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knowing his tech/retail background could 
be adapted to the customer service- 
oriented business of residential lawn care. 

From retail and IT, Shaw learned he 
liked working with customers face to 
face. He also discovered he had a knack 
for communicating with them about the 
problems they needed solved. 

“Computers are hard to understand,” 
he says. “With IT, I’d sit down with 
somebody and figure out their concerns. 
Why were they getting this problem? It 
was about first learning what my clients 
needed to solve and then teaching them 
how to solve that problem.”

Selling lawn care takes a similarly 
consultative approach, he says. 

“We tell customers all the time, ‘We 
can do everything 100 percent correctly, 
but if you’re doing a few things wrong, 
your lawn isn’t going to be perfect,’” 
he says, giving improper watering and 
mowing as examples. Like in IT, edu-
cating lawn care clients about the things 
within their control is key to being a 
great service provider, Shaw says.  

His approach is working. He’s grown 
his franchise from a one-van-one-man 
operation to six vehicles and 12 employ-
ees. He also has picked up two “Best of the 
Best” franchise awards from Lawn Doctor 

for outstanding sales 
and customer service 
practices.

LEADING THE WAY
The primary skill 
Ward brings from his first career is a focus 
on leadership. In his corporate life, he 
had to ensure the people who reported to 
him were good managers and leaders, so 
he delved into management/leadership 
articles and books. He developed a clear 
perspective on leadership that carries over 
to his role today.

“I’m convinced you’ve got to be a 
manager and a leader, but never lose 
sight that people follow leaders, not 
managers,” he says. 

What does that 
mean from a practical 
standpoint? Ward says it’s 
about carefully making deci-
sions and then communicating to 
employees about why they make sense 
and your vision for implementing them. 

To that end, Ward believes 
once you’ve hired good 
people, trained them and 
given them the resources 
they need, you should “get 
out of the way and let them 
do their job.”

“I’m a believer in that 
micromanagement breeds 
distrust,” he says. “I learned 
very early on you can 
get so much more out of 

people by treating them great.”  
In Ward’s current business, that 

goes for employees and customers. For 
example, team members at Florida Ever-
green are expected to thank customers 
every time they see them on the job. 

“I don’t care if it’s a homeowner  
or someone who owns 50 condominium 
complexes,” Ward says. “Tell them thank 
you. Thanking customers every time you 
see them matters. It did when I was in 
corporate America and it does here.” LM

“Focusing on a hiring process that 
brings in the right people. My busi-
ness partner and I always knew 
there were areas of the business we 
wanted to improve upon with a focus 
on new business development and 
field quality control. Over the first 
three years we interviewed several 
people who expressed interest in 
these positions and we certainly could 
have hired some that would have 
done a good job. Instead, we waited, 
doing much of the work ourselves, 
until we found the right people that 
could do a great job.”

—Bruce Ward

“I built a cost model, which is some-
thing we’d do at DHL to show our 
profitability for certain areas of the 
business. If I get a request for a large 
bid, I can plug in the square footage 
and other pieces of the job, and it will 
tell me how much it will cost me to 
do that job. We’ve learned that lawns 
between 4,000 and 10,000 square 
feet are by far our most successful 
product. Before, the mindset was the 
larger lawn the better, and that’s just 
not the case. It also allows us to think 
through our marketing much better 
and that’s what’s helped us grow.”

—Patrick Hawkins

“I am a gadget junkie. We have  
really embraced the advances in 
technology to make us more efficient. 
We use tablet computers in the 
trucks for mobile tracking and GPS 
to efficiently route vans from point A 
to B, but more importantly it’s to get 
up-to-the-minute information about a 
customer’s property. For example, you 
can see if there’s a dog at the house 
and ask the homeowners to bring 
them in if necessary.”

—Nick Shaw

Q: 
WHAT PROCESS OR PROCEDURE FROM YOUR PREVIOUS CAREER  
DID YOU IMPLEMENT AT YOUR CURRENT COMPANY?

NICK SHAW
Owner, Lawn Doctor 
of West Lake County 

(Indiana) Area

Former IT and  
retail professional,  

Apple Store employee
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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
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higher than average in most locations.” 
(See sidebar for snowfall statistics.)

