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ENGINEERED TO DOUBLE
PRODUCTIVITY.

The industry-leading T3100 can help you be more
profitable. It's the largest capacity applicator that
fits through a 36-inch gate and it gets up to 275
Ibs of granular capacity and up to 33 gallons with
the optional 3-in-1 tank. Plus it's best on hills and
easiest to learn and operate.

BUILT FOR PRODUCTIVITY
AND PROFITABILITY.

Ramp up your productivity with the T5000.
Featuring a 60 gallon sprayer and a 325 Ib.
spreading capacity, the T5000 gets operators up
to speed fast. Powerful enough for a wide range
of properties and still fits through a 48-inch gate.
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THERE'S SIMPLY
NO OTHER HERBICIDE
LIKE SUBLIME.

.3?. PRIME SOURCE

A DIVISION OF ALBAUGH. LLT

It's a selective post-emergent with a unique combination of three powerful non-phenoxy

actives that provides a significantly broader spectrum of control on broadleaf and grassy

weeds — no other herbicide comes close. Scan the QR code to learn more about Sublime.

® " | THE SOURCE
3¢% PRIME SOURCE | \ATTERS

Prime Source, a Division of Albaugh, LLC ¢ 1525 NE 36th Street, Ankeny, IA 50021 ¢ primesource-albaugh.com

©2023 Albaugh, LLC. All rights reserved. Prime Source and the water drop logo are registered trademarks and Sublime is a trademark of Albaugh, LLC.
Always read and follow label restrictions, precautions and directions for use.
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It’s LM150 time!

We’re now accepting entries for ‘

our 2023 LM150 list. We encourage "

companies with $10 million or more in

revenue to complete the form online

at LandscapeManagement.net. Entries close April 3. The LM150
list highlights the largest landscape companies, ranked by annual
revenue. This year’s list is sponsored by Aspire Software and
Ewing Irrigation and Landscape Supply and will appear in the
June issue of LM. Please contact LM Special Projects Editor Marisa
Palmieri at 440-537-4308 or MPalmieri@NorthCoastMedia.net.

() CONNECT

0 facebook.com/LandscapeManagement

O twitter.com/LandscapeMgmt

(@ linkedin.com/company/landscape-management-magazine/
@ voutube.com/c/LandscapeManagementTV

@ instagram.com > @landscapemgmt
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SETH JONES
EDITOR-IN-CHIEF

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

Back to work

t’s starting to warm up outside,
and the season is about to kick
into full gear. My team has been
spread out all over the country in
these early weeks of 2023, attend-
ing industry events and meeting
with industry leaders. Here’s just a
quick snapshot of the last two weeks:
Associate Editor, Rob DiFranco,
went to Morristown, Tenn., to see the
grand opening of the new Greenworks
factory (that story is on page 10.) I went
to New Orleans to attend Jeffrey Scott’s
Executive Retreat. And Editor Christina
Herrick wins the day for making the
trek from Cleveland to Lahaina, Hawaii,
for the National Association of Land-
scape Professionals’ Leaders Forum.
It's at events like these where we make
connections and get to see how much
our work is appreciated by the industry.
It’s great to see old friends and then have
them introduce you to their network of
peers— especially when, all the while, a
New Orleans jazz band is providing the
soundtrack. I'll always have a fond mem-
ory of doing thisissue’s 5 Questions Q&A
in person with Matt Hunter, president
of New Garden Landscape & Nursery
in Greensboro, N.C., at anoisy hotel bar.
More than 120 people attended Jef-
frey Scott’s event. Industry veterans and

- “\'l
f-)

DiFranco got an up-close look at
Greenworks’ new OptimusZ zero-turn
mower during his tour of the factory.

£& Perhaps the most
interesting talk
came from Kevin
Werbrich, president
of Werbrich’s
Landscaping ... his
speech was about
what he calls the
‘red carpet exit’ gy

young up-and-comers were included
as speakers, talking on a wide range of
topics. Scott opened the event by telling
the room to get ready for 2023, because
it’s set to be a big one for all the compa-
nies represented at the event.

“If you make a better company,
your clients will want you to get big-
ger,” Scott said. “The better you get,
the more your clients will want you to
get better. In other words, youre not
pushing your growth ... your custom-
ers are pulling it.”

Perhaps the most interesting talk
came from Kevin Werbrich, president
of Werbrich’s Landscaping in Cincin-
nati, Ohio, about what he calls the red
carpet exit.’

Werbrich believes any employee
parting ways might someday return
to work for him, so he treats exiting
employees — even those terminated
— with kindness and respect. He calls
his ex-employees every January to
check in, see how they are and if they
might be at a point in their life where
they want to return to work for his
company. Another thing he does is he
“forgets” to remove former employ-
ees from their Facebook group, so the
ex-employee still sees updates from
Werbrich’s Landscaping.
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Attendees challenged him with a
bunch of ‘what ifs’ on who he would
and wouldn't call in January. Werbrich
could not be swayed. You don’t know
where these people are in their lives,
he reiterated. And by showing compas-
sion to everyone, even the bad apples,
it will make employees value the cul-
ture of the company and keep them
coming back to work.

“If you treat people fairly, that word
is going to spread,” Werbrich told
the room.

We’ll have more reporting from
these events, including Herrick’s jour-
ney to Hawaii, online and in our next
issue. And remember, if you're not
signed up for our weekly e-newsletter,
youre missing the most current news
resource in the industry. It deploys
like clockwork every Thursday morn-
ing, and the last issue, once again, was
the first place in the industry to break
the news of another major acquisition.

In this issue, we welcome a new
columnist to the magazine. On page
46, Neal Glatt, managing partner,
Grow the Bench, makes his debut in
the magazine with his column “Sales
Scouting Report.”

Glattis a coach with a passion for the
green industry. He took a one-truck snow
contractor and built it up to a $40 mil-
lion company before he left to pursue his
passion for coaching and helping others.
You can learn more about Neal and lis-
ten to his podcast at NealGlatt.com.
Welcome to the LM team, Neal! ®

PHOTO: LM STAFF
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« High-res aerial imagery
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EDITORIAL ADVISORY BOARD

“An acceptance letter
outlining the employee’s
job responsibilities,
pay, benefits, time
off, etc., all clearly
spelled out along
with provisions for
becoming full-time.
The goal of the letter
and the training would
be to establish trust and
a desirable future for
the new position.”

“Make them feel

welcome with

company gear

and a tour of
the facility. Hold
an annual kick-off event for
training and networking for
the new team.”

“Have designated
trainers at

each level, and
remember that
training is a skill. The
best pruner isn’t always

the best at training others
to prune. Find your skilled
trainers and pay them extra
to put that skill to work.”

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

Landscape Professionals

Arbor-Nomics Turf
Norcross, Ga.

Troy Clogg -+ g
Troy Clogg Landscape Associates
Wixom, Mich.

Pam Dooley
Plants Creative Landscapes
Decatur, Ga.

e Paul Fraynd

Sun Valley Landscaping
Omaha, Neb.

Mike Haynes
The Loving Companies
Charlotte, N.C.

Luke Henry
ProScape Lawn &
Landscaping Services
Marion, Ohio

Chris Joyce
Joyce Landscaping
Cape Cod, Mass.

Aaron Katerberg
Grapids Irrigation

Grand Rapids, Mich. ...

Jerry McK.ayv"'"
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 :
Tamarisk Business Advisors ;
Grand Rapids, Mich.

Jeffrey Scott---" g
Jeffrey Scott Consulting
New Orleans, La.

................................................ a

MORE ONLINE

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

feature at LandscapeManagement.net.

“Build a checklist for
onboarding and
follow the list, no
exceptions. Spend
the time upfront to

give the new hire the
best possible chance to feel
included and supported.”

“The best way to onboard
seasonal help is to have a
training program in place to
allow you to hire early to beat
the rush and use that

time to train.” -

“Give them a
\ mentor within
'.12_:‘)9 the organiz?‘tion,
\\=F someone whose
<” job is to make them
feel included and
help them get up to speed.
Once they prove themselves,
take them through your
onboarding. Who knows?
They may turn into a
full-time employee.”

designed to stimulate growth and take our readers to their next level.

‘m OUR MISSION: Landscape Management shares a comprehensive mix of content
~—
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.
Snapshots from the LM Growth
Summit in Orlando, Fla.

Thank you two, also Francisco Sicilia (left), hor-

ticulturist for Integrated Growth Partners, Fort
Pierce, Fla., and Mizraim Mata, regional manager,
The Greenery, Ridgeland, S.C., help us get a shout-
out to our 2022 LM Growth Summit partners.

Four-man scramble champs On the far left,

LM Editor-in-Chief Seth Jones. On the far right,
LM Western Regional Sales Manager Jake Good-
man. In-between them? Our 2022 LM Growth
Summit winning golfers. Left to right, Todd Zand-
stra, owner of Redwood Landscape, Cedar Lake,
Ind.; Trevor Barnett, vice president of opera-
tions, Turf Magic, Forsyth, Ga.; Paul Blodorn, key
account manager, Quali-Pro; and Josh Wise, CEO,
GrassRoots Turf, Acworth, Ga.

Starting five (Left to right) North Coast Media CEO

Kevin Stoltman; Bob McElhannon, account executive
manager, FieldRoutes; Rod Marquardt, lawn
care warm season market man-
ager, Nufarm; Jones and Bar-
nett might not have won any
golf prizes, but they look like
they’d make for a pretty good
basketball team.

Cheers to the LM Growth
Summit! Jamie Heydinger,
lawn care segment lead, Nufarm,
and Bill Roddy, publisher,
Landscape Management,
share a laugh and cheers.

All the president’s men

The morning panel dis-
cussion was led by Jones (far
left) and included panelists
Justin Berg, president of Pur-
ple Care, Fort Worth, Texas;
Chris Senske, president of
Senske Services, Kennewick,
Wash.; George Kinkead, presi-
dent, Turfco; and Roddy.

What a shot! Kellyn Vale (with Jones and Goodman),
marketing director, Redwood Landscape, won the prize
for closest-to-the-pin.

Learning from the best Is this photo of LM Editor Christina

Herrick with Senske and Jones a new tradition? We hope
so because we always enjoy hanging out with the longtime
industry pro.

PHOTOS: LM STAFF
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What's a
spot check?

We test
them all.

100% Water-Tested. Keep your irrigation system running smoothly with Hunter PGV
Valves. Boasting the lowest pressure loss in the industry, they’re built to handle a range of
pressures while delivering the strength, reliability, and versatility you need to tackle any project.

