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ZOMBIE
WEEDS

IT’S UP TO YOU
TO STOP THEM

WITH THE HELP OF
SOME SECRET

WEAPONS

Choose Herbicides Featuring FMC Sulfentrazone

Always read and follow label directions. FMC, Blindside, Dismiss, Echelon and Solitare are trademarks of FMC Corporation. ©2014 FMC Corporation.
All rights reserved. 

ZOMBIE WEEDS are the perennial weeds that come back from the dead year after year — and often with a 

vengeance. Reduce the number of ZOMBIE WEEDS that invade your turf with Blindside,® Dismiss,® Echelon®

and Solitare® herbicides. Formulated with an optimized amount of FMC sulfentrazone, these herbicides 

offer multiple benefits beyond controlling existing weed populations.

z�Impact underground reproductive structures
       of weeds

z�Deliver a significant reduction in viable weeds
        the following season

z�Lower labor and herbicide costs by reducing
        perennial weed populations

To see fewer ZOMBIE WEEDS next season, 
talk to your FMC Market Specialist or local 
FMC Distributor now. 

TURN YOUR TURF INTO A NO ZOMBIE ZONE

 This two-year study shows that herbicides featuring FMC sulfentrazone

significantly reduced viable yellow nutsedge plants the following season.

fmcprosolutions.comFMC Turf @FMCturf FMC Turf

PERENNIAL 
WEEDS THAT 

RETURN FROM 
THE DEAD:

...YOU TAKE ACTION

NUTSEDGE

GREEN
KYLLINGA

WILD VIOLET

GROUND IVY

AND MORE

SULFENTRAZONE TWO-YEAR STUDY
Source: FMC Sparks Research Station, Georgia

180

160

140

120

100

80

60

40

20

0

# 
V

ia
b

le
 y

e
ll

o
w

 n
u

ts
e

d
g

e
 t

u
b

e
rs

Echelon®

Pre
Dismiss® South

Post
Solitare®

Post
Control



PATIENT LANDSCAPER PERSISTENT WEEDS

SELLING MADE SIMPLE
GET YOUR FREE CARD READER AT SQUARE.COM/LM
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OUR MISSION: Landscape Management shares new ideas to inspire and empower readers to run more efficient, profitable businesses. 
We’re the leading information resource for lawn care, landscape maintenance, design/build and irrigation professionals.
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SNOW + ICE GUIDE
Suppliers, experts 
quell contractors’ 
concerns over what 
appeared to be a salt 
shortage this winter.
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Salt suppliers, experts quell snow removal contractors’ concerns over what appeared to be a salt shortage this winter. BY SARAH PFLEDDERER

An ‘unprecedented’

Cargill’s salt mines, like this one in Cleveland, weren’t shy of supply this year. 

C ASE SNOW MANAGEMENT staff made a 16-hour round trip to Maine to pick up an order of rock salt this 
winter. All the while, there were piles upon piles of the deicer at the company’s local supplier, right down 

the road from its headquarters in Attleboro Falls, Mass.Case Account Executive Neal Glatt says seeing the surplus 
through rearview mirrors not only rubbed salt in the company’s 
wound, but it convinced him the snow management industry 
was not, in fact, facing a salt shortage, as some news headlines 
read. He identified the problem as a “supply chain issue.”“It’s not like the salt industry fell on its face,” Glatt says. 
“The problem was everybody needed the same thing at the 
same time on a more frequent basis.” His viewpoint aligns with what many experts and suppli-
ers say created an apparent salt shortage this winter.The root causes

Lori Roman, president of the Salt Institute, confirms there 
is a sufficient amount of salt available for mining, and it was 

being mined this winter. The problem was the severe winter 
increased the demand for ice melts, and the extreme cold 
that came with it affected suppliers’ transportation methods 
for those products.

“The modes of transportation we used were challenged 
by the same weather causing the demand,” says Mark Klein, 
director of communication at Cargill. For example, the sup-
plier has salt mines in Lansing, N.Y., Cleveland and Avery 
Island, La. The latter generally transports product on barges 
up the Mississippi River—these vessels can move the equiv-
alent of 15 rail cars or 60 to 70 tractor-trailers, Klein says. The 
cold froze parts of the river, though, requiring the supplier to 
resort to ground transportation, which held equal challenges. 