In addition to the high precipitation, 
states like Wisconsin, Michigan, Minne-
sota, Iowa, Indiana, Illinois and Missouri 
registered a top 10 coldest winter for 
the 2013-2014 season, according to 
the National Oceanic and Atmospheric 
Administration (NOAA). 

Statistics like that caused the high 
demand for salt. Case, for instance, used 
50 percent more salt than average winters 
past, albeit the company also grew 25 
percent more than last year, Glatt says.

Suppliers scramble  
to meet demand
“What we’ve seen this year has been 
wave after wave of snow and ice events 
across the snow belt,” Klein says. “That 
has caused demand unlike what most 
people have seen ever.”

To compensate, Cargill’s salt miners 
worked up to 60 hours per week (com-
pared to last year’s 32 hours per week), 
Klein says. The company quickly used up 
its excess supply from last season.

The result of that overtime covered 
only the company’s orders for contract-
holding customers, though. And many of 
those contracts have maximums, mean-
ing clients may receive 20 percent to 
30 percent more product than originally 

agreed upon and at the same price. Half-
way through the winter, most customers 
already were into their maximums, Klein 
says, leaving little else for contractors 
looking to buy as they go.

Suppliers, like Cargill, are obligated to 
fulfill the orders of contract-holding cli-
ents before other customers. And some 
suppliers give government contracts pre-
cedence over private contracts because 
it’s viewed as a public safety issue.

Those scenarios left contractors like 
Glatt and Shayne Newman, president of 
YardApes, on the outs of receiving rock salt 
when it was sitting right in front of them. 

“Municipalities or the state always 
take first dibs on salt,” Glatt says. “You’re 
not able to get in line and pick it up.”

Newman faced like challenges, say-
ing at one point he called every supplier 
within 100 miles of the New Milford, 
Conn.-based company just to find none 

continued on page 26

Case used 50 percent 
more salt this past 
season than an aver-
age winter.

10 CITIES WITH THEIR  
TOP 5 SNOWIEST WINTERS 
IN 2013-2014
Allentown, Pa. .............................. 67.8 inches 

Chicago ......................................... 80.6 inches

Cincinnati ...................................... 46.9 inches

Detroit ........................................... 91.7 inches

Fort Wayne, Ind. ........................... 73.6 inches

Indianapolis .................................. 55.4 inches

Peoria, Ill. ...................................... 57.3 inches

Philadelphia ..................................... 68 inches

Toledo, Ohio .................................. 85.3 inches

Wilmington, Del. .......................... 56.1 inches

SOURCE: THE WEATHER CHANNEL (THROUGH APRIL 3)
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had rock salt or none available to cus-
tomers without contracts. 

“It was unprecedented,” he says. “I’ve 
never seen a situation like we’ve had this 
winter. It wasn’t a shortage. There wasn’t 
anything available for contractors.”

Newman got creative in obtaining 
some product when a supply store 
a quarter mile from his office limited 
contractors to purchasing only five bags 
of salt until further notice.

He sent different employees to the 
store and provided them with cash 
instead of the company credit card so 
they would appear to be purchasing five 
bags for a separate company each time. 

Seeing both sides of the problem 
was Dan Degan. He is co-founder of 
SharkMarx, an eBay- or Priceline-like buy-
ing platform that operates as a “reverse 
auction.” Contractors submit requests 

for products and dealers/distribu-
tors offer bids on their requests. 
Degan acted as the middleman 
this winter between disgruntled 
contractors hunting for deicers 
and suppliers (dealers/distribu-
tors) who were mum about hav-
ing nothing to provide. 

Come December few dealers 
were bidding on ice melt requests on the 
site. That raised a red flag to Degan and 
his business partner—as did the contrac-
tors communicating their concerns and 
“sheer panic” to the company if they 
didn’t get their hands on ice melt.

“They were worried about slip-and-
falls,” Degan says.

SharkMarx dialed suppliers from the 
East Coast to some in Montana in search 
of ice melt. It eventually found some in 
Utah and Tennessee and facilitated the 
delivery process, subcontracting a trucking 

company to transport 
the product to customers.