'!!I".

DOUBLE-BEADED DIAPHRAGM COMMON SOLENOID CAPTIVE BOLT DESIGN
Stops leaks Simplifies maintenance Prevents lost parts

I D
RESIDENTIAL & COMMERCIAL IRRIGATION

g ®
Built on Innovation® I'Illl.tel.
hunter.info/PGVvalve Learn more. Visit hunterindustries.com




NEWS+
ISSUES

Greenworks opens doors to its first
US-based manufacturing facility

BY ROB DIFRANCO | LM ASSOCIATE EDITOR

reenworks Commercial, a manufacturer of

battery-powered handheld tools and mowers,

opened the doors to its new Commercial Center

of Excellence for Manufacturing and Engineer-
ing in Morristown, Tenn., on Jan. 19.

The company hosted local and state officials, distribu-
tors and media alongside executives from its team at the
180,000-square-foot facility.

“We were determined to make Morristown our home for
manufacturing in North America,” said Greenworks founder
Yin Chen. “We have a very diversified team. We have people
from China and Europe working together with alocal team
here. Our common goal is for this factory to produce the
best battery-powered equipment on the market.”

Greenworks has plans to employ more than 150 at the
facility by the end of 2023, with hopes of adding up to 400
people by 2025.

The Morristown facility will also house the company’s
North American Center for Advanced Vehicle Engineering.
The company says more than a dozen mechanical, electrical
and testing engineers will work at the facility by the end of
2023, alongside teams in China and Sweden.

AUTOMATION IN THE WORKPLACE
The facility features automated guided vehicles, which shuttle
mowers through the assembly line, and a fully-robotic weld-
ing center. The company says its initial development phase
at the facility provides an annual production capacity of
30,000 ride-on mowers with room to grow to 80,000 in 2025.
“I saw this factory 18 months ago when it was still a
(General Electric) factory, and it’s still transforming,” said
Klaus Hahn, president of Greenworks. “It’s changing every
day. What you see here is just a glimpse of what’s to come.”

Assembly lines at
Greenworks’ new
U.S. facility are
semi-autonomous.

Greenworks says it will also ex-
pand the Morristown facility with
a parts and service warehouse and
automatic assembly lines for its large
commercial-grade battery modules by early 2024.

BATTERY-POWERED MOWING
Currently, the facility manufactures Greenworks’ new Opti-
musZ zero-turn mowers. The battery-powered mowers, which
the company announced at the 2022 Equip Expo, offer up
to eight hours of runtime with a cut speed of up to 16 mph.
The company also plans to manufacture its first fully-
autonomous mower, the OptimusAl, at the facility by late
2023. OptimusAI will feature GPS-RTK navigation and
vision-based live-object avoidance technology, according
to Greenworks.
Based on OptimusZ’s platform design, the mower also
allows for manned operation. ®

MARIANI LANDSCAPE ADDS ED CASTRO LANDSCAPE

Mariani Landscape — No. 20 on the 2022 LM150 list
— made major moves in 2022 with the addition of

seven family-owned landscape companies. Terms of
the transaction were not disclosed.
The company is back at it again, this time with the

addition of Ed Castro Landscape, a full-service high-
end landscaping firm in Roswell, Ga.

Ed Castro founded the business in 1992. The com-
pany offers landscape construction, maintenance
and related services year-round.

10 LANDSCAPEMANAGEMENT.NET | FEBRUARY 2023
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Equip Expo to celebrate 40th anniversary,

focus on new attendee experiences

Equip Expo said it will expand and offer
new, advanced education, additional
entertainment and events, including a
new arena concert as part of its 40th-
anniversary celebration. The show plans
to expand into the West Wing of the
Kentucky Exposition Center (KEC) and
improve logistics and food options.
New for 2023 show experiences:
® A concert at the Yum! Center, featuring
headlining band, Third Eye Blind;
® A return of the New Product Showcase;
® A Welcome Party at the downtown
Kentucky International Convention
Center (adjacent to the downtown Mar-
riott and Hyatt hotels) with a concert
from Expo house band, The Crashers;
® Keynote speech by Polar Explorer
and master storyteller Ben Saunders,
who completed the longest-ever polar
journey on foot;
® The debut of the Equip Exposition
Equipment Museum to showcase the
evolution of the industry;

® The addition of a
business lounge,
meeting spaces and
expanded seating areas at the KEC;

® | andscape education for youth, spon-
sored by the TurfMutt Foundation;
children ages 12 and up may attend;

® Improved shuttle bus, rideshare and
transportation logistics; and

® More coffee shops and food offerings
on-site, including breakfast options.

Fan favorites also will return to the

2023 Expo, including can’t-miss edu-

cation (including content powered by

Landscape Management magazine) and

connection events for landscapers and

dealers; live in-tree climbing demon-
strations; Mulligan’s Fun Run & 5K; the

UTV Test Track; the Drone Zone; and

Mulligan’s Mutt Madness, a national dog

adoption event, sponsored by the Turf-

Mutt Foundation.

Equip Expo will be held Oct. 17-20.

Registration opens in April.

equip

EXPOSITION

Massey Services’
founder Harvey L.
Massey dies

Massey Services’ retired
founder, chairman and
community leader Harvey L.
Massey, died Jan. 24 at age
81.In 1985, the former Orkin
and Terminix employee
moved to Orlando and
purchased a 50-year-old
pest and termite company
for $3.9 million, creating
Massey Services. Under his
leadership, the company
grew to a $350 million
business in 2022.

Massey Services, No. 26
on the 2022 L M150 list, is
predominantly a pest con-
trol company, but also offers
lawn care, irrigation and
landscape services.

Massey is survived by
his wife of 59 years, Carol
Massey; their three children:
Angela, Tony, Andrea; and
10 grandchildren.

MULCH MATC

© AS LOW AS

$600

1’ PER MONTH

Works with most commercial mowers

MOVE UP TO 500LB OF MATERIAL

DMT TrRAILER
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e e T 7,
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Insist on better. Just like you, your machines are required to do more than their share. Success depends on
imposing your will on the landscape 365 days a year, and Mother Nature refuses to meet halfway. That's why
Gravely commercial equipment is designed to overcome obstacles nature continues to dish out. Each day we
come to work ready to improve on the legendary reliability that's refused to compromise for over a century.
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ON THE CLOCK

-
LANDSCAPE
MANAGEMENT

ecently, 36 lawn care professionals from 26 companies across the country

joined us at the 2022 LM Growth Summit, held at Reunion Resort

near Orlando. To kick off the event, representatives from our

12 partners gave a quick 10-minute snapshot of their company.
Over the next day and a half, each lawn care company met

one-on-one with each LM Growth Summit partner.
What they discussed in those one-on-one meetings will remain

between the attendees and the partners. But what was said in those
boardroom presentations? We share an excerpt from each here: »

AS TOLD BY THE LM GROWTH SUMMIT PARTNERS

2022 ATTENDEES

The following is a list of companies that
attended the 2022 LM Growth Summit. To
apply for the 2023 LM Growth Summit, visit
LandscapeManagement.net and click on
the LM Growth Summit tab at the top of

the page. Decision makers for lawn care
companies that have revenue of more than
$750,000 in the turf + ornamental care seg-
ment are encouraged to apply. However, not
all who fit these parameters are accepted, as
attendance is limited.

o Turf Magic, Forsyth, Ga.

® Grunder Green, Dayton, Ohio

® Purple Care, Fort Worth, Texas

® Yards Done Right, Westlake, Ohio

® Fairway Lawn & Tree Service, Harwich, Mass.

® Quality Seasons, Lakeville, Minn.

® American Landscape and Lawn Science,
North Franklin, Conn.

® Calvin Landscape, Indianapolis

® Quality Cut Lawn Care, Des Moines, lowa

® Moxie Pest Control, Irving, Texas

o Delaware Valley Turf, Broomall, Pa.

® Go Green Lawn and Pest, West Chester, Pa.
® McHale Landscape Design, Clarksburg, Md.
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o My Turf, Byron Center, Mich.

® Tynic Landscaping, Southwick, Mass.

® The Greenery, Ridgeland, S.C.

® American Turf & Tree Care, Greeley, Colo.

® Image Works Landscape Management, Fairfax
Station, Va.

® Morin Turf, Sioux City, lowa

® McCall Service, Jacksonville, Fla.

® Weed Pro Lawn Care, Sheffield, Ohio

® Intracoastal Landscape Designs, Tabor City, N.C.

® Redwood Landscape, Cedar Lake, Ind.

® Weed and Feed Lawn Care, Byron Center, Mich.

® GrassRoots Turf, Acworth, Ga.

® Scientific Plant Service, Baltimore, Md.
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THE COMPANY: TURFCO

WHO: George Kinkead, president

WHATTHEY SAID: “We celebrated our 100th anniversary in
2019. My grandfather started the business in 1919 when
he returned from World War I. We have over 38 patents,
with a focus on renovation equipment. We're focused on
how to make machinery that is highly productive and
easy to train your employees on. One thing we've seen is
that keeping employees is harder than it’s ever been. We
continually find that the people you are hiring don't even
mow their own yards. We have to adapt to this environ-
ment. You have to make these employees incredibly
productive; they need to know how to operate all your
equipment. We need to make up for the fact that some-
one is going to call off because they need to stay home
with their cat, stuff you never thought was possible.

If it’s easier to train, it’s easier to retain.”

FORMORE: Tiirfco.com

THE COMPANY: QUALI-PRO

WHO: Jeff Rampino, territory manager

WHAT THEY SAID: “We are a division of Control Solutions Inc.,
which is a member of the Adama Group, a large multi-
national company. We have a 250,000-square-foot facil-
ity in Pasadena, Texas. If youre ever in Houston, let us
know, we’d love to show it to you. We have five unique
and differentiated product lines. Most of you know that
weTe a post-patent company. What you might not know is
that we are moving into formulating unique chemistries.
This is a really exciting time for us; were almost becom-
ing a (basic) manufacturer. We have eight area manag-
ers in the United States, over 70 SKUs, 56 products and
38 active ingredients. In herbicides, we have 22 products,
15 active ingredients and two unique products — Fahren-
heit and Negate. For fungicides, we have 16 in that line-
up, 11 active ingredients and one unique with Enclave.
We have eight active ingredients and two unique products
for insecticides. We're really excited about our new prod-
uct Suprado. It’s our first active in that chemistry class,
and it’s actually its own chemistry class in the Insecticide
Resistance Action Committee group.”

