may add value to the property and 

make it more attractive for home-

owners and investors.



FROM THE GROUND UP

More performance, dependability and flexibility. 

Everything you need for a complete system.

Engineering the world’s best commercial irrigation systems starts long before the components 

go in the ground. It begins with innovative product development and rigorous testing, ensuring 

durability, reliability and performance. It’s about an end-to-end solution that can overcome 

any challenge, backed by expert support that puts you first.

Higher stakes call for higher standards. Make Rain Bird your first call.   

See why at rainbird.com/HigherStandard.
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The importance of 
strategic planning for 
equipment and technology

O
ne of the greatest 

benefits of attend-

ing equipment trade 

shows, like the 

upcoming Equip 

Expo, is recognizing equip-

ment and technology trends. 

However, recognizing trends 

is only the beginning. Adopt-

ing new equipment and 

technology often involves 

significant changes in our 

operational processes. You 

can make these changes much more 

seamlessly if you do them strategi-

cally, with thoughtful planning, 

good communication and account-

ability for implementation. 

When companies fail to take these 

prudent steps, implementation often 

fails, not because there was anything 

wrong with the equipment or the 

technology, but because the imple-

mentation was not well planned. 

We can all agree that resistance 

to change is, and always has been, a 

major stumbling block in organiza-

tions. Just because something new 

and shiny looks really awesome 

doesn’t mean that those who will 

have to learn to use it want to put 

in the extra effort. The status quo 

is always more attractive from this 

perspective. However, with the right 

foundation laid in advance, the 

implementation may be smooth and 

bring all the intended benefits.

TIPS FOR SEAMLESS INTEGRATION

Four strategies will help make 

your next equipment or technology 

implementation more seamless. The 

first strategy is to incorporate these 

decisions and investments into your 

overall strategic planning process. 

This level of strategic thinking helps 

avoid making quick decisions with-

out much thought or overwhelming 

your team with too many changes. 

The second strategy is to elimi-

nate choices when implementing 

something new. If your people have 

a choice between the new way or the 

old, less productive option, they will 

probably opt for the old way because 

it’s more comfortable and easier. 

However, if that old option doesn’t 

exist, then the only other option is a 

new way — whether the person likes 

it or not. There may be a need for a 

short transition between the old and 

new, but after the transition period, 

you need to take the old option off 

the table. 

How many times have you bought 

something new, and it didn’t get 

used on the job? Why didn’t the 

new tool, machine or application 

get used? Were your people not 

sufficiently trained? Or were they 

just more comfortable with the old 

way? This happens all the time. It’s a 

result of poor planning, communi-

cation and accountability.

The third strategy is to involve 

the users in incorporating the new 

equipment or technology into the 

company. Help them under-

stand why you purchased 

this piece of equipment, what 

the goal is and the desired 

result. Have them work with 

you to understand how best 

to utilize this new equipment 

in your process and what 

an appropriate production 

rate should be for estimat-

ing. With this approach, your 

operators are now part of 

the strategic team, helping 

the company move forward with 

adoption. They’re motivated to do 

so because they are informed and 

included in the process. They see 

themselves as having an important 

role, which they do. 

UNDERSTAND YOUR VALUE

A final strategy is to embrace your 

position in the supply chain. If you 

are a contractor, it’s important to 

understand that you are an exten-

sion of the manufacturer’s R&D 

department. Even with the most 

extensive testing, it is not until a 

product hits the market and goes 

through the rigors of regular use 

that a manufacturer fully under-

stands whether it hit the mark. 

Customer feedback is essential. 

This is another benefit of attend-

ing Equip Expo. It’s an opportunity 

to meet manufacturer representa-

tives and give them your feedback 

and ideas for improvement. In this 

way, your voice contributes to the 

greater success of the entire industry. 

With these strategies in place,  

you will have greater success in 

incorporating new equipment and 

technology into your company. 

Now go forth. 

Business Insider 

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

him at Phil@GrowTheBench.com.

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

1
Tell me about the company and  

how you got there? 
Michael Hatcher & Associates has been around for 

more than 35 years. Michael is chairman. Whenever I 

think of Michael, I think of a guy with a shovel over his 

shoulder, just charging forward. He has a lot of drive 

and a lot of passion for people and for building a team. 

The company started as a high-end residential service 

provider. As the years went on, we started doing com-

mercial landscaping, then, about five years ago, we 

added a lawn care division. I met Michael about 15 years 

ago when I was still in school. Whenever we’d catch up, 

he’d say to me, ‘One of these days, you’re going to be 

leading our company and taking it to the next level.’ I 

joined as COO in October 2020 and became CEO last 

January. I have an MBA from Mississippi State Univer-

sity. Ironically, my first project ever was working on the 

divestiture of LandCare from ServiceMaster. So, my 

career has kind of come around full circle.

2
What trends are you seeing  

from your customers lately? 
They want a valued partner. One of our greatest 

assets is our account management team. The relation-

ship and the communication they have with our customers 

becomes a partnership. It’s not just providing landscape 

services. It becomes a relationship of being the eyes 

and ears for our customers. Our customers are look-

ing for what I call ‘the easy button,’ one less thing 

they need to be spending their time on.