Rail cars had to travel at slower speeds to be cautious 
of the cold’s effect on the air brakes, Klein says, and, when 
transporting by truck, Cargill faced the same winter roadway 
conditions as commuters.Martin Tirado, CEO of the Snow & Ice Management Asso-
ciation (SIMA), says this isn’t the first time the industry has 
encountered a “supply and demand issue” thanks to severe 
weather. He recalls a similar situation in the 2008-2009 winter 
and says it happens every four to five years.What added to the dilemma this year, Tirado says, is con-
tractors had no notion there would be extreme snowfall, given 
they prepare for average winters. Because there were rela-
tively mild winters for the past two years, contractors underes-
timated how much salt to order at the start of the season.

“The government sector and the private sector pre-
purchase based on averages (for the past) three to five years,” 
Tirado says. “The reality is this winter the snowfall was much 

dilemma

16
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ONLINENOW

HELP! LANDSCAPE

PROFESSIONALS

We are actively seeking 

dealers to sell, install and 

service our innovative 

outdoor misting systems 

that effectively control 

mosquitoes and other 

annoying insects. 

1-866-485-7255

Learn more at www.mistaway.com/goodbiz

NOW TRENDING: What a combined 
ValleyCrest, Brickman could mean  
for the landscape market
When word leaked of a potential ValleyCrest 
Cos. and Brickman Group merger, we took to 
social media to get the Green Industry’s take 
on the possible deal and shared some of our 
own reporting on it (buff.ly/1n2Py8n). Stay 
tuned to LandscapeManagement.net for 
breaking news on this story.

LinkedIn reactions
» David Bonza: They are the Home Depot of the landscape 

industry. Low prices for subpar work will hurt everyone.

» Dan Pestretto: All things considered, this will bring, if it happens, more 
money, interest and recognition to our industry.

» Steven Cohen: This will help reshape the attitude and thinking of how land-
scape services are procured by clients. Bigger doesn’t mean better. (It’s a) great 
opportunity for regionals and smaller companies to leverage market share.

»  LANDSCAPEMANAGEMENT.NET

Facebook Feature 
QUESTION OF THE WEEK

What are your thoughts on the potential  
Brickman/ValleyCrest merger?

»  Adam Linnemann: They will be the Walmart  

of lawn care.

»  Seth Ambrose: I think it’s great for smaller 
businesses. A large army moves slowly.  
(A) small army is more agile. Not to mention, 
look what happened to TruGreen.

»  Mike Perrine: I’m OK with it because I do  
a ton of subcontracting work for Brickman.

»  Matt Dingeldein: Hopefully the humble roots 
of these two firms will prevent them from  
making the same mistakes of those that have 
tried this before. Only time will tell.



One charge delivers 
super-charged performance.
The new STIHL AR 900 backpack battery is a game-changer – and a work-changer. 
This Battery KombiSystem accessory packs more than five times the capacity of our 
next most powerful batteries. That means extended run times, less downtime and 
more work time. All this extra power also gives pros a true alternative to gas-powered 
equipment, eliminating exhaust emissions plus fuel and oil costs. And, its ergonomic 
design will put less stress on your crew even as they work more. You asked for 
longer run times. STIHL worked overtime to deliver.

STIHLusa.com/AR900 or text AR900 to 78445

Message and data rates may apply.
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Contact Marisa at 216/706-3764 or mpalmieri@northcoastmedia.net.

EDITOR’SNOTE
MARISA PALMIERI EDITOR

A
re your ears ring-
ing? They should be. 
People are talking 
about the collective 
landscape industry, 

and it’s a good thing. Who do I mean?
 › Investors at private equity firms 

like KKR, which bought the Brickman 
Group last year for $1.6 billion. KKR 
also is reportedly in talks to acquire Val-
leyCrest Cos. for around a billion dollars. 

 ›Readers of Forbes, which recently 
published a report online by financial 
information company Sageworks. 
According to the study, average landscape 
company sales were up 12 percent in 
2013 with profit margins at 7 percent.

 ›Global management consulting 
firms (Bain & Co. and others) that occa-
sionally ping us for information on the 
landscape market for research projects.  

You might say, “I don’t give a hoot.” 
Here’s why you should care. 

Image matters. Industry members 
have said for years that they could charge 
more if only the public put their craft on 
the same plane as other specialized voca-
tions, like plumbing and electrical work.  

Some landscape pros have suggested 
professional licensing as a way to com-
mand higher prices. Of course, some 
industry licensing already exists. But is 
licensing for all a panacea? Probably not 
for the red tape it creates. Others point to 
certification. It’s beneficial to those who 
go this route, but is a voluntary initiative 
a true market lifter? Again, probably not. 