FORMORE: Quiali-Pro.com

THE COMPANY: ANUVIA

WHO: John Fowler, vice president of sales

WHAT THEY SAID: “We're not going to wear you out with data.
Anuvia has been around since 2016. We take organic
waste and turn it into fertilizer. We've had a tremen-

dous amount of success in this space. One thing that has
changed this year is that we had a hard time getting prod-
ucts to market with a limited distribution model. Now we
have distributors across the country that will have our prod-
uct. Today we have blenders that have Barricade, Dimension,

e
All of Turfco’s:
Sequipment
has one or:
. ‘two patents:
on them, says'
« Turfco President”
George Kinkead'

Acelepryn, Merit, bifenthrin and Ronstar; it doesn’t mat-
ter — whatever chemistry you use for fertilizer, we can
now put on GreenTRX, which is a huge advantage for us.
The other thing is, with rail, we can ship with rail over
truck. Few fertilizers have decreased in price year over
year, but GreenTRX is one of them.”

FORMORE: AnuviaPlantNutrient.com/turf

THE COMPANY: REAL GREEN

WHO: Brian Wareck, software sales team lead

WHAT THEY SAID: “We're known as a marketing company; were
known for helping you grow your business. We're very
efficient with what we do. We've been around since 1984
and are on the fifth generation of our software. We cater
to the biggest lawn care companies in the world, all the
way down to the mom-and-pop shops. It’s a great story,
our founder, Joe Kucik’s father, was in the lawn care busi-
ness as a fertilizer guy, and his brother was a program-
mer, and they needed software. That’s where it started
from, and it’s grown. I was employee No. 8, and now we
have over 3,000 companies nationwide, in Canada and
the U.K. We can help you get the low-hanging fruit, with
routing and scheduling. We can get you four more stops
a day, that is what our customers average. If you can
even get one more stop a day, think about how that helps
your business. There’s just so much that we do at Real
Green. We're a one-stop shop.”

FORMORE: RealGreen.com

Continued on page 16
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Continued from page 15

THE COMPANY: FMC

WHO: Kent Turner, market specialist

WHAT THEY SAID: “FMC is a large agricultural science company.
We're going to talk to you about how you can use our prod-
ucts to increase your business. How many people want to
add on sedge control? We're going to talk to you about Dis-
miss NXT. How many people do mosquito control? If your
hand is not up, you are throwing money away. We'll tell
you how you can spend $15 (on Scion), and you can charge
$300, and we can give you 75 days of mosquito control with
one product, rain or shine; it’s that good. True Champions is
our awards program; it’s like going to the grocery store and
scanning your card to get benefits. We have rebates, but we
also offer 1st Friday webinars every month, where you can
get continuing education credit and train your employees.”
FORMORE: FMCProSolutions.com

THE COMPANY: GREENE COUNTY FERTILIZER COMPANY

WHO: John Perry, founder

WHAT THEY SAID: “We're a liquid fertilizer company out of
Greensboro, Ga. We've had our home there for almost 10
years. We go direct to consumer; that’s one of the things
that has set us apart. But now, as things are changing, we
are going to distribution, so you can pick our stuff up at
different suppliers, which is nice. Our mission is to estab-
lish good personal relationships with our customers and
continue to partner with them as time progresses. We
want to help others in the industry grow; that’s the fun
part. Here’s the sketchy part. The fertilizer business sort
of sucks right now. Prices are crazy. It's hard to have sta-
bility. For the next little while, it’s still going to be rough.
As long as there is conflict across the pond, it won't be
easy. Not doom and gloom, but it is best to be prepared.”
FORMORE: GreeneCountyFert.com

John Perry,
founder of
Greene County
Fertilizer Co.,
chats with Matt
VanNoord, owner
of Weed and

4\ Feed Lawn. Care. I'
& Rty 3é
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The Steel Green

THE COMPANY: STEEL GREEN MANUFACTURING

SGXL is the
WHO: Caleb Myers, demo rep company’s
WHAT THEY SAID: “Were based in Lebanon, largest

spreader with a
120-gallon spray
capacity, a 100-
foot hose reel
and a hillside
assist system.

Ind. We just celebrated our fourth anni-
versary. At Equip Expo (in October), we
launched two new products; the SG54,
which mixes our stand-on units and the
SGXL. (The SG54) a 100-gallon, 12-foot
boom machine with a belt-driven pump
that runs 45 to 50 gallons per minute. The idea behind this
is to take the place of the hopper with a 35-gallon tank.
Instead of doing that, you can have a 100-gallon tank with
a true agitation system. It also comes standard with a pres-
sure control system, hillside assist and a 100-foot hose reel.
We also unveiled at Equip an all-new electric unit. We are
very early in the stages of this. We don't anticipate this to
be out for another year or more. The idea behind this unit
is to meet California’s emission laws. We're getting enough
interest in California that we're going that route. We also
have companies that want it just because it is quieter.”
FORMORE: SteelGreenMfg.com

THE COMPANY: FIELD ROUTES
WHO: Bob McElhannon, account executive manager
WHAT THEY SAID: “There’s been a lot of confusion with what’s
going on with our company. ServiceTitan is our parent
company; they are big in plumbing, electrical and HVAC.
We work with lawn care to give you the best solutions we
can. We are new in the lawn world. It’s been a little over
a year. We want to have one software platform that will
knock your socks off. We have a lot of real-time report-
ing. The platform has all the office functionalities you
need and a lot of automation. For example, if you have a
customer who is 30 days past due, a trigger is set up, and
that customer automatically gets an email, text, call or
all three. Or, after a service is complete, your technician
can set the trigger so your customers can get an alert. The
good thing is that you don’t need the internet with our
mobile app. If youre in the middle of nowhere, where the
internet is spotty, it saves it locally on the techs’ phone.”
FORMORE: FieldRoutes.com

Continued on page 18

PHOTOS: LM STAFF



SUSTAINABLE
NUTRIENTS MAKE
ALL THE DIFFERENCE

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.

Jump start lawns with Anuvia’s unique technology, now available
in formulations to suit every turf condition, every season.

GREENTRX GREENTRX GREENTRX

/o
- ANUVIA
?h PLANET INSPIRED PRODUCTS

S

©2023 Anuvia Plant Nutrients. All rights reserved. GreenTRX is a trademark of Anuvia Plant Nutrients. Always read and follow label directions.
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Continued from page 16

THE COMPANY: NUFARM
WHO: Jamie Heydinger, lawn care seg-
ment lead, and Rod Marquardt, lawn
care warm-season market manager
WHAT THEY SAID: “We're building a new
synthesis plant here in the U.S. that
will come online in the next three to
four years. Right now, no matter who
you talk to, theyre bringing in prod-
ucts from China or India. With this
plant, we can make our phenoxy her-
bicides from the ground up here in
the U.S.” — Marquardt

“There’s plenty of investment
going on; plenty of products are in
the pipeline. (Allstar herbicide) is one
that we should have available to you
in 2023. This year we have plenty of
material, so the complexion of our
supplies is considerably better than it
was a year ago. We have the material
to meet your needs.” — Heydinger
FORMORE: Nzifarm.con/USTurf

THE COMPANY: SLINGSHOT BY WORKWAVE
WHO: Robin Kellagher, director of solu-
tions sales, and Christie Semmer,
enterprise account executive

WHATTHEY SAID: “A potential customer or
sale calls, or emails or uses live chat
on your website, and our agents are
there to answer the phone for you
instead of having somebody in your
office take that call. Once the agent
captures all of the information
(from the customer), we can mea-

Brandon Peterman

/A

Graham'Spray
Equipment

PUTTING YOU FIRST IS WHY
WE'RE SECOND TO NONE

(770) 942-1617 |

The right rigs at a great price with no hassles
or worries. That's why I'm sold on Graham.

o Well-built rigs that are easy for my techs to operate
e Confidence that everything’s done right
¢ A smooth, simple process from start to finish

“l have five Graham rigs and
one great relationship.”

TR
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1

GrahamSE.com © 2023 Graham Spray Equipment
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sure and price out Because
: seeing is
fOI? }fou with youF believing, the
pricing and service =~ WorkWave
matrix.” — Kellagher It_ea";l gives éfi
« ive demo o
If you are a Real Slingshot.

Green customer, we

can work directly

with your CRM, so there’s no need
for double entry. If you don’t use
Real Green, we handle those calls
for you and take copious notes, and
you will see those in your central
Slingshot inbox, where you can do
whatever you want with that infor-
mation. Live chat is also a way to
take advantage of all the money
you've spent on your website.

We don’t do sales over a live (web)
chat, but our agents will call the
customer and try to collect the sale
there for you.” — Semmer

FORMORE: GetSlingshot.com/Lawn-Care

THE COMPANY: PRIME SOURCE
WHO: Mike Daugherty, Midwest
territory manager
WHAT THEY SAID: “Albaugh purchased
Prime Source. The global headquar-
ters is in Ankney, Iowa. We're the
largest agrochemical company based
in the United States. Our manufac-
turing facility is in St. Joseph, Mo.,
near Kansas City. Dennis Albaugh
owns 80-percent of the company.
Albaugh got its start in the post-pat-
ent world, but since then, we've got a
lot of new, proprietary, differentiated
products that were bringing to the
market right now. Coming from the
agricultural world, theyre using a lot
Continued on page 20

PHOTO: LM STAFF



Just like you, we have customers to take care of. And we're not satisfied until they are.
With an entire department devoted to equipment parts, we have the turnaround time
to minimize your downtime. We don't outsource our call center, which means you'll
get a Steel Green pro every time you pick up the phone. From machine demos to
maintenance support, we're here for our customers every step of the way.

i

If you call Steel Green before 10 am, you
can trust those parts are going to be on
your doorstep in the next 24 to 48 hours.
There's no other company in the same
league when it comes to customer
service, especially when it comes to parts.

