
The

PROFESSIONAL
Landscape

The official magazine of 
the National Association of 
Landscape Professionals

For Lawn Care, Landscape Maintenance, Design-Build, Tree Care, Nursery, and Irrigation Professionals

March/April 2021

PLUS:
First Impressions: 

Implementing Effective 
Onboarding Practices  

 
Employing Effective 

Customer Surveys 
 

Making the Most of Your 
Marketing 

STRONGERTogetherTogether



Bayer offers solutions to your toughest weed challenges with a portfolio of proven postemergence 
weed solutions. With products like Celsius WG, Tribute Total, and Revolver, lawn care operators 
have the ability to effectively address difficult targets, timing, and turf types so lawns stay weed-free 
and your customers stay happy. Learn more about these and other Bayer solutions for lawn care 
professionals at es.bayer.us/herbicides-solutions

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS
Bayer Environmental Science, a Division of Bayer CropScience LP. 5000 CentreGreen Way, Suite 400, Cary, NC 27513. For additional product information, call toll-free 1-800-331-2867. environmentalscience.bayer.us.  
Not all products are registered in all states. Bayer the Bayer Cross, Celsius,  Revolver, and Tribute are registered trademarks of Bayer. ©2021 Bayer CropScience ES-0121-LL-0030-A-2

// Celsius® WG // Tribute® Total // Revolver®

 A solution 
for every situation



National Association of Landscape Professionals    3  

National Association of Landscape Professionals 
landscapeprofessionals.org

NALP is the national trade association representing 
the landscape and lawn care industry that 
continuously strives for the highest level of 
professionalism through education, best practices 
and certification. 

Jill Odom, Editor 
Lisa Stryker, Managing Editor 
Scott Savodnik, Advertising 
Rob Ghosh, Design 
Page Howard, Copy Editor 
Lindsey Getz, Contributing 
Writer 

12500 Fair Lakes Circle,  
Suite 200 
Fairfax, VA 22033 
800-395-2522 | 703-736-9666 | 
Fax 703-736-9668

© 2021 The Landscape Professional is published 
bimonthly by the National Association of Landscape 
Professionals  expressly as a member service.

• Bruce Allentuck, LIC, Allentuck 
Landscaping Co.

• Pam Dooley, Plants Creative 
Landscapes

• Maurice Dowell, LIC, Dowco 
Enterprises Inc.

• Lisa Fiore, Landscape Hub

• Paul Fraynd,  
LIC, Sun Valley Landscaping

• Ivan Giraldo, Clean Scapes LP 

• Phil Key,  
Ruppert Landscape

• Roscoe Klausing,  
LIC, Klausing Group

• Joe Kujawa,  
Kujawa Enterprises Inc.

• Frank Mariani,  
LIC, Mariani Landscape

• William MacMurdo,  
Bayer Crop Science

• Joe Munie, LIC, Munie 
Greencare Professionals Inc.

• Tim Portland, LIC, Yellowstone 
Landscape

• Chris Senske,  
Senske Services

• Brandon Sheppard,  
Weed Man

•  President 
Shayne Newman, LIC, YardScapes 
Landscape Professionals

• President-Elect 
Bob Grover, LIC, Pacific Landscape 
Management

• Secretary/Treasurer 
Mike Bogan, LIC, LandCare

•  Immediate Past President 
Andrew Ziehler, LIC, Ziehler Lawn 
and Tree Care

BOARD OF DIRECTORS OFFICERS 

DIRECTORS-AT-LARGE

Bayer offers solutions to your toughest weed challenges with a portfolio of proven postemergence 
weed solutions. With products like Celsius WG, Tribute Total, and Revolver, lawn care operators 
have the ability to effectively address difficult targets, timing, and turf types so lawns stay weed-free 
and your customers stay happy. Learn more about these and other Bayer solutions for lawn care 
professionals at es.bayer.us/herbicides-solutions

ALWAYS READ AND FOLLOW LABEL INSTRUCTIONS
Bayer Environmental Science, a Division of Bayer CropScience LP. 5000 CentreGreen Way, Suite 400, Cary, NC 27513. For additional product information, call toll-free 1-800-331-2867. environmentalscience.bayer.us.  
Not all products are registered in all states. Bayer the Bayer Cross, Celsius,  Revolver, and Tribute are registered trademarks of Bayer. ©2021 Bayer CropScience ES-0121-LL-0030-A-2

// Celsius® WG // Tribute® Total // Revolver®

 A solution 
for every situation

THANK YOU

FOR YOUR SUPPORT OF ENGAGE
CONNECTING EXPERTS WITH LANDSCAPE AND LAWN CARE PROS



The

PROFESSIONAL
Landscape

4  The Landscape Professional // March/April 2021

Advertiser Index
Bartlett Tree Experts .................................................................... 33

Bayer...................................................................Inside Front Cover

Billy Goat Industries ..................................................................... 15

Case Construction Equipment..............................................17

Florasearch ..............................................................................................3

Kawasaki ................................................................................................... 7

Kubota Tractor Corporation ...........................................10-11

NALP Certificate Program .......................................................27

NALP Awards ....................................................................................39

Proven Winners ....................................................................................5

Z-Turf Equipment ........................................................Back Cover

Stronger 
Together

First Impressions: 
Effective 
Onboarding 

President Biden’s Early Actions & 
Legislative Agenda

Stop the Revolving Door: 
Recruiting & Retention Strategies

22

18 35

28

DEPARTMENTS

6 From the CEO:  
Looking to the Future

8 Faces of the Industry:  
Antonio Zeppa

38 I Am a Landscape  
Professional: Heather Menjivar

INDUSTRY ISSUES

14 I Spy: Lawn Care and Home 
Surveillance Cameras

13 Safety Spotlight: New 
Technology Impacts

31 How I Do It: Making the Most of 
Your Marketing

21 Employing Effective Customer 
Surveys

THE NALP EXPERIENCE

9 National Lawn Care Month

12 The Agronomist: Productivity 
Tips for More Efficient Mornings

16 In Memoriam: John Buechner

34 In Memoriam: Joe Carpenter

36 Newest Members and Newly 
Certified Professionals

34



www.provenwinners-shrubs.com

• Ground cover

• Native

• Versatile habit

• Full season color

• Wet or dry soil adaptable

GROUND HUG™ Aronia melanocarpa
‘UCONNAM012’, pp#31,821; cbraf

USDA 3-9, Full to part sun

Height 8-14", Width 3'

GROUND HUG™

RUGGED

Aronia melanocarpa

This dwarf, ground covering aronia 

naturally grows as a thick, dense 

mat, filling in difficult spaces and 

eliminating the need for weeding 

and mulching. Glossy foliage, white 

spring flowers, dark purple summer 

berries, and brilliant, orange-red fall 

foliage makes this native plant as 

showy as it is adaptable.

5'

Mar-Apr-NALP_SMN Ground Hug.indd  1 2/4/21  3:21 PM
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Looking to the Future… 
FOR MUCH OF 2020, THE STAFF OF NALP HAS HAD TO

focus on the here and now. We worked to ensure that the industry 

was recognized as being essential. We got as many resources as 

we could get our hands on into the hands of the industry to ensure 

you knew what was going and how landscape and lawn care 

companies could operate in these COVID times. We put on virtual 

meetings where in-person ones used to be. We even created new 

events and offerings to ensure we were providing the highest level 

of value to our membership and the industry.  

But now, as vaccinations be-

come a reality, we are taking a 

breath and looking to the future. 

NALP’s new future will manifest 

itself in several ways: through 

new meetings, new offerings 

to our members, new councils 

and new projects. And it will 

be two organizations working 

toward this new future: NALP 

the association and the NALP 

Foundation.

One of the great perks of 

being CEO of NALP is that I 

get the privilege of serving on 

the NALP Foundation Board 

of Directors. Personally, it is an 

opportunity to work with another 

set of great leaders in our in-

dustry. Unlike the NALP Board, 

which ensures that the asso-

ciation is delivering for you in 

the here and now and the near 

future, the Foundation Board 

is charged with focusing on 

finding projects that look to the 

more distant future. The three 

topics the Foundation Board is 

focusing on for their projects 

are diversity & inclusion, reach-

ing and educating high school 

students about our industry 

and better defining the value of 

healthy lawns and landscapes.  

So why should you care 

about these projects? Because 

the end result of these proj-

ects will allow us to reach and 

hopefully hire individuals who 

we may not have reached in the 

past (diversity & inclusion and 

high schools), they will allow 

us to show the good we do for 

the environment and how our 

industry plays a key role in com-

bating climate control (healthy 

landscapes). But, most of all, 

we will be creating ideas and 

opportunities all while educating 

the public about what a great 

industry we have, and we are 

inviting them to be a part of it.

The future for NALP, the 

association, also has several 

facets to it. The one you will 

likely hear the most about is our 

new Annual Meeting, which will 

take place in Orlando in Sep-

tember 2022. The new meeting 

will move from city to city every 

year so we can make it easier 

for our members to attend. This 

meeting will also have topflight 

education, not only on our 

industry, but business in general 

and how you can incorporate 

new ideas into your business to 

help it grow.

While a new Annual Meet-

ing may be the most public of 

our future endeavors, others 

may be more subtle. Our new 

Professional Development and 

Standards council will ensure 

that all of our education, certifi-

cation, online learning and other 

endeavors will work in unison 

to help you and your company 

get better, and if we do that 

correctly it will make your life 

easier and better. Speaking of 

other endeavors our new online 

learning system will be work-

ing toward making it easier to 

maintain your licenses with the 

states, as well as your certifica-

tion in the industry.

Finally, we will be developing 

new resources for our members 

to help them in everyday busi-

ness. We have already started 

this process in the lawn care 

community with our new lawn 

care hub and will continue to 

expand these types of offering 

to landscape, design/build and 

much more.

So, there you have it, after 

catching our breath from 2020, 

we are poised for great things in 

the future. Stay tuned and stay 

involved, and of course, stay 

healthy. 