Yet, the awareness that comes from 
investors’ attention seems like a PR boost 
that can only help. Not to mention, it 
requires no association efforts, govern-
ment intervention or the like.

Future of the market. Don’t forget, 
these investor-connected communities 
have spheres of influence. Within those 
are their children, some of whom may 
one day wake up and say, “I’d rather be 
outside, than behind this illuminated 
screen all day.” They may ponder the jobs 
they can do outdoors and declare to their 
parents they’d like to pursue landscape 
design or construction management as a 
career. And maybe, just maybe, mom and 
dad will recognize the landscape industry 
as a serious business, so they won’t talk 
them out of a career here in favor of 
teaching or accounting.

Trickle-down effect. Finally, more pri-
vate equity interest could create a shift 
toward a seller’s market for owners look-
ing to exit. But it’s no secret these types 
of buyers are looking to scoop up large 
commercial maintenance firms. If your 
company’s in a sweet spot, geographi-
cally or size/service-wise, that’s excellent 
news. If you’re not, think about how you 
can leverage the trickle-down effect of 
these regional or larger local companies 
that will be grooming themselves for an 
acquisition. Are you a small maintenance 
provider with a mix of residential and 
commercial accounts? Maybe a regional 
player would like to buy up your 
accounts to add to its service area or top 
line. Are you a lawn care, design/build or 
irrigation firm? Maybe you could pursue 
a subcontracting agreement or formal 
referral partnership with a maintenance-
driven company that often fields calls for 
work that’s not in its wheelhouse.

In any case, listen to that ringing 
sound. It’s telling you to think about 
how the light shining on the landscape 
industry is an opportunity for you.

People are talking
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STOP FUTURE POPULATIONS

GET FASTER SEDGE RESULTS

*FMC recommends two applications of Dismiss turf herbicide or one application of Dismiss South herbicide for optimal control of purple nutsedge. Always read and follow label directions.
FMC and Dismiss are trademarks of FMC Corporation. ©2014 FMC Corporation. All rights reserved.

Nothing Puts You in Control of Sedges Like Dismiss® Herbicides
Why is Dismiss® the industry’s number one choice for sedge control? Unbeatable performance. Dismiss herbicides 

produce visible results against sedges like yellow nutsedge, green kyllinga and purple nutsedge* in as little as

24–48 hours.

But Dismiss also makes a visible difference the following season by reducing future sedge populations. That’s because 

Dismiss herbicides penetrate the soil and work to control sedge tubers underground. With Dismiss, you’re getting the 

industry’s fastest visible results and fewer sedges next season, saving you time and money. 

THE INDUSTRY’S

#1 CHOICE FOR SEDGE CONTROL!

fmcprosolutions.comFMC Turf @FMCturf FMC Turf

For more information on Dismiss herbicides, contact your FMC Market Specialist or local FMC Distributor.
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GREEN INDUSTRY EVENTS, TRENDS AND TIPS

PLANET DOS 2014 spurs  
90 project completions
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T
ype #PLANETDOS into 
your Facebook or Twitter 
search bar and you’ll see evi-
dence the Green Industry was 
busy on Earth Day, April 22. 

Off screen, the evidence was in the form 
of around 90 projects completed in 24 
states at an estimated value of $400,000 as 
part of the Professional Landcare Network 
(PLANET) Day of Service (DOS) 2014. 

An initiative that encourages land-
scape professionals to plan, organize and 
do volunteer projects that benefit their 
communities on Earth Day, DOS 2014 
drew 2,200 volunteers in its fifth year. 

A couple of highlights include the 
following projects. 

For the children
GrowinGreen, based in Kernersville, N.C., 
provided landscape maintenance support 
to Victory Junction Gang Camp, a free 
camp for children with serious illnesses.

HighGrove Partners of Austell, Ga., 
completed a landscaping project at the 
Special Needs Schools of Gwinnett. 

LawnAmerica, based in Tulsa, Okla., 
along with G&G Lawn & Landscape 
installed new landscaping at Will Rogers 
High School, of which LawnAmerica 
Owner Brad Johnson is an alumnus. 

“The old school recently enjoyed 
some renovations,” Johnson wrote in a 
blog post on the project. “We wanted to 
do our part in renovating a somewhat 
bare landscape in front of the building.”

A helping hand to nonprofits 
New Milford, Conn.-based YardApes 
tackled multiple projects, including repair-
ing walkways and a patio for H.O.R.S.E. 
of Connecticut, a nonprofit facility for 
abused and neglected horses.  It also did 
spring cleanups for three homeowners and 
touched up the grounds at Northville Bap-

tist Church and the New 
Milford Bulls football and 
cheerleading field. 