—Dwight Bizzell, Bizzell Nursery & Lawn Care

Scan CR Code

to visit our \} E E

parts store
STEELGREEN [w]
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Continued from page 18
of new formulation technologies. It's a way to get their

M AXI M I Z E YO U R products into the plant better. Theyre bringing that into
F E RTI L I Z E R E F F I CI E N CY our world now. When you see ‘H value technology,’ that’s

] a technology to get into the plant better. It’s a formula-
YoulEERPESTE e || Co tion process that Albaugh has patented.”
FORMORE: PrimeSource-Albaugh.com

YOUR SOIL

THE COMPANY: THE ANDERSONS

WHO: Alan Hollen, territory manager

WHAT THEY SAID: “People ask us what is going on in the industry.
Russia’s invasion of Ukraine continues to impact nitrogen,
phosphorous and potassium. Although, right now, the mar-
kets are settling. Urea is down from where it was, but it is
still elevated from two, three years ago. Where it is now is
where we think it'll be in the spring. There have been pres-

— i - sures on chemistries as well. One thing to keep an eye on
Greene OIS High Perfprman e P[ant Nutrients is that were .rel.ati.vel}.f dl'"y. How those barges move up and
Fertilizer Company- . . Fertilizers - Specialty Products down the Mississippi Rlve.r could be a black swan (event).
"7 Soil Amendments - Custom Blends On to the company, what is The Andersons? We like to stay
Fertility Forwarde s, BUY/SHIP DIRECT on the edge of technology. We have a lot of patents. We have

MFR/HQ; G S GA & . .

/HQ: Greensboro, == GreeneCountyFert.com areally good rese.arch a'nd developm.ent department. We
Our bio-based fertilizers & specialty fertility products are have an agronomist we just brought in, Ben Pease, P h.D.
blended to feed plants, improve soil fertility and build topsoil. There’s a science behind what we do.”

FORMORE: AndersonsPlantNutrient.com/Turf @

COMMERCIAL GRADE. ALL DAY POWER.
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User Friendly
Find a Dedler at: ENGINEERED AND BUILT Planet Friendly

Assembled in the USA
using domestic and
foreign parts.

ELECTRIC MOWERS
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& & “I love the uniqueness of the event and the one-on-one time
m T | Take a Minute and with the different vendors. The storytelling, networking and
(T) %3 ake a Minute an friendships that develop are so special. You honestly can't
e Apply Today! find another opportunity like the LM Growth Sunimit.”
E -Josh Wise, GrassRoots Turf, Acworth, GA
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Best practices for

tank mixing

Learn how to avoid issues and keep
equipment running longer with these tips

BY LAUREN DOWDLE | CONTRIBUTOR

3 hether lawn care op-
erators (LCOs) need a
refresher or are using a
new formulation, learn-
ing to properly tank mix
products for sprayers and spreader-
sprayers will help ensure success with
the property and equipment.

HOW TO MIX
Before adding a product to the tank,
it'’s important operators understand
the proper mixing order, according
to the PBI-Gordon team — including
Eric Reasor, Ph.D., Southeast research
scientist; Brian Aynardi, Ph.D., North-
east research scientist; Chrissie Segars,
Ph.D., West research scientist; and Jeff
Marvin, Ph.D., director of field research.
The order LCOs should follow is:
1. Water-soluble packets
2. Dry formulations
3. Ammonium sulfate
4. Compatibility agents and anti-
foamers
5. Dispersed liquid formulations
6. Liquid drift retardants
7. Other liquid formulations
8. Adjuvants and micronutrients
9. Liquid fertilizers
If LCOs mix products in the wrong
order or combine them with incompat-
ible products, the product may not dis-
solve or may cause excessive foaming,
says Ben Pease, Ph.D., turfgrass agrono-
mist for The Andersons Plant Nutrient
Group. Users should add products one
at a time in the tank and think about
the application of each.
“If there’s a product that needs to
stay on the leaf, for example, you don’t

THE RIGHT MIX
Knowing the correct
order for tank mixing is
crucial to avoid critical
errors, experts say.

®

want to mix it with a product that needs
to get to the soil,” Pease says. “Youre
going to lose the efficacy of one.”

WHAT TO AVOID

One of the most common mistakes
with tank mixing is adding materials
before adding enough water, which can
cause separation, Pease says.

“If you're mixing right into the
sprayer, you want to make sure the
tank is at least 50 percent full of water
and then add the products,” he says.

LCOs should also check if products
are compatible, as some products are
not intended to be mixed together. For
example, tank-mixing bensumec and
carfentrazone can lead to turfgrass in-
jury. Tank-mixing phenoxy herbicides
and ACCase inhibitors can antagonize
and decrease herbicide control. Mixing
liquid iron products with low pH and
2,4-D amine with large pH differences
can lead to sludging.

To test products for compatibility,
operators can use the jar test to simu-
late what will happen when mixing
multiple products together. To per-
form a jar test, LCOs need a quart
jar with a sealable lid. Add a pint of
water to the jar if used as a carrier.
Add each product and shake between
additions. LCOs should check for set-
tling and solubility issues after about
30 minutes (or 60 minutes at most),
Pease says.

Not all incompatibilities can be
resolved by adding more water or a
compatibility agent. The PBI-Gordon
team explains there are cases where
adding more water, detergent soap,
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nonionic surfactant, compatibility
agent or pH adjuster might help.

Keeping records of specific tank
mixtures helps operators stay orga-
nized and track problem tank mixes.
Take note of carrier source, water
source/quality, water temperature,
water volume, any fertilizer source,
product names, formulations types,
application rates and mixing order,
the PBI-Gordon team says.

PROPER CLEANOUT

Another important component of tank
mixing is how to clean out the equip-
ment between uses or before storing.
Performing a double-rinse when going
from one application to the next helps
ensure the operator isn't combining an
old chemical with the new one, says
George Kinkead, president of Turfco.

“Drain the tank, rinse it out and
check the manual to make sure youre
using the appropriate drain with each
tank to ensure it’s being flushed,” he
says. “Check the filter at the same time
to see what condition it’s in and if there
are foreign objects in the tank.”

If objects get stuck in the tank system
orif an operator leaves products in the
tank for an extended amount of time,
it will shorten the life of the pump and
filters. Once the system is completely
flushed, LCOs can spray water through
it to ensure the spray pattern and nozzle
are working up to spec.

“Make sure your employees know
you value cleaning and maintaining
the machine,” Kinkead says. ®

Dowdle is a freelance writer based in Birmingham, Ala.

PHOTO: BEN PEASE PH.D.
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Stay a step ahead of herbicide resistance
in crabgrass and goosegrass

With few active ingredients for crabgrass and
goosegrass control, learn what you can do to
keep them in your arsenal as long as possible

BY GEORGE KEGODE, PH.D. | CONTRIBUTOR

rabgrass and goosegrass are an-
nual weeds that germinate in the
spring, grow rapidly throughout
g the summer, mature inlate sum-
¥ mer and produce numerous
seeds before dying out at the first frost
in autumn. Both species have a history
of developing herbicide resistance. When
weeds become resistant to a herbicide,
lawn care operators (LCOs) lose a valu-
able tool and it becomes more difficult
to control the weed.

Tan Rodriguez, Ph.D., technical
services manager for Quali-Pro; Bret
Corbett, product development manager
for Albaugh; Lisa Beirn, Ph.D., technical
services representative for Syngenta;
and Aaron Hathaway, technical services
manager for Nufarm, share what LCOs
should know about managing crabgrass
and goosegrass to minimize or prevent
herbicide resistance.

FACTORING IN RESISTANCE

Corbett says LCOs have few herbicide ac-
tive ingredients available for crabgrass
and goosegrass control, which makes
resistance management challenging.

N

'DEADLIEST CATCH.. {

2\ Fertility management, " *
combined with disease and
insect control are keys to

“Crabgrass and goosegrass can both
produce numerous seeds with a vari-
ety of herbicide resistance mutations,”
says Rodriguez.

Both species can easily cross-pollinate
with other biotypes, which helps spread
resistant genes, Hathaway says. The prob-
lem is exacerbated when crabgrass and
goosegrass seeds spread to new areas.

Applying an active ingredient or us-
ing herbicides with a similar mode of
action repeatedly for several years can
cause resistance, Beirn says.

Experts say dinitroaniline herbicides
— such as pendimethalin, indaziflam,
trifluralin and prodiamine — are good
options for preemergent crabgrass
control. The dinitroaniline herbicides
dithiopyr and indaziflam are good
options for goosegrass control. LCOs
often use quinclorac and mesotrione
for postemergent crabgrass control.
When used with a non-ionic surfactant,
sulfentrazone or topramezone are pos-
temergent options for goosegrass. LCOs
could also opt for fenoxaprop-p-ethyl
for postemergent control of crabgrass
and goosegrass on cool-season grasses.

TIMING MATTERS

When it comes to crabgrass and goose-
grass, preemergence herbicides are the
best option, says Hathaway.

Corbett notes LCOs can opt for split
applications to help extend control of
crabgrass and goosegrass. According to
the University of Nebraska Extension, to
make a split application, LCOs put half
the highest recommended rate in early
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spring and the other half 6-8 weeks later.

Crabgrass starts emerging when
the soil temperature reaches 55 de-
grees F for three to four days in a row,
Rodriguez says. LCOs should apply
preemergent herbicides as soon as soil
temperatures reach that threshold.

“Depending on your location in the
U.S., goosegrass begins to emerge when
the soil temperature is between 63 and
65 degrees F,” Beirn says.

She stresses that LCOs need to time
preemergent applications to coincide
with the soil temperature to ensure
herbicide efficacy.

KEYS TO SUCCESS

It’s critical for LCOs to choose the right
preemergent herbicide for their growing
zone, Corbett says.

“Picking the right herbicide, making
timely application and dealing with the
elements as they come (are important),”
he says.

Next, LCOs must ensure their equip-
ment is properly calibrated, their ap-
plication timing is correct, and they
irrigate after application.

Otherkeys to crabgrass- and gooseg-
rass-free turf are good cultural controls
like fertility management and disease
and insect control, Rodriguez says.

“Develop a good turfgrass manage-
ment program that combines cultural
practices with proper herbicide use and
use a soil temperature prediction tool to
help with timing preemergent applica-
tions,” Beirn says. “Mowing at a height
of 2 to 3 inches and irrigating deeply and
less frequently (once weekly) are good
cultural management practices LCOs
should always remember.” ®

George Kegode, Ph.D., is a consultant and writer specializing
in pest and weed management, based in Missouri.

PHOTO: SYNGENTA
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How to keep sod webworms at bay

Envu’s Jesse Benelli, Ph.D., shares tips for
managing one of an LCO’s least-favorite turf pests
BY ROB DIFRANCO | LM ASSOCIATE EDITOR

od webworms are an equal-
opportunity turf pest, says
3 Jesse Benelli, Ph.D,, green so-
Y lutions specialist for Envu.
The sod webworm will feed
on just about any type of turf, making
ita tricky pest to manage forlawn care
operators (LCOs), especially those in
the southeast.

