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LAWNCAREPRO
LM ’S OPERATOR OF THE MONTH  »

AT A GLANCE
COMPANY: Brad Johnson’s 
LawnAmerica

FOUNDED: 1999

HEADQUARTERS: Tulsa, OK

TITLE: Founder and president 

YEARS IN THE INDUSTRY: 25

SERVICE AREA: Tulsa and sur-
rounding area, Bartles-
ville, Grand Lake

INDUSTRY INVOLVEMENT: 
Longtime member of 
PLCAA and PLANET

NUMBER OF LOCATIONS: Three

EMPLOYEES: 40

SERVICES: Fertilization, 
weed and insect control, 
aeration, seeding, Primo 
Maxx applications, soil 
testing, mole control, 
snow removal during the 
winter

PERSONAL HIGHLIGHTS/HOB-

BIES: Backpacking, being 
with family

FAMILY: Wife, Becky, chil-
dren, Jake, Katie and Luke, 
and three grandchildren

“

After building and selling one successful lawn care 
company to TruGreen, then starting and building a 
second lawn care company, Brad Johnson took most of 
the 2010 season away from his business, Brad Johnson’s 
LawnAmerica, to hike the Appalachian Trail. The experi-
ence taught him two things: 1) People are generous; and 
2) His company did pretty darn well, even without him. 
Now he’s writing a book about the experience.

Has the hike changed you? 

The experience has made me 
appreciate relationships even 
more. My family. My friends. 
My employees. My custom-
ers. That’s what you miss 
most, the relationships.

Brad, we understand you 

hiked the Appalachian Trail in 

2010, all 2,181 miles of it. Tell 

us how you did it. I hiked it in 
three segments. I started at 
Springer Mountain in Geor-
gia on May 28. That’s kind 
of late. I got a late start and 
hiked more than 800 miles to 
central Virginia. Then I came 
home for a while and later 
in the summer hiked from 
Maine south for about 1,000 
miles. This past December I 
fi nished the remaining 175 
miles to Harpers Ferry (WV). 
Because I did the entire trail 
it’s considered a thru-hike.

Why did you hike it? After I 
got a letter from TruGreen 
offering to buy my company, 
it started me thinking about 
what I would like to do if I 
could walk away from this 
business and do exactly what 
I wanted to do — hike the 
Appalachian Trail. Over a 
3-month period I read books 
about the trail, talked to peo-
ple who had done it, either all 
of it or some of it. And I 
decided I was going to do 
it and do it for charity.

Which charities? There 
are fi ve: The Little Light 
House, Folds of Honor, 

Young Life-Rogers, Habitat 
for Humanity and the Salva-
tion Army. We put the hike 
out there. We publicized it. 
We called it AT2010 A Com-
passionate Journey. We devel-
oped a logo for it. We put it 
on our website and our guys 
even wore shirts last year that 
had the logo and sponsors 
on it. All American matched 
donations dollar for dollar. In 
the end we raised more than 
$105,000.

Everybody on the trail has 

a trail nickname, what was 

yours? The Compassionator.

What was the toughest thing 

about hiking the trail? It was 
very hard physically but 
the mental and emotional 
challenges are even greater. 
Mostly being away from my 
family, from my wife and 
from my business. 

Did you have any physical 

problems or injuries in the 

mountains? I had to get a 

cortisone injection for a 
bum hip to begin with. I had 
shin splints, got infected 
toes and got a spider bite 
on my face. It bit me on the 
cheek. With some medica-
tions the swelling on my 
face fi nally went down. I had 
to go to the doctor about 
four times while I was on 
the trail but nothing major, 
thankfully.

Did you ever consider 

quitting? If I had dropped off 
the Trail after two weeks I 
would have looked pretty 
stupid. I kind of painted 
myself into a corner and 
that was partly by design. I 
had to fi nish this because so 
many people knew about it. 
You almost have to have a 
reason to hike the Trail and 
I had a reason. There were 
a couple of times when I 
hit the wall and got a little 
discouraged. It wasn’t that I 
didn’t think I could make it 
because I knew I could, but 
things happen.

                  THE EXPERIENCE HAS MADE ME APPRECIATE
         RELATIONSHIPS EVEN MORE. MY FAMILY. MY FRIENDS. 
MY EMPLOYEES. MY CUSTOMERS.