3
You played baseball at Mississippi State 

University. How do you apply a sports 

mentality to business? 
Yes, I played from 2005 to 2009. One of those sea-

sons, 2007, was a College World Series team. My 

family and my wife’s family, we’re huge into youth 

sports and competitive sports; it’s just how we’re 

wired. Taking my experiences at Mississippi State, 

I apply it to business with competition and mental 

toughness. You have to compartmentalize your 

priorities. John Cohen — now the Mississippi State 

athletic director — was my coach. He’s a true CEO. 

You are an employee within that system, and you learn 

what it means to be a part of a team. When I’m hiring, 

it means a lot to me to have a competitive sports or a 

service type background because they have the founda-

tional elements of what it takes to be a part of a team. 

4
Is there a day at work that stands out as 

particularly memorable? 
The excitement level around here whenever it snows 

in Memphis. There have been multiple snow events in the 

last two years. Everybody is here, everybody is coming 

together, everybody is working around the clock. You tag 

in so someone can go grab a quick nap on a couch. We pro-

vide soup and chili in the back. During the last snowstorm, 

I drove my truck and picked up six of our team members 

because they didn’t have a ride. I’ll admit that I have in 

my office a big yellow speed bump, signed by all our team 

members — I took it out on my first time plowing.

5
What do you do outside work? 
My wife, Amy, and I have two daughters, Zady, 

who is 6, and Houston, who is 7, and then Beck is 

almost 2, and he’s a bulldozer. This is our 10th year of 

marriage. We’re huge family people. We have all four  

of our parents still, and we like to spend as much time 

with them as we can. And I’m very passionate about 

coaching and creating a positive environment for the 

kids. Our 8-and-under com-

petitive fast-pitch softball 

team is currently No. 1 

in the nation. 
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“Tell the truth. That 

happens to be our 

top core value. If you 

tell the truth and have 

a positive, optimistic 

outlook, you’re a 

better teammate.”



SUSTAINABLE  

NUTRIENTS MAKE  

ALL THE DIFFERENCE 

NO UNCOATED UREA  

NO FILLER
Create healthy lawns that go beyond beautiful. 

With the expanded GreenTRX family of products you can  

apply complete year-long programs that assure fast, efficient  

nutrient uptake. 

With more nutrients and no filler, GreenTRX provides great  

performance while reducing environmental impact and instantly  

improving soil health. You can count on clear visibility and easy,  

consistent spreading.

High Performance with Options

Jump start lawns with Anuvia’s unique technology, now available  

in formulations to suit every turf condition, every season. 

The GreenTRX advantage. The GreenTRX difference.

©2022 Anuvia Plant Nutrients. All rights reserved. GreenTRX is a trademark of Anuvia Plant Nutrients. Always read and follow label directions.

For more information visit: 
greentrxadvantage.com



I
t’s natural that customers want to 

make changes during landscape 

construction projects. They see 

their vision coming together and 

get excited about taking it up a 

notch. Imagine their surprise when 

their design/build contractor doesn’t 

share their enthusiasm.

Change orders can be profitable 

upsells, so you’d think design/build 

contractors would want more of them. 

I’m sure they do if they don’t have a 

packed schedule and other custom-

ers anxiously awaiting their turn, but 

that’s probably not true nowadays.

Like so many other things in busi-

ness, the change order dilemma is a 

communication problem. How and 

when they are handled, including the 

additional cost, is on the contractor. 

Customers may know you are busy, 

but it’s doubtful they fully recognize 

things like mobilization costs, cash 

flow and promises made to team 

members that need time off.

It’s up to you to educate them dur-

ing the design process — and most 

likely to gently reeducate them during 

the construction phase. Since change 

orders are profitable work, the goal 

should be capturing them for when the 

timing is right, such as 

when you need to fill out 

a crew’s schedule when 

they are in the area.

NOT CHANGES  

BUT OPPORTUNITIES

Here’s a practice that 

worked well at my com-

pany to better manage 

project change requests, 

thereby transforming 

them into opportunities 

to strengthen customer 

relationships. When clients request 

changes to a current project, calmly 

discuss the challenges for your com-

pany while also reminding the cus-

tomer that you discussed them earlier 

in the pre-construction phase.

Then make an exception. Write up 

a change order for reasonable changes 

you can handle and their costs. Then 

zero out the total with a “one-time 

customer courtesy discount.” Explain 

to the client that they are a valued 

customer and that your team worked 

out a solution. Then have them sign 

the change order.

A few may question signing the 

document because there’s no charge, 

but it actively engages them as a mar-

keting partner. Just explain that the 

office needs the paperwork to push it 

through the system. They are acknowl-

edging that you not only made the 

change for free, or maybe for the cost 

of the materials, but that you broke 

your schedule for them.

This process accomplishes sev-

eral things. It allows you to retain 

the goodwill you’ve earned with this 

client. There is a potential marketing 

payback in referrals and favorable 

online testimonials. And it also pushes 

other changes they may consider into 

the future when they are needed to fill 

your schedule.

IT’S ALL HOW YOU SEE IT

My feeling is many contractors realize 

they can’t win when it comes to change 

orders, so they begrudgingly do the 

extra work, maybe even showing they 

are not at all happy to do it. With my 

business, the work order quantifies  

the value of the changes, and the 

signature makes the client remember 

that amount.

