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NALP took on 
the Aloha state  
at the 2023 
Leaders Forum 
(page 10).
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on’t adjust your screen. Your 

regularly scheduled colum-

nist, Seth Jones, asked me to 

pitch-hit for him this month 

since I just got back from 

paradise … literally.

 It’s not every day your boss asks 

you to travel 4,000-plus miles to cover 

the National Association of Land-

scape Professionals’ Leaders Forum 

in Maui. But when asked, I jumped at 

the opportunity.

 It was such an exhilarating experi-

ence being surrounded by folks in the 

industry who understand that operat-

ing a business is so much more than 

the day-to-day. Sometimes we get so 

focused, we don’t have a chance to 

understand why we do what we do. 

This hit home for me during the two 

talks by Paul Epstein, author of The 

Power of Playing Offense and a former 

sales executive for the Los Angeles Clip-

pers and San Francisco 49ers.

Epstein, now a consultant, helps 

operations unlock employees’ potential 

and reduce attrition. He talked about the 

power of playing offense and led attendees 

in an exercise to unlock our purpose.

ONE SILVER BULLET TO RULE THEM ALL

Playing offense is a critical part of 

operating in today’s world, Epstein 

said. Far too many operations play 

defense instead of offense.

“When playing offense, we play with 

purpose, we play with passion and we 

control the terms of our future,” he said.

Playing offense with recruitment 

and retention is a three-part approach. 

If you take care of your current employ-

ees, they’re more likely to stay and, 

in turn, will make it easier to recruit 

more employees.

“The same silver bullet takes care 

of all three,” he said. “We need to give 

them a reason to believe we have the 

greenest grass.”

 He encouraged attendees to pay 

close attention to their operation’s 

messaging and marketing. He cited a 

recent study that found 73 percent of 

consumers will switch to and stick with 

a brand with a higher purpose. This 

relates both to selling green industry 

services and recruiting the next gen-

eration into the workforce.

“We as leaders are the tone-setters 

of culture for our people,” he said. “If 

we want to attract the person of tomor-

row, purpose matters more than ever.”

100,000 HOURS

Epstein drove home the value of  

purpose as he led a discussion on  

discovering our “why,” what gets us 

out of bed, what impacts and drives  

our decisions at its root. Epstein 

stressed how important purpose is to 

today’s workers.

“The average American works more 

than 100,000 hours in a lifetime,” he 

said. “What we choose to do with it  

is negotiable.”

He asked us if 

we knew why we do 

what we do. To help 

us understand our 

actions, Epstein led 

us through an exer-

cise to identify which 

of his nine “whys” — 

contribute, trust, make sense, a better 

way, right way, challenge, mastery, clarify 

and simplify — we most identify with.

Epstein cited Mark Twain’s remark: 

“The two most important days in your 

life are the day you are born and the 

day you find out why.”

 THE IMPORTANCE OF OUR WHY

Following a short questionnaire, I 

learned my why is contribute. A detailed 

report highlighted the good and bad 

sides to my why.

For those of you who know me, it’ll 

probably come as no surprise. Sharing 

what I learn from conversations and my 

travels with you is a big motivator for me 

in my role here at Landscape Manage-

ment. I hope the content we provide helps 

you run your business more efficiently 

and keeps you more informed. I also love 

to volunteer for several Cleveland-area 

programs in my free time.

While most of the report didn’t 

come as a surprise, it gave me a chance 

to see how my purpose fits into our 

team at LM. It also gives me a great 

road map to better fine-tune my focus 

to maximize my contributions.

Our why, Epstein said, is our rocket 

fuel for our daily lives — it’s what gets 

us going and keeps us going. Where 

could you take your business if you 

tapped into this power? 

“The average American 
works more than 
100,000 hours in a 
lifetime. What we  
choose to do with it  
is negotiable.

“

Herrick’s Highlights

Finding my ‘why’  
in Hawaii

CHRISTINA HERRICK 
EDITOR

Contact her at 216-675-6009 or 
cherrick@northcoastmedia.net.

Aside from 
rubbing elbows 
with movers and 
shakers in the 
industry, I said 
“aloha” to Keoki, 
a resident of 
the Westin Maui 
Resort & Spa.





“I think we as leaders have to 
be great at what we want our 
teams to be good at. You can 
talk about what you’re going 
to do but what matters 
is what you do and 
what your team 
sees you doing.”

“Put a few crews to work 
early. This lets you work 
out the winter bugs while 
completing valuable 
production and will help 

keep your overtime 
down in the heat 
of the season.”

“Add white space to your 
plans for the inevitable 
rush of calls, jobs and fires. 
Don’t overcommit 
yourself or your 
staff, and leave 
room to provide 
excellent 
service. Start 
planning for  
the rush now!”

What’s your best tip for starting spring off right?
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“Make sure your 
pricing leads you 
to 15 percent net 
profit (after you 

pay yourself for 
your job) and be 

passionate and proud of  
what you do and why you  
do it. Serve your team and 
serve your clients.”

“Stay ahead of the 
season. Once you 
get behind, it’s 
tough to catch up.” 

“A great spring 
requires a smart fall. 
If you proactively 
plan every six 

months, the next 
season and year  

 will only get better.”
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1
Hangin’ out National Association of 

Landscape Professionals’ CEO Britt 

Wood, Greenworks’ Claudia Martinez, 

NALP’s Scott Savodnik and LM Editor 

Christina Herrick kick back by the pool at 

the close of NALP’s Leaders Forum event.

2
To the victors Winners of NALP’s 

Team-Opoly challenge (for more on 

that, see page 11), Marvin Gardens, took 

home bragging rights for outsmarting 

the rest of the field and netted 20,400 

points doing several head-scratching 

challenges on the grounds of the Westin 

Maui Resort & Spa.

3
Island vibes Billy Otteman, director 

of marketing for Scythe Robotics, and 

Herrick were all smiles after a group lesson  

in Polynesian dancing. Or was it the mai tais? 

We’ll never know.

4
Best dressed Bill and Cheryl Hardy of Level 

Green Landscaping in Upper Marlboro, Md., 

won shakas from the crowd for their matching 

duds at the Leaders Forum luau. (Check out LM’s 

June 2022 LM150 cover story on Level Green to 

learn more about Hardy’s business.)

5
Luau-ing it up Enjoying a night of Hawaiian 

hospitality are Julia and Greg McLaughlin of 

McLaughlin Landscape, Mike Tillia, Herrick, Tim 

and Kristin Buiten from Tim’s Complete Land-

scape Management and Tami Allen.

6
Quite a scene In what must have been bizarre 

for onlookers to see, 

LandCare CEO and NALP 

President Mike Bogan, 

Weathermatic’s Brodie 

Bruner and Herrick pretend 

to climb a tree as part of 

the Team-Opoly challenge.

7
No I in team “The Coco-

nuts” team, including 

Rebecca Bogan, Michelle 

Nelson, Mike Bogan and 

Carol Dilger, show there’s 

no I in team during the 

Team-Opoly challenge.
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1

2

8

3

4

Check out a few of the places 
where the LM team made its 
rounds recently   

PHOTOS: CLAUDIA MARTINEZ (1); LM STAFF (2-3);  

NATIONAL ASSOCIATION OF LANDSCAPE PROFESSIONALS (4-7)
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W
hen National Asso-

ciation of Landscape 

Professionals (NALP) 

CEO Britt Wood offi-

cially kicked off Leaders Forum 2023 in 

Maui, Hawaii, he said the event centered 

around connections.

“This industry really helps each 

other grow,” he said.

NALP President Mike Bogan,  

CEO of LandCare in Frederick, Md., 

(No. 12 on the 2022 LM150 list), shared 

how events like Leaders Forum have af-

fected his personal and professional life.

“I am a product of this association,” 

he said, noting he feels like he’s still get-

ting more out of NALP than he gives 

as president.

Bogan said when he started com-

ing to Leaders Forum, attendance was 

limited, and it felt like it was a secret.

“It’s not a secret anymore,” he  

said, with more than 300 people  

in attendance.

FINDING PURPOSE

Author Paul Epstein said it’s time for 

the attendees in the room to stop play-

ing defense and start playing offense 

when it comes to employee recruit-

ment and retention. He said there’s 

no silver bullet to finding and keeping 

staff members.

“The better we take care of our 

current people, the more people want 

to stay and the better we can recruit 

new people,” he said. “We need to give 

them a reason to believe we have the 

greenest grass.”

Playing offensively, Epstein said, 

means harnessing the power of purpose 

within an organization.

“If we want to attract 

the person of tomorrow, 

purpose matters more 

than ever,” he said.

Cole Weller, president 

and CEO of Weller Broth-

ers Landscaping, and Bri-

gitte Orrick, director of 

recruiting and employee development 

at Davey Tree Expert Co., kicked off 

the second day of the Leaders Forum.

Orrick said in the past, Davey Tree 

struggled with a high turnover rate 

of 55 percent. The company replaces 

about 800 seasonal workers yearly and 

is constantly backfilling positions. She 

estimates it costs the company about 

$5,000 per person when new hires leave 

during the 90-day training period.

“The business didn’t believe how 

much it cost to lose talent early,” she said.

To counteract the turnover rate, 

Davey launched a prehire program 

online that walks new hires through 

preemployment paperwork, what to 

expect on the first day and goals for 

the first three months of employment.

“When we retain people in the green 

industry, we retain them for all our 

industry,” she said.

Orrick said turnover at Davey Tree 

is now around 20 percent thanks to the 

preemployment efforts.

Needtoknow
NEWS+  
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Good weather, good vibes shine  
through during NALP’s Leaders Forum
BY CHRISTINA HERRICK | LM EDITOR

The Westin Maui Resort 
& Spa said aloha to more 
than 300 people at this 
year’s Leaders Forum.

A group of attendees at Leaders Forum forms a train in a team-building event 
designed to promote interaction and encourage cooperation.
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KEYS TO LEADERSHIP

During a leadership panel, Steve Bro-

mell, CEO of Pro Cutters Lawnscapes; 

Jennifer Jorge, chief operating officer 

of King GREEN; Roscoe Klausing, 

president and CEO of Klausing Group; 

and Tim Portland, chairman and CEO 

of Yellowstone Landscape, shared their 

insights into being an effective leader.

Jorge said it’s hard to work in a fam-

ily business and separate family and 

work. One thing she tries to do is switch 

to family mode as she physically crosses 

a bridge on her way home from work.

“I encourage everyone to create 

boundaries when you’re going home 

for the day,” she said.

Klausing shared a lesson he learned 

from industry veteran Rod Bailey, who 

taught the financial management por-

tion of the Landscape Certified Man-

ager certification. Klausing said he 

learned from Bailey to measure more 

than just his company’s key perfor-

mance indicators. Bailey encouraged 

attendees to measure the number of 

marriages, births, homes purchased, 

etc., by employees during a year.

“We take these leaps of faith when we 

feel stable at work,” Klausing said. “It’s 

not lost on me to measure your success 

based on the impact you have on others.”

MORE THAN JUST SESSIONS

Attendees had a chance to learn a little 

more about Hawaiian and Polynesian 

culture during a special buffet dinner 

and presentation. Dancers led guests on 

a virtual tour of South Pacific islands, 

including New Zealand, Tahiti, Tonga, 

Samoa and Hawaii.

On the last day, groups of seven or 

eight competed in a Team-Opoly com-

petition based on the popular board 

game Monopoly. Teams participated 

in a high-tech scavenger hunt around 

the Westin Maui Resort & Spa prop-

erty, photographing and filming their 

progress along the way.

While everyone took home the hi-

larious looks from onlookers at the 

resort, the winning team took home 

bragging rights. 

M
ore than 125 lawn care and 

landscape professionals met 

in New Orleans in January 

at the annual Jeffrey Scott Executive 

Retreat. The two-day event included 

lectures from Scott and industry 

experts, a women-only networking 

group and a new peer group 

created for second-in-com-

mand employees.

“If you make a better com-

pany, your clients will want 

you to get bigger,” Scott told 

the room in his opening re-

marks. “The better you get, 

the more your clients will 

want you to get better. In 

other words, you’re not pushing 

your growth… your customers are 

pulling it.”

Keith Freeman, CEO of The 

Green Group, Raleigh, N.C., de-

livered the keynote. José Andrés 

Genel, director of people and cul-

ture for Landscape Renovations in 

Minneapolis, Minn., spoke about 

culture and the importance of upper 

management connecting with the 

crew. Kevin Werbrich, president, 

Werbrich Landscaping, Cincinnati, 

Ohio, discussed his philosophy of 

the red-carpet exit.

Werbrich explained that any em-

ployee he parts ways with might 

someday return to work for him. So 

he always treats exiting employees 

— even those who are terminated 

— with kindness and respect. In 

other words, he gives them a red-

carpet exit. Werbrich even calls his 

ex-employees every January, just to 

check in and see if they might be at 

a point in their life where they want 

to return to work for his company.

“If you treat people fairly, that 

word is going to spread,” Werbrich 

told the room.

This was the second Executive 

Retreat for Justin Wall, president 

of Coldwater Landscapes in Muscle 

Shoals, Ala. Wall said in 2021, he 

didn’t know where to go and had 

no direction for his company, so he 

decided to attend his first Executive 

Retreat. He said attending 

the Executive Retreat gives 

him a better perspective of 

his company.

“I want to build a better 

business. I want to invest in 

our people and invest in our 

culture,” Wall said. “I want 

to create a best-in-class busi-

ness. When I’m investing in 

our people, they can invest in others.”

Sean Baxter, president at Lawn 

& Landscape Solutions in Overland 

Park, Kan., led the Second-in-Com-

mand peer group. About 20 people 

sat in a horseshoe arrangement and 

were forthcoming with the challenges 

their companies face.

“Everyone comes in with their 

problems and we try to solve them as a 

team,” said Raido Kudre, production 

manager for Werbrich Landscaping. 

“Everybody has different problems, 

but some are similar. Some owners 

need to let go, and the seconds-in-

command need to take the lead.”

Baxter said the energy and inter-

action of the second-in-command 

group was high because they were 

determined to find solutions they 

could take back to their employers.

“Owners joined a peer group to 

gain accountability from other own-

ers,” Baxter said. “These people are 

integrators. They’re being paid to 

be here and make measurable dif-

ferences in their businesses. I think 

they’re going to move all of their par-

ticipating companies forward much 

faster, and with clarity.” 