Britt Wood, CEO 
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KawasakiEnginesUSA.com

PUSHING WHAT’S POSSIBLE

WHETHER YOU’RE JUST STARTING A FULL DAY’S SCHEDULE OR  

PUTTING THE FINAL TOUCHES ON A JOB WELL DONE, YOUR KAWASAKI  

ENGINE IS DESIGNED TO KEEP UP WITH YOU FOR AS LONG AS YOU 

NEED IT TO. BECAUSE THE MOST IMPORTANT PART OF A DAY’S 

WORK IS THE ABILITY TO ALWAYS SEE IT THROUGH.
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Faces of the Industry: 

Antonio Zeppa 
ANTONIO ZEPPA ALWAYS WANTED TO RUN HIS OWN COMPANY,

but he didn’t know mowing his neighbors’ lawns would turn into a career in 

landscaping. 

In high school and college, Zeppa 

would mow grass part-time along with 

his brother, Andre. After earning their 

degrees in business and geoscience, 

respectively, the brothers started Zep-

pa’s Landscaping Services, full-service 

lawn maintenance and landscaping 

company based in Louisville, Kentucky. 

“I didn’t know 16 years ago that 

we’d be still doing landscapes, but it’s 

definitely expanded, and it’s provided 

us a good living,” Zeppa says. 

The company added services one by 

one and even added a sister company, 

All Lit Up, which installs Christmas 

décor. Zeppa says his favorite thing 

about working in the industry is turning 

nothing into something. 

“You have a blank canvas and just 

turn it into a backyard masterpiece,” 

he says. 

He is inspired by travel-

ing the world and seeing 

different plants in different 

regions. 

Zeppa says his 

biggest challenge is 

focusing. He says he’s 

always trying to do too 

much and will start one 

thing and then start 

something else. 

“Luckily, I’ve been 

surrounded by good 

people to help take 

these ideas and run 

with them and 

create a system and stuff like that,” he 

says. 

He says Fred Haskett with The Har-

vest Group has been a mentor to him 

for at least five years now. 

Currently, Zeppa is responsible for 

the sales, marketing and recruiting 

side of the business while his brother 

handles the operations aspect. Zeppa 

says he would eventually like to get the 

company to double its current size and 

where it can run by itself with the gen-

eral manager. In five years, Zeppa says 

he sees himself not having to work on 

the day-to-day business.  

Zeppa says they’re trying to build a 

line of systems that take the guess-

work out of jobs. 

“We’re constantly thinking about 

efficiency and constant improvement, 

even when it’s good we’re trying to 

figure out how can we do this even 

better,” he says. 

Zeppa says he would like for the in-

dustry to become more business savvy. 

“The general landscaper, I don’t 

think he knows where he’s making 

money or losing money,” Zeppa says. 

“There’s a lot of running around and 

quoting and looking at work for no 

reason. We’re trying to change that. We 

charge a consultation fee to visit with 

somebody. We charge for 100 percent 

of our design work and people are still 

doing this work for free. Our industry 

needs to be forward-thinking. We’re no 

different than a plumber or an HVAC 

person. You can’t get an HVAC person 

to come out to your house just to give 

you advice for less than $100.” 

Zeppa believes the time for free es-

timates and proposals are over. While 

they sometimes get pushback from 

customers who point out nobody else 

charges, Zeppa’s company donates 

100 percent of their consultation fees 

to a nonprofit, Blessings in a Backpack. 

“We donate thousands of dollars a 

year,” Zeppa says. “It’s a beautiful thing 

to feed children.” 

Zeppa says the industry should con-

tinue to be forward-thinking and look 

for ways to do things better. 

“We should look at our competitors 

as peers rather than competitors,” Zep-

pa says. “Together we can learn from 

each other and do a lot of awesome 

things. There’s far more stuff we can 

help each other with. Just friendly com-

petition, we’re an open book. We let 

anybody come in and see our operation 

and hopefully, they can go take some 

things we’re doing and use them. I’ve 

been very fortunate to go site visit tons 

and tons of really successful compa-

nies, arms wide open, doors wide open 

and just learn as much knowledge as 

possible. That’s been really cool for 

me.” TLP

By Jill Odom
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Zeppa believes the time for free estimates and proposals are 
over. While they sometimes get pushback from customers who 
point out nobody else charges, Zeppa’s company donates 100 
percent of their consultation fees to a nonprofit, Blessings in 
a Backpack. 
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GET STARTED  
WITH THE FREE  
TOOLKIT! 
landscapeprofessionals.org/lawncaremonth

Spring is the perfect time to harness the public’s excitement about the outdoors 

and remind them about the benefits of a well-cared for lawn. Now, more than ever, 

people need to experience the benefits of green spaces, including stress reduction, 

air purification, and relaxation—and their yards are still a place where they can do that. 

We encourage you to focus your external messaging on the positive benefits of 

backyards and green spaces. This year, we are focusing our messaging on how healthy 

lawns and landscapes help fight climate change. Join the industry and add your voice 

to help communicate the importance of healthy lawns and turfgrass!

NALP HAS FREE RESOURCES TO HELP:
• Videos

• Social Media Graphics

• Infographics

• Sample Social Media Posts

• Shareable Tips and Articles

LET’S SPREAD THE WORD TOGETHER
When posting on social media, use hashtag #LawnCareMonth

IN PARTNERSHIP WITH:

Lawn Care Month FP.indd   1 2/4/21   12:52 PM



KubotaUSA.com
© Kubota Tractor Corporation, 2020. This material is for descriptive purposes only. Kubota disclaims all representations and warranties, express or implied, or any liability from the use of this 
material. For complete warranty, safety and product information, consult your local Kubota dealer. For the complete disclaimer, go to KubotaUSA.com/disclaimers and see the posted disclaimer.

Thick, wet grass. Uneven terrain. No problem with our full commercial 

lineup and comprehensive fleet program with special discounts and 

free loaner units to keep you productive. The Z700, SZ Stand-On 

and W Series. Built to mow it all. And build your business.

Today’s forecast: perfect conditions 
for growing your business.



Commercial Mowers       Fleet discounts       Free loaners

Together we do more.
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THE AGRONOMIST

IT’S SPRING! FINALLY, THE BIRDS ARE SINGING, THE

forsythia is blooming, the lawns are greening up and the phone is 

ringing off the hook. It’s go time in the lawn care business! But why 

does it seem as though your day is a repeat of one of those dreams 

where you can’t move? You have lots of work to do but you just 

can’t seem to get enough done in a day to keep the customers from 

complaining? What to do? 

Well, part of the problem might 

just be that you’re wasting huge 

amounts of time and don’t even 

realize it. You show up early for 

work but you’re in a long line at 

the coffee shop. Oh, and look 

at that gas gauge! Empty again! 

And you’re third in line for the 

pump. It’s nine o’clock and you 

haven’t even found your first lawn 

yet! There must be a better way, 

right? There is, of course. Here 

are some ideas you can put into 

place today that won’t cost you a 

cent but will pay you back in hun-

dred-dollar bills. 

PRIOR PLANNING PREVENTS 
POOR PERFORMANCE 

Your day actually starts the 

night before in the preparations 

that you make. On the way back 

to the shop in the afternoon, stop 

at the gas station and refuel your 

truck, your equipment and your 

gas cans. More often than not, 

there are fewer cars and definite-

ly fewer commercial vehicles at 

gas stations in the afternoon. This 

is also a perfect time to check 

fluid levels.  

As you arrive back at the shop, 

your first stop should be the 

dumpster. Clear out empty bags, 

jugs, trash from the cab. Do this 

on a daily basis because debris 

accumulates quickly, and a clean 

workspace is a professional work-

space. 

Before you start in on your 

equipment, it’s time to do some 

paperwork. Compile, review and 

turn in the current day’s records 

and receipts. Return any phone 

calls or emails you may have 

received during the day. Then turn 

to the next day’s work. Look over 

your paperwork, search for spe-

cial instructions, service calls and 

anything else out of the ordinary. 

There are time bombs inside that 

stack of papers that can destroy 

your day if you don’t pay attention; 

best to handle them well ahead 

of time instead of an hour away 

from the shop the next day. 

You may have a notification 

policy with your customers, 

perhaps an email or text a day 

or two ahead of the application 

date. To me, this is good policy 

for a number of reasons. First, it 

demonstrates competence and 

professionalism to your custom-

er – you’re telling them you’re 

going to do something and when 

you fulfill that promise, it instills 

in the customer confidence that 

you know what you’re doing. 

Second, it gives the customer the 

opportunity to pull out. Nothing 

is more frustrating than to show 

up at a customer’s house to 

find a party or a roofing crew or 

something else that keeps you 

from completing the work. If you 

know about it the day before, 

you can backfill that spot on your 

schedule with another customer 

and not miss a step. 

Now it’s time to do some 

math. You’ll need to know how 

many thousands of square feet 

you’ll be treating the next day. 

Take that number and multiply it 

by the rate of product per thou-

sand feet to arrive at the amount 

of product you’ll need to complete 

your work. Adjust this recommen-

dation for either granular or liquid 

systems as necessary, the im-

portant part is to load your truck 

the night before so that you’ll be 

ready to go as soon as you get in 

the next morning. 

Next, clean your equipment. 

Any granular fertilizer left in your 

spreader must be removed and 

the hopper cleaned. Having 

a shop vac works great for 

removing any remaining dust that 

has built up. Be sure the ports 

at the bottom of the hopper are 

completely clean. The impeller 

is another place that gets dirty. 

Be sure all debris is scraped off. 

All of this can be done without 

water too, which cuts down on 

the mess. 

Do you need to refresh quan-

tities of specialty products like 

herbicides or grub control in the 

truck? Now is a good time to do 

this while you’re already loading. 

Once finished, replace the equip-

ment in the vehicle. Of course, 

these recommendations might 

need to be adjusted if you don’t 

have an enclosed truck or you do 

not park your trucks in a garage. 

More important than those 

considerations is the fact that you 

are planning and working towards 

efficiency as best you can. 

It’s the next morning and time 

to take advantage of all your 

preparations. I like to start early so 

I’m ahead of traffic, which I find to 

be a big help. In any case, I want 

to spend as little time in the office 

as possible once I arrive – grab 

my paperwork and my keys and 

go would be ideal – trying very 

hard to be at the shop no more 

than fifteen minutes. 