As you know, those future change 

orders often become significant proj-

ects. Work that may start with wrap-

ping up unfinished business can easily 

expand into significant upgrades that 

justify giving the project 

greater priority.

There will always 

be challenges when 

working with custom-

ers, so it’s important to 

focus on what you can 

control. When you try 

to see the opportunities 

hidden within these 

obstacles, there’s a 

good chance you will 

find ways to keep your 

business growing. 

“Many contractors  

realize they can’t  

win when it comes to 

change orders, so they 

begrudgingly do the 

extra work, maybe even 

showing they are not at 

all happy to do it.

“
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How to get paid for work 
clients expect for free

Marketing Mojo

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. 



INCREASE SALES
AND STREAMLINE
OPERATIONS
ALL-IN-ONE SOFTWARE FOR TREE, LAWN, 

AND LANDSCAPE COMPANIES

 Automated estimating

 Scheduling and routing

 Job costing

 GPS Time tracking

 Advanced marketing

 Contract renewals

 Billing and invoicing

 Payroll preparation

 Client plant and tree inventory

 KPI Reporting and analysis

TRUSTED BY
THOUSANDS OF 

INDUSTRY PROFESSIONALS
Grow your business with interactive client

plant and tree inventory mapping

Arborgold gave us the

FOUNDATION
WE NEEDED

Visit  arborgold.com/green to discover how Arborgold Software can help you build a better business.

FREE ONLINE 

PRODUCT TOUR:

arborgold.com/LM

(800)  933-1955

Using Arborgold, Blue Native streamlined its communications 

between the field and estimating team. Project managers use 

mobile apps to take progress photos and locate, schedule, 

and dispatch crews in real-time. Estimators create and modify 

estimates on the fly. 

“None of one of our business growth would have been 

possible without Arborgold Software.”
- Carlos Perez, CTO

Blue Native Landscape & Irrigation

Automated weather and chemical tracking



50 LANDSCAPEMANAGEMENT.NET |  SEPTEMBER 2022

P
H

O
T
O

: P
R

O
S

T
O

C
K

-S
T

U
D

IO
/
IS

T
O

C
K

 /
 G

E
T

T
Y

 I
M

A
G

E
S

 P
L
U

S
/G

E
T

T
Y

 I
M

A
G

E
S

  

3 things to build a solid  
team to run your business

L
ast month I wrote about retiring 

in place instead of selling your 

business. To retire in place, you 

need a super leadership team 

and possibly someone to take 

your place. Here are three options for 

how to set that up.

1
Super leadership team

All companies need a super team 

to prosper and grow. On a recent 

episode of my podcast, The Ultimate 

Landscape CEO, I interviewed Krisjan 

Berzins of Kingstowne Lawn & Land-

scape in Alexandria, Va. His team 

runs his entire business so that he can 

focus on other ventures and occasion-

ally race his car at the track.

He is not alone. I am currently 

working with an entrepreneur who 

lives in Boulder, Colo., and runs a 

landscape business located five states 

away. He moved to Colorado for his 

wife’s job, and he runs the business 

from afar, so it’s critical his team 

steps up. 

We are working to build a super 

team with key positions in HR, sales, 

production and finance. Once he 

has the right people with the right 

systems, this company will practically 

run itself — as long as he 

stays actively engaged as the 

spark plug.

A super team requires  

five elements:

⦁A+ players in each posi-

tion, with high grades for 

culture fit and job perfor-

mance. These leaders must 

have the ability to keep 

growing and work interde-

pendently without drama. 

Pro tip: Invest more than 

you might be comfortable 

with to fill the critical spots.

⦁Clear lanes: This is a foundational 

step for companies of all sizes. Sepa-

rate roles and remove the overlap.

⦁Meaningful metrics: Each position 

needs a clear definition of a daily, 

weekly and monthly “win.” Leaders 

will have at least three to five metrics 

per position.

⦁Constructive honesty: Your team 

needs to be brutally honest with one 

another in three directions: side to 

side (with each other), from the bot-

tom up (from them to you) and from 

the top down (from you to them). 

When constructive honesty prevails, 

your team will push one another to 

higher levels. 

⦁Bold vision: Your super team mem-

bers will achieve high-performance 

goals when their idea of what’s pos-

sible stretches with a bold vision for 

the future (three-plus years).

2
Second-in-command

Once you build your super team — 

or to help you build it — you can bring 

on a second-in-command to run the 

team and help run the company.

The main reasons to add this  

role are:

⦁Health: You are not up to the task of 

overseeing the team and the details. 

⦁Succession: You want to sell the 

business and would like someone to 

learn it before buying.

⦁Skill set: You need someone with 

strengths that complement yours.  

⦁Team building: You want someone 

else to oversee your people, keep 

them happy, mentor them and  

build the team.

⦁Organization: Managing and 

integrating the budgets, schedules, 

systems and staffing is a huge job.

Do you promote from within or 

recruit from the outside? I have wit-

nessed many false starts when owners 

hire for this position. Move slow, use a 

methodical approach and hire some-

one with the runway to help you grow. 

Above all else, you need someone 

you can trust with your largest invest-

ment. It takes time to figure that out.

3
First-in-command

For those who truly want to be out 

of the management business, con-

sider hiring a CEO to run your firm 

from top to bottom.