Jeffrey Scott Executive Retreat motivates 
business owners, seconds-in-command 
BY SETH JONES | LM EDITOR-IN-CHIEF

Jeffrey Scott



NEVERSTOP™ Services and Support 
NEVERSTOP Services and Support represents the three areas that hold the key to eliminating  

downtime. Customized Financing, with leasing and payment programs made especially  

for the landscape industry. Parts NOW, which features our Next Day Parts Guarantee*

and our Parts OnSite™ cabinet program. And Priority Loaners, our exclusive commercial  

loaner program. All three are combined with the unparalleled service and support you get  

from a John Deere commercial dealer. Come visit us today to find out how NEVERSTOP  

can keep you going. And keep you mowing.  

* Program for commercial use only on select parts for select models. Some restrictions apply. Contact your participating     
   dealer for program details. Dealer participation is optional. U.S. Only.

It’s our job to keep your wheels turning.



81931

JohnDeere.com/NEVERSTOP  
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Needtoknow

SavATree expands in Vermont and 
Massachusetts, adds first branch in Idaho
SavATree, No. 7 on the 2022 LM150 list, added its 

first branch in Idaho following a merger with Boise 

Tree, a residential tree care company.

The addition of Boise Tree marks SavATree’s 

81st branch. Boise Tree owner Sean McInerney and 

his team will join SavATree.

SavATree also added its second office in Vermont 

with the addition of Vermont Arborists of Waterbury 

Center, Vt. Vermont Arborists provides residential and 

commercial arboriculture and plant health services. 

Michael Roche, owner of Vermont Arborists, 

and his employees will remain with SavATree.

SavATree also added Lyndon Tree Care & 

Landscaping of Hadley, Mass. The merger marks 

SavATree’s sixth office in the state and expands its 

regional coverage in the state.

Lyndon Tree Care & Landscaping specializes in 

arboriculture as well as plant care services for home-

owners and commercial clients in Western Massa-

chusetts. Lyndon Tree Care’s owner Cory Lester and 

the team will remain on board with SavATree.

Senske Services expands to the  
mid-Atlantic with its latest move
Senske Services, No. 60 on the 2022 LM150 list, con-

tinues its recent growth with the addition of Blades 

of Green, a residential lawn, tree, shrub care and pest 

control company in Edgewater, Md. Senske Services 

and Blades of Green will operate as separate entities 

and brands, according to the companies. Mark Leahy, 

president of Blades of Green, founded the company 

in 1989 and will remain on the board as a consultant. 

Leahy’s brother, Brad, joined the company in 1999 

and will manage the operations moving forward.

Scythe Robotics secures financing to 
expedite autonomous mower production
Scythe Robotics raised $42 million in Series B financ-

ing. The round was led by Energy Impact Partners and 

included additional new investors ArcTern Ventures, 

Alumni Ventures and Amazon’s Alexa Fund alongside 

participation from existing investors True Ventures, 

Inspired Capital and more. The funding will help 

Scythe meet demand for the more than 7,500 reser-

vations for its electric, fully autonomous M.52 mower.

Continued from page 11
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Don’t let anything stand in the way of your landscaping project. Get 

the boring solutions you need and maximize your ROI with Little Beaver. 

Our Sidewalk Boring Kit quickly and easily bores up to 5 feet under 

sidewalks, while our Driveway Boring Kit bores up to 50 feet under 

driveways and parking lots. 

Call today to see how you can reach your ROI potential with Little Beaver.

littlebeaver.com          936-213-6066





EASY PEASY 

Pros say younger hires 

with experience in 

technology make a 

somewhat seamless 

transition to operating 

a mower on a crew.

PHOTO: MATTHEW ALLEN
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T
he sound of the engine, the smell of fresh-

cut grass and the instant satisfaction of 

seeing a completed pass … mowing grass 

is the simple task that got many lawn care 

and landscape professionals started on 

their lifetime treks in the green industry.

While many got their start on a mower, they 

eventually left this piece of machinery behind and 

delegated the task of grass-cutting to others. The 

new focus became bigger challenges, like growing 

their business.

To those passionate about the profession, a 

mower is more of a paintbrush than a cutting unit. 

Some steps are basic; others are more of an art 

form. Landscape Management took time to talk 

with experts about mowing to better understand 

how to train the best operators, and how to get 

them to be as good as they were back in the day 

when they were the ones mowing. 
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Experienced mowing pros 
discuss how they onboard 
rookie team members
BY SETH JONES | LM EDITOR-IN-CHIEF
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MAKING 
THE CUT



THE FULL 90

Justin White, CEO of family-owned K&D Landscaping in 

Santa Cruz, Calif., has grown up in the lawn care indus-

try. His mom and dad started the business in 1986. Today, 

he and his two siblings run the company, offering resi-

dential and commercial landscape maintenance, water-

efficient landscapes and fire safety and weed abatement 

to its clientele. 

White relies on Greenius to track his crew on their 

training progress. Before an employee can operate a 

mower, he or she must earn a mowing badge in the app.

“(New hires) go through nine months of (on-the-job-

training); here’s what you do with the string trimmer, 

here’s the proper technique with the mower,” White says. 

“Mostly our foremen, but also our supervisors, oversee 

them and give them tips. Then we do quarterly ‘safety 

rodeos.’ We focus on safety, but we also try to train every-

one up on all our equipment.”

White relies on his supervisors, most of whom have 

20-plus years of experience, to keep an eye on the mow-

ing crew and make sure they’re productive yet safe. He 

asks that mowers aren’t hitting their blades on concrete 

or running over dangerous objects, like hoses. 

White says being patient with employees is impor-

tant not only for safety reasons, but also because some 

employees just don’t last.

“They don’t get to run mowers … they also don’t get 

to run string trimmers or hedge trimmers, for 90 days,” 

White says. “They’re mostly just following around the fore-

man and watching what he does and help clean up behind 

him. That’s because we lose a lot of 

people in the first 30 days.”

But once an operator makes 

it the full 90, it’s game-on.

“There are a lot of people 

who think they want to be 

a landscaper, and then they 

get the job and they’re 

like, ‘Oh, wait … this 

is hard work,’” White 

says. “After (complet-

ing) 90 days, this person 

proves they’re dedicated. 

They see how things are 

done. Now, let’s put them 

through the nine-month 

training process.”

White believes 

young people today are 

more adept at jumping 

on a mower than the 

people K&D trained  

10 years ago.

“The younger people getting into the industry who have 

been using iPhones, actually have a pretty good turnover 

into operating mowers,” White says. “They’ve already oper-

ated technology. Their technique seems to fall into place.” 

HOT LAVA!

Another family-run operation is SchoggenScapes, 

based in Clinton, Miss. Owned by brothers Will and Phil 

Continued from page 17

LANDSCAPEMANAGEMENT.NET  |  MARCH 202318

P
H

O
T
O

: 
D

A
N

N
Y

 H
U

R
L

E
Y

Custom Branding Available 

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

ERGONOMIC & EASIER!

SAVE PRECIOUS TIME!E PPREECCIOOUUSS TIM

FASTER!SSTTE
Stops the wasted time 

of shuffling debris!

TOTE FORM

BASURA “trash” BURRITO

“ The younger 
people getting into 

the industry who have 
been using iPhones, 

actually have a 
pretty good turnover 

into operating 
mowers. They’ve 
already operated 

technology.”  
Justin White 
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Continued on page 22

Schoggen, the company offers lawn mainte-

nance, landscaping, hardscaping, outdoor 

lighting and irrigation work to a primarily 

residential clientele. 

SchoggenScapes mostly operates Exmark 

mowers, with some Kubota diesel machines in 

the mix. Phil Schoggen, vice president, says he 

is an owner who doesn’t mind spending money 

on machinery if it’s going to make the crew 

more efficient. Any tool that improves efficiency 

pays for itself, he says. (Editor’s note: to read 

LM’s 5 Questions Q&A with Phil Schoggen, 

turn to page 57.)

While he’ll pay for premium equipment, 

Schoggen stresses to the crew that just 

because the equipment makes them faster 

doesn’t mean it’s a race to the finish line.  

SPONSORED CONTENT

Get Guaranteed Control for Key Lawn Pests

G
rubs and turf caterpillars can severely 

damage lawns without proper preventive 

action. Acelepryn® insecticide 

provides the longest-lasting grub control in 

the turf industry with just one application. To 

give you the best value on the market, Syngenta 

created the GreenTrust® 365 Grub, Billbug 

and Caterpillar Prevention Guarantee,*

powered by Acelepryn for season-long 

control. 

Make a preventive application to your 

customers’ lawns between April 1 and 

June 30, 2023 as outlined in the guarantee 

to target caterpillars, white grubs and 

billbugs. If a breakthrough occurs, Syngenta 

will provide the appropriate product for curative control.

Additional product benefits: 

• No need to water-in

• Low use rates and no signal word 

• Wide application window for greater  

flexibility

• No adverse effects on non-target  

organisms like honey bees and other  

pollinators***

• Free marketing materials at  

GrowWithSyngenta.com

*Terms and conditions apply. See full program for details.

**Source: TechValidate survey of lawn care operators’ use of Acelepryn, February 2021; N=56

***Source: Jonathan L. Larson, Carl T. Redmond and Daniel A. Potter, SCI. September 2011.

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

© 2023 Syngenta. Important: Always read and follow label instructions. Some products may not be registered for sale or use in all states or counties and/or may have state-specific use 
requirements. Please check with your local extension service to ensure registration and proper use. Acelepryn®, GreenCast®, GreenTrust®, the Alliance Frame and the Syngenta logo are trade-
marks of a Syngenta Group Company.

 96% of lawn care companies that  
used Acelepryn rated it as 4 stars  
or higher (out of 5 stars)**

For full program details visit  

GreenCastOnline.com/

Acelepryn
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GAME OF SKILL  

Experts advise 
that the best 
mowers have an 
eye for it. Those 
who don’t are 
easily confused 
and can get lost. 



Boasting top-line power and adaptive EFI technology, our new FX 

EVO engines are undeniably committed to performance and results. 

But it’s not just about flexing the muscle to tackle tough terrain and 

marathon days. Equipped with features that balance power with fuel 

efficiency and reduced emissions, these engines are a highly capable 

response to your work’s modern demands. Add in features that make 

debris management and routine maintenance a snap, and you’ve got 

the total package of performance excellence. 

MAKE YOUR PERFORMANCE A STATEMENT.

EVO.
A NAME THAT 

CARRIES WEIGHT.



Learn more at 

KawasakiEnginesPower.com

ENHANCED  

INTAKE EFFICIENCY

drives optimal performance 

and greater fuel efficiency. 

CYCLONE  

AIR FILTRATION

keeps debris away from  

crucial engine components.

OVERSIZED  

INSPECTION COVER

makes debris  

management efficient.

LARGER OIL FILL

features a larger diameter 

and dipstick for easy  

routine maintenance.

FX781V EVO

30.5 HP / 3,600 RPM

FX820V EVO

34.5 HP / 3,600 RPM



It’s important to be fast and efficient,  

but it’s more important to make sure the 

finished product looks good.

“I tell the guys, ‘I don’t want to see 

any turn-and-burn,’” Schoggen says, 

referring to damage caused by the crew 

making a turn on a mower too quickly. 

“I want to see a three-point turn in those sensitive spots. 

There’s no point in doing the work hastily just to get to 

the next yard if it ends up costing us more time to go 

back to the previous property and do repairs.” 

Justin Vaughn, operations foreman for Brothers 

Lawn Service & Landscaping in Lafayette, La., echoes 

those thoughts. He uses a different incendiary visual-

ization to stress the importance of being gentle with the 

ground: Stay out of the hot lava.

“Some people are smoother than others, and for 

those who don’t have an understanding that turning in 

the same spot is going to make a bald spot, I tell them, 

‘Stay out of the hot lava,’” Vaughn says. “You have to be 

conscious of where your wheels are. It does take skill. 

You have to be aware of how much traffic you’re putting 

on the turf. I call those hot spots ‘hot lava’ and it helps 

them understand.”

Vaughn adds that it’s important to know the opera-

tor and how much experience they have. He observes the 

operator on hand tools, then a stick edger and blower 

before handing that employee the keys to a mower.

“Being hands-on and observing the person is the most 

important thing,” Vaughn says. “If you throw them to the 

wolves, they tend to get confused and 

lost on where they need to be.”

Brothers Services made a tran-

sition to Hustler stand-on mow-

ers with 36-inch and 60-inch 

deck models, because they seem 

to be better for efficiency and the 

operator, Vaughn says.

“They tend to be easier 

on the backs, maybe a little 

heavier on the knees,” he says. 

“Stand-on makes it easier to 

get on and off, if you need to 

pick up some trash. Sit-down 

mowers just take a lot more 

time and effort to get up from.”

TIME AND EXPERIENCE

Casey Child is the Southeast 

business development man-

ager for Gravely. Based in the 

Continued from page 19
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Continued on page 24

“ Being hands-
on and observing 
the person is the 
most important 

thing. If you 
throw them to the 
wolves, they tend 
to get confused 

and lost on where 
they need to be.” 

Justin Vaughn 
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START SLOW  

Pros say it’s 
best to start 

new team 
members 

with smaller 
maintenance 

jobs before 
mowing.
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©2023 The Andersons, Inc. All rights reserved. The Andersons logo and UltraMate are registered trademarks of The Andersons, Inc. B23

Learn more at AndersonsPlantNutrient.com/SpringSeed..

SEED SMARTER 
THIS SPRING

Available in both soluble and 

liquid formulations, carbon-liquid formulations, carbon-

rich UltraMate builds healthy rich UltraMate builds healthy 

soil, increases nutrient soil, increases nutrient 

availability, and enhances availability, and enhances 

root development.root development.

With high phosphorus 

content and both quick and content and both quick and 

slow-release nitrogen, our slow-release nitrogen, our 

18-24-12 fertilizer is built to 18-24-12 fertilizer is built to 

promote vigorous seedling promote vigorous seedling 

establishment during spring’s establishment during spring’s 

cooler soil temperatures.cooler soil temperatures.

21-22-4 Fertilizer with 

Mesotrione controls select 

grassy and broadleaf weeds 

while providing a high-quality 

starter fertilizer to promote 

seedling germination and 

rapid establishment.