Benelli shares with LM what LCOs
need to know about one of the green
industry’s most widespread pests.

KNOW WHEN AND WHERE TO LOOK
LCOs should look for adult moths first
because they're easier to spot, accord-
ing to Benelli, despite the fact that
moths are not the damaging part of
the life cycle.

“You don’t want to find these when
you already see the damage, and youre
looking at mature caterpillars because

HEAVY HITTERS ' ' \
Sod webworm caterpillars are the most
damaging part of the'turf pests’ life cycle.
Most damage occurs when the caterpillars
reach peakmaturity., &5 = ’
i e
L t:-’(

as they become larger, they are more
difficult to control,” he says.

Benelli says that LCOs will most
likely find adult moths on the turf during
the day. Caterpillars will be tougher to
see as they are mostly burrowed during
the daytime.

“This is slightly easier said than
done,” he says. “The adult moths tend to
come out at night, and the caterpillars
themselves usually won't feed during
the daytime. If youre in an area with a
chronic history of sod webworms, once
you start to see adults, then you can
make a preventive application.”

Moths are slender and are off-
white to light yellow in color. Their
most unique characteristic is a pro-
nounced snout, which Benelli says is
a dead giveaway that sod webworms
are present.

“The other thing is how they hold
their wings when they're resting on the
turf,” he says. “(A sod webworm) holds
them very tight to its body, so they look
very slender.”

WHAT DAMAGE LOOKS LIKE

According to Benelli, there are two dif-
ferent times in the growing season when
sod webworms will cause damage: in
the early spring and summer.

“They can overwinter as caterpillars,”
he says. “Then, in the spring, the cater-
pillars will start feeding in the upper
root system and the lower plant stems.
So theyre essentially cleaving off roots
and the stem of the plant.”

As a result, LCOs will see sunken
depressions of dead turf that could be
similar to several other diseases, such
as dollar spot. One way to confirm
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webworms as the culprit, Benelli says,
is through a soap flush.

“You're taking some water and dish
soap and pouring it onto the turf dur-
ing the day,” he says.
“After a while, the
caterpillars will
come to the sur-
face because the
soapy water has
irritated them.”

In the second
generation of web-
worms, which appear
in the summer, damage
appears to be thinning and irregular
patches of turf because the pest feeds
more on the leaf tissue as opposed to
the root system.

Jesse Benelli

HAVE A PREVENTIVE APPROACH
Recommendations for sod webworm
control have shifted in recent years,
Benelli says, with a preventive approach
becoming the most popular.

“In an area where you've seen mul-
tiple generations of sod webworms,
I would put down an insecticide that
has residual activity,” he says. “Ideally,
you'll want something that will work
both right away and provide some
residual control.”

Historically, Benelli says, the pre-
ferred method of control among LCOs
was contact insecticides. That's still
a valid course of action to control as
many webworms as possible if you see
active damage.

“In a perfect situation, you would put
down an application if youre concerned
about the overwintering caterpillars in
the early spring,” he says. “Then six to
eight weeks later, you'll get the second
generation of caterpillars that feed in a
different way. Soyourelooking at another
application there around mid-July.” ®

PHOTO: ENVU
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)) THE BIG ONE 4
Point of pride

LOCATION Chicago
COMPANY Balanced Environments

DETAILS This office building in the West Loop
of Chicago is the headquarters of several large
corporations, including a property developer.
Gayle Kruckenberg, sales director for Balanced
Environments, says expectations are high for the
crew that manages the high-profile property.

“The communication from the account man-
ager to and from their property manager has to be
quick and concise,” she says. “Then we have to filter
it through the various levels of our team quickly
in order to respond in a timely manager manner.
We're honored to be the landscaper of choice.”

The 1 1/2 acres of turf is one of the largest
grassy areas along the Chicago River, according to
Balanced Environments, and it sits on top of the
building’s parking garage. This property is also
home to a red swirl sculpture by Sergio Calatrava.
Balanced Environments creates a parklike setting
around the public artwork with blooming plants,
shrubs and mature trees.

The building maintains its LEED Platinum
Certification with the help of several initiatives
created by Balanced Environments, including
a water harvesting system from Watertronics, a
pumping system and controls to capture rainwa-
ter and reuse it on the property.

Crew access to parking in downtown Chicago
can be a challenge. They carry equipment
upstairs to a pedestrian elevator to access rooftop
gardens, taking extra measures to protect the
elevators and entryways.

Crews work under a strict noise ordinance
and have only one hour to make noise during
maintenance. Kruckenberg says the team plans
what equipment to take each day. Equipment in
use at the site includes a Toro 52-inch stand-on
mower and Stihl handheld equipment.

Balanced Environments won a Gold Award
from the 2022 National Association of Landscape
Professionals’ Awards of Excellence program for
this project. @

See more photos from this project at
LandscapeManagement.net/thebigone.
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Captions | 1.River Point is an office building in the heart of

the West Loop of Chicago. The large, multi-level river frontage

is a dedicated public easement with mature landscape plantings
and large expanses of turf. A landscape maintenance crew is on-
site weekly, along with a dedicated day porter on-site six days
aweek. 2. The property features intimate and larger outdoor
meeting areas as well as dedicated formal restaurant space on
the plaza level. Crews deep-root fertilize the raised birch beds
two times a year. Drip line irrigation provides adequate moisture.
Crews dormant prune the birch trees on a two-year cycle and
illuminate the branches with mini-LED string lights during the
winter. 3. The Chicago Elevated Train speeds by directly to the
south of the property on Lake Street. There is a nearby Chicago
Transit Authority bus stop and several bike racks for tenant and
visitor use. The Chicago water taxi passes in front of the property
on the river as well. 4. Live hedges of woody and herbaceous
materials and pops of color soften the metal safety railing.

PHOTOS: BALANCED ENVIRONMENTS
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What's the
No. 1 tip for
a successful
start to

spring

I ’ / =2
Marc Mataya, owner
of Leaf Burrito,
says contractors
should make note
of potential

problem areas
early in the season.

MARC MATAYA

OWNER

LEAF BURRITO

Our No. 1tip is to hit the “go”
button. Don’t hesitate to get
started. Spring cleanup is a great
way to revitalize the investment
you’ve made in your client’s
property. It might be overwhelm-
ing to know where to begin, so
start with a detailed assessment
of the landscape. Take note of
any problem areas, keeping in
mind what suffered or failed last
year. This could include dead or
diseased plants and overgrown
shrubs or debris that can stifle
new growth.

NICK CARLSON

FOUNDER AND CEO
MULCHMATE

After 17-plus years in the land-
scape industry, there are a few
things that have helped me in
the middle of the crazy spring
cleanup seasons: customer com-
munication and expectation con-
trol, having your staff trained
and finding efficient equipment.
Make sure your customer knows
exactly what to expect and when
to expect it. Have your entire
staff trained and have them
repeat your expectations back
to you, so you know they not
only hear you but totally under-
stand the expectation. More effi-
cient equipment will allow jobs to
be completed faster, with fewer
people and that can reduce wear
on the property.
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CHRIS GILBERT

BUSINESS DEVELOPMENT
MANAGER

REDMAX

Have a plan and be prepared.
Make sure you have all your
equipment serviced and enough
materials ready to go. The more
complete and thorough the work
you do before the season begins,
the easier maintenance will be in
the summer. Always have busi-
ness cards ready and a strategy
to handle any new walk-up
customers you might get through
word of mouth after you do an
outstanding job on a property.

PHOTO: LEAF BURRITO
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)) REV YOUR ENGINES

What to know before
switching to battery

CHARGED UP
Experts say battery-
powered handheld
equipment has come a
long way since the early
days of the technology.

Hear from experts about the questions you should ask before committing
to battery-powered equipment By ROB DIFRANCO | LM ASSOCIATE EDITOR

andscape professionals still have
plenty of questions about hand-
held battery-powered equipment
_ and mowers, even as adoption
Sl becomes more widespread.
Jack Easterly, product manager for
Husqgvarna; Jason Wilk, senior product
manager for Echo; and Nick Suchoza,
senior director of design for Green-
works, share answers to the questions
you need to ask before committing to
battery-powered equipment.

START SMALL

After years of rely-
ing on gas-pow-
ered equipment,
the switch to bat-
tery power might

feel daunting.
Easterly recom-
mends doing your
research and starting
small once you've decided on a manufac-
turer’s battery and charging platform. He
says anything more than a few tools can
lock you into a brand with a potentially
significant cost associated with switching.

“Unless you want to make a big
change to a different brand with dif-
ferent chargers and batteries, I would
be careful when you pick one platform
orbrand,” he says. “(If you use multiple
platforms), you might not know which
charger is compatible with which, you
don’t have compatible batteries for those
chargers and so on.”

To avoid the confusion of switching,
Wilk says it’s crucial to research what
tools each brand offers to ensure it has
everything you need.

Jack Easterly

“For example, if youre a contractor
who offers tree care in addition to your
other services, you want to make sure
that the manufacturer you choose has
the tools you need for tree care,” he says.

DON’T UNDERESTIMATE

The No. 1 barrier to entry Suchoza
hears from pros is “range anxiety,”
or the question, “Can the tool provide
consistent power for the task I'm using
it for?” That fear, he says, is becoming
more unfounded as battery-powered
equipment continues to evolve.

“Everyone wants something more
powerful than what they already have,”
he says. “Ithink we're finally there (with
battery-powered equipment). You won't
be disappointed; you’ll probably be
surprised at the money you'll save in
the long run.”

Battery-powered equipment also
can help increase productivity, Suchoza
says, with fewer stops at gas stations and
quicker starting procedures.

“Productivity is more than just run
time,” Suchoza says. “Fora stop ata gas
station, who knows how long the crew
will be inside buying food, gassing up
the truck and filling up gas cans. It’s
time lost.”

CHARGING INFRASTRUCTURE
Easterly says another barrier that may
keep professionals from making the
switch to battery poweris infrastructure.
“We hear from a lot of people that
they've reached a certain point where
their infrastructure can’t support
anymore (tools),” he says. “If you look
at the difficulty in electrification, it’s
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an exponential chart. The bigger the
company, the more batteries it'll need
to operate.”

Retrofitting current assets, like en-
closed trailers, for battery-powered
equipment is one solution Easterly of-
fers. He says multi-battery and overnight
charging solutions that companies like
Husqvarna offer are ways for pros to
maximize their existing infrastructure.