Some seconds-in-command have 

the ability to step up, 

but don’t assume they 

have what it takes. If you 

know upfront you want a 

CEO, you can target your 

recruiting initiative.

Look for a proven 

leader with a pedigree  

in business growth,  

financial acumen and 

team building. 

If you want help with  

succession planning, 

reach out to me, and we 

can have a conversation. 

Business Insider 

The author is owner of Jeffrey Scott 
Consulting, which helps landscape  

companies grow and maximize profits.  
Reach him at jeff@jeffreyscott.biz.

BY JEFFREY SCOTT



Find out if you qualify by visiting: LMGrowthSummit.com

NOW ACCEPTING APPLICATIONS

An exclusive 
invite-only 

experience with 
only 30 spots 

available.

november 14Ð16, 2022
Reunion Resort – Orlando, FL

“Thank you for the opportunity to attend. 
It was an impactful event that was both 
educational and rewarding.” 

-Scott Lamon,  Tynic Landscaping, Southwick, Mass.

Take a Minute and 

Apply Today!

Lodging, golf, food and bev are on us! 

INDIVIDUAL MEETINGSPRESENTATIONS OUTDOOR DEMOS

GOLFNETWORKING

*2022 Partners:

*As of April 7, 2022



Are new OSHA heat standards 

on the horizon?
BY ROB DIFRANCO | LM ASSOCIATE EDITOR

Sam Steel, Ed.D., safety adviser for the National  

Association of Landscape Professionals (NALP), 

says new, stricter heat standards from the Occupa-

tional Safety and Health Administration (OSHA) are 

on the horizon.

“OSHA has looked at our numbers, and they know 

(our industry) has had fatalities and deaths among 

workers impacted by heat-related illness, and part of 

that new standard will be aimed directly at us,” he says.

Steel says OSHA may take a page out of the Califor-

nia Division of Occupational Safety and Health’s (Cal/

OSHA) book because OSHA currently has no stan-

dards related explicitly to heat safety.

Cal/OSHA has a specific section dedicated to heat 

illness applying to outdoor places of employment and 

refers specifically to landscaping as one of five indus-

tries subject to all provisions of the standard.

Among the provisions in the standard is a require-

ment that employees must have access to shade and 

water when the temperature exceeds 80 degrees F. 

It also states that an employer should have high-heat 

procedures for when the temperature exceeds  

95 degrees F.

According to Cal/OSHA, high-heat procedures 

should include communication so employees can con-

tact a supervisor and designating one or more em-

ployees as authorized to call for emergency services.

OSHA is in the beginning stages of putting 

together the standard, according to Steel, mean-

ing implementation could still be more than nine 

months away.

Still, Steel says companies should consider creat-

ing their own written heat illness policies — if they 

don’t have them already — to prepare for the future.

Steel says written policies should cover access 

to cool drinking water and shade during high heat 

days. The policy should also address the number of 

rest periods designated for days when the tempera-

ture will be over a certain threshold. 

Contractors should also implement an acclima-

tization policy, according to Steel, ensuring new 

employees are not put out on the hottest days 

before their bodies have become accustomed to 

the high heat. 
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Expand your landscape irrigation knowledge.

Explore unique solutions and new products.

Attend the largest trade show dedicated to irrigation for access to

• hundreds of exhibitors, plus irrigation tech startups.

• a showcase of the latest products and technologies in irrigation  

and landscape lighting.

• industry experts who can answer your most pressing questions.

• certification and education opportunities to advance your career.

• unique social activities like a Craft Brewfest and more.

Register now!                 www.irrigationshow.org

December 5-9, 2022 |  Trade Show  |  Dec. 7-8
Las Vegas Convention Center | Las Vegas, Nevada

The Groundwater

NGWA
Association

SM
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PRODUCTS + SERVICES 
FROM LEADING GREEN 
INDUSTRY SUPPLIERS

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

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

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

Chloe Scoular
cscoular@northcoastmedia.net, 216-363-7929

OUR LIQUID AERATION  
SPRAY PROGRAM
Is a real game-changer!

Soil Tech’s liquid organic spray program is used to 
reduce or eliminate the need for  

mechanical soil aeration. 

Liquid Aeration works fast to negate the hardness of 
compacted soils, while it reduces thatch and disease. These 

results are confirmed by research from around the world.
With no messy cleanup of cores, no damage to irrigation 

lines, and with fewer hassles, Liquid Aeration reduces labor 
costs and saves time. Liquid Aeration treated areas drain 
better after rain and come back fast after over-use or the 

damaging heat of summer!  
100% safe for people, pets, and wildlife.

LEARN MORE
www.soiltechcorp.com/product/liquid-aeration

Or call Steve Nichols at 641-919-8612
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PRODUCTS + SERVICES FROM LEADING

GREEN INDUSTRY SUPPLIERS

TWO MOTORIZATION OPTIONS:TTIIOONNNN OOPPTTIIOONNNSS::

Meet us in

Louisville, KY

October 18-21

Booth #3012

VARIOUS APPLICATIONS
• ROBOTIC LAWN MOWERS

• INVISIBLE FENCES

• OUTDOOR LIGHTING

• SURVEILLANCE CAMERAS

AND MORE

Keep your business growing.

Advertise in 
Landscape Management.