ULTRAMATE®
18-24-12 

FERTILIZER
21-22-4 FERTILIZER 
WITH MESOTRIONE

SOIL HEALTHNUTRITION
NUTRITION + 

WEED CONTROL

Whether establishing new turfgrass or overseeding existing 

turfgrass, start strong with the right product mix to ensure success.

 @AndersonsTurf  |    AndersonsPro  |    @TheAndersonsPro
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Atlanta area, he covers from Virginia south to Florida, 

west to Texas and the Louisiana border. Prior to working 

for Gravely, Child worked at Brickman for 20 years. Those 

years working in the field as a land-

scaper for Brickman help him do 

his job as a business development 

manager for Gravely, he says. 

Child says he recommends 

Gravely’s stand-on mowers to 

companies looking to increase 

efficiency. Stand-ons are 

more versatile than zero-

turns because they offer the 

operator more flexibility in 

how they get the job done. 

For example, Child says he’s 

seen crews put on a back-

pack blower and blow a long 

straight line from a stand-on. 

What is most important 

for these employees, he says, 

is that the employer invests 

time in the person and works 

Continued from page 22
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ON AND OFF 

Pros say crews prefer 
stand-on mowers 
for the versatility 
and efficiency 
these easy-access 
machines provide.
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Continued on page 26

“ If you don’t 
know what you’re 

doing, you’re 
not going to be 

efficient — it 
doesn’t matter if 

you’re on a stand-
on, walk-behind or 

a zero-turn.” 
Casey Child



NO ONE WILL OUTWORK US
™
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A grower favorite, this new panicle hydrangea 

introduction is a compact, well-branched 

shrub with brilliant white blooms. After 

multiple years of testing, Little Hottie® has 

proven its genetically compact size, both in 

production and the landscape, as well as 

amazing heat tolerance where it doesn’t burn 

in warm-climate heat.
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GET TO KNOW ALL OUR HARDWORKING SHRUBS AND TREES AT BAILEYNURSERIES.COM/FIRST-EDITIONS/ 

      Introducing

Little Hottie®

EASY TO GROW • COVERED IN BLOOMS • COLD AND HEAT TOLERANT

SO
HOT
RIGHT 
NOW.

SOME
LIKE IT 
HOT.
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with them from the ground up, before trust-

ing them on a mower.

“The general growth process of a land-

scaper is starting with hand tools and 

then working their way up,” he says. “The 

final piece is mowing. You don’t just throw 

someone from the streets on a mower.”

Aside from the risk of damaging equip-

ment and property, an inexperienced 

mower operator will slow down the opera-

tion, no matter the equipment.

“If you don’t know what you’re doing, 

you’re not going to be efficient — it doesn’t 

matter if you’re on a stand-on, walk-behind 

or a zero-turn,” he says. 

Child says Gravely supports its custom-

ers with operational training videos to help 

landscape companies with the onboarding 

process. These are offered in both English 

and Spanish via the company’s website.

Tommy Thornton, owner of South-

ern Eco-Scapes in Gray, Ga., operates 

both Gravely and Scag mowers. Thornton 

started the business in 2008 and employs 

25 people. The company offers mainte-

nance, design, drainage and sod installa-

tion to its clientele.

Thornton agrees with Child’s take on 

mower efficiency and has converted much 

of his mowing fleet to stand-on. Before his 

employees are trusted to mow a customer’s 

property, they have to prove they can mow 

in the Southern Eco-Scapes yard.

“There’s a process to it; it takes an eye 

for (mowing),” Thornton says. “To start off 

we’ve got certain properties that are safer 

than others. They don’t have hills, dips 

and holes. They have to take care of those 

places before we’ll let them service proper-

ties that require more experience.”

Thornton stresses that he’s patient 

with his employees because being an 

expert mower is not something that  

happens overnight.

“Try to have a plan, try to cut in straight 

lines and try to throw your clippings away 

from the beds, then do your perimeter lap,” 

he says. “But time and experience are the 

best teachers.” 

Continued from page 24

“ Try to have a 
plan, try to cut 
in straight lines 
and try to throw 
your clippings 
away from the 
beds, then do 

your perimeter 
lap. Time and 

experience 
are the best 
teachers.” 
Tommy Thornton 
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T3100 SPREADER SPRAYER

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

TT33110000 SSPPRREEAADDEERR SSPPRRAAYYEERR T5000 SPREADER SPRAYER

WE GET IT. BUSINESS TODAY CAN BE CHALLENGING. LET’S MAKE IT EASY: THE TURFCO 

T-SERIES SPREADER SPRAYERS. Training new operators is no trouble. With our patented 

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

boomless design. No sweat. Matching spread and spray widths, spraying two products at the 

same time, no problem. Handling hills without tearing turf, it’s easy. Lining up your next pass - 

simple. The T3100 is the largest capacity applicator on the market with the ability to fit through 

a 36” gate, and the powerful T5000 can cover up to 300,000 square feet in a single fill. The T’s 

make quick work of all your properties. Create the beauty your customers can expect by getting 

productive with Turfco.

The Beauty of being 
more Productive.



LANDSCAPEMANAGEMENT.NET  |  MARCH 202328

O
ne of the most common ques-

tions lawn care operators ask 

me is, “What marketing should 

I do to grow my business?” I 

tell them it’s important to un-

derstand what marketing really means 

and know the difference between a 

marketing strategy and a marketing 

plan. A marketing strategy is the why, 

and the plan is the how.

My very first job in lawn care was in 

1991. Imagine no cell phones, no internet 

and no social media. How in the world 

can you expect to build a business? 

It started with a marketing strategy 

of defining the vision, developing a 

unique selling proposition, understand-

ing the competition and identifying the 

ideal customer. Let’s turn back the clock 

and look at how we developed a strategy 

for an aspiring lawn care company in 

New Jersey in 1991.

STARTING WITH TWO TRUCKS

At the time, we were picking up the pieces 

of a poorly run two-truck operation. The 

trucks didn’t even look the same. One was 

a small red Isuzu pickup; the other we 

called “Big Blue” — it looked more like 

a cement mixer than a lawn care 

spray truck.

Developing the vision meant un-

derstanding the aspirations of the 

business owner. How did he define 

success? What will this business 

look like in one year, three years 

or 10 years? 

For that first lawn care company, 

our vision was to build a consistent 

brand, maintain healthy lawns, cre-

ate a strong relationship with 

our customers and provide a 

great place to work. A con-

sistent brand meant devel-

oping a logo and tagline 

that reflected the company. 

BUILDING A BUSINESS

In the first year, we redesigned 

the company and the brand in-

ternally and externally. The company 

planned to deliver one structured ag-

ronomic program rather than many 

inefficient, a-la-carte services that did 

not provide any long-term value to the 

customer. Building in sound agronomic 

practices, like soil testing and core 

aeration, and providing training tools 

for our staff helped solidify ourselves 

as the lawn care experts of the area.  

Next, we defined our unique selling 

proposition (USP). What was unique 

about us? What’s the one thing we did 

better than anyone else? Building upon 

a sound agronomic plan, the company 

developed an owner/operator feel from 

the first truck to its sixth. 

It’s one of the reasons why I am still 

in this industry today — it’s all about 

the people. While we were small, it was 

easy to create an owner/operator feel 

because that’s exactly who did the work. 

As we grew, that feeling became 

our culture. It was part of the 

training for technicians, 

the sales team and the ad-

ministrative people who 

answered the phone. We 

quickly replaced those who 

did not adopt the culture.

Lastly, we researched our 

competition. We focused on 

our top three competitors and 

looked at their messaging and how they 

delivered lawn care to their clients. 

We understood how their programs 

worked, how they billed their services, 

how they sold their programs and how 

they performed in the field. 

For research, we’d have our com-

petitors out to our homes for a quote 

to hear their sales pitch (remember, no 

internet). Once we understood their 

pitches, we’d place all three side by 

side, determine their pros and cons and 

ensure we differentiated our marketing 

material. We’d never bad mouth a com-

petitor; rather, we’d focus on the one 

thing we did better than anyone else.

As you create your marketing plan, 

understand it is a living document. It is 

your GPS that tells you where you want 

your business to go. If you make a 

wrong turn or the unexpected hap-

pens, adjust your plan. Finally, be 

sure to identify why you do some-

thing, before identifying how you 

get it done. 

Mike Sisti is the North American marketing manager 

for FMC. Sisti formerly worked in the green industry as 

a franchise owner and grew his business from a startup 

to 1,000 accounts in four years. P
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Learn the steps I took to help take a two-truck 
business into one of the best in New Jersey

BY MIKE SISTI | CONTRIBUTOR

Mike Sisti 

How I developed a marketing plan  
and strategy for my lawn care business

Turf + Ornamental

FROM THE SOURCE





What’s the 
No. 1 thing 
pros should 
know about 
working with 
distributors?
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RECOMMENDER

Take advantage of the extra value that distributors provide, such as ideas on how 
to maximize your budget and add new services to your operation.

DAVID HELT
PRESIDENT

TARGET SPECIALTY PRODUCTS

It starts with value. A good dis-

tributor can provide value way 

beyond saying, ‘We’ve got these 

products at this price.’ The added 

extra value includes ways to 

expand the services that the lawn 

care company offers. A distribu-

tor should consult with the con-

tractor about ways they can grow 

their business model with options 

like mosquito and perimeter pest 

control, for example. Secondary 

to value is not only expanding a 

business but weaving through the 

complicated vendor programs.  

A distributor can help you find out 

your best buying calendar and 

how to maximize your budget with 

the best products that are going 

to solve your problems.

NICK DILORENZO
LANDSCAPE PRODUCT 
MANAGER

HORIZON DISTRIBUTORS

The most important thing is to 

use your supply partner to help 

you plan for the season. By using 

your purchase history, they can 

help you forecast and preorder 

your product, so you don’t miss 

the application window. Plus, a 

lot of distributors have tools that 

compare product costs, rates and 

labor costs so that you can select 

the product that works best for 

you. Maybe you are facing labor 

issues and need your fertilizer 

to last a little longer. By utilizing 

the tools a distributor offers (like 

Horizon’s fertilizer calculator), 

you can forecast your total appli-

cation cost each season and set 

yourself up for success.

DON DAVIS
ASSISTANT TRAINING MANAGER

SITEONE LANDSCAPE SUPPLY

The professional contractor 

is looking for more than just a 

source of product; they should 

also be looking for a partner. 

That partner should have value-

focused inventory solutions to 

help them succeed. It should also 

offer the technical expertise to 

help them add new services and 

business solutions that help build 

their teams and improve their 

operations. The professional con-

tractor faces daily challenges 

from labor shortages to equip-

ment and material availability to 

economic uncertainty. A good 

distributor partner can help over-

come the challenges of today 

while planning for the changes  

of tomorrow.

Turf + Ornamental



It’s ALL Included

Trusted by Thousands of 
Industry Professionals

Industry Leading 
Lawn & Landscape 
Business Software

Scheduling, routing, and job management is way more efficient for us by using the product's districts 
feature. If crews finish jobs ahead of schedule, they can immediately pivot, re-route, and complete 
additional jobs on the fly before heading back to our offices.

- Curby Hughes, Owner, Curby’s Landscape

CRM, Appointments, Estimating, Job Costing, 
Scheduling, Routing, Job Management, Project 
Management, Material Inventory, Asset 
Mapping, Time-Tracking, Billing, and much more.

• Manage leads and contacts

• Create winning estimates & bids

• Schedule and route for capacity

• Manage jobs and projects

• Capture job costs and expenses

• Track job, shop, travel, and other time

• Manage supply vendors, material, and deliveries

• Invoice, get paid online, and sync to QuickBooks

• Access local material catalogs and pricing

• Map client assets and treatment history

• Market via email, text, and voice broadcast

• Visual business intelligence and analytics tools

• Mobile App available in English and Spanish!

Arborgold Software for Lawn & Landscape Companies | @arborgold.com
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WITH A LITTLE  
HELP FROM ABOVE 

Weed Man franchisees 
Grant and Kyle Faulk say 

the top benefit of joining a 
franchise was the business 

training they received.

J
oining a franchise isn’t for every 

landscaping company, but for 

some, the advice and business 

training the franchisor pro-

vides have been critical to their  

long-term success.

Brothers Grant and Kyle Faulk, co-

owners of Weed Man Lawn Care and 

Lakewood Landscape Group in Dothan, 

Ala., and Mark Cox, owner of The Grounds 

Guys of San Marco (Fla.), share what they 

see as advantages of joining a franchise.

TRAINED AND READY

It’s not easy to start a business from 

scratch and run it yourself — or with 

your brother, in his case — acknowl-

edges Grant Faulk.

“(When we started our business), 

somebody would say, ‘Can you do this 

for us?’ and we’d say, ‘Yeah, we’ll figure 

it out,’” he says. “That’s not a recipe for 

making money, but it’s your mindset 

when you’re a new business owner.”

Shortly after joining Weed Man in 

2010, the Faulk brothers traveled to the 

company’s headquarters in Canada, 

where they received two weeks of in-

person training. 

In addition to learning the ins and 

outs of how to sell lawn care services, 

the Weed Man team taught them a new 

perspective on how to run their business.

“Our time up there was truly about 

learning how to run a successful busi-

ness,” says Kyle Faulk. “It opened our P
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Lawn care franchisees offer advice on what  
to look for in a potential franchisor and what  
you can expect from the partnership

BY ROB DIFRANCO | LM ASSOCIATE EDITOR

Is joining a franchise  
right for your business?

BUSINESS BOOSTERS

Turf + Ornamental

Are you ready  
for Spring?

All surfaces✓

All weather✓

All year round✓

in

info@weedingtech.com



A family of solutions to help you 
manage, measure, and grow. 

Optimize operations, measure and bid more consistently,
and make data driven decisions to increase profits.

Scan to
learn more

Manage operations more efficiently with instant access to 

accurate job costing data, streamlined workflows, and 

real-time communication tools.

Measure job sites accurately and create winning estimates 
fast using PropertyIntel's precision measuring tools and 

aerial imagery.

Grow and scale profitably by harnessing the industry's

top solution for evolving businesses.
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eyes to what we weren’t doing. It was 

like going back to school, where we 

learned all of these lessons and then 

on day one, we were able to start off on 

the right foot.”