BY RON HALL







www.billygoat.com

Lawn & 
Litter Vacuums

Wheeled 
Blowers
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Overseeders

Brushcutters  
& Mowers

Aerators & 
Power Rakes

For more information, contact your local Billy Goat Dealer.
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NEW! NEW!

HOMEPRO Mowers

Clean Up In All Seasons  
With Billy Goat!
When it comes to landscape management  
and clean up, Billy Goat products are proven 
performers for all your needs. Innovative design 
and durable construction mean less downtime 
and maximum productivity in all seasons.

See our full line of clean up solutions for all  
your property maintenance needs at your Billy 
Goat dealer.

To find your local Billy Goat dealer, call

1-800-776-7690
or visit www.billygoat.com

SEE 
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WEEDWATCH

BROUGHT TO YOU BY 

STANDING SENTINEL TO PROTECT PLANT HEALTH

For more information regarding these and other turf weeds — and related control technologies and tips — please visit www.DowProvesIt.com or call 800/255-3726.
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Recommended 
Dow AgroSciences 

solution

Dimension® 
specialty 

herbicide*

Recommended 
Dow AgroSciences 

solution

Dimension® 
specialty 

herbicide*

sidewalks, and in open 
turf areas.

CONTROL TIPS

 › Spurge plants are 
prolifi c seed producers. 
Apply a spring treatment 
of a pre-emergent herbi-
cide that offers residual 
broadleaf weed control, 
such as dithiopyr.

 › Spurge germination is 
prominent in compacted 
soils, so alleviating com-
paction, or the reasons 
behind compaction (such 
as poor drainage or 
nematode infestations) 
will help keep spurge in-
festations from occurring. 

* State restrictions on the sale and use of Dimension specialty herbicide products apply. Consult the label before purchase or use for full details.

SPURGE
Euphorbia spp. (pictured: E. maculata)

IDENTIFICATION TIPS

 › This annual emerges a 
few weeks after crab-
grass, and continues well 
into the summer.

 › The coarse, bunch-type 
grass features dark green 
leaves that form a basal 
rosette of prostrate to 
upright fl attened stems.

 ›Compressed stems 
near the base are silver or 
white in color. 

 › Flowers contain two to 
10 fl attened, fi nger-like 
spikes that resemble a 
zipper.

 › The strong, extensive 
root system invades high-

traffi c areas like athletic 
fi elds or golf courses.

CONTROL TIPS

 › Improving turfgrass 
health and vigor through 
proper fertilization and 
maintenance is most 
advantageous. 

 › If possible, alleviate 
compaction and minimize 
traffi c. For complete con-
trol, apply a pre-emergent 
herbicide such as dithio-
pyr just prior to crabgrass 
germination. This timing 
will provide season-long 
control of both crabgrass 
and goosegrass.

IDENTIFICATION TIPS

 ›Red- or purple-tinged 
stems and opposite 
leaves are common. All 
species emit milky sap 
when broken.

 ›Oblong leaves are 
smooth or sparsely hairy, 
reddish green to dark 
green in color — often 
with a maroon or purple 
spot in the center.

 › The prostrate structure 
forms mats by branching 
from the base.

 › This warm-season an-
nual is found in disturbed 
soil, such as gardens 
and fl ower beds, along 

GOOSEGRASS 
Eleusine indica



GOLF LAWN NURSERY ORNAMENTAL

P R O V E N S O L U T I O N S

™Trademark of Dow AgroSciences LLC ©2007 Dow AgroSciences LLC T38-000-002 (9/07) BR 010-60508 510-M2-443-07

With the new customer rewards program from Dow AgroSciences,
you getmore.More products.More solutions.More cash back in your
pocket. We offer one of the most comprehensive portfolios of Turf &
Ornamental products in the industry, so you can prevent problems
before they ever happen. And earn more on your purchases. When
you need a proven solution for your Turf & Ornamental business, you
can count on Dow AgroSciences. That’s The Power of MORE™. To learn more about The Power of MORE,
visit www.powerofmore.com or contact your local distributor or Dow AgroSciences sales representative.

GET MORE WITH THE POWER OF MORE™.
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on Dozier was a tough sell 
the first time through the 
propane lawn equipment 
displays at the GIE+Expo 
in Louisville, KY.

“I don’t know if I 
wasn’t looking at it right, if I couldn’t 
make heads or tails of it, or if I didn’t 
think the savings were there,” the Geor-
gia landscaper recalls of the propane 
lawn mowers he glanced over several 
years back at the trade show before 
going on his way.