“Landscapers aren't paid to charge
batteries during the day,” he says. “So
we try to take advantage of that time
window where theyre not out in the
field, so the battery has enough energy
to perform the job.”

GET THE WHOLE PICTURE
Wilk says it’s essential
to view the whole
picture before de-
ciding on a single
platform. Evaluat-
ing battery-pow-
ered equipmentisn’t
as simple as looking
for the highest voltage,
he says. It comes down
to how the equipment uses the volts.

“There’s a lot of marketing informa-
tion when it comes to performance and
runtimes,” he says. “Professionals are
wading through a lot of this new tech-
nology trying to find out what it does
or means. We've been doing a lot with
ourdealers trying to educate end users.”

Wilk, Suchoza and Easterly agree
that the best way to cut through the
marketing lingo is to visit a local
dealer and get hands-on experience
with the machines. ®

Jason Wilk

PHOTO: ECHO
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Final piece of the puzzle

BY ROB DIFRANCO | LM ASSOCIATE EDITOR

LOCATION Great Falls, Va.
COMPANY McHale Landscape Design

DETAILS Access to the project site was a signifi-
cant hurdle, says Anthony Cusat, director

of design and senior architect for McHale
Landscape Design.

Crews had limited space to maneuver materi-
als to the clients’ backyard due to both the loca-
tion of the route and an existing walkway and
water feature McHale had previously installed.

“There is a travertine walkway that we had
installed, and the client didn’t want that dam-
aged,” he says. “We had to use a lot of manpower
to get to the backyard. Pretty much everything
was done by hand and with wheelbarrows.”

Cusat says space difficulties continued into the
backyard, where the rear property line sits 50 feet
from the back of the house. A resource protection
area to the left of the home also limited space for
expansion of the client’s screened-in pavilion.

McHale expanded the pavilion’s interior by
2 feet in each direction and added new lighting
fixtures. The contractor also replaced the pre-
vious deck with travertine stone to match the
walkway it had installed years prior.

The clients are longtime patrons of the con-
tractor. According to Cusat, the company has
worked on the property for 16 years, including
design/build work on the front of the home, as
well as regular maintenance.

“We did some projects on both side yards and
the front foundation as well,” he says. “This proj-
ect was kind of a culmination, bringing every-
thing we had done previously together.”

This project won McHale Landscape Design
a Gold Award from the 2022 National Asso-
ciation of Landscape Professionals’ Awards of
Excellence Program. ®

See more photos from this project
at LandscapeManagement.net/hardscapesolutions.
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Captions | 1.McHale Landscape had limited access to

the backyard, with just one entrance that shared space

with a water feature the company had previously installed.
2. McHale crews ran into a problem with the septic line dur-
ing construction, requiring a septic engineer to relocate the
system entirely. 3. In addition to the new family terrace area,
McHale crafted custom storage containers for the property.
4. McHale continued to work down to the lower levels of the

backyard terrace, including room for more outdoor activities.

PHOTOS: COURTESY MCHALE

LANDSCAPE DESIGN
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Keep skid-steers in top

WEARAND TEAR
Checking wear items
regularly is crucial to

ensure a skid-steer
operates properly.

S e e

working order with these tips

Understanding the biggest places for wear and tear and doing routine
maintenance help boost skid-steer productivity By LAUREN DOWDLE | CONTRIBUTOR

cheduled maintenance not
only maximizes a skid-steer’s
performance but also reduces
unplanned downtime, boosts
7 resale value, reduces expenses
and improves operator safety.

CREATE A CHECKLIST
Landscape professionals should refer-
ence the maintenance information in
their machine’s operator’s manual and
keep records to prevent issues down the
line, says Luke Gribble, solutions market-
ing manager of compact equipment at
John Deere. The manual will help them
create a checklist for what to inspect and
also where to locate each touchpoint.

Before running a skid-steer, operators
need to walk around the equip-
ment to inspect for damage,
debris, exposed wiring
and the machine’s frame,
as well as check in the
cab, to ensure things like
the controllers, seat belt
and lights work properly,
Gribble says.

Luke Gribble

WHAT TO INSPECT

Operators should check all oil and cool-
ant levels, look for hydraulic leaks and
lubricate all pivot points, says Gerald
Corder, product manager of construc-
tion equipment at Kubota.

“With hydraulic, that system does
not utilize a high system pressure like
the boom, bucket and aux circuits,”
Corder says. “Because the cylinder sees
less pressure, any buildup of corrosion
or wear that causes binding may keep
the pins from properly locking and may
cause safety issues.”

Check fuel/water separators at least
weekly to minimize waterin the fuel, and
change filters at the suggested intervals,
Corder adds.

“For fuel filters, make sure
that filters with a 5-micron
or better rating are used to
optimize the life of com-
mon rail fuel system com-
ponents,” he says.

The biggest wear parts
of a skid-steer loader are the
tires, says Mike Fitzgerald, mar-
keting manager with Bobcat.
“Tires are also one of the major operat-
ing expenses for skid-steer loaders, so
it’s critical to take good care of these
assets,” Fitzgerald says. “Make sure to
inspect tire pressure and keep
it at the recommended PSI
— not over or under.”

Other areas to moni-
torinclude inspecting the
water separator, checking

hoses fordamage/wearand
ensuring all safety equip-
ment is present and work-
ing, says Jason Boerger, senior
product line manager for Kioti.

Teams should keep an eye on pins
and bushings to identify and address
concerns, Boerger says. They also need
to monitor ground-engaging compo-
nents and accessories like buckets, teeth,
cutting edges and attachments.

DON’T OVERLOOK
The most overlooked daily mainte-
nance item for skid-steers is greasing,
Boerger says.

Gribble recommends keeping grease
in a truck nearby to reduce downtime.
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Gerald Corder

Cabin air filters should also be
cleaned and replaced as necessary.
“Often, when we hear that the HVAC is
not working effectively, we can
typically correct the issue
right there by looking at

the airfilters,” Corder says.
On pilot-operated skid-
steers, maintenance per-
sonnel often forget that the
pilot control system has its
own filter separate from the
main hydraulic filter.

“If neglected, this can cause
aloss of control for the driver and front
functions if the filter gets plugged,”
Corder says.

Another area that’s not visible is the
final drive chain case, which includes
fluid that needs changing at regular in-
tervals, Fitzgerald says. Some models use
mechanical linkages to control machine
movement and loader lift arm function
and may require occasional lubrication
to operate properly, he adds.

Contractors also should check alter-
nator and AC compressor drive systems.

“Inspecting the belts for cracking and
wear, checking for grooving on pulleys
and checking for rotational rough spots
on idlers and tensioners will help keep
those systems running,” Corder says.

Remember to note worn or damaged
components and tackle those issues as
soon as possible.

“Being proactive about handling any
concerns or even minor damage will
go a long way to keeping the machine
healthy and operating for years to come,”
Boerger says. ®

Dowdle is a freelance writer based in Birmingham, Ala.

PHOTO: KIOTI
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What should pros know | MATTHEW MIKUCKI
SITEONE LANDSCAPE SUPPLY
l th t DIRECTOR OF PRODUCT

to select The correc MARKETING

fi Iter ca rt rid es for Filter cartridges are the key
g to success for high-performing

3 and long-lasting irrigation systems,

thelr needS? especially when dealing with less-than-ideal water

sources or water conditions. Filtration reduces the

cost of maintenance caused by dirty water, keeping

emitters, nozzles and other equipment functioning

as designed. Key areas to focus on when selecting

a filter cartridge are minimum and maximum flow

rates, the water source and seasonal factors such

as algae or water turbidity, system pressure and

the dimensions of the sprinkler nozzles or emitters.

Manufacturers recommend that the filter porosity

maintain a ratio of 1-5 for drip irrigation and 1-3 for

(perts say it’s crucial to H
understand the importance of sprlnklers.
ood filtration as they are key to a
- high-quality irrigation.system.
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LARRY HALL

HORIZON DISTRIBUTORS
BUSINESS DEVELOPMENT
REPRESENTATIVE

With drip irrigation becom-

ing more prevalent, it is good

to understand the importance of
good filtration. One thing to know would be, what
is the minimum mesh size required for your irriga-
tion emission device? Larger emission devices can
allow larger particles to pass through without clog-
ging. Small emission devices will require a finer
mesh. Generally, most drip emitters would require
a minimum of 120 mesh. The larger the number,
the finer the mesh. For example, a 200-mesh filter

would capture more particles than a 20-mesh filter.

The finer filters may require more frequent mainte-
nance, however. Choose wisely.

MATT JONES
CONSERVA IRRIGATION

FRANCHISE SUPPORT AND
SYSTEMS ANALYST

Irrigation professionals should
look for filters with high filtra-
tion efficiency, easy maintenance,
durability and compatibility with their existing
irrigation system. Easy maintenance means easy
cleaning or replacement of the filter element, mini-
mizing downtime and maintenance costs. Dura-
bility is important due to its long-lasting use in
harsh outdoor environments. Compatibility with
the existing irrigation system ensures that the filter
can be easily installed and integrated with mini-
mal modifications. Be sure to choose the correct
micron size based on the particle size of the target
material to be filtered from the water and the ori-
fice size of the equipment downstream.
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COST-EFFECTIVE
Drip irrigation is more
cost-effective for
contractors because of
fewer material costs.

©

The many benefits of
a drip irrigation system

While irrigation contractors may think of drip
irrigation as high-maintenance, its benefits
outweigh the drawbacks By cHRISTINA HERRICK | LM EDITOR

rip irrigation often gets a bad
rap for being high-mainte-
nance, says Steve McCarter,
vice president of sales and mar-
keting for Landscape Products.

Still, there are many good reasons to
use a drip irrigation system. We spoke
to McCarter; Justin White, CEO of K&D
Landscaping in Watsonville, Calif.; and
Adam Edgar, assistant category man-
ager at SiteOne Landscape Supply, to

learn the benefits a drip irrigation system
offers contractors, including targeted
watering and a less extensive installation.

INSTALLATION EASE
McCarter says it's a big misconception
that drip systems are more labor-inten-
sive than overhead irrigation.