Next available issue:
November 2022

Ad closing:  October 12, 2022 

For information on 
advertising, please contact:

Jake Goodman • 216-363-7923 

jgoodman@northcoastmedia.net

Dan Hannan • 216-363-7937

dhannan@northcoastmedia.net

Chloe Scoular • 216-363-7929

cscoular@northcoastmedia.net



*denotes regional advertisement

The ad index is provided as an additional 
service. The publisher does not assume any 
liability for errors or omissions.
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RESOURCES
[ BE FEATURED ]

Calling all sources  
Do you have an interesting story to share when it comes to  

insurance policies for design/build operations, routing software 

or managing emerging pests? If so, we want to know! Email 

these or any ideas that you think would make great stories to 

LM Editor Christina Herrick at cherrick@northcoastmedia.net and  

you might be featured in a future issue of our magazine!

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)

PLACE YOUR AD TODAY!

HELP WANTED
Looking to hire?

Reach thousands of professionals 

in your industry by placing a 

classifi ed ad.

FLORASEARCH, INC.
In our fourth decade of performing

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

allied trades worldwide.

Retained basis only.

Candidate contact welcome,

confi dential and always FREE.

1740 Lake Markham Road

Sanford, FL 32771

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

E-mail: search@fl orasearch.com

www.fl orasearch.com

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

Let us show you how.

Contact us for a free quote today!

Large and Small,

We Find (and Ship) it all.

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

PRODUCTS AND SERVICES

PLACE YOUR AD TODAY.

Commercial Landscape 
Maintenance Business 

For Sale 

Asking 85K
20 Commercial Accounts 

One Employee 
Estimate Income for 2022 

160K to 180K 
Truck and Equipment included  

with business sale

Contact us at: 760-533-2860
bestprjones@aol.com

BUSINESS FOR SALE

BUSINESS FOR SALE
Landscape Maintenance Contractor 

Seattle/Tacoma, Washington Area 

26+ Years in Business (Owner wishes to retire) 

Sales Volume $1,200,000 plus per year 

Commercial & B2B contracts 89% 

Good Owner/Operator or Expansion Potential

Depreciation writeup available on equipment

High Profitability

Contact Rod Bailey, Consultant 

Rlbasent8392bud@outlook.com 

971-719-2158

October 2021 VOL 60, ISSUE 10

landscapemanagement.net

REAL-WORLD SOLUTIONS™wice the work,lf the workers
hhhaallff tthhhee wwwoorrkk market meets   chilly labor pool

FALL ARMYWORMS P 30   PROFITABLE PRODUCTS P 53

SOO RRRCCEE

Twwiiiccee tthhhaallff tthhee wA hott mmaarrkkeett mmaa cchhiiillllyy llaabb

FFAALLLL ARR

August 2021 VOL 60, ISSUE 8

landscapemanagement.net

REAL-WORLD SOLUTIONS™

DESIGN BUILD + INSTALLATION

Keep on rockin’
In the landscape world, 

mini skid-steers  

and compact track 

loaders are hot

INNOVATION + TECHNOLOGY GUIDE P IT1   HANDHELDS P 34



LANDSCAPEMANAGEMENT.NET |  SEPTEMBER 202256

Grow
with Grunder

Why memorable traditions  
create great places to work

H
ands down, one of the best 

things you can do to improve 

and grow your landscape 

company is to go out and 

visit other operations. The 

best way to generate ideas that lead 

to breakthroughs in our businesses 

is to see our peers live and in person. 

It’s often how I get the best ideas for 

improving my own business.

That’s why my favorite part of our 

annual GROW! conference is the 

behind-the-scenes company tour. In 

2023, that tour will take us to Sum-

mit Landscape and Design outside 

of San Antonio, Texas. This com-

pany started out similar to many of 

ours, as a one-person home-school-

ing project more than 20 years ago. 

It has grown into a multimillion-dol-

lar business, led by brothers Josiah 

and Jonathan Peterson.

I’ve known Josiah and Jonathan 

for years as we’ve worked with 

them through our ACE Peer Group 

Program, and each time I talk with 

them, I’m energized by the way the 

Peterson brothers recognize their 

teams’ accomplishments.

LITTLE THINGS

I think we handle employee recogni-

tion pretty well at Grunder Land-

scaping Co., but we’re always trying 

to get better. Here are a few things 

we do:

⦁Provide reserved parking spaces for 

team members who have been at the 

company for three years or longer.

⦁ Acknowledge birthdays, work anni-

versaries and jobs well done in our 

private Facebook group.

⦁ Sing happy birthday during the 

morning huddle to team members 

with birthdays that day.

⦁ Host food trucks with snacks, 

sweets or dinner on Fridays 

throughout the summer.

I’m proud of the ways we recognize 

team members, but I love learning 

about how other companies cele-

brate their people within the frame-

work of their own vision, mission 

and core values.

UNFORGETTABLE TRADITIONS

At Summit, the Peterson brothers 

have created a few quirky traditions 

that have become cultural touch-

stones at their company. These are 

the kinds of things, when paired 

with market-leading pay policies, 

benefits, incentives and safety 

practices, create a company culture 

where people want to work.