To that point, Dozier’s only knowl-
edge of propane was its role in cooking 
steaks on the grill. So how could he take 
the fuel seriously and rely on it to power 
his Merry Acres Landscape & Lawn 
Maintenance mowing equipment?

His attitude changed last year 

during an opportunistic visit from a 
local propane marketer that turned 
Dozier’s business upside down. Russell 
Lemon, a representative from Modern 
Gas in Albany, GA, had been pitching 
Dozier on the benefits of propane lawn 
equipment. And on this particular visit 
to Dozier’s Albany office, the timing 
couldn’t have been better.

“It happened to be the right time 
that we were ready to buy equipment,” 
says Dozier, who last June replaced his 
gasoline fleet with eight Gravely 60-in. 
zero-turn riding mowers. On top of 
that, the company purchased a Ford 
F-150 propane pickup truck.

“You have to put yourself out there 
and make yourself available to these guys, 
and when they say ‘no,’ it’s not final,” 
Lemon says of the propane marketers’ 

Green Industry 
professionals 
are turning to 
propane  
equipment — 
and not  
looking back.

BY BRIAN RICHESSON 

Clockwise from top: Propane mowers are 

increasingly popular with maintenance con-

tractors. Engines on propane mowers tend 

to require less frequent maintenance. Merry 

Acres Landscape & Lawn Maintenance 

co-owners Jarrett Martin, left, and Jon 

Dozier will burn 10,000 to 12,0000 gallons 

of propane this year running eight Gravely 

mowers and a Ford F-150 pickup truck.
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influence on landscapers. “You have to 
provide them with whatever they need.”

Landscape companies around the 
country have been making the same 
discoveries as Dozier and Merry Acres 
co-owner Jarrett Martin: Propane can 
power their equipment just as well as — 
or better than — gasoline.

Merry’s time
Merry Acres runs its equipment year-
round, with Dozier estimating the firm 

will burn 10,000 to 12,000 gallons of 
propane annually. Modern Gas installed 
a 1,000-gal. fueling station at Merry 
Acres’ facility, and the companies nego-
tiated a 12-month price on propane. 
At less than $2 a gallon, that supply 
contract enables Merry Acres to see 
significant fuel savings compared to the 
price of gasoline.

“We’ve always tried to be good 
stewards of the environment, but what 
got us looking into this area was a way 
to save money and increase our bot-
tom line,” Dozier says. “It is an initial 
upfront expense to go propane. The 
trucks cost more, and the mowers cost 
more. But we’re thinking we will recoup 
our cost in the first year-and-a-half.”

Initially, Dozier was hesitant about 
the propane lawn products, wonder-
ing whether they would hold the 
same power and performance as those 
running on gasoline. But the company 

has been pleased with the results, even 
noticing an increase in power on the 
propane mowers.

“We put them in some nasty situ-
ations, cleaning up a restaurant that’s 
been shut down for a while, and they 
blew right through that stuff,” Dozier 
says. “We never heard a strain on the 
mower, versus gasoline where the 
engine would bog down or slow up.”

Maintenance is also made easier on 
the propane mowers, as Merry Acres 
can double the amount of hours (now 
100) between oil changes, “so our costs 
of maintaining it are down on our 
engine side,” Dozier says.

The company’s Ford F-150 is used 
daily by its maintenance manager to 
check on accounts, but Dozier remains 
curious how fuel mileage would fare when 
a propane truck is worked harder, with a 
trailer and a heavy load of equipment.

In March, Merry Acres purchased 
four conversion kits from AltFuel 
LLC and has been testing other lawn 
equipment on propane. As the company 
needs more equipment, Dozier says it 
will continue to consider propane.

Staying competitive
No company has more experience using 
propane lawn equipment than Competi-
tive Lawn Service in Downers Grove, IL. 
It is said to be the first company in the 
country to operate its commercial crew 
— encompassing mowers, blowers, trim-
mers and trucks — entirely on propane.

Competitive Lawn Service runs a 
converted propane fleet of 18 mowers 
(12 Wright Standers and six Bob-Cat 
and Wright walk-behinds), 12 Dolmar 
blowers and six Lehr trimmers. The 
company also runs four propane-fueled 
Ford F-Series trucks with Roush retro-
fits, and a Ford dual-fuel truck from AJ 
Automotive Group.