Coffee? Bathroom break? Sor-

ry, folks. Those are not things that 

should be done on company time, 

but rather accomplished before 

you arrive for work. If you or your 

employees have made a habit of 

stopping at the donut shop for a 

coffee and a bagel, then you are 

wasting an incredible amount of 

time, money, and productivity – 

time that you do not get back later 

in the day. The sooner you break 

this habit and others like it the 

better your day will go. TLP

By Bob Mann
Director, State and Local Government 
Relations

The Agronomist: Productivity Tips for More 
Efficient Mornings 
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SAFTEY SPEAK

New Technology May 
Require New Safety 
Awareness and Training
By Sam Steel, Safety Advisor, NALP

WITH THE ONSET OF 2021, I HAVE NOW BEEN AROUND THE SAFETY 

and health management field for 55 years! I know I am giving away my age 

to our readers, but it all began with safe tractor driving programs for my high 

school agriculture/horticulture students and FFA club members in 1966. Today, I 

continue spreading the word about safely operating machinery and equipment to 

the landscape and lawn care industry through many communication channels as 

your Safety Advisor. And it goes beyond machinery and equipment to other work 

practices and procedures that make our businesses more efficient and financially 

sound.

Greater efficiency and a solid 

financial footing are critical to business 

owners and managers, but there have 

been some cost-saving measures in-

troduced over the years that mandated 

changes in the way we look at worker 

safety and health. Follow along with 

me on this brief discussion of safely 

dealing with new technology in the 

green industry.

At the beginning of my career in the 

late 60s, ROPS (aka rollover protective 

structures, rollover protection systems, 

or roll bars) were being promoted and 

installed on farm tractors to prevent 

serious injury and death to machine 

operators. If the operator used their 

seatbelt properly on ROPS-equipped 

tractors, they would be protected in 

the operator’s station if the equipment 

rolled over.

In later years as “speedy” zero-turn 

commercial mowers became popu-

lar among lawn care professionals, 

manufacturers began installing optional 

2-post ROPS on their equipment. 

Some zero-turn purchasers were un-

happy with the new rollover protection 

and removed or declined this safety 

feature. When foldable ROPS came 

along later, some of the earlier resis-

tance to ROPS waned, and this safety 

equipment became less intrusive and 

more likely to be used properly.

IMPORTANT REMINDERS: On 

ROPS-equipped mowers, always 

keep the ROPS in the up and locked 

position and use your seatbelt! 

Make sure that your designated 

equipment operators are well-

trained and that safety switches and 

back-up systems have not been 

bypassed.

Another machine with immense pop-

ularity as a labor-saver for landscapers 

is the skid-steer loader. It has been a 

major technological advancement for 

our industry for several decades. It has 

significantly reduced our reliance on 

manual lifting, carrying, and transport-

ing of heavy materials at job sites, and 

their practicality and efficiency for 

scraping and removing snow and ice 

during winter conditions is well known. 

However, shortcuts that speed up skid-

steer operations can be hazardous to 

operators, other workers, and bystand-

ers. All too often safety switches and 

operation guidelines are bypassed or 

ignored. When the skid-steer ROPS 

cage is installed, the operator’s rear 

view is limited, and a functioning rear 

back-up alarm is a must. Operators 

also should be diligent when entering 

or exiting the machine to prevent acci-

dental contact with control levers that 

could result in severe injuries or death.

IMPORTANT REMINDERS: Ensure 

that the back-up alarm is work-

ing and the machine’s bucket is 

lowered to the ground, the engine’s 

ignition is turned off, and the park-

ing brake is engaged, before exiting 

the operator’s station!

Material handling has also wit-

nessed changes that can result in 

greater efficiency and more profitable 

operations. Landscape and lawn care 

firms have the option of ordering large 

quantities of bulk materials in “super 

sacks” (aka heavy-duty bulk bags), that 

may contain over one thousand pounds 

of a product such as fertilizer, salting 

and deicing chemicals and sand. While 

the handling process may be more 

efficient, there may be more dangerous 

bulk handling exposures for workers.

There are some important super 

sack handling precautions that should 

be practiced. Among them are:

At super sack delivery time, carefully 

inspect the bulk bags for any seam or 

handle damage.

Ensure that the bags have not been 

punctured during loading and unload-

ing activities.

Use a forklift that does not have 

sharp tines for handling the bags.

Forklift operators must be thoroughly 

trained and take the time to do the job 

safely.

Shipments that use wooden pallets 

should be handled by forklifts with a 

lifting frame.

Keep other workers and bystanders 

clear of the loading and unloading 

work area(s).

These examples of newer technolo-

gy in our industry are just a few of the 

more efficient machines and products 

that may need updated safety training 

to prevent serious injury exposures 

among green industry employees. I 

encourage you to periodically conduct 

and document identifiable hazards, 

then deliver safety and health training 

that mitigates and prevents dangerous 

work exposures. TLP
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INDUSTRY ISSUES

PROFESSIONALLY MONITORED SECURITY SYSTEMS ARE NOTHING

new but in recent years a new form of security has grown in popularity: consumer 

surveillance cameras. Systems like Ring, first introduced in 2013, Blink (2014) and 

Nest Cam (2015) have all allowed homeowners to take on monitoring what goes on 

outside their homes. While most stories involving these cameras are tales of package 

deliveries gone awry and quirky neighbors, there is no doubt people are more aware 

of what’s happening on their property. 

Naturally, as these cameras become 

more commonplace, lawn care and main-

tenance companies are encountering 

more client feedback about their crews 

when they are on a property. 

COMMON FEEDBACK 
Blades of Green, based in East 

Edgewater, Maryland, says they’ve 

received a variety of comments from 

clients based on their surveillance 

systems, most commonly Ring Doorbells. 

“The feedback received is rarely 

positive or negative but is typically more 

question probing,” says Daniele Collinson, 

pest division manager for Blades of 

Green. “There are times when a client 

calls or emails in saying how thorough 

and great the service was as well as 

thinking an area was missed but most 

likely they are asking a question about 

what service we were performing, how 

long they should stay off the property, 

did the technician treat this part of the 

yard, or not realizing the service was 

performed in that manner based off of 

the cameras.”

For Ziehler Lawn and Tree Care based 

in Centerville, Ohio, they have received 

feedback from a handful of customers, 

but not as much as you would expect 

with the popularity of the home cameras, 

says Craig Gerken, operations leader.

“We have received what could be 

considered both positive and negative 

feedback,” Gerken says. “We have had 

positive feedback with customers calling 

in to tell us how thankful they are when 

viewing the surveillance and seeing that 

our technicians had brought their gar-

bage cans back from the curb or that the 

technician picked up all the toys in their 

lawn before doing an application. We 

have also had the questions that could 

be construed as negative in that the 

customer has questioned the amount of 

time that a technician spent on the lawn 

or that they think an area was missed 

based what they could see through the 

home surveillance.”   

Weed Man, who services over 

400,000 residential clients in North 

Blades of Green has 

experienced increased 

questions from clients 

with home surveillance.  
Photos (right): Blades of Green

INDUSTRY ISSUES

PROFESSIONALLY

I Spy: 
Lawn Care and 
Home Surveillance 
Cameras By Jill Odom
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America, says the increased number of 

homeowners with surveillance cameras 

installed has created additional calls to 

their office. 

Similar to Blades of Green and Ziehler, 

Weed Man has had clients calling to 

thank them for doing kind acts like 

bringing in the garbage cans or clients 

saying the technician was not there long 

enough or did not treat the property at all. 

“In any case in question, we would 

meet with the client as soon as possible 

to inspect the lawn to verify the applica-

tion was performed properly and we are 

seeing the desired results,” says Mike 

Richard, national marketing director for 

Weed Man. “When we’re applying a gran-

ular product or when aerating a lawn, it’s 

easy to find evidence of the work being 

done. It’s more difficult with a liquid appli-

cation, where we need to rely on the end 

results. Depending on the application, we 

may need to wait a period of 2 weeks, 

and if after that point, we were not happy 

with the results, we would simply re-apply 

the application.”

DEALING WITH CUSTOMER COMPLAINTS 
AND CAMERA BLIND SPOTS 

On the rare occasions where a 

customer voices concern over wheth-

er a technician was on a property or 

spent enough time treating it, there are 

a number of common explanations for 

the misunderstanding. The main cause 

is typically camera blind spots as most 

surveillance systems are not focused on 

the entire yard. 

In Blades of Green’s case, their pro-

tocol is for the technician to inspect the 

property first before treating it. This can 

cause the surveillance cameras to pick 

up the technician walking the property 

but not performing any service. The 

cameras will time out and not record the 

service performed afterward. 

“They will also sometimes not pick 

up the technician in the lawn because 

the cameras are focused more on the 

immediate area around the house and 

not the full turf area,” Collinson says. 

“The second complaint we sometimes 

receive is more on the plant health care 

side of the business where we don’t treat 

every plant at every visit. They are treated 

based on proper IPM practice and only 

treating what plants need to be treated 

at that time of year based on the insect 

and disease issues of that time. We 

handle that by explaining what IPM is to 

the client and why we practice it.”

Richard says some of the motion-ac-

tivated cameras are not always prop-

erly calibrated and fail to capture their 

technicians on the property. Other times 

the camera may only pick up when the 

technician is leaving the invoice after the 

application, and the homeowner can feel 

the work was not completed. 

“Usually, we find that the technicians 

have performed their jobs properly, but 

there have been cases where a mistake 

has been made and, in those situa-

tions, we always make it right with the 

customer and our teams learn from the 

experience,” Richard says. 

Gerken says they see customer 

feedback as a chance to build a sense of 

trust with them. 

“On the rare occasion that a customer 

did not believe that the application was 

done to the standards that we have set, 

we have always made it a point to have a 

service manager visit the property, hope-

fully meeting the customer in person and 

reviewing the application with the goal of 

achieving a resolution where both parties 

are satisfied,” Gerken says. 

PREPARING FOR MORE CUSTOMER 
OVERSIGHT

All three companies say it comes 

down to building trusting relationships 

with their clients with this increased abili-

ty for homeowner oversight. 

“Our technicians are trained to 

respect our client’s property and to 

treat their lawns as if it were their 

own,” Richard says. “We advise our 

technicians that many homeowners 

have surveillance cameras, and 

they should always assume some-

one is watching them at all times.”

Collinson says their technicians 

are required to go to the door prior 

to starting service, so this often 

triggers the surveillance system. 