Similarly, Cox says the most valu-

able parts of joining a franchise are the 

resources and training.

“(The Grounds Guys) provided not 

only a CRM tool for budgeting, but more 

importantly to me, a business coach,” he 

says. “They are there to guide me and 

give me sound recommendations on the 

processes and what I need to do to run 

a successful business.”

SPREAD THE KNOWLEDGE

As an owner of an existing business, 

Grant Faulk says the Weed Man 

training helped launch the lawn care  

franchise successfully, but it also 

boosted Lakewood Landscape Group 

through association.

“We’ve been able to take that train-

ing and knowledge and parlay it into 

(Lakewood Landscape Group),” he says. 

“We’ve implemented systems and pro-

cesses and business planning that we 

learned through Weed Man that have 

helped our other business grow as well.”

Notably, he says, the company’s plan-

ning has become more streamlined 

thanks to help with job costing, financial 

management and thinking ahead. 

“We started planning our labor bet-

ter,” he says. “We started to look at our 

monthly financials more than we were. 

We count everything from paper clips 

to fertilizer, you name it.”

THE MORE YOU KNOW

Of course, joining a franchise comes with 

a cost that potential franchisees should 

be aware of, says Cox. 

According to estimations from 

The Grounds Guy and Weed Man, 

the initial investment, including the 

franchise fee, personal and capital 

investment, can range from $81,000 

to $238,000, depending on the fran-

chisor and how big of a territory the 

franchise will service.

Cox says solid credit is essential, spe-

cifically if the franchisee needs a small 

business loan to help with startup costs.

Most importantly, it’s crucial to re-

search any franchisors you’re interested 

in joining. Cox and the Faulk brothers 

recommend speaking with owners to get 

first-hand accounts of what it’s like to be 

a member of that franchise.

“Ask the questions about what re-

sources and processes they have in 

place that can make you successful,” 

Cox says. “When I opened my doors, I 

felt that because I spoke with some of 

the owners in my area, I was ahead of 

where I would’ve been if I didn’t reach 

out to them.” 
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AGGRESSIVE AND 
ADAPTABLE 

Experts say Poa annua is 
a difficult weed for LCOs 

to manage because of 
its ability to adapt to 
adverse conditions.

P
oa annua, also known as an-

nual bluegrass, is a common 

weed that infests lawns all year 

round and is unsightly and hard 

to control. It can also develop 

herbicide resistance.

To help lawn care operators (LCOs) 

get a handle on Poa annua manage-

ment, Justin Ruiz, West area manager 

with Quali-Pro; Ben Pease, Ph.D., 

turfgrass agronomist with The An-

dersons; Aaron Hathaway, technical 

services manager with Nufarm; and 

Jared Hoyle, Ph.D., territory manager 

for turf and ornamental Midwest with 

Corteva Agriscience, offer some tips 

and tricks.

CHALLENGES TO MANAGEMENT

Poa annua is an aggressive weed that 

can grow in adverse conditions and pro-

duce numerous seeds even at relatively 

short plant heights. 

“There are always new seedlings 

emerging throughout the year,”  

says Pease. 

Hathaway says what com-

plicates controlling Poa 

annua is “it is similar to 

desirable grass species and 

produces seed that can ger-

minate immediately.”

SUCCESSFUL CONTROL

Experts say the best control com-

bines good cultural practices with the 

proper use of herbicides. 

“Preemergent herbicides provide 

a barrier on top of the soil surface to 

prevent Poa annua seedlings from 

emerging,” says Hoyle.

The strategies LCOs use for Poa an-

nua control will depend on whether 

their location is in the north, south or 

the transition zone. 

“Depending on your lo-

cation, an application of 

preemergent herbicide 

during the spring season 

is the best approach for 

Poa control,” says Pease. 

He adds that postemer-

gent applications, when used, 

are rarely as effective as pre-

emergent applications.

Ruiz says plant growth regulators 

also can give LCOs a leg up on control.

“The use of plant growth regula-

tors can stunt Poa annua plants and 

suppress seed production,” says Ruiz. 

Understanding the life cycle of Poa an-

nua is a key to successful management, 

says Hoyle. He adds that the species can 

behave like an annual or as a perennial, 

depending on location. This knowledge 

can serve as a guide for the control of 

this troublesome weed.

RESISTANCE MANAGEMENT

Over the past decade, her-

bicide resistance in Poa 

annua has increased sub-

stantially, experts say.

“Several herbicide-resis-

tant Poa annua biotypes occur 

in the U.S., and LCOs need to 

always be aware of this,” says Pease. 

Ruiz says the use of preemergence 

herbicides likely drives Poa annua 

resistance. Hathaway suggests LCOs 

rotate herbicides with different modes 

of action to help slow down resistance.

However, he adds that there are inci-

dences of Poa annua biotypes resistant 

to more than one herbicide mode of 

action, which complicates the 

control of this weed.

“Developing a program 

that combines rotating 

herbicide modes of ac-

tion with good cultural 

management will keep 

herbicide-resistant Poa an-

nua plants in check,” says Hoyle.

CULTURAL CONTROLS

“Creating an environment that is not 

conducive for Poa annua to grow is the 

first line of defense,” says Ruiz. 

A healthy and ro-

bust turfgrass 

that is prop-

erly irrigated 

can help the 

turfgrass out-

compete Poa.

“When turf-

grass is healthy 

and properly mowed, 

the chemical pro-

gram works better,” says Hoyle.

LCOs also should alleviate compac-

tion with proper aeration to help the 

turfgrass better compete, he says. 

Finally, although fertilizer may help 

fertilize turfgrass, it can also bring with 

it, more Poa annua.

“Overfertilizing turfgrass can in-

crease the occurrence of Poa annua,” 

Hoyle adds. 

George Kegode, Ph.D., is a consultant and writer specializing 

in pest and weed management based in Missouri.
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Experts share how a combination of cultural controls 
and application best practices can give you a leg up 
on this pesky weed BY GEORGE KEGODE PH.D. | CONTRIBUTOR

Ben Pease

Aaron Hathaway

Jared Hoyle

Tips for successfully managing 
Poa annua in lawns

Turf + Ornamental
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W
hite clover, ground ivy, sedges and kyllinga 

can wreak havoc for LCOs. Eric Reasor, Ph.D., 

Southeast research scientist with PBI-Gordon 

Corp.; and Jesse Benelli, Ph.D., green solutions 

specialist for Envu, break down what pros need 

to know and how to get a leg up on these perennial weeds.

TIMING IS KEY TO WHITE CLOVER CONTROL

White clover is a persistent, perennial weed that grows 

between 50 and 75 degrees F. Make herbicide applications 

during active growth to maximize efficacy. Cooler weather 

and limited soil moisture can hinder herbicide activity. Be 

certain ambient air temperatures are conducive to herbicide 

activity by referring to the specific herbicide product label 

for application temperature ranges. Postemergent herbicides 

are most effective since it is a perennial weed.

Many products best for white clover control contain three 

or more active ingredients. Many of these products have ac-

tive ingredients with multiple herbicide modes of action. It’s 

essential to use multiple modes of action for herbicide resis-

tance management. Herbicide resistance is not widespread 

in white clover; however, any weed can develop it. Multiple 

herbicide applications are likely needed depending on the 

severity of the white clover infestation.

PROPER TREATMENT IS KEY TO LONG-TERM GROUND IVY CONTROL

Ground ivy is a perennial weed in established turfgrasses that 

can grow throughout the summer and fall. Fewer herbicides 

effectively control ground ivy and applications in spring or fall 

are recommended. However, research shows fall applications 

of fluroxypyr and metsulfuron are superior. 

Herbicide application timing is important, but applying 

the appropriate active ingredients is more important for 

long-term control. Also, long-term control will likely require 

multiple applications depending on the infestation severity. 

SEDGES AND KYLLINGAS ARE FAST GROWERS

Sedges and kyllingas are perennial weeds that survive the 

cold months as below-ground tubers and rhizomes. Often, 

these weeds proliferate more easily in low-lying areas and 

areas that receive excessive irrigation, yet we see tremendous 

surges in drought years with thinned turf. 

Yellow and purple nutsedge are most common in turf-

grasses and can be the first weeds to appear in the spring. 

It’s essential to make herbicide applications in late spring and 

early summer rather than late summer. 

Not many herbicide actives are labeled for nutsedge control. 

You can control sedges and kyllingas with postemergence 

herbicides formulated with one or more ingredients. Timing 

the initial postemergence herbicide application is critical. 

Research suggests application for sedges at the two- or three-

leaf stage for the effective long-term control, with similar tim-

ing for kyllingas. Typically, this occurs in mid-to-late spring 

throughout the Southeast and transition zone. 

You will need multiple herbicide applications for long-term 

nutsedge control, especially with contact herbicides such as 

sulfentrazone and bentazon. A second application should 

be five to seven weeks after the initial application. Include a 

nonionic surfactant at 0.25 percent volume per volume for 

optimal control (do not include a surfactant when ambient 

air temperatures exceed 90 degrees F coupled with high 

relative humidity). 

Mike Kenna, Ph.D., is the retired director of research for the United States Golf Association 

Green Section. 

Learn how early-season applications 
can help control white clover,  
ground ivy, nutsedge and kyllinga

BY MIKE KENNA, PH.D. | CONTRIBUTOR

Get ahead of troublesome 
weeds this spring

TIPSHEET

Turf + Ornamental

Active Ingredient* White 
clover

Ground 
Ivy

Nutsedge Kyllinga

2,4-D 4 4

Dicamba 4

MCPP 4 4

MCPA 4

Bentazon 4 4

Carfentrazone 4 4

Flazasulfuron 4 4 4

Fluroxypyr 4 4

Halauxifen-methyl 4

Halosulfuron 4 4

Imazosulfuron 4 4

Mesotrione 4 4

Metsulfuron 4 4

Penoxsulam 4 4

Pyrimisulfan 4 4

Quinclorac 4

Sulfosulfuron 4 4

Sulfentrazone 4 4

Thiencarbazone 4 4

Triclopyr 4 4

Trifloxysulfuron 4  4 4

* Read the herbicide label to know which products can be applied to 
specific turfgrass species. Not all herbicides are safe on all turfgrasses.  

TABLE 1. POSTEMERGENT HERBICIDES FOR 
CONTROL OF WHITE CLOVER, GROUND IVY, 
NUTSEDGE AND KYLLINGA
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LOCATION Torrance, Calif.

COMPANY Cadre Landscape

DETAILS Cadre Landscape assisted 

with the landscaping renovation of a 

multiuse commercial class-A build-

ing with several tenants. The original 

project converted water features to 

rock gardens for water conservation. 

The company continues to manage 

the property today.  

Temo Jimenez, general man-

ager for Cadre Landscape, says 

low-maintenance landscaping, drip 

irrigation and incorporating new 

technology into the property help 

with water management. 

“We’re also promoting smart con-

trollers,” he says. “So any changes in 

the weather, those irrigation control-

lers automatically change based on 

the weather, and it saves water.”

Cadre Landscape uses smart 

controllers from Hunter, Rain Bird 

and Hydropoint, along with Netafim 

drip lines.

The company uses drought-

tolerant plants, including Eastern 

redbuds, palms, African tulips, palo 

verdes, agaves, furcraea, sedums and 

arbutus. Maintenance challenges 

include a 24-hour fitness center and 

a child care facility on the property 

and a two-hour window daily to use 

handheld equipment. Cadre uses 

Greenworks, Mean Green, Stihl and 

Husqvarna electric equipment.

Cadre Landscape won a Gold 

Award from the 2022 National Asso-

ciation of Landscape Professionals’ 

Awards of Excellence program for 

this project. 

See more photos from this project at 

LandscapeManagement.net/thebigone.

Solid as a rock

THE BIG ONE

1

4

Captions |  1. This rock garden was 

formerly a water fountain.   

2. Mixed plantings of drought-tolerant 

agave and tall grasses help provide 

movement and varying eye levels.   

3. Boulders used as stepping stones, 

grasses and vibrant plantings lead  

to an enclave on the property.   

4. A bird's-eye view of the property.

2

3

BY CHRISTINA HERRICK | LM EDITOR
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At Gregson-Clark it’s about more than building a great product.  It’s about building a relationship.  
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C
arl Bennett, owner of Happy’s 

Lawn Care & Landscaping  

in Asheville, N.C., shares the 

ins and outs of his mulch-

laying process.

1
Choose the right mulch. There are 

plenty of mulches on the market, but 

Bennett says it’s crucial to utilize high-

quality mulch that won’t harm plants. He 

recommends finding a local mulch yard 

that indicates exactly what is in its mulch.

Bennett prefers to use double-ground 

pine mulch for his projects. He says 

he’s found through trial and error that 

double-ground pine mulch breaks down 

the best and has the longest-lasting color. 

Customers also prefer it because 

it’s a natural mulch that acts as a soil 

conditioner as it breaks down over the 

season, he says.

“It will help to feed the plants, too,” 

Bennett says. “What happens when you 

use a hardwood is it gets mixed with 

the soil, and it will fight the plants for 

nitrogen because it’s trying to break 

down that wood in the soil.”

2
Prep the bed. Bennett says the  

No. 1 mistake contractors make 

during the mulch-laying process is 

lackluster bed preparation.

“If you don’t get all the weeds out of 

the bed to begin with, you’re going to 

have a lot of problems with them com-

ing back up through,” he says. “Once 

you get a good 2 to 3 inches of mulch 

down, most of the seeds that might 

cause weeds to pop up come from the 

air blowing them into the beds.”

Happy’s doesn’t use a landscape 

liner for its mulch installations. Ben-

nett says you don’t need liner if you 

prep the beds well enough. 

Another item on Bennett’s prep 

checklist is the removal of debris sur-

rounding plants and trees in the bed. 

That includes old mulch that hasn’t 

broken down yet. 

3
Get your hands dirty. In Ben-

nett’s eyes, the secret to Happy’s 

Lawn Care & Landscaping’s mulching 

process is his team spreads material 

into the bed by hand. This approach 

ensures an even distribution of the 

mulch, he says.

“When you shovel or pitchfork it in, 

some areas might have 4 inches while 

another only has 2,” he says. “It’s really 

important to lay out the proper 2 to 3 

inches of mulch. When you’re down on 

the ground, it’s much easier to feather 

it out and ensure everything is even.”