One of these traditions is Sum-

mit’s employee referral program. As 

an incentive for referring a new hire, 

the company pays the referring team 

member $600. But the Petersons have 

added their own twist: It’s $600 in 

$2 bills. Why? It’s memorable. Every 

time someone spends a $2 bill, they 

will think about the company.

Another tradition at Summit is 

Weenie Wednesday. When a crew 

comes in under its budgeted hours, 

Summit rewards the whole team 

with a hot dog roast, complete with 

Jonathan in a hot dog costume serv-

ing up the meal.

The company also honors team 

member anniversaries in a memo-

rable, public way. Summit rewards 

those celebrating anniversaries 

with plaques and a $100 bill per 

year of tenure publicly during the 

morning circle. 

The Petersons say the key to recog-

nition programs is to incentivize what 

you value and celebrate those wins as 

a team. While profitability is the goal 

of any business, and it’s even a core 

value at Summit, they know it can’t be 

just about profits.

“If you make it about your team 

members’ success and enjoying 

what they do and why they do it, 

profitability will happen,” Jonathan 

Peterson says. “It really does  

come down to how much you care 

about your team and how you’re 

treating them.”

I don’t know about you, but I can’t 

wait to learn firsthand from the 

Peterson brothers and hear from 

other GROW! attendees about how 

they recognize and reward employ-

ees for jobs well done when we’re in 

San Antonio Feb. 28-March 2, 2023.

To learn more about GROW!  

and register at the early-bird rate by 

Nov. 1, visit GrowGroupInc.com/

Grow-2023.

The Petersons say the key to recognition 

programs is to incentivize what you value 

and celebrate those wins as a team.

““

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. 



Handle more of your workload with a Ditch Witch® stand-on 

skid steer and our suite of powerful attachments. It’s like a 

fleet without the footprint—letting you dig, carry materials, 

trench and more with one, money-saving machine.

©2022 The Charles Machine Works, Inc.

Add SK Attachments. 

Add ROI.
Visit ditchwitch.com to learn more.

THE  
MOTHER  

OF ALL  
MULTI- 

TASKERS.



Power is nothing without control. That’s why we’re constantly innovating 

workhorses to be more precise. With integrated tech that enables 

machines to know how deep and where to dig – even under water or in 

the dark. Or see what the crew can’t for added safety. Allowing a less-

seasoned operator to trench, load, and drill like a surgeon.

You can never be too safe. Especially when your investment weighs 37 tons. 

Obstacle Intelligence combines cameras, radar, and machine learning to 

give operators eyes in the back, sides, and top of their head. For added 

safety for your crew. Not to mention the other investments in your fleet.

MINIMIZE PASSES, 
GUESSWORK, AND 
HEADACHES.

DEERE.COM/SMARTERTOOLS

NEVER IDLE

It’s all about doing more with less. So we did, with the widest range of machines 

equipped with grade management tech to suit your job needs today, and tomorrow. From 

2D Laser Control to fully-integrated SmartGrade,™ it allows any operator to grade with 

precision. Reducing passes, labor costs, and dreaded rework, to boost your bottom line.

333G
2D LASER 

CONTROL



The simpler way to stock up with the year’s best savings:

• Get up to 35% off FMC products
• Increase savings with easy volume buys

EARLY ORDER PROGRAM

2022

fmctruechampions.com
To qualify for a rebate, a combined September Spotlight and Early Order 
Program rebate must total at least $400. Offers valid October 1, 2022 
through December 9, 2022. Terms through July 2, 2023.



SKU Name Agency 
Price

October Rebate 
per Unit % Off Nov-Dec Rebate 

per Unit % Off

11008393 Fame SC Fungicide 16 oz $404.75 $140 35% $65 16%

11008557 Fame SC Fungicide 64 oz $1,453.50 $395 27% $200 14%

11009500 Fame SC Fungicide 2.5 gal $6,408.50 $1,100 17% $550 9%

11008513 Aria® Insecticide 160 gram bottle $18 $10

11009495 Scion Insecticide 32 oz $144.50 $15 10% $10 7%

11008459 Talstar® Professional Insecticide 1 gal $5 $4

11007753 Talstar® Professional Insecticide 30 gal $150 $120

11008520 Triple Crown T&O Insecticide 1 gal $307.00 $30 10% $20 7%

11008520 Triple Crown T&O Insecticide 1 gal 
12+ units $307.00 Volume rebate:   $45 15% Volume rebate:   $45 15%

11008351 Blindside Herbicide 0.5 lb bottle $12 $8

11008409 Dismiss NXT 10 oz $99.00 $15 15% $10 10%

11008589 Dismiss NXT 60 oz $589.50 $100 17% $65 11%

11008589 Dismiss NXT 60 oz 8+ units $589.50 Volume rebate: $200 34% Volume rebate: $200 34%

11008474 Dismiss South Herbicide 1 pint $18 $11

11008475 Dismiss Turf Herbicide 6 oz bottle $11 $7

11008336 Dismiss Turf Herbicide 64 oz bottle $85 $55

11008464 Echelon Herbicide 1 gal $395.75 $45 11% $30 8%

11008464 Echelon Herbicide 1 gal 16+ units $395.75 Volume rebate: $100 25% Volume rebate: $100 25%

11008447 QuickSilver Herbicide 8 oz. bottle $18 $12

11008369 Solitare WSL Herbicide 3/4 gal $10 $6

11013862 Solitare WSL Herbicide 2.5 gal $222.75 $25 11% $16 7%

11013862 Solitare WSL 2.5 gal 14+ units $222.75 Volume rebate:   $48 22% Volume rebate:   $48 22%

11008482 Solitare Herbicide 1 lb jar $16 $10

11008522 Solitare Herbicide 4 lb bottle $526.00 $58 11% $37 7%

11008590 Xonerate 2SC $493.50 $54 11% $35 7%

Simply the best deals and savings: 
That’s what you asked for. 
That’s what FMC delivered.