Blades of Green also takes photos 

of the property during the inspec-

tion process and leaves detailed 

notes to let the client know they 

were there and build a relationship 

with them. 

“I would say the best way to 

prepare for this (home security 

cameras) is by hiring the right peo-

ple, great people that you trust and 

take care of and then they will take 

care of your clients and do right by 

them,” Collinson says. 

Gerken says they haven’t 

changed any of their practices, but 

most of their technicians make a 

point to recognize the cameras 

and wave at the doorbell camera before 

starting an application. 

“Here at Ziehler Lawn & Tree Care we 

make it a point to focus on customer ser-

vice,” Gerken says. “We teach our people 

to treat our customers’ properties as if 

they were one of their family members, 

specifically their Yiayia’s (grandmother). 

We have a culture that revolves around 

our unmatched customer experience, 

which starts on their first day of training 

and is reviewed on a weekly basis. We 

have found that when everyone in the 

company takes pride in the work they 

are performing and are provided the 

adequate time to perform an application, 

the issues with home surveillance are 

minimized.” TLP

Ziehler Lawn and Tree 

Care hasn’t changed any 

of their practices but 

their technicians make 

a point to wave at the 

cameras before starting 

an application.  
Photos (above): Ziehler Lawn 

and Tree Care
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In Memoriam: Joe Carpenter  

JOE CARPENTER PASSED AWAY 

Jan. 3, 2021, at the age of 84. 

Carpenter was a landscape contractor 

with Superior Seeding, Inc. and 

served as the president of Associated 

Landscape Contractors of America 

(ALCA) in 1987. Carpenter was also 

a past president of the North Carolina 

Landscape Contractor Association. 

Ralph Stout, former owner of South-

ern Seeding Service, Inc., says Carpen-

ter came from a humble background 

and his father was a small landscaper. 

Stout says he developed a friendship 

with Carpenter immediately after meet-

ing him. He is the one who encouraged 

Carpenter to join ALCA.

“Joe got involved because he loved 

his work and he was trying to help the 

industry have a little more prestige,” 

Stout says. 

During his time with ALCA, Carpenter 

served in the various officer positions 

and chaired the insurance and safety 

committees for a number of years. Gary 

Thornton, with SLICE Technologies, 

says Carpenter was responsible for 

getting things up and running with the 

insurance program.

“That’s one of the major contributions 

he made there because that really 

allowed for fantastic growth within the 

organization,” Thornton says. 

Tom Lied, LIC, with David J. Frank 

Landscape Contracting, says Carpenter 

was also involved in the Crystal Ball 

Committee, which served as a time 

for industry leaders to gather and put 

together recommendations that would 

be helpful for landscape contractors to 

work into their business procedures. 

They would also look forward to what 

might happen in the future and prepare 

for what contractors might need to 

understand and deal with in the near 

future. 

“He believed in ALCA and he accept-

ed that this industry was a business 

and not a game,” Lied says. “He tried 

to lead the contractors to do their work 

as businessmen and participate in the 

construction industry as equal business-

men.”

Rod Bailey, LIC, Alder Springs 

Enterprises, says Carpenter was vocal, 

present and there to help people.

“He was a driver,” Bailey says. “If 

Joe had a mission in mind, he would 

accomplish it.”

Carpenter was passionate about 

promoting the professionalism of 

the industry and did so with his own 

company. Lied says Carpenter enjoyed 

his business and put in every effort to 

make it valuable and productive and to 

produce good results for his clients.

“He showed to a lot of us, way back 

when, that you could be an erosion 

control/seeding contractor and be very 

professional about it,” says Bill Thornton, 

LIC, Thornton and Associates.

Fellow past ALCA presidents all de-

scribe Carpenter as a country boy.

“He just appeared to be the old quiet 

country boy that just kept plugging 

along and when you really paid attention 

to what he was saying it was something 

pretty wise and important,” says Bill 

Thornton. 

The past presidents also all recall 

Carpenter’s sense of humor and how he 

was always cracking jokes. 

“Joe was a very humorous person and 

I think he valued that greatly as a way of 

being,” Bailey says. “I think he’s the one 

that gave me the comment that I still 

use in my life: ‘If you can’t make it fun, 

why the heck are you doing it?’”

Carpenter is described as being a 

warm, pleasant person who valued 

integrity.

“Joe was such a likable guy and 

so friendly and so down to earth that 

almost everything was memorable 

about him,” Gary Thornton says. “He 

was a straight shooter. He would want 

everything to be aboveboard, no hidden 

agenda with Joe.”

In 1999, Carpenter was awarded the 

Lifetime Leadership Award, which is 

presented to a member who has ded-

icated his or her life to the landscape 

and lawn care industry. Carpenter also 

served on the association’s Foundation 

Board (then called PLANET’s Academic 

Excellence Foundation Board). 

In his personal life, Carpenter loved 

his wife and family and valued his many 

relationships he formed over the years. 

Carpenter was very involved in serving 

his local community as well. He was a 

member of Gaston County Chamber of 

Commerce for over 40 years and also 

served as a Gaston County Commis-

sioner for 1988-1991 and 2000-2016.

Lied says Carpenter’s legacy is 

leaving behind people who enjoyed him 

and learned from him to become better 

businessmen and better landscape 

contractors.

“I think he left the world a better 

place than when he got here,” Gary 

Thornton says.

Memorials may be made to Piedmont 

Council Boy Scouts of America, 1222 E. 

Franklin Blvd. Gastonia, NC 28054 TLP

“Joe was such a likable 
guy and so friendly and so 
down to earth that almost 
everything was memorable 
about him. He was a straight 
shooter. He would want 
everything to be aboveboard, 
no hidden agenda with Joe.”  
- Gary Thornton, SLICE Technologies
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THE NALP EXPERIENCE

YOU PUT A LOT OF EFFORT INTO RECRUITING AND HIRING NEW

employees for your team, but the hard work shouldn’t stop there once they’ve 

signed on. Onboarding is a crucial step that sets new hires up for success. Proper 

onboarding can also help reduce high turnover rates. 

For instance, when LandCare restruc-

tured several years ago, they also as-

sessed and redesigned their onboarding 

practices to ensure everyone receives a 

consistent and thorough experience. 

“High turnover rates signify disen-

gaged team members, so we knew we 

had to improve our entire employee 

experience,” says Jennifer Burnett, 

VP of organizational development for 

LandCare. “We recognized that the on-

boarding process is an important step in 

making sure our new team members feel 

welcome and appreciated. It also serves 

as an opportunity to instill the culture of 

LandCare.” 

Lindgren Landscape, based in Fort 

Collins, Colorado, also recently imple-

mented new onboarding practices when 

they hired HR director, Jesus Meza, in 

January 2020. 

MAIN ONBOARDING STEPS 
At Lindgren, management members 

are notified of new hires at least a 

week in advance. The new employee’s 

workstation is made ready to go and 

a personnel file is created with all the 

pending information to be filled out. 

The new employee is given a tour of 

the company and meets management 

members and co-workers. They are 

given PPE and access to the necessary 

training programs/software. Meza says 

the administrative portion of onboarding 

can take half a day to a full day, while 

the hands-on portion can take up to two 

weeks depending on the experience of 

the new hire.

“Safety is our top priority, so our first 

order of business after completing new 

hire paperwork is to make sure our crew 

members and supervisors understand 

what to do and how to do it safely,” 

Burnett says. “Our production managers 

guide new team members through a 

series of activities, including the new hire 

orientation video, safety demonstrations, 

issuing of PPE & uniforms, driver training 

(if applicable) and seasonally appropriate 

technical training. Introducing and rein-

forcing new processes and operations 

during the first few weeks of employ-

ment keeps our new team members 

engaged and on track.” 

Jason New, principal of McFarlin 

Stanford, advises having a pre-start 

checklist of things to have taken care of 

before the new team member’s first day. 

Some of the items to have taken care 

of include having business cards and 

shirts ready and having all the necessary 

technology set up. New says providing a 

company roster with contact information 

and pictures also sets new employees up 

for success.

“When they sign the offer agreement 

and say, ‘Yes, I’m coming to work for you’ 

the work really starts onboarding there,” 

New says. “Two weeks is pretty profes-

sional and standard, but lot of times they 

are coming to work for you sooner than 

the two-week period.” 

New encourages companies to have 

employees come in before their first day 

to fill out HR-related paperwork and take 

a quick tour of the office so they’re not 

so overwhelmed on their first day. 

Tony Nasrallah, president and founder 

of Ground Works Land Design, based in 

Cleveland, Ohio, has his new hires com-

plete their onboarding paperwork digitally 

ahead of time. Nasrallah says the key 

to onboarding is to make the new hire 

feel comfortable. It can be as simple as 

letting them know where the restrooms 

are located.

“Another one that I always like to do is 

making sure that they have an oppor-

tunity to meet the other managers that 

they’re going to work with on a regular 

basis so that there’s no mystery of who 

the new person is, what do they do and 

things like that,” says Chris Psencik, vice 

president of McFarlin Stanford. 

Psencik also suggests outlining a 90-

day plan for the new employee so they 

know what they’ll be doing for at least 

the first 90 days. 

“I think it’s good, regardless if some-

body is experienced, to talk about the 

expectations of what a day looks like 

and the expectations for a month looks 

like,” Psencik says. “Because everybody 

even though they may all be account 

managers managing maintenance 

portfolios, they all come from very diverse 

backgrounds. The methodology that we 

may have and teach may be the polar 

opposite from what they’ve experienced.”

First Impressions: Implementing 
Effective Onboarding Practices
By Jill Odom

Production managers at 

LandCare guide new em-

ployees in safe practices 

and technical training. 
Photos (below): LandCare
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MAKING NEW HIRES WELCOME 
LandCare, Lindgren and Ground 

Works provide their employees with first 

day of work gifts, such as nice branded 

shirts. 

“We’ve found that establishing and 

building personal relationships is most 

effective in making new team members 

feel welcome,” Burnett says. “We provide 

our production managers and supervi-

sors with leadership training specifically 

to improve their interpersonal skills and 

to teach them how they can foster a 

positive environment within their teams. 