“Any irrigation system requires peri-
odic maintenance to inspect the back-
flow device, adjust sprinklers and rotary

heads, or make seasonal adjustments to
the irrigation controller,” he says.
White says installing a drip system
is less expensive for the primarily com-
mercial design/build, irrigation, mainte-
nance and tree services operation. A drip
system saves on material costs because
contractors need less hard pipe and fewer
fittings and sprinklers.
“You also save a lot of money on
Continued on page 42

PHOTO: K&D LANDSCAPING
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Continued from page 40
labor because you basically just install the valve system,”
he says. “You sub out a few places for the drip hose and
you connect to that and run your drip hose to your plants
and install emitters on that drip hose. Instead of having
to put all these sprinklers in and all this hard pipe, you
do a flexible drip piping, 3-4 inches below the surface.”
Edgar says irrigation contractors also save on installa-
tion by not needing to trench. And as the system sits at or
just below the surface, irrigation contractors can access the
system easier for more convenient maintenance.

ATARGETED APPROACH
But the No. 1 benefit to a drip irrigation system is its targeted
approach to watering — slowly and directly to the base of
aplant. This method translates to water savings and better
plant health. McCarter estimates drip irrigation systems
use 30 to 60 percent less water than an overhead system.
Irrigation contractors also may see ancillary benefits,
such as less weeding, White notes.
“With a sprinkler system or overhead irrigation, typi-
cally it waters the whole area,” he says. “So, you've got to
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Dump Trailer

do a lot of weed control in between the plants. Where the
drip irrigation just drops it right at the plant.”

Another plus is the amount of area potentially covered by
drip irrigation, White says. For example, a drip system will
water a larger square footage with fewer gallons per minute.

“Once you convert it to drip irrigation, now you can
water that same system for a quarter or maybe even a 10th
of the amount of water per minute,” he says.

WHAT TO KNOW
Before installing a drip system, Edgar says contractors
need to understand the site’s specific needs.

“You need to make sure that your plantings (whether
drought-tolerant or native) will match the anticipated water
usage,” he says. “It’s also important to know your soil; this
will help determine the type of emitters to be used and it
should also match your plants’ needs.”

K&D also installs a pressurized flag that pops up when
the irrigation system runs. Since drip runs at such a lower
pressure, it’s not easy to tell when the system is on.

Hillsides can be a challenge as well. If K&D installs a
drip system on a hillside, technicians install a flush valve
or check valve to prevent overwatering plants at the bottom
of the hill, White says.

“We recommend doing some type of flush valve where you
putalittle bit of drain rock or something at the end of the line
that automatically flushes the line,” he says. “Or you can use
a check valve system to ensure that it doesn’t run to the low
end or the low elevation drainage once that valve shuts off.” ®
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Why Hidden Creek Landscaping dove
in head-first to pool installations

Co-owner Jason Cromley shares how the Hilliard, Ohio, operation
added pool installations and how they differ from standard

design/build projects BY CHRISTINA HERRICK | LM EDITOR

illiard, Ohio-based Hid-
den Creek Landscaping,
No. 148 on the 2022
LM150 list, purchased a
Columbus, Ohio-based
pool installation company at the end
of 2020. Co-owner Jason Cromley esti-
mates this move added about $3.5 mil-
lion to the company’s revenue in 2021.
Hidden Creek provides 25 percent
landscape maintenance and snow
removal and 75 percent design/build
and pool installation services to a 25
percent commercial and 75 percent
residential clientele.
Adding pool
installation under
the Hidden Creek
umbrella was a
no-brainer, Crom-
ley says, because
projects are never just
a pool installation.

Jason Cromley

Not just an easy project
Cromley decided to purchase a pool
installation contractor Hidden Creek
had worked with for five years. He says
there’s so much more to a pool instal-
lation than a paver patio installation,
and having the insight and knowledge
from the pool installation owner was
a tremendous asset. A $100,000 patio
might take about three weeks to com-
plete and need gravel, pavers, weed
mat, concrete and more. A pool takes
even more time and requires more
permits and inspections. A standard
pool installation could take between

three to six months, he says.

“When you're putting a
light in a pool, you're throw-
ing electricity into water, and
it’s a structural thing as well.
Anytime you put a footer in,
you have to go down three
feet, and you have to have an
inspector to come out to make
sure you dug down (properly),”
he says. “You have to put your
rebar in the right way so that it
could be a solid structure. You
have permits at three different
stages throughout the project.”

The COVID-19 pandemic and the
explosion of interest in outdoor spaces
accelerated Cromley’s interest in add-
ing pool installation to his business.
While most landscape businesses are
booked out four months in advance,
many pool contractors are booked six
months to a year in advance.

“We developed a really strong part-
nership years ago where he was always
referring me,” Cromley says. “But
every time I would go to refer him, he’s
like, ‘Sorry, I'm already booked out two
years. I decided to buy the best com-
pany in town that had the best reputa-
tion and had the biggest backlog.”

Daring to be different
Cromley says he hopes to create a
unique outdoor experience for Hidden
Creek clients.

“We wanted to create a whole dif-
ferent kind of pool experience for our
clients,” he says. “We don’t want to do

Hidden Creek
Landscaping
Co-owner Jason
Cromley says pool
installation added
millions in revenue
to his business.

just the 20-by-40
(foot pool), like
everybody else.
... Some of our
core values are
‘dare to be differ-
ent’ and ‘lead with intent.

He says 2021, despite the $3.5 mil-
lion in growth, was a challenging
year for his operation. Cromley says
the Hidden Creek team could have
integrated the financials of the pool
operation better and done a better job
explaining the purchase to clients.

In 2024 the company will officially
go by Hidden Creek, dropping the
“Landscaping” part of its name.

“When you say landscaping, peo-
ple say, ‘Oh, you cut grass, right?” he
says. “Not everybody does the design/
build side. We like the design/build
part because that’s the most visually
rewarding. The pool (service) really
adds to that.” ®

”

Applications are open for the 2023 LM150 list. Fill out the form at https://northcoast.wufoo.com/forms/Im150-entry-form-2023/
to submit your information, or email Special Projects Editor Marisa Palmieri MPalmieri@NorthCoastMedia.net for more information.
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INTERVIEW BY SETH JONES | LM EDITOR-IN-CHIEF

PRESIDENT
NEW GARDEN LANDSCAPING & NURSERY
GREENSBORO, N.C.

Tell me about the company.

It was formed in 1977 by Morris Newlin. He started

it out as a design/build and maintenance company.
He brought his brother in to run the garden centers. I
bought the company in December 2020. We have one
retail garden center. We have a main operations and
administration location, and we have a satellite opera-
tion in Winston-Salem. It’s design/build, landscape
maintenance and we also do fine gardening and estate
work. We're 40 percent design/build, 30 percent mainte-
nance and 30 percent retail.

How did you find your way into the industry?
I got into the industry at a very young age. I lived
in Toledo, Ohio. My best friend’s family had a
retail garden center and grew annuals. In order for me
to be able to keep my dirt bike on their farm and be able
to ride, I had to work in the garden
center and help with the annuals.
We would plant spring annuals,
we’d help in the garden center
loading customers and by picking
apples and strawberries. Then I

'.'A,&J

retirement and celebrate the movement of New Garden
Landscaping & Nursery into the future.

Do you have a family, and what do you all
do for fun?

@' I married my high school sweetheart Christie,
we've been together since 1992. We have two daughters,
Katelyn and Alexis, 18 and 14. For fun we like to travel,
and we also are into sporting events. My team is N.C.
State, and my wife and daughters root for UNC-Chapel
Hill, so we have a divided house.

What are your expectations for this
upcoming season?

@) For 2023, I foresee that we will have to work harder
for our sales. I think we’ll have somewhat of a downturn
in the economy. But internally, we’ll be more proactive
with our sales and not be order-takers and work on really
selling the clients. We work with high-end residential, so a
lot of our clients are somewhat
recession-proof. I hope to
show at least five-percent
growth in 2023. @

started mowing lawns. I moved to - *~"bridge and create f

North Carolina in 1990 and went
to work at a garden center. I got a
degree in horticulture from N.C.
State in 1995.

What is your most
) memorable day at work?

4 The most memorable day

in my career was Dec. 17 of 2020
when I signed the paperwork to
buy New Garden Landscape &
Nursery. It was my dream since I
was a young man to own a land-
scape company and be able to
help give people opportunities
that might not have been provided
within their own families. My wife
and I took Morris Newlin and his
wife out to dinner to celebrate his

L
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GROW YOUR GREEN

How your income statement

can help your business win

ports metaphors are com-
mon in business. One of the
most useful is the impor-
tance of a scoreboard. How
do you know whether your
company is winning if you don’t
know the score?

As we discussed in my January
column, operating profit margin is
the best way to measure success in
the landscape industry. Operating
profit is revenue minus direct job
expenses, indirect job expenses and
overhead expenses, including straight-
line depreciation expenses. Operat-
ing profit margin is operating profit
divided by revenue — a percentage.

It measures customer satisfac-
tion, management effectiveness and
operating efficiency. For companies
with revenue greater than $3 mil-
lion, I recommend you target an
operating profit margin of 12 per-
cent and settle for anything above 10
percent as an initial goal. (Smaller
companies can often earn higher
margins because the impact of an
effective owner is much greater for
small companies.)

Soif a 10 to 12 percent operat-
ing profit margin is a win, your
income statement is the scoreboard.
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Your income statement is the most
accurate representation of your
company’s performance. It helps
you see clearly. It also informs your
estimating, including labor burden
and overhead markup calculations.
If your income statement is jumbled,
and many are, your pricing will
likely be too low.

Here are some steps to take to
build your scoreboard.

Start with a well-organized

chart of accounts. Your chart
of accounts provides a structure to
ensure an accurate income state-
ment. I recommend not having any
costs above the gross profit line not
included in estimates. All other costs
go below the gross profit line, so
you'll know your overhead costs.

Use your income statement

to check on the data in your
landscape business manage-
ment software program. As you
reconcile bank statements and
there is a discrepancy between the
numbers in your business manage-
ment software and your accounting
software, you can be confident that
the accounting software is correct.
For our clients at The
Herring Group, we
compare the numbers
in their income state-
ment with the num-
bers in Aspire every
month. The numbers
should be very close.
(By the way, if you
don’t have software
like Aspire, you man-
age your business the
hard way.)

BY GREG HERRING

The author is the CEO of The Herring
Group, financial leaders serving landscape
companies. He can be reached at
greg.herring@herring-group.com.

Use the correct depreciation

number. Get a GAAP or straight-
line depreciation estimate from your
tax accountant — not tax depreciation.
It’s better to have an estimate than
nothing, but don't use a tax number.

Accrue payroll expenses at the

end of every month. You want
to avoid three-payroll months (for
companies that pay every two weeks)
or five-payroll months (for companies
that pay every week). Accruing payroll
expenses will reduce the volatility of
your gross profit margin and operat-
ing profit margin.