SAVE BIG ON 
TOP PRODUCTS
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We made bulk savings more accessible than 
ever before. Choose from four popular products, 
starting at just eight-unit minimums. 

SAVE MORE WITH 
EASY VOLUME BUYS

GET DISMISS NXT 60 OZ FOR 

WHEN YOU BUY 8 UNITS.

Highest single-unit rebate: $100

Volume rebate per unit: $200

Total rebate (@ 8 units): $1,600
$65/ACRE

GET ECHELON FOR 

WHEN YOU BUY 16 UNITS.

Highest single-unit rebate: $45

Volume rebate per unit: $100

Total rebate (@ 16 units): $1,600
$83/ACRE

GET SOLITARE WSL 2.5G FOR 

WHEN YOU BUY 14 UNITS.

Highest single-unit rebate: $25

Volume rebate per unit: $48

Total rebate (@ 14 units): $672
$95/ACRE

GET TRIPLE CROWN T&O FOR 

WHEN YOU BUY 12 UNITS.

Highest single-unit rebate: $30

Volume rebate per unit: $45

Total rebate (@ 12 units): $540
$72/ACRE



Buy 14 or more jugs of Solitare WSL (2.5 gal)  
and get fast, visible results for only $95 per  
acre. Don’t miss out on the best pricing  
of the year.

With a dual mode of action powered  
by sulfentrazone and quinclorac  
and built in surfactant, Solitare WSL 
delivers flexible weed control  
for both warm and cool season turf.

CONTROL OVER 40 WEEDS 
WITH JUST ONE PRODUCT:
SOLITARE WSL HERBICIDE

ACHIEVE QUICK RESULTS WITH SOLITARE WSL’S ONE-TWO PUNCH.

Savings this simple won’t last long. 
Talk to your distributor today. 

Always read and follow all label directions, restrictions, and precautions for use. Some products may not be registered for sale or use in all states. FMC, the FMC logo, Aria, 
Blindside, Dismiss, Dismiss NXT, Echelon, Fame, QuickSilver, Scion, Solitare, Talstar, Triple Crown, True Champions, and Xonerate are trademarks or service marks of FMC 
Corporation or an affiliate. ©2022 FMC Corporation. All rights reserved.

fmctruechampions.com

Solitare WSL is absorbed through  
the roots, shoots and foliage... meaning 
you can tackle post-emergent weeds, 
such as nutsedge and crabgrass,  
with confidence.

LEARN MORE AT FMCPROSOLUTIONS.COM



Solutions Package Sizes 
(Formulation Type)

Active 
Ingredient(s)  Tolerant Turf Use Rates* Target Weeds* Application Timing & TipsOz/1000 ft2

10 fl oz
(Suspension Concentrate)

60 fl oz 
(Suspension Concentrate)

Sulfentrazone + 
Carfentrazone

Cool-season turf 0.12 – 0.23
Yellow Nutsedge, Kyllinga,
Purple Nutsedge**

POST-EMERGE
**Two applicationsWarm-season turf 0.23 – 0.35

1 gal
(Suspension Concentrate)

Sulfentrazone + 
Prodiamine

Perennial Ryegrass 0.184 – 0.275

Yellow Nutsedge, Kyllinga,
Crabgrass, Goosegrass,
Poa Annua

PRE-EMERGE/EARLY POST-EMERGE
*Ask about our Bermudagrass Performance 
Assurance Program

KY Bluegrass, Tall Fescue 
Warm-season turf 0.413 – 0.551

Bermudagrass* 0.551 – 0.826
St. Augustinegrass 0.413 fb 0.413

6 fl oz
(Suspension Concentrate)

1/2 gal
(Suspension Concentrate)

Sulfentrazone
Cool-season turf 0.092 – 0.18

Yellow Nutsedge, Kyllinga,
Purple Nutsedge**

POST-EMERGE
Labeled for directed sprays in ornamental beds
**Two applicationsWarm-season turf 0.18 – 0.275

1 pint
(Suspension Concentrate)

Sulfentrazone + 
Imazethapyr

Bermudagrass, Zoysiagrass, 
Centipedegrass, Buffalograss,
Bahiagrass, Kikuyugrass

0.220 – 0.331 Purple Nutsedge, Yellow 
Nutsedge, Kyllinga

POST-EMERGE
Not for use on St. Augustinegrass or Seashore 
Paspalum

1 lb
(Water Disp. Granule)

4 lb
(Water Disp. Granule)

Sulfentrazone + 
Quinclorac

KY Bluegrass, Tall Fescue, Rough 
Bluegrass, Perennial Ryegrass 0.367 – 0.478 Crabgrass, Yellow 