Additionally, we welcome all new team 

members at Stretch & Flex each morning 

and give them a Core Value card, which 

serves as a reminder of our commitment 

to our employees while outlining our 

guiding principles.” 

Nasrallah conducts all his interviewing 

and onboarding himself as he wants the 

employees to understand who he is and 

what he believes in. 

“This is a good chance for me to ask 

them what are your thoughts on this and 

what would you do so I can implement 

some of that stuff too,” Nasrallah says. “I 

take them out to lunch, introduce them 

and make sure they understand who 

everyone is.” 

Ground Works will create a video 

introducing the new hire to the rest of 

the team by highlighting the person’s 

interests. At the end of the week, the 

company has a restaurant deliver food to 

the new hire’s house for their family.  

New says they’ll send a floral bouquet 

to a new hire’s home. 

“Let’s say it’s a foreman level position 

or above,” New says. “We want to know 

the spouse’s name, the kids’ names. We’ll 

send a little card with the flowers that’s 

at least $100. It’s bigger than what they’ll 

ever buy themselves. It’s a way of saying 

thank you and welcoming the family. We 

believe that’s a big part of making people 

culturally feel welcomed to the team that 

they made the right decision.” 

New says they encourage the 

founder/owner to be involved with the 

onboarding lunch. 

“As you get bigger, they need to be 

involved in that aspect,” New says.  

Psencik adds that owners should not 

think of a new hire as someone to fill in 

a gap, but take an interest in them as a 

person.

“The number one reason why people 

leave is they feel like they’re not listened 

to, they’re not heard, and they feel like 

nobody really cares,” Psencik says. “What 

we find is if you can get the person-

al touch, the personal attachment to 

somebody and show them that you do 

listen, you do care and you’re invested in 

their success. Then you’re going to find 

a lot more success in having long-term 

employees.”

CHECK-INS AND MENTORS
One way to listen to new employees 

is to conduct regular check-ins to see 

how things are going. 

Meza says he does weekly follow-ups 

with new employees for the first 60 days. 

Nasrallah says he has formal checks at 

the 30-day, 90-day and one-year mark 

but he is checking in with employees 

weekly to see if there are any issues. 

Burnett says their production managers 

complete 7- and 30-day check-ins and 

some branches continue to perform 

check-ins at 60 and 90 days. 

During these check-ins ask the 

employee questions like ‘What can we 

do better?’ ‘How can we make you feel 

more comfortable?’ and ‘What could help 

you excel further in your position?’

“It doesn’t matter if you’re sales or 

maintenance or whatever, your job is not 

100 percent defined,” Psencik says. “If 

you can have a 90-day plan, that gets 

them started, but then there need to be 

touchpoints at six months, nine months, 

12 months that monitors to make sure 

everyone knows how you feel.”

Assigning new hires a mentor also 

helps with the onboarding process. At 

Lindgren, the crew lead serves as the 

new hire’s mentor. Burnett says super-

visors and/or production managers are 

responsible for leading new employees 

through technical training and employee 

development initiatives.

“A mentor doesn’t have to be their 

direct boss,” Psencik says. “It can be a 

colleague at the same level, but I think 

having a mutual accountability partner 

there to go to with general questions that 

you may not want to go to your supervi-

sor with, is really good.”

WHY ONBOARDING MATTERS
New says while it’s easier to conduct 

the onboarding process for those at 

the management level, it’s even more 

important to put the same effort in for 

new hires on the field level.

“As an employer, the onboarding 

process is your first opportunity to create 

an engaged employee,” Burnett says. 

“Creating an onboarding experience that 

presents your people and culture to the 

new hire in fun and interesting ways can 

keep your team members excited and 

motivated to come to work. Additionally, 

encouraging supervisors and production 

managers to form positive relationships 

with new hires helps them build rapport 

with their teams. Employees who feel 

there is someone invested in their 

success are much more likely to stay and 

grow with us.”

Psencik says companies should 

examine their onboarding process and 

improve it all the time.

“Considering it is the entry door this 

will play a big role as the image and 

culture of the company,” Meza says. “It 

is crucial to have a proper onboarding 

process as this is where new hires start 

analyzing if their values align with the 

company culture. Furthermore, when a 

new hire feels valued by the company 

since day one, they are more likely to 

stick around for a long haul.” TLP

Lindgren Landscape 

ensures new hires are 

made to feel welcome 

with their workspace 

ready to go.  
Photos: Lindgren Landscape

“What we find is if you can get the personal touch, the 
personal attachment to somebody and show them that you do 
listen, you do care and you’re invested in their success. Then 
you’re going to find a lot more success in having long-term 
employees.” - Chris Psencik, vice president of McFarlin Stanford
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IT’S COMMONLY SAID THAT IF

you don’t ask, you’ll never know. This is 

one reason why customer surveys are 

helpful as they give you a snapshot of 

what you’re doing right and where you 

can improve. 

“It’s a very valuable tool because you 

might think you’re doing great, but then 

you talk to some clients and you find 

out maybe you’re not hitting the mark in 

this one area,” says Garth Sager, director 

of sales and client relations for Chalet, 

based in Wilmette, Illinois. “Or quite 

the opposite, maybe you think you’re 

struggling in an area and actually you’re 

doing a lot better than you thought you 

did. There’s a lot of good information that 

can come out of it.” 

TYPES OF SURVEYS
Sager’s advice for others considering 

employing customer surveys is to look 

internally and ask what do you want to 

find out from your clients. He says they 

developed their survey questions as a 

team as different people had particular 

questions they wanted to be answered.

At Chalet, they have three types of 

surveys they send out currently. One 

is a benchmarking survey that is sent 

out annually to all of their customers. 

The other two are sent to design/build 

customers – one is after a project has 

been completed and the other is sent to 

potential clients who went through the 

design process but they never heard 

back from them. 

Sager says the ‘ghost’ surveys are 

sent out periodically when the project 

has been proposed and they haven’t 

heard back from the client after a certain 

period of time. 

Grosh’s Lawn Service, based in Clear 

Spring, Maryland, says as soon as the 

landscape project is completed they 

send the customer survey. 

“This way if there is an issue, we can 

correct it the next day if possible,” says 

Tom Grosh, founder and owner of Gro-

sh’s Lawn Service. 

One thing you have to decide if you’re 

going to survey customers is 

the type of responses they can use. 

Chalet uses a mixture of open-ended 

responses and rating things on a scale 

of one to five. 

“We require all fields to be filled in 

order for the survey to be submitted, but 

then again we also get some like xyz’s 

and blah blah blah or other gibberish in 

order to get through it, but that’s rare ac-

tually,” Sagar says. “Most people do take 

the time to fill them, even if it’s a short 

answer in the required fields.” 

Sager says they’ll thank customers 

who leave four and five-level ratings. 

“We tend to get a lot of praise, it’s 

an opportunity for clients to give us 

praise,” Sager says. “Some clients that 

are upset will use it as an open forum 

to rant, which is great. That’s the kind of 

stuff we want to hear if we’re not hitting 

the mark. Occasionally clients will send 

messages like ‘Hey can you make sure 

the crew brings this or that next week?’ 

Open-ended means open-ended and 

you get all kinds of stuff. But in general, 

I’d say the most common is praise and 

some complaints.”

Grosh says they offer four choices on 

some questions on the customer survey 

and others are just yes or no selections. 

Majority of the responses are positive 

saying the company completed the 

job on time and in budget, they would 

recommend Grosh’s to family and friends 

and they would give them six stars if that 

was allowed. 

“When they respond to the customer 

survey, they respond very well with the 

four-choice option and the yes and no 

selection,” Grosh says. “All 

sh’s Lawn Service.

One thing you have to decide if you’ref

going to survey customersy is

and they wouldy give them six stars if thatf

was allowed.

“When they respondy to the customer

survey, they respondy very welly with the

four-choice option and the yes and no

selection,” Grosh says. “All

Employing 
Effective 
Customer 
Surveys 
By Jill Odom
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questions are always answered if the 

customer survey is completed.” 

For a benchmarking survey, Sager 

says the questions shouldn’t change 

much so you can tell how you’re growing 

in certain areas. 

“People might think I need to change 

our survey every year to keep it fresh,” 

Sager says. “I would hesitate to do that 

because you want to have consistent 

answers to see how you’re tracking.” 

Currently, Chalet sends their bench-

mark survey out in January/February, but 

Sager says he’d like to start sending it in 

September. 

“Ideally, you’re sending it out and 

you’re getting responses with enough 

time left in the season to make some 

changes before the renewal time comes,” 

Sager says. “That’s why we’re strategical-

ly looking to shift that up, to give us time 

to act after we’ve gotten responses to 

the survey.” 

PARTICIPATION AND INCENTIVES 
Grosh says they have less than 30 

percent participation for their surveys. 

They don’t offer any participation 

incentives as they want the survey to be 

free of any influence. 

Sager says they offer gift certificates 

to their retail facility to get more people 

to respond to the design/build surveys 

but don’t have any incentives for the 

benchmarking client survey. 

“For the benchmarking survey, for 

the maintenance survey, it’s pretty low,” 

Sager says. “It’s about 20 percent. We’re 

working on ways to increase that. For 

the design/build ones, the ones we’re 

actually giving the gift certificate that’s 

closer to 30 percent.” 

RESPONDING TO NEGATIVE SURVEYS
Yet employee surveys do you no good 

if you collect customer feedback, but 

never act on what they have to say. If you 

ignore customer concerns for too long, it 

can even result in a lack of participation 

as it becomes clear nothing will change. 

If Chalet receives ratings on the one- 

and two-scale or if there’s a lot of nega-

tive commentary this prompts immediate 

follow-up from Sager. 

“When they give us a really negative 

one, you can almost kind of feel if they’re 

just venting and having a bad day,” Sager 

says. “Regardless, we reach out and what 

we tend to find out is that if it is just a 

bad day, and they’re venting and they’re 

not really that upset about their service 

when I do reach out to follow up with 

them, they don’t respond because they’ll 

realize they went too far. If they are being 

genuine, they usually have no issue 

getting right back to you.”  

Grosh says they handle every negative 

issue immediately and correct the 

complaint. 