The longest delivery was 
from Salt Lake City to Worcester, Mass. 
The majority of transactions were bags 
of deicing blends and calcium chloride, 
Degan says. He adds contractors were 
paying 68 percent more than average for 
those when they became available on 
the website.

Tirado also saw price spikes.
“The price got ridiculous,” he says. 

“We’re hearing two to three times the 
price midseason (compared to) what it 
was to purchase in August or September.” 

For next year, Degan is encouraging 
contractors and dealers to communi-
cate about ice melt earlier, suggesting 
getting those orders in place between 
June and August. 

“Everybody wants to get to the 
Walmart model of just-in-time inventory,” 
he says. “It’s the nature of the indus-
try. Nobody is thinking about buying in 
advance and in bulk to be prepared.”

Playing the ‘capacity- 
balancing game’
Stockpiling is the topmost advice experts 
offer to prepare for severe winters. 

The Salt Institute encourages hav-
ing one year’s worth of salt stockpiled 
before the snow starts to fall. 

“That means some of these private 
contractors may want to consider how 
they can store it properly, making sure 
they keep a supply under cover so it 
doesn’t get into the elements and that it’s 
stored on a concrete pad so it’s not going 
into the soil,” Roman says (see Web Extra).

Yet, the challenge to stockpiling 
is it takes a financial investment and 
requires storage space. 

“That’s difficult to do from a cash flow 
perspective for the majority of contrac-
tors,” Tirado says. “As storms happen, 

continued from page 24
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See it
in action!

Experts advise 
contractors to 
stockpile salt for 
each season.
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BY PHIL HARWOOD

T
HE SNOW BUSINESS is full of unknowns. One of the 
biggest unknowns is, of course, the weather. 

But there is one aspect of the weather that’s 100 
percent known: data for weather that has already 

occurred. Weather data are widely available for most com-
munities in North America. It might require some digging 
to find, but with persistence you can track down data from 
a variety of public and private sources. In some markets, 
weather information is available for free. In other markets, 
free information is limited and may be unreliable or inconsis-
tent. Fee-based weather services are an excellent source of 
information, especially where free information is not readily 
available or trustworthy.

Another source of weather data exists in the form of 
internal records. Snow professionals always should track their 
own weather data throughout the year so it’s not a massive 
undertaking at the end of winter.

What to track
While there are many types of weather data available, this 
article will focus on precipitation in the form of snow. Finding 
good snowfall data will assist greatly during the sales and 
renewal process. 

Regarding snowfall data, there are two types to gather, 
and you generally need not look further than the National 
Weather Service to do so. The first type is seasonal—not 
annual—snowfall totals, for as many years as possible. In my 
home market of Detroit, seasonal snowfall totals are available 
going back to 1880. Seasonal totals include an entire winter 
season (for example, November through April). Annual totals 
include a calendar year from January to December. Seasonal 
snowfall data are generally easy to locate. Seasonal totals are 
extremely valuable to calculate seasonal service pricing and 
seasonal caps, which often are based on seasonal numbers.

The second type is daily precipitation data. These reports 
typically show the type and amount of precipitation daily for 

each month. Armed with this infor-
mation, it’s possible to determine the 
number of events and the type of 
event for each occurrence.

The importance of accurate weather 
data cannot be understated. By 
incorporating updated and reliable data 
into your sales and estimating process, 
you’ll instill a higher level of confidence 

with your customers and prospects during renewal and sales 
processes. When you educate and inform during the sales 
process, you build trust, break down barriers and sell more work 
at higher closing rates.

How to incorporate
To incorporate weather data into your renewal and sales pro-
cesses, develop a historical overview of seasonal snowfall data 
for your market(s). A bar chart on a single page is a nice visual 
presentation of this information (see “Web Extra”). Be sure to 
show seasonal totals on the chart. Along with this and using the 
same set of information, it’s helpful to determine and show the 
average and probability of snowfall totals at various percentiles. 

The average is straightforward, easy to calculate and easy 
to understand. It provides a guidepost or reference point for 
comparative purposes. Any given season may be quickly 
compared to the average to determine the variance, whether 
under or over the average. This variance is another way to 
present seasonal snowfall information on a bar chart. 