“Every machine I have out there not 
running on propane is killing me,” says 
company founder Eric Hansen, who 
has put Competitive Lawn Service on 
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the alternative fuel map with his push to 
propane, a process that began in 2008 
when gasoline prices spiked. “I’d like to 
stop going to the gas station at all.”

With its converted equipment fleet, 
the company estimates it will burn about 
25,000 gallons of propane this year, run-
ning mainly April through December. 
United Propane, a Heritage company, 
helped install a 1,000-gal. fueling station 
at Competitive Lawn Service for conve-
nient, cost-efficient and secure fill-ups. 
About 40% of that propane goes into the 
company’s trucks.

“They’re like rocket ships; they’re 
extremely fast,” Hansen says of the 
trucks, which travel a small radius to 
customer sites, less than 10 miles from 
the office.

With a significant differential in per-
gallon fuel costs between propane and 
gasoline, Competitive Lawn Service is 
saving about $2,500 per month. And 
Hansen is seeing other benefits with 
propane. With slight adjustments, his 
first converted propane mower has 
reached 3,500 hours in runtime, when 
they normally “blow up at 2,500 hours,” 
he says.

“What we’re finding is these engines 
last longer. Do they last twice as long? 
We haven’t proven that yet, but they are 
lasting longer and we’re changing the oil 
every 100 hours as opposed to 25 hours,” 
Hansen says. “If we get an engine that 

lasts longer, has less 
emissions, that runs 
the same, with the 
same cutting, that’s 
how we’re picking 
up all that savings.”

Hansen is a self-described “small-
engine guy,” always looking for ways to 
gain longer runtimes and advantages 
from his equipment. Propane, he says, is 
helping him to achieve his goals — and 
allows Competitive Lawn Service to dif-
ferentiate itself in the market.

Propane perspectives
When Baker Commercial Landscap-
ing pulled one of its converted propane 
mowers, in operation for the previous 
five months, into the garage for an oil 
change, it made a notable discovery. 

“When we drained the oil, it came 
out as clear as new. It was almost crystal 
clear,” says Bob Jensen, sales manager 
for the Orlando, FL-based company. 
“When we pulled the spark plugs, we 
found next to nothing on them. Mainte-
nance-wise, this has been a huge benefit. 
It’s a clean-burning way to do business, 
and it saves us money and time.”

With help from Heritage Propane, 
Baker converted 38 of its John Deere 
mowers — 60- and 72-in. ride-ons 
and 48-in. walk-behinds — to pro-
pane last year. 

ALTERNATIVE FUEL

continued on page31

Baker Commercial 

Landscaping, 

Orlando, FL, 

converted 38 John 

Deere mowers to 

propane last year.
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RECOMMENDED BY 
DO-IT-YOURSELF 

EXPERTS.
AUTOLITE® SMALL ENGINE 

SPARK PLUGS.

Autolite® Xtreme Sport®

For most powersports
engines from motorcycles 

to snowmobiles to 
motorboats. Iridium-enhanced 

.6mm fi newire design 
provides up to 26% quicker 

starts than standard plugs.

Autolite® Small Engine
For most small engines

from mowers to
motorcycles. Engineered to 

meet OE specifi cations, 
these plugs help provide 
quick, consistent starts. 

Autolite® Xtreme StartTM

For most outdoor power
equipment. Iridium- 
enhanced .6mm finewire 
design provides up 
to 26% quicker starts 
than standard plugs.
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Move up.

RECOMMENDED BY THE NEIGHBOR 
WHO KNOWS HOW TO FIX

ANYTHING WITH AN ENGINE. 
Start mowers, chain saws, and other outdoor power equipment up to 26% faster than standard 

spark plugs. Move up to Autolite® Xtreme StartTM spark plugs. Their advanced .6mm fi newire 
design enhances ignitability and fuel combustion to help engines start quickly and consistently 

in any season. Learn about Xtreme StartTM and all Autolite® electrical parts at autolite.com.



Announcing new, lower list prices on a full range of 

Rain Bird products. To help you stay competitive in these 

challenging times, we’ve lowered list prices on many of our most 

trusted products. We hope these prices will help you continue to 

deliver the industry-leading quality that you and your customers 

demand. Putting performance in the ground and savings in your 

pocket. That’s The Intelligent Use of Water.™

See all of our new, lower list prices at 

www.rainbird.com/PocketTheSavings

Demanding more
and paying less.

That’s intelligent.