Don’t forget overhead in your

growth plans. It is common
for landscape company owners and
managers to believe they can grow
their businesses significantly with-
out growing overhead. According to
my Landscape Industry Benchmark
Report, big companies are not more
profitable than small companies. If
your revenue doubles, plan on your
overhead expenses doubling.

If you have significant snow

revenue, ensure you make
money on the green side.
Simply look at your income state-
ment beginning in March or April
(depending on when your growing
season starts) through October.
When you add your operating
income for those months (after
depreciation), was your company
profitable? Was the profitability
greater than 10 percent of the rev-
enue for those months? It should be.
You work hard in both the snow and
landscape seasons. You want to win
12 months out of the year. ®
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SALES SCOUTING REPORT

Why you need

a solid sales process

B he ability to sell profitable
contracts is critical for every
business. With rising labor
and material costs and a
slowing economy, the green
industry is starting to feel pressure.
Even companies that have had suc-
cess for the past couple of years may
find the results were more a factor of
lockdowns and government stimulus
checks than actual sales acumen.
Few companies have a sustain-
able sales process that can deliver
enough predictability and profit for
operations to scale in a tight labor
market. Here’s how to enable sales
success with a quality process.

CONSIDER THE TARGET

You should build a sales process
around how specific customers
choose to buy, so having a clear
picture of the target market is the
first step. The first step in defining a
target market is considering which
customers a business can efficiently
serve to maximize customer service,
retention and profit.

A great clue as to what your target
market should be is your current
most profitable or otherwise favorite
customers. A quality target market
profile will include the customer
segment (residential, estates, retail,

medical, industrial, etc.), geographic
location and the unique features
that make them the right fit for a
given company (minimum lot size or
maintenance requirements). What’s
more, the target market statement
should include the top benefit the
customer values in the company’s
service, the annual budget spent on
that service and what specific ser-
vice will resonate with the customer.
One example of a quality state-
ment could be: We target residential
clients with 30,000-plus-square-foot
lawns in Wayne County, Mich., who
value proactive communication and
annually spend at least $3,000 on
weekly lawn mowing and fertilization.

CHOOSE THE RIGHT LEAD GENERATION
With a good target market statement,
it becomes much easier to determine
how these customers may purchase
the service you offer. Will direct mail,
social media ads, professional net-
working or cold calling be the most
effective way to contact leads? The
way in which a target market buys
will dictate the best method.

The same demographic in differ-
ent geographic markets will be acces-
sible in different ways. For instance,
commercial property managers in
Ohio may be active members of the
Building Own-
ers and Manag-
ers Association
(BOMA), where six
local associations
exist, but that same
demographic in
New Hampshire
may be part of a dif-
ferent association.
In the same way, you
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BY NEAL GLATT

Neal Glatt is a green industry

sales coach and managing partner of
GrowTheBench.com. Contact him at
Neal@GrowTheBench.com.

may approach a residential service
target with different online strate-
gies. According to the Pew Research
Center, 45 percent of adults in urban
areas use Instagram, while only 25
percent of adults in rural areas do.

DETERMINE THE STEPS

Your sales process should be highly
detailed to ensure you can measure
and improve each distinct step of
the process. When selling commer-
cial maintenance contracts, it may
require no less than seven steps.
First, some level of research on a
lead followed by reaching out to
those who seem like a fit.

Then, the sales team will qualify the
match against the target market before
having a discovery meeting. Your sales
team may prepare a proposal for some
of those prospects based on the meet-
ing, and then conduct the proposal
presentation meeting. Finally, some
prospects become customers and
there are steps to complete the sale and
onboard the client.

Of course, each step can have few
or many substeps or activities. This
process allows you to track these
metrics with the right customer
relationship management software
so your sales teams can track and
improve their efforts.

Are your team’s sales unsatisfac-
tory because they don’t have enough
conversations with prospects? Or
because the prospects aren’t a great
fit for the company? Is a salesperson
lacking skills at hunting or closing?
A detailed sales process will reveal
where you can make improvements
to reach sales goals and enable your
sales team to break through to the
next level. ®
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Every month the Classified
Showcase offers an up-to-date
section of the products

and services you're looking
for. Don’t miss an issue!
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at 216-363-7929,

FAX: 216-706-3711,
E-MAIL: cscoular
@northcoastmedia.net
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Payment must be received by the
classified closing date. We accept Visa,
MasterCard, and American Express.
Mail LM Box # replies to:

Landscape Management Classifieds,
LM Box #

1360 E. 9th St., 10th Floor,

Cleveland, OH 44114

(please include LM Box # in address)

BUSINESS FOR SALE

BUSINESS FOR SALE
26 year old Landscape and
Lawn Spray Company for sale
in Washington State.
Approx. $IMM in annual rev.
85% recurring. Very profitable.
Stable employee and customer
base. Great equipment and
vehicles. 90% residential.
Contact the Clendenin
Consulting Group at
gc@clendenincg.com
or text 407-948-0897

AD INDEX

Albaugh ...........
Andersons, The..
Anuvia
AFens/Gravely......inniens
Aspire.
ASV
Corteva Agriscience.
Ditch Witch
Ewing Irrigation &

Landscape SUPPIY ...
Exmark
Graham Spray Equipment...
Green County Fertilizer Co.
Gregson-Clark

Spraying Equipment.
Horizon Distributors.
Hunter Industries
Kre
Little Beaver... .
Mean Green Mowers
Mulch Mate .
nextDAYsod

BUSINESS OPPORTUNITIES

1994 « 25 YEARS ¢« 2019

SELLING YOUR BUSINESS?
FREE NO BROKER
APPRAISAL FEES
Professional Business Consultants

Merger & Acquisition Specialists

Professional Business Consultants can obtain purchase
offers from qualified buyers withour disclosing your
identity. Consultants’ fees are paid by the buyer.

CALL:

708-744-6715

FAX: 508-252-4447

pbemello]l @aol.com * www.PBCbroker.com

IFookingitothire?

Reach thousands of professionals
in your industry by placing a
classified ad.

[ GIVE US A SHOUT ]

Tell us about your operation!

Does your operation have an innovative mowing or maintenance
strategy? We want to hear about it! Or do you participate in
statehouse visits, participate in NALP’s Legislative Days
31| or advocate for the green industry in other ways? If so,
we want to know! Email Editor Christina Herrick at
cherrick@northcoastmedia.net.
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Why focusing on soft skills

sets your business apart

3 've said it before, as have many
# others in our industry: Your

8 team is your landscaping com-
pany’s greatest asset. At the suc-
cessful companies we tour for
our GROW! Annual Conference each
year, the owners always say their
people make their businesses stand
out from the crowd.

Having a great team doesn’t hap-
pen by accident. It comes from lead-
ership intentionally creating a good
company culture, hiring managers
making smart decisions about who
they add to the team and the entire
team working together to build one
another up and support the team.

To an outsider, it may look like this
team has the magic and unattain-
able “it” factor. But in my experi-
ence, we can teach that.

It starts by having a growth mindset
as an owner or leader. This means that
when something doesn’t go according
to plan, you ask yourself, “What did
I do or not do that led to this?” You
don't start by placing blame or point-
ing fingers; you take ownership and
work toward a solution.

The next step is teaching your
team to have a growth mindset and
training them on soft skills that will

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.

&€ To an outsider, it may look like this team
has the magic and unattainable ‘it’ factor.
But in my experience, we can teach that. gy

make them better team members.
I'll be covering this topic in depth at
GROW! 2023 in San Antonio, Texas.
I'll dive into the skills we teach our
team at Grunder Landscaping Co. to
help them be better team members
to one another and to take better
care of our clients. Three of the soft
skills I teach are:

Nurturing relationships. Estab-
lishing and nurturing relationships
are life skills; they aren’t taught in
school. We teach our team to ask
questions, take an interest in other
people and actively listen during
conversations. It’s essential for our
team to be able to create and sustain
relationships with both their fellow
team members and our clients. It
makes our company a better place
to work.

Handling issues and disagree-
ments. No matter how much we
plan and communicate, things
will still go wrong. When a prob-
lem arises within the team, with
a vendor or with a client, we want
to equip our team to find a solu-
tion civilly. We teach them to look
at what and not who is to blame, to
take accountability when it’s their
mistake and be part of the solution
when something goes awry.

Be a person other people want
to be around. The world doesn'’t
revolve around any single person.
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That’s why self-awareness is a key
soft skill for us. We want our team

to be friendly, show they care and be
aware of how their actions affect the
people around them. To teach this
trait, we often explain to our team
the why behind our processes so they
understand how the way they work
can affect their team members.

All three of these skills may come
naturally to you or others on your
team, but they don’t come naturally
to everyone. By explicitly teaching
our team how to do these things,
weTe investing in them as people
and as team members.

We want Grunder Landscaping
Co. to be a great place to work. To
achieve that goal, we need a team
that is great to work with. We get
there by hiring the right people who
fit our company culture and teach-
ing our team the skills we want them
to have. All around, I've learned that
when you invest in your team, it pays
the largest dividends.

Join my team and me Feb. 28 to
March 2 in San Antonio, Texas, for
GROW! 2023. I'll teach a session that
goes more in-depth on soft skills;
plus, we have a full agenda of ses-
sions on all the topics your company
needs to know about to be success-
ful in 2023. Register online before
spots sell out: GrowGrouplnc.com/
Grow-2023.®

PHOTO: PEOPLEIMAGES/ISTOCK / GETTY IMAGES PLUS/GETTY IMAGES



HCAS

HUMIC COATED AMMONIUM SULFATE
20-0-0-23S + HUMIC ACID

8 Y

0

HUMIC COATED UREA

Provides nitrogen Large-particle
source for cooler- formulation for
to HCU applications soluble formulation
in warmer months for spray applications
me (((( Learn more at AndersonsPlantNutrient.com/HCAS

ersons 3 @AndersonsTurf | @ AndersonsPro | ﬁ @TheAndersonsPro

©2023 The Andersons, Inc. All rights reserved. The Andersons logo, HCU is a registered trademark of The Andersons, Inc. HCAS is a trademark of The Andersons, Inc.



THE NEXT GENERATIO SOD ORDERING IS HERE

R

-~ 2% -
i [}
7 & nedysodco
W

eive YOU

nd rec
ooy 9aMm- 309
order oy 2 axt dayt

'sod thet

—
—

NEXTDAYSOD.COM

powereD BY [YLOVING