“We are going to make whatever issue 

the client has right so why not deal with it 

promptly,” Grosh says. “This conveys that 

we care about our clients and any issues 

they may have. With existing clients, we 

do not require any money upfront to 

begin the landscape project. We are paid 

after the landscape project is completed 

to our clients’ satisfaction, which leads to 

a better experience for our clients and 

no issues with a negative survey or a bad 

review.”

MAKING CHANGES 
Grosh says they’re always open to how 

the customer thinks and perceives 

things. 

“We then look at how we can better 

implement the client’s request on a 

change if it leads to a better client 

experience,” Grosh says. “Some clients 

ask us to add additional services that are 

not inside of what we do best but based 

on experience it is usually way outside 

of our service offerings and we believe 

that most people would not look to a 

landscaper for those types of projects.” 

Sager says they analyze the survey 

information as it comes in and look for 

trends. For example, if they had lot of 

complaints about their billing process 

Sager would discuss the issue with 

different department heads.

“We’ve really looked hard at our billing 

process based on some of our surveys 

and made adjustments from that,” Sager 

says.  

Their survey touches on every 

department from billing to production 

and sales. They will break down the 

information by salesperson and go over 

with them what areas their clients are 

happy about and what areas they need 

to improve. 

“We’ve made simple changes like 

sometimes you can tell after reading 

a survey you know it’s probably time 

to change their representative,” Sager 

says. “There’s a relationship thing here. 

Personality issues will come out in that 

survey.” TLP

Chalet sends several 

different types of surveys 

to their customers to 

gauge their satisfaction. 
Photo: Chalet
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IN THE MIDST OF WOMEN’S 

HISTORY MONTH, WE LOOK AT 

HOW SOME COMPANIES ARE 

SUPPORTING WOMEN IN THE 

INDUSTRY 
By Lindsey Getz

WOMEN ARE FINDING AN INCREASING 

number of opportunities in the lawn care and 

landscape industry. But in order to attract more 

women to the field — as well as retain the 

ones that are already here — it’s important that 

companies are making a concerted effort to 

support their success. It’s not just about hiring 

or promoting more women to check a box — but 

rather bringing diversity to your organization to 

make you stronger as a whole.

STRONGER
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LandCare is among the companies making an effort to bet-

ter support women in the industry. The launch of the Women’s 

Initiative Network (WIN) at LandCare is an employee resource 

group dedicated to providing women support and edu-

cation to help them achieve their personal and 

professional goals. Jennifer Burnett, vice 

president of organizational development, 

is a member of the steering committee 

alongside Karen Wilkinson, Macey 

Wollenberg and Jennifer Dreyer that 

have been spearheading the effort 

with strong support from leadership. 

In fact, it was LandCare CEO Mike 

Bogan who first proposed the 

idea of creating a platform where 

women were better supported.

“Before even getting started, 

we spent a tremendous amount 

of time researching what areas we 

needed to focus on and asking 

women who worked with us, ‘What 

do you need to get to the next 

level?’” explains Burnett. “A lot of what we heard was, ‘I want to 

get to the next level, but I don’t look like the person in that role.’ 

Not seeing more women in leadership was creating its own 

barrier.”

Burnett says WIN got started with a series of kickoff calls, 

inviting women to share what would help them propel their ca-

reer in the right direction and achieve the goals they wanted to 

achieve. The first call had approximately 75 women participate. 

Now, they’re up to approximately 115 women participating in 

calls, which represents about 75 percent of the women at the 

company. 

The effort has also included the development of a book club 

to more deeply invest in important topics. The first was focused 

on confidence — something that Burnett says her research 

showed can stand in the way of career growth.

Burnett says that one of the important things they’ve learned 

is that you “have to take one bite at a time.” Everything about 

WIN has been strategic and steady. The effort started with 

research about what women in the company need most — and 

will ultimately grow to focus on recruiting women, too. But 

Burnett says that focusing internally, first, was key.

She also says that you have to accept that you’ll learn as you 

go, at least to some degree. If nothing has ever been done like 

this in your company before, you’ll have to be prepared to “pivot 

as you learn.”

“One of the obstacles we ran into but never anticipated was 

that there were some women who were reticent about WIN 

because they didn’t want to feel singled out or feel as though 

they were being given an opportunity just because they were 

women,” Burnett says. “They wanted to know they 

earned it. I understood this sentiment fully. But I 

also needed to make it clear that WIN is about 

making sure women are considered for roles 

and supported in their roles because they’re 

the right person for the job.” 

Like LandCare, BrightView Holdings, 

Inc., is another company with a strategic 

plan to support women. The company’s 

GROW initiative — which stands for 

Growth in Relationships + Opportuni-

ties for Women — has the mission to 

attract, promote, and retain women 

within the company. All 1,400 Bright-

View women are invited to participate 

in GROW.

“We started GROW to bring more 

professional development, networking 
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‘What do you need to get
to the next level?’ A lot of 
what we heard was, ‘I want 
to get to the next level, but I 
don’t look like the person in 
that role.’ Not seeing more
women in leadership was 
creating its own barrier.” - 
Jennifer Burnett, LandCare

GROW has a variety 

of programing for the 

women of BrightView. 
Photo: BrightView 
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and mentorship opportunities to the women of BrightView,”

explains Caroline Weilert, BrightView’s vice president of mar-

keting and brand management and the co-leader of GROW. 

“That has included a variety of programming and efforts — all, 

of course, made a little more challenging since the COVID-19 

pandemic when we’ve had to switch from in-person events to 

virtual.” 

Weilert says that part of the effort has included bringing 

in women with successful careers both in landscaping and 

outside of landscaping to share their inspiring stories and help 

our women chart their own careers.   

“Since COVID-19, we’ve conducted webinars each month 

with relevant topics, ranging from burnout to work/life harmony 

and more,” she adds. “We also just launched a five-part series 

on Emotional Intelligence featuring a Harvard professor as the 

guest speaker.  

Amanda Orders, BrightView’s Executive Vice President 

and Chief Human Resources Officer and GROW Executive 

Sponsor says that GROW is a huge focus area for the compa-

ny — which is also investing largely in a diversity and inclusion 

platform as a whole. The company is in the process of hiring 

someone to lead this effort. 

Orders says that the company also has training ensuring 

that this is part of the culture – as it’s important everyone is 

supportive and onboard.

 “We want our people to understand that there is strength 

in diversity—not just in gender diversity, but across the board,” 

Orders adds.

Another pillar of the GROW initiative has been community 

service, so BrightView has built a partnership with Dress for 

Success, a global nonprofit organization that provides profes-

sional attire for low-income women who are re-entering the 

workforce following challenging life circumstances.

RECRUITING MORE WOMEN
LandCare’s Burnett says that making sure women who were 

already employed by the company felt supported was a vital 

first step of WIN. But an area that they plan to address going 

forward is recruiting more women to the company.

“We have not formally attacked our recruiting effort, but 

we’ve seen a positive byproduct of working from within the 

company, first,” she explains. “I’ve heard from hiring manag-

ers that WIN has made LandCare more attractive in terms 

of recruiting. My advice to other companies who don’t know 

where to start would be to start from within. You can have 

this goal that you want to hire more women but if you aren’t 

prepared to support them in the roles they’re hired for — they 

aren’t going to stay.”   

Orders says that the GROW initiative sends a message to 

potential hires that this is a company that truly cares about 

women — and that makes a difference in recruitment.

“I think if a potential hire looks at our website, 

they’ll see that we are slowly but surely expanding 

our female population,” she adds. “I think it’s okay 

to admit that’s a journey — we have more work to do. But we 

are committed to that work. The most important part of any 

journey is starting.”

At Level Green Landscaping in Upper Marlboro, Maryland, 

Michael Mayberry, chief technical officer, say that being inten-

tional about showing women in company videos or photo-

graphs has been an important part of their recruiting effort. 

The company has women in various positions — from crews to 

managers — and making their images and stories more visible 

has been a goal.

“We’ve been more intentional about doing blog 

posts and videos where we highlight the women 

in our company,” says Mayberry. “I think there 

is sometimes this misperception that a 

woman’s career path in the industry has 

to start in design or working in the office 

but that’s not the case at all. We have 

women on the crews — we have a 

woman running one of our branches 

— so, highlighting women in all roles 

is important, not just for recruiting at 

our company but for our industry as a 

whole.”

Chad Diller, director of client suc-

cess for Landscape Leadership, says 

that any landscape company interest-

ed in recruiting more women should 

always try to be “authentic first.” In 

other words, if you already have 

women in your company, find ways to 

feature them with employee profiles, 

photos, and videos on the company 

website and on social media. It’s 

something that Diller says that com-

panies need to be “purposeful” about 
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“I think if a potential hire looks at our website, they’ll
see that we are slowly but surely expanding our female 
population. I think it’s okay to admit that’s a journey — 
we have more work to do. But we are committed to that 
work. The most important part of any journey is starting.” 
- Amanda Orders, BrightView

Women are finding more 

opportunities — as well 

as increasing support 

from the men in this 

industry. 
Photo (above): Davey 
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following through on.

But he also knows that the reality is, 

a lot of landscape companies don’t have 

many women on staff. Everyone has to 

start somewhere.

“When you’re trying to be more diversi-

fied in hiring, it helps to show that diver-

sity — but not everyone has it,” he says. “If 

you’re trying to be more intentional about 

diversifying your hiring, using models on 

your website that demonstrate the more 

diversified company you’d like to have 

may be part of that initiative.”

Diller says that recruiting is ultimately 

just “marketing for team members.” In the 

same way that your company might be 

skilled at going after different customers, 

you need to start thinking about going 

after the different team members you’d 

like to hire.

“That means being a bit more intro-

spective about not only the images you 

portray but also the language you use 

to promote jobs,” Diller says. “Is the mes-

sage that your company sending out one 

that is only going to bring in more males? 

If you haven’t hired a lot of women up 

until this point, you need to sit down and 

think about why. Are you doing anything 

to attract more diversity to the roles you 

have open?”

Diller says that men trying to figure out 

what women want out of their career or 

out of an opportunity with your company 

is probably not going to be terribly effec-

tive. Instead, he suggests going right to 

the source.

“If you already have women on your 

team, ask them what they love about 

their job and what initially attracted them 

to it,” he says. “And ask them what intim-

idated them or what’s held them back. 

That is a great place to start.” 