Landscape Management 
got its hands dirty, too, 
pairing up with Schill 
Grounds Management 
to work on McGregor, 
a nonprofit assisted living and retirement 
facility in Cleveland. (Visit buff.ly/1n2LkNX 

for more on the project.)
The National Hispanic Landscape 

Alliance (NHLA) and member compa-
nies provided a landscaping makeover to 
Good Shepherd Housing Foundation, a 
nonprofit housing facility for those who 
struggle with mental illness. 

“The NHLA is proud our members 
are taking this opportunity to help an orga-
nization that cares for the often marginal-
ized and underserved of our society by 
donating the manpower, equipment and 
plant material for this much-needed proj-
ect,” said Raul Berrios, NHLA president.

Giving back to those who gave
Sposato Landscape Co. of Milton, Del., 
did landscaping for the Home of the 
Brave, a vacation facility for families of 
combat veterans. Additionally, it worked 
in the garden at Just Sooup Ministry.

Also helping the armed forces was Pro-
fessional Grounds, located in Lorton, Va. 
The company spruced up the property of 
a wounded veteran who served in Afghani-
stan in 2011 and was diagnosed with cancer.  

Turf Appeal, based in Oklahoma City, 
joined forced with Balfour Beatty Com-
munities, Full Circle Tree Service and 
John Deere Landscapes to work on Fort 
Sill National Memorial Cemetery. The 
group relandscaped the visitor’s center 
and repaired trees and plants damaged 
by ice storms.

“We appreciate this opportunity to 
give back to those who have fallen for our 
freedom,” Matt Doerr, president of Turf 
Appeal, wrote in the project description. He 
added it’s the firm’s fourth year to revamp 
the cemetery as part of DOS. “After year 
six, we will have completely refurbished one 
of our most sacred grounds in Oklahoma.”

For a full listing of DOS projects, 
visit PLANETDayofService.org. 

Photos of 
DOS projects, 
volunteers 
from Inside Out 
Design (left), 
Environmental 
Enhancements 
(center) and 
YardApes (right).



The best way to succeed out here is to 
maximize your eff orts every day. To make 
that happen, you need a commercial 
vehicle that works as effi  ciently as you 
do. With a 2-stage turbocharged diesel 
engine and 7-speed transmission, the 
2014 Sprinter has the power to get you 
moving, with fewer stops at the gas 
station. The 2014 Sprinter—anything 
but ordinary.

www.freightlinersprinterusa.com

THE 2014 SPRINTER

DRIVEN LIKE YOU

hh b d h i

Options shown. Not all options are available in the U.S.

©2014 Daimler Vans USA, LLC. All rights reserved.



The author, of the Wilson-Oyler Group, is a 30-year industry veteran. Reach him at bwilson@wilson-oyler.com.

BESTPRACTICES
BRUCE WILSON
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A
re you getting the most out of 
your investment in production 
supervisors? In many cases the 
answer is no. The position has 
evolved into more of a firefighter 

or a gofer for account managers. To be effective, 
the person in this position needs to focus primarily 
on improving the effectiveness of the crew leaders 
he or she supervises. 

I believe this skill set is much different from 
being a crew leader, which is the position from 
which most production supervisors have been pro-
moted. The management of production supervisors 
is generally inconsistent as a practice. In some cases 
it’s lacking entirely. 

In select companies, account managers 
are supposed to manage and train production 
managers. In other companies, branch or opera-
tions managers are responsible for this task. 
Unless the person managing the supervisors has 
a passion for operations, the supervisors are left 
pretty much on their own. 

The primary responsibilities of a production 
supervisor should be: 1.) quality control; 2.) 
improving crew efficiency; and 3.) crew leader 
development. Owners frequently look at how 
many crews a production supervisor can oversee 
effectively. I hear numbers wavering from four to 
10. That’s a big variable. The company that has 
a 1-4 supervisor-crews ratio has a much higher 
cost for supervisors than a company that has one 
supervisor for 10 crews. 

I believe the key to getting closer to a 1-10 
ratio lies in training the production supervisor 
and developing great crew leaders to achieve less 
supervision. It sounds simple, but it isn’t or it 
would be more common. 

There are several important factors to consider 
to make sure this position pays for itself. 

 ›The production management side of the busi-
ness should have targeted goals for lowering costs 
and increasing gross margins on work. 