Bennett recommends a depth of 

closer to 3 inches because it does a 

better job of keeping potential weeds 

out of the soil. 

Bennett says he commonly sees 

what he calls “volcanoes” or “ant hills” 

of mulch around plants and trees. 

Piled-up mulch on trees and plants 

is unhealthy because it can reduce 

airflow, he says.

“If there’s too much mulch around 

the tree, take it out and away,” Bennett 

says. “Keep about 1 inch around the 

base of the tree, and then as you go 

further away, you can bring it up to 

that 3-inch depth. That will help give 

you more airflow and serve as a buffer 

for potential diseases.”

The same rule is important under 

shrubs. Take the extra step of pruning 

to ensure the base of the shrub gets 

proper airflow.

4
Pay attention to detail. Bennett 

is admittedly picky about the edges 

of a mulch bed, with a preference for 

hand-spaded edges.

“We hand spade all of the beds 

because it ends up being neater than 

what a machine might do,” he says. 

“It creates a natural edging instead 

of hitting it with a string trimmer and 

laying out a plastic or metal edging.”

The hand-spading process allows 

for a more defined line, says Bennett. 

It also provides another chance to get 

a closer look at the bed after laying 

the mulch. P
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Get the scoop on the 

steps to take to perfect 

your technique

BY ROB DIFRANCO  

LM ASSOCIATE EDITOR

How to have 
a successful 
mulch 
installation

STEP-BY-STEP

Mowing + Maintenance
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-Josh Wise,  GrassRoots Turf, Acworth, GA
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F
rom the size to the type of enclo-

sure, there are several options 

when it comes to selecting a 

truck trailer.

PROS AND CONS

Overall, landscape professionals con-

tinue to opt for larger trailers, says Mitch-

ell Bender, president of Bravo Trailers. 

In the past, Mitchell says pros preferred 

trailers were 6-by-12 feet — and now 

it’s 8 1/2-by-18 feet or larger. The type 

of trailer must be compatible with the 

truck’s axle rating, as larger trailers will 

not be compatible with pickups. 

Small companies tend to use open 

trailers, Bender says, while large firms 

typically select enclosed trailers to haul 

with either a pickup or dump truck. 

Open trailers cost less than enclosed 

ones, but they can also pose security 

risks to thefts and won’t protect the 

equipment or crews from the elements 

like an enclosed one. Enclosed trailers 

also give crews a place to eat lunch and 

can serve as a rolling billboard to adver-

tise the company.

Understanding how they will use 

the trailer will help landscapers choose 

the right kind for their needs, says Na-

than Uphus, sales manager for Felling 

Trailers. For example, standard ramp 

and tilt-bed models are good for haul-

ing equipment, but they lack the ability 

to offload materials efficiently.

“A lawn maintenance professional 

using a standard landscape model ramp 

trailer could haul mowers to a site and 

haul away grass clippings, but they 

would need to be unloaded by hand as 

opposed to unloading via dump feature,” 

Uphus says. “Several models are avail-

able that offer value in usability and 

overall productivity, but these models 

generally come at a higher cost.”

WHAT TO LOOK FOR

Durability is one of the most important 

components to consider when choosing 

a trailer, Bender says. From natural 

wear and tear to damage caused by 

crews, trailers get subjected to a lot 

during the workday. Having one with 

reinforced corner posts and walls, pro-

tected wheel box corners, heavy-

duty doors, protected floors and 

commercial-grade materials will 

extend the lifetime.

Trailers with translucent roofs, 

which provide better visibility 

during loading and unloading, is 

a trend Bender has noticed among 

landscapers. Trailers also can 

be set up as 

charging sta-

tions for bat-

tery-powered 

equipment.

When deciding what size trailer they 

need, professionals should think about 

the space the equipment will take up, 

the amount of additional room needed 

to move around it and properly secure 

it for transport, and the total weight 

being hauled, Uphus says.

“The first two questions gener-

ally asked are, ‘What will the trailer 

be hauling, and what is being used 

to pull the trailer?’” Uphus says. “It’s 

necessary that the total weight of the 

equipment is less than the maximum 

rated carrying capacity of the trailer.”

Often, operators will only factor 

in the dry weight of the equipment 

as specified by the manufacturer, 

Uphus says. They forget to consider 

the weight added by optional at-

tachments, equipment securement 

devices, handheld equipment, fuel, 

parts or any additional items added 

to the trailer. The weight of those can 

add up quickly.

Professionals also need to choose 

commercial trailers that can with-

stand daily use for all equipment and 

materials, instead of ones intended for 

recreational use. “You want to be able 

to grow into it a little more, instead 

of growing out of it immediately,” 

Bender says.

To avoid costly downtime, profes-

sionals should focus on finding a du-

rable and efficient trailer that meets 

the needs of their crews now and in 

the future.

“A trailer is part of the team and 

one of the most important pieces of 

equipment you have to get the job 

done well,” Bender says. “Trailers  

don’t have to be the weak link of opera-

tions anymore.” 

Dowdle is a freelance writer based in Birmingham, Ala. P
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Learn what to look for 

when considering  

different trailer options 

for your business
BY LAUREN DOWDLE  

CONTRIBUTOR

Time to upgrade your trailer? 
Here’s what you need to know

       KNOW THE CAPACITY 
Pros need to know how much 
hauling power their truck has 
before purchasing a trailer.

Mowing + Maintenance



MAINTAIN YOUR EDGE

        AWAY FROM  

THE ELEMENTS

Enclosed trailers can 
offer professionals  
a safe place to  
store equipment.
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Create healthy lawns that go beyond beautiful. 
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apply complete year-long programs that assure fast, efficient  

nutrient uptake. 
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performance while reducing environmental impact and instantly  

improving soil health. You can count on clear visibility and easy,  
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High Performance with Options

Jump start lawns with Anuvia’s unique technology, now available  
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LOCATION South Lyon, Mich. 

COMPANY Todd’s Services

DETAILS Access to this lakeside property was a 

consistent challenge for Ryan Dinius, landscape 

designer for Todd’s Services in Hamburg, Mich., 

and his team.

An open lot on the eastern side of the property 

allowed crews to stage materials close by during 

the first phase of construction. 

“That was a saving grace as far as being able 

to perform the project,” he says. “We did most 

of the lakefront work before the second phase, 

which included some hardscaping on the mid-

tier patio down by the lake.”

Midway through the project, construction 

began on a saltwater pool in the middle of the 

backyard, restricting access to the lakefront. 

That led to a second phase for Dinius and  

the company, which included work closer  

to the home.

Construction during phase two included the 

installation of a covered pavilion and a water 

feature with large dolomite stones from a Michi-

gan quarry — which Dinius says was a request 

from the client.

Later in the project, Dinius says, construc-

tion began on the vacant lot crews used to stage 

materials, completely cutting off access for larger 

materials and equipment.

“That made things interesting,” he says. “We, 

for the most part, get all the heavy-duty stuff 

done. Then towards the final stages, it was 

mostly plantings and touch-up stuff, which 

we had to do by hand because our access was 

pretty much cut off.”

The project earned Todd’s Services a  

Silver Award from the 2022 National  

Association of Landscape Professionals’ 

Awards of Excellence program. 

See more photos from this project at  

LandscapeManagement.net/hardscapesolutions. P
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Lakeside livin’

1

HARDSCAPE SOLUTIONS

2

3

Captions |  1. The contractor completed this project in several 

phases as crews had restricted access to the backyard area.   

2. A before picture shows the challenging terrain crews managed 

as construction played out.  3. The client requested an extensive 

outdoor living space in an outdoor pavilion with screens to close 

off the area from the outdoors.  4. Todd’s Services worked along-

side a pool contractor to install a dolomite grotto water  

feature that serves as a jumping platform and a waterfall.

4

BY ROB DIFRANCO | LM ASSOCIATE EDITOR
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BUSINESS BOOSTERS

Compact track loaders 
offer landscape contractors 

the power of a wheeled 
loader without the potential 

drawbacks according  
to loader experts. 

A
ccording to Buck Storlie, com-

pact equipment manager for 

Yanmar, the compact track 

loader has quickly unseated 

skid-steer loaders as the top 

choice among landscape contractors 

in the loader market.

“If you go back 10 years, it was almost 

100 percent skid-steer loaders,” says 

Storlie. “Today, nearly four compact 

track loaders are sold for every wheeled 

loader. So, there’s a clear trend.”

Storlie and experts from Kioti, 

Kubota and Home Depot Rental share 

their opinions on the rise of the compact 

track loader (CTL) and when a skid-steer 

loader might still be a solid option.

A GOOD TRACK RECORD

Gerald Corder, product manager of 

construction equipment at Kubota, 

tells LM that the No. 1 reason CTLs 

have overtaken skid-steer loaders is that 

they are gentler on easily damaged ter-

rain like turf.

“(CTLs) have better flotation over 

uneven surfaces and do less damage. 

It’s really what they’re designed for,” he 

says. “Everything from mud to turf to 

sand, even down to snowy conditions, if 

you’ve got the right tracks, you’ll be able 

to maneuver the machine and get done 

what you need.”

Corder says a CTL spreads the weight 

of the machine’s chassis over a broader 

surface area, making it ideal for con-

tractors working on a residential project 

that involves work on a customer’s lawn. P
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See why experts say compact track loaders have 
become the favorite for landscape contractors

BY ROB DIFRANCO | LM ASSOCIATE EDITOR

What to look for in a  
track loader purchase

VISIT TRUFUEL50.COM FOR Availability AND DETAILS.

EMPOWER YOUR

EQUIPMENT

CONVENIENCE PERFORMANCE PROTECTION



A TIME AND A PLACE

Skid-steer loaders still have their place, 

says Corder. They can be advantageous 

for contractors who need to move ma-

terial quickly on surfaces that aren’t 

easily disturbed, like asphalt, concrete 

or gravel. 

He also says they are viable machines 

to use in a warehouse.

Lower upfront and after-purchase 

costs are potential selling points for a 

wheeled loader. Storlie estimates they 

cost around 20 percent less than their 

tracked counterparts. 

Simplified maintenance is also an 

important consideration. He says main-

tenance on CTLs can cost two to three 

times more than maintenance on a 

skid-steer loader.

CTL MUST HAVES

Jason Boerger, senior product line man-

ager for Kioti, says that when searching 

for the right CTL, contractors should 

key in on rated operating capacity and 

horsepower. They should also consider 

what jobs they’ll be using the machine 

for, both at the time of purchase and in 

the future.

“If you’re mostly scooping and dump-

ing loads without a lot of ground engage-

ment, a larger loader with a larger rated 

operating capacity will be efficient,” he 

says. “If you’ve got a variety of tasks, 

landscape contractors tend to gravitate 

toward a medium-sized compact track 

loader for its balance in size and power.”

Popular features included on new 

CTLs include vertical lift arms, rearview 

cameras and joystick controls.

“Lift arms are becoming essential, 

especially if your business loads into 

dump trucks,” he says. “They allow the 

operator to load a truck more evenly 

from one side instead of building dirt 

ramps and dumping on both sides.”

RENTAL POTENTIAL

Renting a machine might make sense 

for a contractor before committing to a 

purchase due to the variety of offerings 

on the market, Boerger says.

Tony English, senior director of 

merchandising for Home Depot Rental, 

confirms that CTLs are a popular rental 

option for contractors. Similarly to the 

buyer’s market, CTLs have overtaken 

wheeled loaders as the preferred option. 

However, the popularity of CTLs, among 

other factors, means there’s a premium 

associated with renting a CTL, he adds.

“Tracked units can cost between 

$40 and $60 more per day than the 

equivalent wheeled loader,” he says. 

“That comes back to the premium the 

manufacturer charges because these 

machines can be more difficult to manu-

facture with the additional components 

in a track. They’re also more costly for 

us to maintain.” 

D I S P E N S E  M AT E R I A L  3 X  F A S T E R

SUPERCHARGE YOUR PRODUCTIVITY

www.MulchMateUSA.comwww.MulchMateUSA.com
(   )         (   )         

  V                           V                         

Works with most commercial mowers

DMT TRAILER

Designed to carry 
Mulch Mate® & load

Configure with front equipment platform  
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STAY ENGAGED 
Double-checking 

attachment points is a 
crucial step to maintaining 

a safe work environment.

A
ttachments make tasks involv-

ing compact equipment more 

manageable, less time-consum-

ing and ultimately more profit-

able for landscape contractors. 

Crew members should take operator and 

job site safety seriously when coupling 

attachments with a compact skid-steer, 

wheel loader or tractor. Experts share the 

guidelines every contractor should heed.

UNDERSTAND THE BASICS

Safety is a top priority, beginning with 

reading and understanding a machine’s 

operator’s manual, says Lee Padgett, a 

Takeuchi-US product manager. 

Operators must be aware of their 

surroundings and ensure the immedi-

ate area is free of potential hazards. 

Job planning allows operators to assess 

their surroundings and identify poten-

tial risks, says Ryan Ruhl, a product 

consultant for compact construction 

equipment at John Deere.

“Don’t just dive into a pile of bushes 

(with a brush cutter attachment) and 

start tearing them up,” he says. “You’ve 

got to know where to place that material 

and what risks could be in it.”

When changing or hooking up an 

attachment, manufacturers stress the 

need for operators to verify the con-

nection. Often, manufacturers include 

a visual indicator if the connection 

is unsuccessful or incomplete. As a 

safeguard, have the loader place down 

pressure on the attachment to test the 

connection. Another visual precaution 

is to lift and angle the attachment to 

verify the pins are fully engaged.

Similarly, when uncoupling an attach-

ment, ensure the area is clear of people 

and potential hazards and confirm that 

the surface is stable enough to support 

the attachment’s weight. A designated 

rack or stand is always the safest and 

preferred place to put the attachment.

While most hydraulic fittings are 

“quick-couplers” nowadays, Ruhl ad-

vises operators to take a moment to 

check those connections. And when 

doing so, be sure to wear gloves. 

GET UP TO SPEED

Routine safety training focused on 

correctly using attachments and load-

ers is essential for every team member. 

Landscape contractors should establish 

regularly scheduled training programs 

throughout the year. 