Mayberry adds that it’s not enough to 

just show that there are women in the 

industry. Level Green wants to show that 

women can be successful in this industry.

“We want to do more than just show 

that we hire and employ women — we 

want to show them that women are mov-

ing up the career ladder here,” he says. 

“There are career growth opportunities if 

that’s what you’re interested in doing.” 

SUPPORT FROM THE TOP — AND FROM 
MEN
Although the lawn and landscaping 

industry remains male-dominated, 

women are finding more opportunities 

— as well as increasing support from the 

men in this industry.

“There is a large population of men 

here at BrightView that champion wom-

en,” adds Weilert. “We’re grateful for their 

support and thrilled that they get behind 

the GROW mission.”   

From day one, BrightView’s President 

and Chief Executive Officer, Andrew 

Masterman, has been a huge propo-

nent of GROW. And the truth is, without 

support from the top, it never could have 

gone as far, notes Orders and Weilert. 

Burnett echoes similar sentiments 

and stresses that without support from 

leadership, WIN never could have been 

as successful as it has. 

While initiatives like these might seem 

more doable at a large company, the 

truth is, there’s a place for everyone to 

start. 

“Big or small, it’s about commitment,” 

says Weilert. “Smaller companies can ab-

solutely invest in a program like GROW.  

It takes passionate individuals who want 

to diversify the industry and then commit 

to making that happen. While we are a 

national company, we also have GROW 

chapters at the regional level. Many 

branches curate their own programming 

and networking opportunities, which 

mirrors what smaller landscaping firms 

could absolutely take on to support their 

women.”  

Orders agrees.

“One thing we say a lot is that we’re a 

local company with a national presence 

and that’s been very true of GROW,” says 

Orders . “No matter what size your orga-

nization is, you can do this. For us, con-

necting with current female employees 

and finding out about their challenges 

and what they need to see more of has 

been the best place to start. How are you 

tapping into the employees you already 

have? They are your greatest resource!” 

While many companies might be 

looking at more ways to bring women on 

board, at the end of the day, it’s important 

that the mindset is in the ‘right place,’” 

adds Burnett.

“This shouldn’t just be about how can 

we recruit more women — it should be 

about how can we make this is a place 

where women truly want to work,” she 

says. “Being part of WIN has been ben-

eficial for me and my own career growth 

and I’m really proud of it. There are four 

women on our steering committee, and 

we meet weekly and make all of the de-

cisions together — which is also unique. 

How often in this industry are women 

the decision-makers on behalf of the 

entire company? I think it’s propelling us 

into the future where more women are 

in decision-making roles and integrated 

throughout our industry.” TLP

When it comes to 

recruiting more women, 

think about how to make 

your company a place 

they truly want to work. 
Photos: NALP  
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A COMMON COMPLAINT OF MANY LAWN CARE AND LANDSCAPE

companies is how hard it is to find good labor. The lack of the necessary 

employees can hamper your business’s growth. Here with their strategies and 

solutions to this issue are four different companies from across the country. 

RECRUITING STRATEGIES
One effective recruiting strategy that 

all four companies use is an employee 

referral bonus program. The reward 

amount and how long the new hire has 

to work there before the amount is paid 

varies though. 

Mullin, based in St. Rose, Louisiana, 

recently increased the timeline of their 

referral bonuses. Previously, employees 

would receive $100, $200 and $300 

rewards if the new hire stayed on for 

one month, six months and a year. 

Now they receive the bonuses at the 

one-month, three-month and six-month 

mark. 

“What we also decided to do was 

give the referral bonus as well to the 

person that’s being referred, if they 

were a crew leader or a supervisor,” 

says Nubia Gutierrez, human resources 

manager for Mullin. “Obviously, those 

are a little bit harder for us to find and 

come across. Having somebody that 

has experience is very difficult to find 

and that is able to drive for us and run 

a crew.”

For Ground Works Land Design, 

based in Cleveland, Ohio, employees 

are rewarded $1,000 if they stay a 

year. But founder Tony Nasrallah says 

they aren’t just hiring anyone. They also 

provide sign-on bonuses to individuals 

with a background in skills such as 

construction or hardscaping. 

Aside from employee referrals, 

Designscapes Colorado, based in 

Centennial, Colorado, uses a profes-

sional recruiter to broaden their search 

outside the Denver metro area. 

“We have used their expertise and 

their networking abilities through the 

recruiting firms to market outside the 

area and really target specific positions, 

like management positions,” says Phil 

Steinhauer, CEO of Designscapes. 

Ground Works uses an HR company 

for recruiting as well.

Paulita LaPlante, CSO and partner 

of Prescription Landscape, Inc. based 

in St. Paul, Minnesota, says the most 

important element of their recruiting 

strategy is having it implemented by a 

dedicated and professional HR depart-

ment. 

“They have created detailed job de-

Stop the Revolving Door:  
Pros Share Their Solid 
Recruiting and Retention 
Strategies By Jill Odom 
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scriptions for all positions year-round so 

that we can rapidly post when needed 

and our company brand is visible and 

uniform across all media,” LaPlante 

says. “Our HR team works in close 

alignment with our operation managers 

and executive team members so that 

there is a master plan in place prior 

to the start of each season. This also 

helps us to have targeted initiatives that 

focus on job seekers that meet their 

criteria. Finally, we make use of a vari-

ety of sites that drive applicants to our 

website where they can complete an 

online application in English or Spanish.” 

WHERE TO LOOK AND MARKETING THE 
COMPANY
Nasrallah says they are open to trying 

everything to see what works. His 

company has advertised on the local 

Latino radio station and provided small 

scholarships to students. Nasrallah 

has spoken at local colleges and his 

old high school. Ground Works offers 

career shadowing and attends job fairs 

too. 

Around 10 years ago, Designscapes 

started attending local high school 

career fairs. Steinhauer says that stu-

dents are very receptive once they’ve 

had a chance to learn more about the 

industry.

“What we’ve really tried to do is 

educate these students that you can 

make a career in our industry because I 

think a lot of people think it’s a job, not 

a career,” Steinhauer says.

The company also stays involved 

with Colorado State University and has 

gotten to know professors and people 

involved in the horticultural clubs as a 

recruiting method. 

“Those guys are the frontline guys 

that can recommend you, if they know 

who you are, when they’ve got students 

graduating and can point them in your 

direction,” Steinhauer says. “So, keeping 

involved with the university I think has 

been an important part of our recruit-

ment.” 

Prescription Landscape has a 

multi-faceted strategy when it comes to 

where they look for new hires including 

social media, industry conferences, 

professional organization job boards, 

schools, job fairs and job posting 

services like Indeed. The company’s 

HR generalist keeps all of these sites 

current. 

Mullin uses Indeed and also posts 

job openings at local churches and 

grocery stores. Additionally, the com-

pany recruits at high schools and has 

an internship program that’s based on 

NALP’s internship program. Mullin will 

attend different career fairs for high 

school and college students as well 

as participate in programs that coach 

students on the interview process.

When it comes to marketing the 

company to potential new team mem-

bers, Nasrallah says he wants Ground 

Works to come across as the Mer-

cedes-Benz of landscaping companies. 

“We try to send the message that 

we’re hiring no one but the best people,” 

Nasrallah says. 

LaPlante says their HR generalist 

emphasizes their company’s vision, 

mission culture and 40-year company 

history when recruiting. Designscapes 

markets their business by having on-

site interviews and introducing candi-

dates to staff members and giving them 

a tour of the facilities so they can see 

what a day in the life at Designscapes 

would be like. Steinhauer says they also 

market the company’s success and how 

they are growing as everyone wants to 

be on a winning team and it provides a 

feeling of stability.

RETENTION PRACTICES 
When asked how they retain their 

employees once they’ve hired them, it 

all really boils down to having a strong 

company culture. 

“I think what really keeps employees 

is the culture you’ve created,” Steinhau-

er says. “It’s kind of crazy but I would 

say that’s the number one thing over 

the course of the last 28 years that has 

kept people at Designscapes.”

He says he still has the very first 

foreman he hired 28 years ago work-

ing for the company. The employee 

who runs their commercial team was 

brought on as an intern and has been 

with the company for 28 years as 

well. Steinhauer can name many more 

employees who have been with the 

company for double-digit years as well. 

Aspects that make up Design-

scapes’s culture include focusing on 

what is important to their employees, 

like paid time off between Christmas 

and New Year’s. The company also pro-

motes volunteering and sustainability. 

LaPlante says that company culture 

is everything when it comes to retention 

for Prescription Landscape and they are 

Photos: Mullin
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always looking for ways to do better. 

“Our culture can be described by 

our vision statement, which is to equip 

and empower our staff to be the best 

possible representatives of our core 

values,” she says. “We put a great deal 

of value on education, quality, personal 

and professional integrity, delivering 

quality work to our clients and being 

solution providers.” 

The company has less than one 

percent turnover annually. 

“Our tenure for production laborers 

is over 3 years, supervisors over 6 

years and sales and management staff 

almost 9 years,” LaPlante says. 

At Mullin, Gutierrez and compa-

ny president Chase Mullin will plan 

monthly activities to do together with 

the office and field staff. The company 

has a set aside budget for company 

culture-related expenses. 

“People that come that are new or 

come from different companies they’re 

like, ‘Wow, you guys really do so much 

stuff for us,’” Gutierrez says. “It doesn’t 

always come at a low cost for us, but at 

the end with the return on investment, it 

all works out. Having happier employ-

ees at the end works out better for 

everyone. The production is better. The 

culture is better.”

Last year when Ground Works didn’t 

receive their H-2B workers it caused 

the company to focus on their company 

culture and work to gain a better under-

standing of their employees

“It disciplined us and made us stron-

ger as a company,” Nasrallah says.

WHAT MATTERS MOST TO EMPLOYEES 
As for what makes your company 

culture, Nasrallah says it’s not one 

particular big thing, but a number of 

small elements that add up. At Ground 

Works, this includes everything from 

providing high-end work apparel to 

Nasrallah himself cooking pancakes for 

the staff on Mondays. 

“Your employees have to be number 

one and then your clients,” Nasrallah 

says. “When your employees are doing 

well, they’re going to treat your clients 

well.”