Calculating probability is not all that complicated, although it’s 
not quite as easy as calculating the average (see “Web Extra”). 
Probability is the likelihood of occurrence in terms of a percent. 
Information is power and statistical information equips the sales-
person with enormous power going into a sales opportunity.

Daily precipitation data are equally powerful during the 
renewal and sales process. Knowledge of historical weather 
data regarding the type and number of events helps to reas-
sure the buyer that estimating models are accurate. 

So what does all of this mean? Discussions with your 
customers and prospects about probability, based on historical 
weather data, lead to discussions about risk/reward trade-offs, 
liability and pricing. All too often customers and prospects 
are uneducated about these matters and the sales process 
becomes very difficult for the snow business professional. 
Showing the above information to your customers and pros-
pects in an educational manner will immediately position you 
as a professional and inject confidence into your proposal. 

Now is a great time to evaluate your use of weather data in 
your renewal and sales processes. What are you already doing 
well? What needs improvement? Who is going to spearhead 
these improvements? What are the deadlines? The selling season 
for snow will soon be in full force. The time to prepare is now. 

Harwood, LIC, CSP, is president and CEO of Pro-Motion Consulting. 
Reach him at phil@mypmcteam.com.

How to use weather  
data for sales, renewals

SNOW STRATEGYSNOW + ICE GUIDE

To learn how to calcu-
late the probability of 
snowfall totals or for 

examples of the charts 
Harwood references, 
visit the Web Extras 

section of Landscape 
Management.net.

   WEB EXTRA» 
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IN MORE WAYS THAN ONECLEANING UP

The FISHER® XLS™ snowplow hydraulically transforms to maximize snowplowing efficiency.  

Carry up to 30% more snow with every pass and make more money. Now that’s cleaning up! 

8' COMPACT 10' EXPANDED 8' 10" SCOOP WINDROW

FOUR PLOWS IN ONE

“I used to be kind of gun-shy about taking on new accounts, in case I couldn’t 
get them all done on time. With the XLS, you can take on more accounts 
because you can get more done faster, so you can make more money.”
 - Mike’s Snow Removal, North Dighton, MA
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Plow Terminal Cleaners
The Plow Terminal Cleaners are designed to clean plow electrical connec-
tors. This three-piece set is made for removing corrosion from common 
round pin (male and female) plow connectors found on electrohydraulic 
grill-mounted plow connectors. The set is housed in a leather-type holster 
with magnetic clasp.
Innovative Products of America // IPATools.com

Central Enhanced Ice Melter
Central Enhanced Ice Melter is a new private-label ice melt line and, according to the company, is safer 
than higher grade ice melters on vegetation, concrete and pets. The pellets are triple-screened and stay 
dry to prevent clumping in spreaders, thus reducing maintenance. Color-coding makes it easier to monitor 
how much ice melt is being spread, which reduces waste.
Central Turf & Irrigation Supply // CentralTIS.com

Front Mount Snow Blower
The KIOTI Front Mount Snow Blower offers quick hitch, front mount to a 
sub-frame and operates on a mid-PTO drive. There are four models, with 
cutting width ranging from 50 in. to 72 in. The loader joystick controls lift, 
lowering and chute rotation. Each snow blower operates on PTO horse-
power ranging from 15 to 40 hp, has four blades and has auger diameter 
ranging from 14 to 15 in. It fits all CS and CK and most DKSE models.
KIOTI // KIOTI.com

Fabric buildings
Legacy’s fabric buildings incorporate structural steel beams instead of 
open web trusses. This engineering concept provides a cost-effective, 
long-lasting solution for salt and sand storage facilities, the company says. 
Legacy offers assistance with renderings, foundation design, installation 
and project management.
Legacy Building Solutions // LegacyBuildingSolutions.com

I Series snow blowers
The I Series, part of the SnowLogix line of snow blowers, includes four 
models of industrial-duty, tractor-mounted units—available in 9- and 10-ft. 
widths for efficiently moving large amounts of snow. Engineered for large 
tractors with tall tires, all models in the I Series offer a two-stage design, 
with 16-in.-diameter augers and 36-in.-diameter fans. Maintenance is 
simple, the company says, with easy-access shear bolts, extra-large skid 
shoes and a bolt-on cutting edge.
Loftness // Loftness.com