“Just like a maintenance plan pro-

tects the machine and ensures uptime, 

a training program coupled with a clear 

understanding of the operator’s manual 

greatly reduces the likelihood of job site 

accidents,” Padgett says.

Manufacturers and dealers are great 

resources for safety training information. 

Ruhl recommends a foreman or equip-

ment manager receive in-depth training 

and pass it on to their coworkers. 

“I really like one-on-one training, but 

at times it’s just not possible,” he says. 

“Give that in-depth training to one indi-

vidual and then ask them to ‘spread the 

gospel,’ if you will, safety-wise.”

RIGHT TOOL, WRONG JOB

Whether it’s incorrectly matched to the 

carrier unit or the wrong tool for the job 

at hand, there is an inherent danger in 

using the wrong attachment. Padgett 

says it’s critical to know a machine’s 

lifting and hydraulic capacity before 

coupling to an attachment. 

“The attachment could be too heavy 

for the machine, causing a tipping haz-

ard,” he warns. “Or the machine may not 

have the hydraulic capacity to run the at-

tachment, causing overheating and poor 

performance, as well as undue stress on 

the machine’s loader arms and frame.”

Then there’s the matter of using an 

attachment for an unintended task. 

This is often the case when landscape 

contractors apply rotary/brush cutters 

and mulchers for more than the manu-

facturer’s design intended. 

“There are warnings on the sides of 

these attachments to stay back 200 feet,” 

Ruhl says. “But if you get into material 

that attachment isn’t meant for, it could 

start flinging rocks 300 feet. You may end 

up shooting a rock at a coworker who 

thinks they’re outside the danger zone.”

DAILY ROUTINE

Equipment operators should perform 

a daily walk-around before using any 

machine or attachment to ensure ev-

erything is in working order. 

Use a checklist, including items such 

as monitoring fluid levels, inspecting tires 

and tracks for damage and signs of leaks 

and checking for wear and loose or miss-

ing parts. Padgett says most manufactur-

ers provide recommended checkpoints 

in their operator’s manuals. 

Mike Zawacki is a Cleveland-based writer covering the land-

scape and turf industries for nearly two decades.
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Increase job-site safety and reduce serious  
injury with these practical guidelines for 
operating compact equipment attachments

BY MIKE ZAWACKI | CONTRIBUTOR

Why safety is the most 
important part of  
working with attachments
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ON GRID 
Geogrids and geotextiiles 

can provide added 
strength to the base of a 

hardscape project.

B
efore embarking on a new hard-

scape project, experts say there 

are several things to keep in 

mind. Here to help you start 

your projects on the right foot 

are Joe Raboine, director of residential 

hardscapes at Belgard; Jason Arse-

neau, contractor services manager with 

Unilock; and Mark Arsenault, principal 

owner of Green Monster Landscapes in 

Dover, N.H.

DIGGING IN

Unilock’s Arseneau says contractors 

should secure all permits and identify 

any utilities. He says it’s a good idea to 

communicate with neighbors about 

any residential projects.

“Letting them know when construc-

tion is starting and potential timelines 

can prove to be helpful,” he says.

Raboine encourages contractors to de-

termine where subsurface water will run, 

noting that a contractor might need to 

engineer water flow for complex projects.

“Water flow is probably the most 

important consideration for all proj-

ects,” he says. “Once a proper plan has 

been created, the last critical item is 

ensuring that the installation is done 

per recommendations.”

Raboine says it’s important to know 

what type of soil the property sits on. 

It’s even possible there could be two 

or more soil types. Arseneau says this 

could impact the excavation needed 

for a project.

“Free-draining soil types like sand 

require less excavation, and soil types 

like clay require more excavation,” he 

says. “Clay holds onto water, and if your 

project is in a climate subject to freezing 

temperatures and freeze/thaw cycles, 

you would want to excavate more.”

Arsenault says the depth of excavation 

will depend on the type of project.

“For vehicular traffic versus pedes-

trian traffic, we’re going to have differ-

ent standards that we use and different 

ways of strengthening our base with 

mechanical means like a geotextile or 

a geogrid,” he says.

TOOLS OF THE TRADE

Arsenault says Green Monster uses a 

3/4-inch open aggregate stone as a base 

for its residential projects. Green Mon-

ster offers residential landscape design/

build, irrigation and masonry services. 

“We’ll also use 1 1/2-inch crush stone 

as well, particularly on driveways, be-

cause it has a greater load capacity,” 

he says. “We’ll also use 1 1/2-inch fre-

quently when we hit poor subsoils, and 

we have to amend the soil by mixing the 

stone into it. The 1 1/2-inch has a little 

bit more body to it.”

Unilock’s Arseneau recommends 

cement-stabilized aggregates to give 

the base a boost.

“All of these solutions can help to 

reduce the overall depth of excavation 

and provide a good stable base for pav-

ers,” he says.

BUILDING BLOCKS

Experts say a major component of build-

ing a strong base is compaction. Unilock’s 

Arseneau says pros need to compact na-

tive soils before adding aggregates.

“When installing your base material 

either by a slinger or with a skid-steer or 

even by wheelbarrow, contractors should 

consider their compaction tools,” he says. 

Arseneau says contractors need to 

install aggregate in lifts to get the proper 

amount of compaction.

“If your base buildup is 12 inches 

total, a contractor can’t simply fill the 

excavated area and compact down to 

the 12 inches required,” he says. “In-

stalling in 4-inch lifts and compacting 

is a good rule of thumb. With the use of 

larger compaction machines, that 4-inch 

number can be increased.”

Arsenault says one mistake contrac-

tors can make is to overlook the need 

for moisture in the compaction process, 

which could impact the project’s lifespan.

“When compacting dense gray 

gravel, it has to have some moisture in 

it for it to compact properly,” he says. 

“It’s not cohesive if it doesn’t have the 

moisture. If it’s too dry, it’s not going 

to compact its maximum potential.”

Arsenault says Green Monster goes 

beyond the Interlocking Concrete Pave-

ment Institute and Construction Products 

Association standards for base depths 

and the appropriate amount of moisture 

for proper compaction.

Raboine agrees that doing more than 

required is always a good idea.

“When in doubt, install a high-qual-

ity geotextile fabric and add more base 

than what is recommended,” he says. 

“Be sure to install the base 1 foot past 

the edge of the pavement. Oftentimes, 

you see contractors not doing this, and 

over time the edge will fail, which will 

cause the whole installation to fail.” 

Experts share some of the most important steps 
to a hardscape project before it even starts
BY CHRISTINA HERRICK | LM EDITOR

Learn how to become 
an ace of base

DID YOU KNOW
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C
alifornia has had a unique and 

increased responsibility to de-

velop sustainable indoor and 

outdoor water management 

practices and standards since 

the early 1950s. As part of the state’s shift 

from an abundant agriculture industry 

to the post-war era, the region’s most at-

tractive counties became saturated with 

master-planned communities, parks, 

schools and supporting infrastructure 

to keep up with a growing population 

and demand for a suburban lifestyle. 

The compounding population boom 

of the ’70s, ’80s and ’90s brought thou-

sands of acres of city parks, 

athletic fields, green belts 

and common areas from 

drawing board to develop-

ment with minimal consid-

eration that these demand 

millions of gallons of water 

to properly maintain appear-

ance and growth.

Unfortunately, it wasn’t until 

the early 1990s that water conservation 

principles, such as adopting new irriga-

tion technology, selecting water-con-

scious plant material, properly installing 

irrigation systems and properly training 

maintenance personnel began 

to take root in the minds of 

city planners, large land 

development companies 

and landscape architects. 

CHALLENGES TO ADOPTION

While new technologies, such 

as remote irrigation controllers, 

high-efficiency nozzles, vari-

able frequency drive pumps and drip 

lines, were standard and continuously 

improved California’s agricultural 

industry through the last quarter of 

the 1990s, it still took several years for 

BY DANNY SMITH | CONTRIBUTOR

Danny Smith

How the irrigation industry met  
and continues to meet challenges

EVERY DROP COUNTS

Irrigation + Water Management
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some irrigation products such as radio/

ET-based controllers, high-efficiency 

spray nozzles and soil moisture sensors 

to become available to the commercial 

landscape industry. 

It wasn’t until the cost of water be-

came substantially more expensive 

that people considered their property’s 

water footprint and ways to manage 

it without reducing or eliminating 

outdoor spaces. 

Increasing water costs also resulted 

in the demand for landscape architects 

and water providers to develop and 

implement landscape and irrigation 

ordinances, codes and regulations, such 

as the Model Water Efficient Landscape 

Ordinance, to effectively manage water 

volume allocations and budgets based 

on the actual landscapes, their size and 

the irrigation methods used. 

Another challenge to the adoption of 

technology was the demand for skilled 

and certified irrigation technicians, spe-

cialists and water managers to install, 

operate and troubleshoot it.

FUTURE VIEW

Fortunately, eager irrigation manufac-

turers met many of these challenges. 

This boom in engineering and devel-

opment budgets allowed the creation 

of key technologies we’ve now adopted.

These technologies include, ET-

based, or maximum allowable depletion 

or deficit-enabled controllers, accurate 

flow-sensing, two-wire low voltage 

decoder to solenoid activation and low-

radius, high-efficiency rotary nozzles. 

Implementing water-conserving 

technologies allows us to continue to 

enjoy our lush, yet sustainable spaces. 

We also can continue to justify the need 

for furthering irrigation technologies 

and their adoption and implementation 

due to the continued rise in water costs. 

To ensure these technologies continue 

to operate as designed, we also must en-

sure proper training and certification of 

irrigation technicians and specialists.

As water costs continue to increase 

alongside the demand for sustainable 

outdoor spaces, landscape management 

companies that invest in proper irriga-

tion technician and specialist training 

and certifications will become leaders. 

Companies that pursue both internal 

and external certifications and choose 

to invest in quality water management 

programs via the creation of new roles 

such as irrigation technician trainers, 

certified water managers and em-

ployee continuing-education program 

administrators will help to shape our 

environment by conserving millions of 

gallons of water. 

Smith is the director of water management for Park West 

Landscape Management in Rancho Santa Margarita, Calif.

MARCH 2023  |  LANDSCAPEMANAGEMENT.NET 53



LANDSCAPEMANAGEMENT.NET  |  MARCH 202354

S
pringtime means the return of 

the busy season for contractors 

nationwide. It’s also the ideal 

time for irrigation professionals 

to get their systems back into 

tip-top shape.

Shawn Sandink, business devel-

opment manager for SiteOne Land-

scape Supply, and Patrick Johnston, 

irrigation product manager for Hori-

zon Distributors, share their top do’s 

and don’ts for maintaining a well-run  

irrigation system.

DO

Keep your eyes peeled. An irrigation 

system involves a lot of moving parts, 

making it important to ensure that  

the most vital components are  

working correctly.

“Sprinklers pop up and shrink down, 

a rotor pops up, rotates and comes 

down, a valve is constantly opening and 

closing,” Sandink says. “There’s a lot of 

movement there. So those are the parts 

you’ll want to watch.”

Sandink recommends checking for 

leaks and potential cracks in emitters 

as well as their positioning. He also 

says contractors keep an eye on outside 

factors that could affect the delivery of 

water to the landscape, like plant ma-

terials that may have grown over time.

Utilize data and technology. The 

irrigation world doesn’t lack new tech-

nologies designed to help irrigation 

professionals, says Johnston. He recom-

mends contractors take advantage of 

that tech and the data that comes with it.

“The technology that is coming out 

is becoming less expensive; it’s a great 

tool to have in your toolbox,” he says. 

“I encourage (contractors) to use the 

newer technology, like smart control-

lers, to develop that information so you 

can make the right decisions.”

Stay educated. Sandink and  

Johnston agree that irrigation pros  

must continue to become educated 

about the latest irrigation mainte-

nance recommendations. Sandink 

says resources are abundant for  

contractors from places like the Irriga-

tion Association, manufacturers and 

local distributors. 

“The more education you have, the 

better,” he says. “I think that staying 

informed with the latest recommenda-

tions and knowledge is the best thing 

you can do to have a successful main-

tenance program.”

DON’T

Let technology do all of your think-

ing. For Sandink, as vital as technology 

is for maintenance, it’s important not to 

let it entirely run your process. He sug-

gests utilizing checklists with step-by-

step instructions for what to check next.

“A contractor may have performed 

this maintenance a million times,  

but having to physically check and 

write it down ensures it’s all done cor-

rectly,” says Sandink. “If they follow a 

checklist, most contractors find it saves 

them time.”

Let maintenance be too infre-

quent. Regular maintenance checks 

are critical to ensure an irrigation 

system gets water where it needs to be, 

Johnston says. 

What qualifies as regular mainte-

nance? That could depend on where 

in the country you are located. For ex-

ample, Johnston says spring is a great 

time to perform maintenance checks 

in colder climates. 

“When you’re refilling lines some-

where that frost and colder weather are 

an issue, it’s a good time to perform a 

full system diagnostic,” he says. “Then 

you can assemble a quote for materials 

needed for repairs and get that done.”

In warmer areas of the country, 

maintenance checks should be more 

regular. Johnston recommends doing 

system checks monthly.

Assume. There’s an old saying about 

assumptions, and it’s one that Sandink 

says those in the industry should live 

by. While trusting your gut might work 

occasionally, he says you should always 

confirm your suspicions.

“Sometimes experience can be a 

pitfall for maintenance practices in our 

industry,” he says. “Often, we’ll look at 

something immediately and think, ‘Oh, 

it has to be this.’ Especially in today’s la-

bor market where time is of the essence 

because if you’re wrong, you might run 

into a bigger problem.” P
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Learn best practices for keeping your irrigation 
system running smoothly all season long

BY ROB DIFRANCO | LM ASSOCIATE EDITOR

A contractor should make checking items for 
wear a top priority during regular maintenance.

Irrigation maintenance do’s and don’ts

MAINTENANCE SHOP
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L
ong before contractors hear about the release of a new 

controller, nozzle or other irrigation product, manu-

facturers spend countless hours bringing them from 

concept to completion.

GATHERING INFORMATION

Coming up with a good irrigation product idea is the easy 

part, says Joe Porrazzo, marketing group manager of the 

contractor division at Rain Bird. The difficult part of the 

process is going from that abstract concept to the finished 

good because no two people see everything the same way.