 ›Companies must develop best practices and/
or standard operating procedures for doing work 
efficiently. The production managers must buy 
into them and ensure the work is consistently 
performed that way. 

 ›Production managers should work along with 
crews, training them on the right way to do things 
and correcting mistakes in the field. 

 ›Production managers should be trained on 
how to manage production. It’s common for a 
company to take a good foreman and make him 
a production supervisor or manager, assuming 
he will be a good manager. We all know how well 
that works.

 ›Measure crews for performance and for 
delivering the quality work you desire within 
target hour ranges. 

 ›Companies must have a measurable quality 
control program.

 ›A key piece of the equation is hiring the 
right people. I believe companies need to spend 
more effort finding employees who have the right 
qualities to become crew leaders and supervisors. 
Compromising on hiring criteria can perpetuate 
problems, resulting in incompetency.

It’s an over simplification to state that unless 
the production managers can save enough in labor 
costs to pay for themselves, you may be better off 
letting the crews go unsupervised. For this reason, 
it’s essential the position have very specific goals for 
increasing efficiency and controlling quality. 

Company owners must get out of the office 
and watch their crews work so they can see what 
they’re actually doing and then coach and mentor 
them to reinforce best practices. Crews respond 
favorably to recognition and they covet the 
owner’s approval of their work. 

If your company is going to be successful, your 
production managers must be able to observe their 
crews with an eye for efficiency and wasted or 
nonproductive activities. Next, they need to retrain 
their crews to help them develop the right habits. 

Help production managers produce





For an editable spread-
sheet of “the math” 
explained here, visit 

Landscape 
Management.net/
downloads. Plus, 

read Kehoe’s November 
2013 column outlining 
the “6 habits of suc-
cessful salespeople”  

at Landscape 
Management.
net/6habits.

   WEB EXTRA

The author, owner-manager of 3PG Consulting, is a 25-year industry veteran. Reach him at kevinkehoe@me.com.

THEBENCHMARK
KEVIN KEHOE
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H
ow do you sell more work? Relation-
ships certainly help. Luck is a good 
thing, too. But it’s good habits con-
sistently executed that create results. 
This is true of almost everything in 

life. Develop and practice good habits and good 
things usually follow—like great relationships and a 
fair bit of luck.  

The first habit of successful salesmen is to  
keep the sales pitch simple (see my last column 
at buff.ly/1hYh68M). The second habit is to be a 
grinder. This sounds awful, doesn’t it? Yet of all 
the habits it may be the most essential. Selling 
is a process of rejection, rejection … victory! It’s 
long stretches of routine punctuated by moments 
of glory. In other words, it can be a grind. If your 
work plan does not take this into account, it’s hard 
to achieve excellent results.

My favorite commercial landscape mainte-
nance salesman in the industry is a grinder. He 
does the math, makes a plan, executes the plan 
and takes very little of the rejection personally. 
He doesn’t rely on his good looks, boyish charm, 
relationships or luck. He gets up every day, makes 
his cold calls, keeps in touch with his referral 
sources, shows up for appointments, makes his 
presentations and asks for the order. If he gets it, 
he smiles. When he doesn’t get it, he goes on to 
the next opportunity. Here’s how he grinds it out.

The math
My goal is to sell $1,000,000 annualized new contract sales.

My close rate is 20% I win one for every four I lose.

My bid requirement is $5,000,000 Sales goal/close rate

My target job size is $30,000 This is a $2,500 per month job.

My qualification rate is 50%  I turn this % of my leads into  
a bid.

I need this many leads/prospects 333 Bids/job size/qualification rate

I need to touch each prospect 12  times to get an answer  
(yes or no).

I need to have this many touches 4,000 Prospects * touches

I have 46  “real” selling weeks to do it.

I need to make this many touches 87  every week. I need a plan  
for every week.

Touch = Phone call, email, qualification meeting or presentation meeting.

The plan
Vince Lombardi said the Green Bay Packers had 
only eight basic plays. There were many options 
on each of these plays, he said, but these options 
only became apparent as the play unfolded in real 
time. The key was to execute the basics flawlessly 
and take advantage of the opportunities the other 
guy provided you to run to daylight.

That’s what it means to be a grinder: Execute 
the basics flawlessly and take advantage of the 
opportunities that arise naturally. Now, go do the 
math and make a plan.

How to be a grinder

» 

  MONDAY TUESDAY WEDNESDAY THURSDAY FRIDAY

   MORNING Prospect Prospect Present Prospect Present

   AFTERNOON Propose Present Present Network Propose

   EVENING  Network  Network 