Nutsedge, Kyllinga, 
Dandeloin, White Clover,
Dollarweed, Ground Ivy

POST-EMERGE
Not for use on St. Augustinegrass, Bahiagrass, 
or BentgrassBermuda, Zoysia, Centipede, 

Seashore Paspalum, Buffalograss 0.367 – 0.735

3/4 gal
(Water Soluble Liquid)

2.5 gal
(Water Soluble Liquid)

Sulfentrazone + 
Quinclorac

KY Bluegrass, Tall Fescue, 
Fine Fescue, Perennial Ryegrass, 
Rough Bluegrass

4 – 6.5 Crabgrass, Yellow 
Nutsedge, Kyllinga, 
Dandeloin, White Clover,
Dollarweed, Ground Ivy

POST-EMERGE
Not for use on St. Augustinegrass, Bahiagrass, 
or BentgrassBermuda, Zoysia, Centipede, 

Seashore Paspalum, Buffalograss 4 – 7.9

8 fl oz
(Emulsion in Water)

Carfentrazone Cool- and warm-season turf 0.021 – 0.034 Broadleaf Weeds
POST-EMERGE
Used in combinations with postemergence 
broadleaf herbicides

1/2 lb
(Water Disp. Granule)

Sulfentrazone + 
Metsulfuron

Bermudagrass, Buffalograss, 
Centipedegrass, 
St. Augustinegrass, Zoysiagrass

0.15 – 0.23

Dollarweed, Doveweed*,
Virginia Buttonweed*, 
Yellow Nutsedge, Kyllinga,
Clover, Wild Violet, 
Ground Ivy, Spurge, 
Winter Annuals

POST-EMERGE
*2 applications may be required

Not for use on Bahiagrass, Kikuyugrass, 
Seashore Paspalum

12 fl oz
(Suspension Concentrate)

Amicarbazone Cool-season turf 0.06 – 0.14 POST Poa Annua Apply 6 fl oz 2 appl. 21 days apart

*ALWAYS READ AND FOLLOW LABEL DIRECTIONS. Consult product label for full and detailed target weed lists and use rates prior to using the listed products. 
FMC, FMC logo, Dismiss, Echelon, Solitare, QuickSilver, Blindside, Talstar, Fame, Triple Crown and True Champions are trademarks of FMC Corporation or an affiliate. 
Xonerate is a trademark of Arysta LifeScience North America, LLC. ©2022 FMC Corporation. All rights reserved.
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Solutions Package Sizes 
(Formulation Type) Active Ingredient(s)

Use Rates*
Target Pests/Diseases Application Timing & Tips

1000 ft2

16 oz
(Suspension Concentrate)

64 oz
(Suspension Concentrate)

2.5 gal
(Suspension Concentrate)

Fluoxastrobin 0.18 – 0.36 oz Brown Patch, Fairy Ring, Summer Patch,
Take-All Patch, Pythium Root Dysfunction

For spring diseases, apply Fame SC when soil temperatures 
at 2-in. reach 55-60 F.

25 lb bag
(Dispersible Sand Granule)

Fluoxastrobin 1.2 – 4.6 lbs Brown Patch, Fairy Ring, Summer Patch, 
Take-All Patch, Pythium Root Dysfunction

Fits your lawn turf application requirements and is a premium 
Strobilurin priced at a reasonable cost per 1,000 square feet.

1 gal
(Suspo-Emulsion)

Bifenthrin
Zeta-Cypermethrin

Imidacloprid
0.23 – 0.80 oz ABW, White Grubs, Ants, Billbugs, Chinch 

Bugs, Fire Ants, Mole Crickets

Triple Crown works on both surface and sub-surface pests. 
Treatment timings vary depending on cool- or warm-season 
turf and the target pest/life stage.

1 gal
(Suspension Concentrate)

Bifenthrin 0.33 – 1.0 oz Billbugs, Armyworms, Cutworms, Webworms, 
Chinch bugs, Mosquito

Talstar Professional insecticide is the number one product 
used for the control of mosquitoes. Please refer to our FMC 
Mosquito Promise Program.

25 lb bag
(Dispersible Verge Granule)

Bifenthrin
Zeta-Cypermethrin 1.15 – 4.6 lbs Fire Ants, Fleas, Ticks, Mole Crickets, Chinch 

bugs, Earwigs, Crane Flies
Talstar XTRA featuring Verge granule technology is proven 
to eliminate dangerous fire ant colonies in 15 minutes.

25 lb bag
(Dispersible Sand Granule)

Bifenthrin 1.15 – 4.6 lbs
Fire Ants (inc. quarantine), Billbugs, Chinch 
bugs, Armyworms, Cutworms, Webworms, 
and more

Talstar PL granular insecticide features a sand core 
granular structure that penetrates mulch with no odor 
and no watering needed.

*ALWAYS READ AND FOLLOW LABEL DIRECTIONS. Consult product label for full and detailed target weed lists and use rates prior to using the listed products. 
FMC, FMC logo, Dismiss, Echelon, Solitare, QuickSilver, Blindside, Talstar, Fame, Triple Crown and True Champions are trademarks of FMC Corporation or an affiliate. 
Xonerate is a trademark of Arysta LifeScience North America, LLC. ©2022 FMC Corporation. All rights reserved.

LAWN SOLUTIONS