An important aspect of the development process is cus-

tomer feedback. Rain Bird uses a combination of formal 

interviews, questionnaires, surveys and in-field meetings 

to drive most of their feedback.

The development process varies by product, but Porrazzo 

says Rain Bird increased the velocity of its timelines during 

the past five years through new manufacturing processes, 

technologies and other innovative means to test products in 

the field with customers. The company uses a testing facility 

at its Tucson, Ariz., corporate office and performs testing 

in-house at its manufacturing facilities.

“Rain Bird works with independent testing facilities out-

side of the irrigation industry to ensure product longevity 

and reliability,” Porrazzo says. “Rain Bird also works very 

closely with the Irrigation Association and other industry peer 

groups to ensure our product development plans help drive 

their core initiatives with conservation and sustainability.”

CROWDSOURCING FEEDBACK

Irrigation contractor feedback is central to developing 

product ideas and efforts, says Jeffery Kremicki, manager 

of business development for Hunter Industries. Customers 

can submit their ideas to product development teams on the 

company’s Great Ideas for Innovation site. The company also 

actively reaches out to customers through surveys and site 

visits to confirm the product they plan to develop will meet 

the contractor’s needs.

“In addition, our employees take an 

active role in the collaboration around 

our next new products,” Kremicki says. 

“Product advisory groups consisting 

of members from sales, engineering 

and marketing are tasked with ensuring that the voice of the 

customer is present in our development activities.”

From inception to launch, a project could take several days 

to several years. Generally, implementing enhancements and 

new features to existing products takes less time than the 

development of a completely new product, Kremicki says.

“Product enhancements to our web-connected irrigation 

controllers, which have firmware and software, allow Hunter 

engineers to release new features quickly ‘over the air’ to our 

customers,” Kremicki says. “The design, development and test-

ing of a new rotor product is a much more involved process.”

Hunter forms product development teams after the prod-

uct idea is approved. The company creates product design 

specifications based on customer requirements. Then, the 

engineers develop designs and prototypes for testing.

TESTING, TESTING, TESTING

Once internal testing is complete, Hunter commonly sends 

products into the field to confirm the product meets customer 

requirements, Kremicki says. Product field testing could take 

years to gather the necessary data. Many products also go 

through internationally recognized compliance testing to 

ensure they meet industry standards.

“For many new products, testing can become the most 

involved part of the product development process,” Kremicki 

says. “Once a design has been ‘frozen’ and prototypes are 

developed, they are sent through a battery of Hunter internal 

tests to confirm performance and reliability.”

Kremicki says Hunter prioritizes the development of low-

impact products to help ensure their products and processes 

remain as efficient and socially responsible as possible.

“Whether we are developing a water-efficient sprinkler or 

smart irrigation controller, much of our product focus is on 

addressing concerns regarding water use and the scarcity 

of this valuable resource,” he says. 

Dowdle is a freelance writer based in Birmingham, Ala. P
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Get the inside track on the research 
and development of new products

BY LAUREN DOWDLE | CONTRIBUTOR

What goes into the 
launch of a new 
irrigation product?

        THROUGH  
THE WRINGER

Newly created irrigation 
products go through 
several stages of testing 
before hitting the market.
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FiveQuestions
INTERVIEW BY SETH JONES | LM EDITOR-IN-CHIEF

1
What should we know about  

SchoggenScapes? 
We were founded in 2001 as Premier Lawn and 

Landscapes, and we rebranded in 2010 to Schoggen-

Scapes. We’ve grown into a full-service landscape com-

pany: maintenance, construction, hardscape, irrigation, 

drainage and outdoor lighting. My brother and I are 

running the business together. During peak season, we 

have about 30 employees who take care of our clients.

2
How did you get into the business? 
Well, my degree is in construction and land 

development from Mississippi State University, 

but it goes back farther than that … my brother Will, 

one day when we were kids said, ‘Hey, you want to 

come help me cut a yard?’ I was 9 years old. He was 12. 

Mom drove us around in the back of her Chevy Malibu 

with a mower, electric Weed Eater and a push-broom. 

Here we are today with six 

crews and 15 trucks. It’s 

been quite a journey.

3
What are your 

expectations for 

this upcoming 

season — do you think 

2023 will be similar  

to 2022? 
I don’t know if any of us 

can handle another 2022. 

There was a point in 2022 

where we had six months 

of backlog work. I think it’s 

going to iron out a little bit. 

It’s always good to have a 

backlog, but the clients start 

getting frustrated when 

it’s far out like that. I won’t 

say that I think 2023 will 

decline — I think there will 

be plenty of work, but it 

will be spread out more.

4
Do you have a family, and what do  

you all do for fun? 
I’ve been married for almost eight years and 

we’ve got a little 6-month-old son. His name is Fenley, 

but we call him Fen. I’m from Mississippi, but I’m a big 

Boston Red Sox fan … so we named him after Fenway 

Park. We live on the reservoir, which is a lake there in 

Central Mississippi. So, for fun, we like to get out on the 

boat. I also like to travel, hunt and golf. 

5
What are your favorite tools  

to get the job done? 
I’m one of those guys that doesn’t mind spending 

money if it makes our job easier. That applies to office 

personnel and field personnel. We really enjoy our Ditch 

Witch mini skid-steers. And, of course, software … 

we’ve been doing digital time tracking since 2006. We 

went to Boss Landscape Management software in April 

2022. We enjoy everything being all together. Those 

tools are the most valuable. 

Phil Schoggen
VICE PRESIDENT 

SCHOGGENSCAPES

CLINTON, MISS.
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“My grandad told 

me, ‘If you do what 

you say you’re going 

to do, when you said 

you’re going to do it, 

you’ll have more work 

than you can do.’  

We live by that.”

BEST ADVICE 
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How remote time reporting helped 
Winterberry slash payroll time
CEO Bryan Stolz shares how integrating payroll software positions 
Winterberry for growth BY CHRISTINA HERRICK | LM EDITOR

A
t the end of 2021, Winter-

berry Landscape & Gar-

den Center, a full-service 

residential and commer-

cial landscaping company, introduced 

remote time reporting for its crews. 

Bryan Stolz, CEO of the Southing-

ton, Conn., operation that clocked in 

at No. 115 on the 2022 LM150 list, says 

the integration of an app-based payroll 

software called Paycom helped set up 

the operation for a strong future. 

“One of the major goals of scaling 

is to decrease your overall overhead 

— particularly administrative — to 

increase that ratio of billable people 

out in the field versus administra-

tive team members,” he says. “We 

are this year projected to reach $32 

million with one fewer person in our 

accounting department than we had 

when we were doing $10 million.”

He says the ability to cut down on 

administrative overhead is a multi-

pronged approach. It’s not just thanks 

to the addition of payroll software.

“Just as important as the actual 

software and the actual implementa-

tion is also the quality of the processes 

behind it,” he says. “It’s about that data 

flow from the field to the office and 

building the processes out right that 

makes it go efficiently and accurately.”

Imperfection in  
implementation
Stolz says he was part of a larger soft-

ware implementation at Winterberry 

around 2016. Through that process, 

he learned that companies often don’t 

know everything that’s going to hap-

pen once it’s implemented.

“You can’t put on rose-colored 

glasses and tell people, ‘We’ve got this; 

it’s going to be fine,’” he says. “Instead, 

be honest with them: ‘Hey, here’s 

where we’re at. Here’s what we think 

is going to happen. If that doesn’t hap-

pen, let us know as soon as possible so 

that we can work on it together.’ I think 

people appreciate that level of honesty.”

Stolz says the Winterberry team 

told Paycom that it had to integrate 

into the company’s existing manage-

ment software seamlessly. Other-

wise, it wouldn’t be a good fit.

“If you have all these different soft-

wares that don’t talk to each other, then 

you end up segmenting the business 

and the information,” Stolz says. “You 

lose that sort of open book clarity that 

we find really important for motivat-

ing our team members and for letting 

them know how they’re performing.”

Change management
Stolz says as the company has grown 

about 230 percent since 2016, he’s 

noticed less resistance to the addi-

tion of the payroll software but more 

questions about whether the change 

was the right one for the company. As 

Winterberry looked to upgrade, Stolz 

says a small team vetted the options. 

As rollout began, leadership iden-

tified team members who were com-

fortable learning new technology to 

train their peers in each department. 

“That way they were able to speak 

the same language, both in terms 

of the technol-

ogy, and just in 

general,” Stolz 

says. “They also 

were able to talk 

frankly about the 

challenges that they expected.”

Future moves
Stolz says a few crew members still fill 

out a paper time sheet as a backup. He 

says the next step will be to go com-

pletely paperless with payroll reporting.

From there, he hopes to integrate 

the payroll software’s GPS features 

to reduce the time it takes for crews 

to use the app to check in.

“Where we really want to get is 

that when somebody’s on a job, when 

they pull up their app to punch in, 

we want that job to already be there,” 

he says. “So that it saves time going 

through the phone. And that’s where 

we haven’t been able to get it to yet, 

but we’re hoping that we’ll be able to 

make that work (in 2023).” 

Bryan Stolz, CEO of 
Winterberry, says 
successfully adding 
software requires 
involving the whole 
team during rollout.

Applications are open for the 2023 LM150 list. Fill out the form at https://northcoast.wufoo.com/forms/lm150-entry-form-2023/  

to submit your information, or email Special Projects Editor Marisa Palmieri at MPalmieri@NorthCoastMedia.net for more information.
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I
n January, my team and I 

hosted a High Performers 

webinar for the 151 participants 

in The Herring Group’s Ninth 

Annual Landscape Industry 

Benchmark Report.

We selected three landscape 

companies from our Benchmark 

Report participants, analyzed their 

financials and interviewed them 

about how they perform at such a 

high level.

In this case, we defined “high 

performers” as landscape firms that 

consistently show an operating profit 

margin above 10 percent. We verified 

their results through the data they 

provided for our report.

We focus on operating profit  

margin because it is a single indi-

cator that effectively measures 

customer satisfaction, management 

effectiveness and operating effi-

ciency. Operating profit is revenue 

minus direct job expenses, indirect 

job expenses and overhead expenses 

— including straight-line depre-

ciation expenses. Operating profit 

margin is operating profit divided by 

revenue — a percentage.

For companies with revenue 

greater than $3 million, I recommend 

you target an operating profit margin 

of 12 percent 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 

than in larger companies.

COMMON TRAITS

The high-performing companies 

we analyzed on the webinar are 

varied in their sizes, markets and 

specializations, but they consistently 

achieve a 10 percent-plus operating 

margin. How do they do it? We iden-

tified the following habits they have 

in common.

Habit No. 1: Rely on data. These 

companies do not perform at a high 

level by accident. The companies 

are methodical and analytical in 

decision-making. These companies 

also communicate effectively, so 

teams always know if they are win-

ning or losing. For example, each 

salesperson has a sales goal reviewed 

weekly. For maintenance operations, 

dashboards in Aspire show whether 

crews are over or under hours on 

their jobs in real-time.

Habit No. 2: Focus on retaining 

customers. All three of our high 

performers have customer retention 

rates above 90 percent. It is much 

easier to grow and remain profit-

able when you do not lose custom-

ers. Customer retention starts with 

knowing the type of customer or 

project you want. These companies 

do not pursue every opportunity.

Habit No. 3: Price to value. 

Because these companies focus on 

data, their executive teams know 

their costs. More importantly, 

because these companies perform 

at a high level and focus on cus-

tomer satisfaction, they price to 

the customer’s perceived value of 

their services. In some cases, these 

companies provide concierge-level 

service so they can demand a higher 

price. They are not selling hours.

Habit No. 4: Find a way. A com-

pany cannot be a high performer if 

its management team makes or tol-

erates excuses. These high perform-

ers eliminated the “whataboutism” 

by holding team members account-

able. Each of the owners of these 

companies has a competitive spirit. 

They want to win. They hire manag-

ers who also want to win. Together, 

more often than not, they find a  

way to win.

CHECK OUT THE SERIES

To learn more about how you can 

turn your landscape company into a 

high-performing firm, don’t miss the 

first two articles in my series about 

the results of our Benchmark Report.

In January,  

I explained that 

most companies 

can be a lot more 

profitable than 

they are. I also 

presented a chart 

to show just how 

much money you 

leave on the table if 

you are not hitting 10 percent. 

In February, I explained why this 

report is the most accurate repre-

sentation of your company’s perfor-

mance and six ways you can use it to 

improve your business. 

With the right mindset and plan, 

there is no reason your company 

cannot quickly turn itself into a high-

performing landscape company. 

Grow your Green

“ It is much easier to 

grow and remain  

profitable when you 

do not lose customers. 

Customer retention 

starts with knowing the 

type of customer or 

project you want.

“
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4 habits all high-performing 
landscape companies share

Scan to see  
January’s article.

The author is the CEO of The Herring 
Group, financial leaders serving landscape 

companies. He can be reached at  
greg.herring@herring-group.com.

BY GREG HERRING



I
f you’re a business owner, step 

No. 1 for 2023 is to put in place 

a buy-sell agreement. If you’re 

not a business owner, skip to 

step No. 2. 

STEP NO. 1

A buy-sell agreement provides all the 

details for the sale of your business 

when a triggering event occurs.

Unfortunately, the most common 

trigger event of a buy-sell agreement 

is the death of a business owner. With 

this agreement in place, there is a 

predetermined plan to implement for 

the survival of the business and the 

protection of the families involved. 

Without such an agreement, everyone 

must figure out what to do next or, 

worse yet, fight about what to do next.

If two or more people own a 

business, a buy-sell agreement typi-

cally involves the remaining own-

ers acquiring the deceased owner’s 

shares. If one individual owns the 

business, a buy-sell agreement may 

involve the sale of the company to a 

competitor or a key employee. Buy-

sell agreements are usually paired 

with insurance to provide funding 

for the transaction to occur.

STEP NO. 2 

Another step for 2023 is to update 

your will. Most people don’t have a 

will, so this is an easier step because 

you don’t need to locate your exist-

ing will and determine what to 

change and how to legally make 

those changes. The rules governing 

will revocation and modification 

are tricky, and you can make errors 

easily, resulting in unintended conse-

quences. If you don’t already have a 

will, you begin with a clean slate.

Michigan, like many states, has a 

statutory will. This is a simple will, 

created by attorneys and approved by 

the state. It is entirely free to download 

and use. But there is a catch. You can’t 

change anything in the statutory will, 

or it will be invalid. It’s a fill-in-the-

blank form that works for most people 

with simple situations. If you need a 

more complex document, a statutory 

will won’t help you.

A will must comply with the laws 

of your state to be valid. You must be 

able to locate the will when needed. 

The best way to make a will discov-

erable is to place it on file with your 

county probate court. In Michigan, 

there is a $25 filing fee to do so. But 

this is a small price to pay to save 

your family from digging through 

your office files for days on end try-

ing to find your will.

STEP NO. 3

A final step for 2023 is to avoid pro-

bate entirely by creating a trust and 

employing other strategies to distrib-

ute all your assets through non-

probate transfers, leaving nothing 

remaining for intestate proceedings. 

By doing so, you will leave a wonder-

ful legacy for your family as a person 

who took careful steps to protect and 

ensure the assets wouldn’t need to 

endure an unnecessary and public 

probate process.

Trusts and nonprobate assets 

sound complicated, and they can be. 

But they don’t have to be. For exam-

ple, it’s not complicated to change a 

deed so that real estate transfers by 

operation of law upon death. It just 

takes some forethought and imple-

mentation to get it done.

The bottom line is we all will leave 

a legacy. What do you want yours to 

be, and what will you do in 2023 to 

protect that legacy?

Now go forth. 

“Trusts and nonprobate assets sound 
complicated, and they can be. But they don’t 
have to be. ... It just takes some forethought 
and implementation to get it done.

“
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Why your business needs 
a buy-sell agreement

Protecting Your Legacy

The author is a senior advisor 
with Tamarisk Business Advisors. 

Reach him at phil.harwood@
tamariskadvisors.com

BY PHIL HARWOOD 
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All politics is local

A
t the National Association 

of Landscape Profession-

als (NALP), our Govern-

ment Relations staff spends 

weekday mornings comb-

ing through thousands of pieces 

of legislation filed in all 50 states, 

plus D.C., looking for issues that, 

if passed, would have affected the 

green industry.

I am a big fan of federalism, with 

some notable exceptions. We should 

make political decisions at the most 

local level practicable. 

For instance, in Maine, legislators 

are concerned about the human and 

environmental risks of PFAS com-

pounds. Legislators contemplated 

dozens of bills in the past session 

and a raft of new ones in this session. 

Contrast that to the issues important 

to the legislature in Oregon, where 

legislators pay great attention to  

the remediation of areas affected  

by wildfires. 

Is one issue more important than 

the other? I can tell you without 

much fear of contradiction that if the 

vast forests of Maine were to ignite, 

the legislature’s priorities would 

similarly change.

ALL POLITICS IS LOCAL

And this is what makes government 

relations so fascinating. As the late 

Speaker of the House Tip O’Neill 

famously observed, all politics is 

local. My own counter observation is 

that politicians don’t want a grouchy 

bald guy from out of town — like me 

— telling them how to run their state 

or even their town.

Here in Massachusetts, our state 

laws say that only the state can regu-

late the use of plant nutrients. A town 

on Cape Cod sought to challenge 

the status quo. Local landscapers 

who engaged in retail politics and 

relied on relationships built with 

their elected officials over the years 

convinced the town not to move 

forward. This is the ultimate key to 

success. Elected officials who listen 

to their constituents.

When a legislature introduces 

a bill, a committee of jurisdiction 

is assigned the bill. It is within this 

committee that all the hard work 

of deciding whether the bill should 

become law happens. At some point, 

the committee will host a hearing on 

the bill in which the elected officials 

will debate its merits and listen to 

public testimony.

Public testimony is a bit of a dog 

and pony show; I’ve seen people 

bring in stacks of medical records 

and perform original music to get 

their points across. In most states, 

you’ll get about three minutes in 

front of the committee to make your 

point. I can hardly introduce myself 

in three minutes, let alone explain 

a complicated point of a policy and 

why it would be a good or a bad idea 

to pass this bill.

WE’RE HERE TO HELP

It is our goal at the NALP to do the 

legwork so that when we show up to 

testify, the politicians on the com-

mittee already 

know who we 

are. We already 

met with them 

to discuss, 

in detail, our 

feelings on 

the legisla-

tion. The three 

minutes affirm 

our position, 

a reminder of 

who we are and 

what we represent. We want those 

votes to be whipped long before we 

set foot in the committee room. But 

that is a lot of work.

To streamline that work, we 

established an Advocacy Contact 

Team (ACT) at NALP. This team 

is 100 percent member volunteers 

willing to engage with their state and 

local officials on issues important 

to the green industry. When NALP’s 

Government Relations staff tracks a 

bill or regulation, we’ll contact ACT 

members to review it and offer their 

thoughts on whether they’d support 

or oppose it.

Then, as the measure works 

its way through the process, we’ll 

engage with ACT members to offer 

testimony at committee hearings 

or to submit written comments. We 

also have the capability to launch 

email campaigns that target legisla-

tors and regulators with carefully 

crafted messages. 

Please consider signing up for the 

ACT. It’s a great way to effectively 

support the green industry and raise 

your image as an industry profes-

sional. We’ll teach and support you 

every step of the way. 

Industry Advocate

The author is the director of state and 
local government relations for the 

National Association of Landscape 
Professionals. Reach him at  

Bob@landscapeprofessionals.org.

BY BOB MANN 
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PRODUCTS + SERVICES 

FROM LEADING GREEN 

INDUSTRY SUPPLIERS

Key Features: 
• Adjustable heights 
• Heavy Duty Construction 
• Fits most major brands 
• Easy to install 
• Accommodates brooms up to 24" Wide

Buy Now 
at

GardenProTools.com

Email: info@gardenprotools.com

(315) 244-7327

Save $20 off  
your order!
Discount Code: 

SAVE20
Expires: 04/15/2023

Email: info@gardenprotools.comEmail: info@gardenprotools.com

Reduce fatigue and kickback!

Great accessory for spring clean-ups and

lawn dethatching!

Works with:

 BRISTLE
BRUSHES

 or
RUBBER

PADDLES

330.844.0042

www.SiBoreDrill.com

FOR ANYONE 

WHO NEEDS A 

HOLE UNDER 

SOMETHING 

HARD!USE THIS

• Affordable price

• Compact

• Two Year Warranty

• Built in the USA

Affordable price

TO DO THIS
     AND SAVE A LOT OF TIME

• Affordable priceAffordable priceAffordable priceAffordable price

     AND SAVE A LOT OF TIME     AND SAVE A LOT OF TIME     AND SAVE A LOT OF TIME

FOR INFORMATION ON  

ADVERTISING IN THE 

LMSHOWCASE SECTION,  

PLEASE CONTACT:

Jake Goodman 

jgoodman@northcoastmedia.net, 

216-363-7923

Dan Hannan 

dhannan@northcoastmedia.net,  

216-363-7937

Chloe Scoular 

cscoular@northcoastmedia.net,  

216-363-7929



Every month the Classified
Showcase offers an up-to-date
section of the products
and services you’re looking
for. Don’t miss an issue!

ADVERTISING

INFORMATION

Call Chloe Scoular 

at 216-363-7929,

FAX: 216-706-3711,

E-MAIL: cscoular

@northcoastmedia.net

Payment must be received by the 

classified closing date. We accept Visa, 

MasterCard, and American Express.

Mail LM Box # replies to:

Landscape Management Classifieds, 

LM Box #____

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

Cleveland, OH 44114

(please include LM Box # in address)

PLACE YOUR AD TODAY!

Place Your Recruitment Ad Today.

    Find the person for the job.

Best Price Nursery Stock!
Q                                       

L                   

Contact us for a free quote today!

Large and Small, 

We Find (and Ship) it all.

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

PRODUCTS AND SERVICES

When responding to an ad, 
say you saw it in

HELP WANTED

DID YOU 
KNOW?

landscapemanagement.net

All Landscape

Management 

classifi eds are 

posted online.

Landscape Company in 

Glenville/Cashiers NC Area Seeking 

Horticulture Professional: 

Turf/Chemical/Landscape 

Maintenance Account 

Manager.  Minimum of 2 years 

experience. Starting wages negotiable 

based on experience, up to $70,000 

Per Year.  NC Pesticide Applicators 

License major plus but not 

required.  NC Driver’s License required 

with clean record. Eligible employees 

receive paid vacations, paid holidays, 

sick time, maternity leave, 

bonuses/profit sharing.  Auto 

allowance for commuters over 30 

minutes is available.  Overtime hours 

paid at 1.5 times the hourly rate.  Year-

Round Full-Time 

Employment. Trucks/Tools/Equipment 

Provided. (828) 743-1046 

*denotes regional advertisement

The ad index is provided as an additional 
service. The publisher does not assume any 
liability for errors or omissions. 
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AD INDEX

Albaugh .........................................................7
Andersons, The ........................................23
Anuvia .........................................................45
Arborgold ....................................................31
Ariens/Gravely................................... 34-35
Aspire...........................................................33
Bailey Nurseries .......................................26
Bobcat ........................................................... 9
Case Construction ............................. 5, 25
Earth & Turf ...............................................52
FMC Professional Solutions ................. 37
Garden Pro Tools .....................................62
GrassRoots Turf Franchise ...................53
Gregson-Clark Spraying Equipment....41
Horizon Distributors ...............................39
Isuzu ......................................................... CV3
John Deere .................................CV2, 12-13
Kawasaki Engines ..............................20-21
Kioti .......................................................... CV4
Leaf Burrito................................................. 18
Little Beaver ...............................................14
Mulch Mate ................................................49
nextDAYsod ..........................................OTS*
Pond & Rock Shop, The ........................47
PRO Landscape by Drafix Software ....24
Progressive Insurance .............................. 3
Quali-Pro ..................................................... 15
SiBore Drill .................................................62
SmartGate ..................................................62
Steel Green Manufacturing ..................29
Syngenta .....................................................19
TruFuel ........................................................48
Turfco ........................................................... 27
Uline ............................................................. 22
Weedingtech .............................................32
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RESOURCES
[ IRRIGATION NATION ]  

Calling all irrigation 
contractors! 
Did your operation recently complete  

a noteworthy irrigation installation?  

If so, we want to hear about it. Drop 

Editor Christina Herrick a line at  

cherrick@northcoastmedia.net  

and your project might be featured  

in an upcoming issue of LM!
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A
lot has changed in the nearly 

40 years I’ve been in the land-

scaping industry. As we kick 

off another busy spring, I 

thought it might be fun to 

reflect together on how far we’ve come 

— as an industry and as professionals.

1
SAFETY

We’ve gotten much smarter since 

1984, when seat belts weren’t even 

required in cars. I hate to even admit 

this, but my crew used to regularly 

ride in the truck bed — which we all 

know now is so dangerous. I even 

knew of one local landscaper who 

let his team sit on the mowers in 

the trailer and ride to jobs. Safety 

goggles weren’t popular, and we did 

absolutely no safety training.

Fortunately, there have been a lot of 

safety improvements since then, both 

at Grunder Landscaping Co. (GLC) 

and in the industry. At GLC, safety is 

the first step of everything we do, and 

anyone on the team is allowed (and 

expected) to correct someone they 

see not following safety protocols. We 

don’t go anywhere without our seat 

belts, and we know that a safe com-

pany is a good company. 

I’ve seen the industry embrace 

safety as well. We’ve seen vendors 

now offer safety training on their 

equipment, and companies show 

their teams the safest ways to get 

their jobs done.

2
EQUIPMENT

Oh boy. In 1984, we did not use 

bed edgers, mini skid-steers, dump 

trailers, GPS, laser levels, software 

or cell phones. There was no texting 

or calling while on job sites. Just 

imagine the headaches. In 1987, I 

had a phone installed in my pickup, 

and when someone called it, the 

horn would honk. I’d have to sprint 

back to the truck to answer it, but 

nine times out of 10, it was my mom 

calling to ask when I’d be home  

for dinner. 

Young people reading this, 

imagine what it would be like if the 

crew had a question while working 

on a job. We couldn’t text pictures 

back and forth, and even attaching 

printed pictures to a work ticket was 

difficult and uncommon before  

computers and printers became 

more prevalent.

Today, I’m not sure where we 

would be without all the equipment 

that saves our crews so much time or 

without the technology that makes it 

easier to do our jobs. All of it makes 

our jobs less stressful and a lot 

easier if we can use that equipment 

and tech to its full potential.

3
PEOPLE

While so much has changed in the 

nearly 40 years we’ve been in busi-

ness, the truth is, it’s still people who 

make our businesses what they are. 

I believe I was a good young leader, 

but there was a lot I needed to learn. 

I knew then what I still believe to be 

the secret to success now: You have 

to treat people well, share your vision 

with them, and show them what’s in it 

for them to motivate them. And since 

the early years, I’ve learned the most 

important task afterward is to simply 

get out of their way. 

In the days before cell phones, 

we stayed out of our team’s way by 

default. Today, we have to be a bit 

more intentional about it. Help your 

team problem-solve, coach them 

through an issue instead of telling 

them the answer, and cheer them on 

through both success and failure. 

As you start another busy spring, 

take a moment to look back at how 

far you’ve come. Even if you’ve only 

worked in this industry for a few 

years, think about what it was like in 

the beginning and all you’ve learned. 

Be proud of those accomplishments. 

Then look ahead at your future. How 

can you leverage safety, equipment 

and the people running alongside 

you to make your dreams a reality? 

Our success depends on people, and 

that’s a very good thing. 

At GLC, safety is the first step of everything  
we do, and anyone on the team is allowed  
(and expected) to correct someone they  
see not following safety protocols.
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Grow
with Grunder

The more things change,  
the more they stay the same
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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. 
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WWW.ISUZUCV.COM

Isuzu vehicles are assembled from component parts manufactured by Isuzu Motors Limited, its affiliated companies and by independent suppliers who manufacture such
components to Isuzu’s exacting standards for quality, performance and safety. Vehicles shown with optional equipment. Some equipment is dealer installed. Rugged Duty 
Series is a trademark of  Allison Transmission, Inc. © 2023 Isuzu Commercial Truck of America, Inc.

CLASS 5 
N-SERIES GAS

Introducing the All New 2024 Class 5 NQR & NRR Trucks

See Your Authorized Isuzu Dealer for More Information.