Ground Works surveyed their staff 

for the first time last year and this is 

how Nasrallah learned that his employ-

ees wanted him to say thank you more 

often. He says this opened his eyes to 

how people have different wants.

“The biggest thing that took me a 

while to realize is appreciating your em-

ployees,” Nasrallah says. “Saying thank 

you. Some people don’t care about the 

money. I was very driven to let the mon-

ey do the talking but some people don’t 

care about the money. They just want 

to know that they’re doing something 

good and that they’re appreciated and 

acknowledged and respected for what 

they’re doing.”

Mullin surveys their staff to see why 

they stay, and the first answer is culture 

and the second is pay. Gutierrez says 

companies shouldn’t be afraid to survey 

their team members because if you 

know there’s something bad going on, 

it’s good to know about it. 

“We spend more time here than we 

do at home,” Gutierrez says. “I don’t 

think anybody would be willing to stay 

someplace for such a long time and be 

unhappy.”

Some of the elements that make 

up Mullin’s company culture include 

giving out employee anniversary gifts, 

participating in philanthropy and getting 

to know their team members personally. 

This could be anything from giving an 

employee a gift card to celebrate their 

new baby to the annual Christmas party 

where employees’ families are invited 

and Gutierrez gets all the kids’ names.

“Then we have Santa hand out gifts 

to them,” Gutierrez says. “It’s always 

a huge thing when the kid sees that 

Santa knows their name already.”

Steinhauer says his involvement in all 

aspects of the business helps him keep 

a good handle on the culture. He is 

responsible for meeting sales goals like 

the rest of the team and is out in the 

field managing his projects. 

“I usually can see when something 

isn’t going well and address it because 

it’s not like I’m not interacting with my 

entire staff,” Steinhauer says. TLP

Room to 
Grow: 
Providing 
Career Paths
JUST LIKE HOW YOU NEED TO 

provide plants with the proper spacing 

so they can grow to their full potential, 

a key retention tool is training 

and providing a career ladder for 

employees. 

“I think that’s an important thing as 

a company, you have to continually 

evolve and create opportunities for the 

new people you hire,” Steinhauer says. 

“So, keep them motivated, engaged 

and show them they’re valued.”

Gutierrez says Mullin is currently 

working on their training program 

to improve their retention. Prescrip-

tion Landscape aligns development 

with an employee skillset to create a 

career. Their irrigation team has the 

most licenses and credentials of any 

landscape and snow management 

company in the state of Minnesota

“They value all the opportunities to 

continue to build their skills and grow 

in their careers,” LaPlante says. “We 

are particularly pleased that so many 

people use the winter season to gain 

added certifications.”

Ground Works has an organization 

chart that has excited the team to see 

what positions they can grow into.

“They see the growth and they see 

the potential; they want to be a part of 

it,” Nasrallah says. “You have to con-

stantly keep them excited and know 

what they’re working toward,” Nasrallah 

says. “You can’t have them just think it’s 

a paycheck. You got to have them think 

it’s a retirement.” 

Photo (above): Designscapes 
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Find dozens 
of tools you 
can use for 

recruiting and 
when talking 
about careers 
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and lawn care 
with students 

and career 
changers.

Visit 
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THERE ARE MANY MARKETING METHODS OUT THERE THAT YOUR

business can take advantage of, but sometimes it can be more effective 

to focus in on your current options and hone their performance. Below are 

three tools that can help you make the most out of your current marketing 

strategies. 

INFORMED DELIVERY 
If you currently use direct mailing 

campaigns, utilizing Informed 

Delivery by the U.S. Postal Service 

can help with your conversion rate. 

Informed Delivery is a free 

notification service that allows 

consumers to digitally preview their 

letter-sized mailpieces and manage 

their packages that are scheduled 

to arrive soon. The postal service 

also allows business mailers the 

opportunity to engage with users 

through an integrated mail and 

digital marketing campaign. 

While typical direct mailing cam-

paigns would appear as greyscale 

scanned images to a consumer, 

business mailers can use Informed 

Delivery to connect an interactive, 

colorful digital ad to their direct mail-

er. The service is free to advertisers. 

Becca Presley, director of market-

ing & communications for Senske 

Services, based in Kennewick, 

Washington, first heard about the 

service in the fall of 2018 at a mar-

keting conference and signed up as 

a consumer that day. 

“At that time, there were only 

about 12 million users nationwide,” 

Presley says. “Now they have over 

30 million postal customer users.” 

Senske Services’ typical direct 

mail campaign in 2020 was 630,000 

pieces. The company also used 

Informed Delivery for smaller cus-

tomer-direct campaigns. In 2020, 

they loaded 2.2 million pieces into 

the Informed Delivery system and 

Presley predicts they will load close 

to 3 million pieces for 2021. 

Making the Most of Your 
MARKETING

HOW I DO IT

By Jill Odom

“We’ve noticed an uptick 
in conversion rate for 
Informed Delivery versus 
standard email marketing. 
For one campaign, 
we had a 34 percent 
conversion rate with 
the Informed Delivery 
ad compared to a 27 
percent conversion rate 
for email marketing when 
promoting the same 
service.” - Becca Presley, 

Senske Services 
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“We’ve noticed an uptick in conver-

sion rate for Informed Delivery versus 

standard email marketing,” Presley 

says. “For one campaign, we had a 

34 percent conversion rate with the 

Informed Delivery ad compared to a 

27 percent conversion rate for email 

marketing when promoting the same 

service.” 

Since using Informed Delivery, Pres-

ley says they’ve learned to work with 

their designer to place the important 

information such as the offer on the 

front side of the mailer. She also ad-

vises linking the digital ads to relevant 

lead forms, rather than just your home 

page.

“Another best practice is to track 

your results,” Presley says. “We use 

Bitly short-codes to track clicks tied 

to the ads. The USPS also provides 

post-campaign results, but those are 

only available on their site for 30 days, 

so be sure to download results before 

they disappear.”

Presley encourages others who use 

direct mailing campaigns to jump in 

with Informed Delivery. 

“I hesitated moving forward with 

the program because I feared it was 

a large time commitment,” she says. 

“It’s not. It takes just a few minutes to 

load a campaign. There was a learning 

curve, so getting started took a little 

research and set up, but the team at 

USPS was really helpful and easy to 

work with. The number one reason to 

use the service is that it’s free. You can 

improve your direct mail results with no 

added cost.”       

SOCIAL MEDIA SCHEDULING  
PLATFORMS 
While almost every company has social 

media accounts, this doesn’t mean 

you have the time to post regularly. 

Social media scheduling tools such 

as Hootsuite and Buffer can help with 

this. 

“Scheduling regular content is 

very important to keep followers 

engaged with your company,” says 

Caitlin Clineff, recruiting specialist 

and company ambassador for Myatt 

Landscaping, based in Fuquay-Varina, 

North Carolina. “The more posts your 

followers engage with, the more they 

will show up in their newsfeeds. If you 

only post once in a while, people are 

less likely to see it.

For the case of Myatt Landscap-

ing, they opted to use Buffer for their 

scheduling needs. 

“I ended up using Buffer because it 

was recommended to me by a friend 

who works in graphic design,” Clineff 

says. “I kept using it because it was 

very user friendly, free for the level 

we are using currently, and it supports 

posting to Instagram, which some 

other scheduling services don’t.” 

The company shares all of their so-

cial media posts through Buffer includ-

ing their holiday posts, photos of their 

work and employee promotions. They 

also share when someone has earned 

a new certification, links to their blog 

posts, links to articles that may be of 

interest to their followers and more. 

“We use social media mainly as 

a tool to engage with potential and 

current clients and employees,” Clineff 

says. “We don’t do any ‘marketing’ 

posts, like offering special deals or 

encouraging people to contact us for 

quotes, we just try to share about our 

company so people can see a little bit 

behind the scenes and get to know 

us.”

If you are looking for a social media 

scheduling platform, Clineff suggests 

making sure it integrates with the plat-

forms you’re wanting to use, that it fits 

your budget or if there is a free version 

that meets your needs. Also, determine 

if it will actually save you time. 

“If you only use Facebook or Insta-

gram, it may be faster to post directly 

to those sites, but if you’re using 

multiple platforms or sharing a lot of 

content, you may save a lot of time by 

using a scheduling platform,” she says.

CUSTOMER REFERRALS 
Almost every business benefits from 

word of mouth, but you can take 

that one step further by incentivizing 

it. Customer referral programs are 

(Left to right) Image 

one is what a mailer 

looks like without the 

loaded Informed Delivery 

Campaign.  

Image two shows the 

same postcard when the 

campaign is uploaded. 

The smaller graphic 

inlcudes a clickable link. 

Informed Delivery ads 

always appear at the top. 

Image three was sent 

in a #10 envelope. 

However, Senske loaded 

an Informed Delivery 

campaign so that now 

the customer sees a 

color, interactive graphic 

in their email. 
Photos: Senske Serivces
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definitely not something new, but it

may be something you haven’t really 

considered implementing. 

Mark Borst, LIC, president and 

owner of Borst Landscape & Design 

based in Allendale, New Jersey, says 

he started his customer referral pro-

gram around 8 years ago. He prefers 

rewarding his existing clients who are 

loyal rather than giving new customers 

free services. 

When he first started the program, 

existing customers would receive a 

$250 credit for referring a new client 

to the company. Now over the past 

three years, he’s split that amount, so 

the existing client receives a $125 

credit and the new customer receives 

$125 as well. Borst says they get 

more referrals when they remind 

clients about the program through 

e-blasts. 

“I would say it definitely has boosted 

new sign-ons and the referrals that we 

get from our existing clients are really 

solid referrals,” Borst says. 

In one instance, a client who was 

a restaurant owner referred so many 

new clients that he was able to get 

his services covered for a year. The 

company has no limit as to how many 

times an existing customer can refer 

new business. 

“I would say the drawbacks that I’ve 

seen is that the people that are shop-

ping just for numbers take advantage 

of the credit for the first year,” Borst 

says. “They will then go work with 

someone else next year so sometimes 

it’s a one and done thing.”

If you are considering adding a cus-

tomer referral program, Borst says to 

think about what you’re doing for your 

existing clients. 

“Maybe cash isn’t the driver,” Borst 

says. “Maybe it’s something else that 

you can come up with. We just chose it 

to be a credit on the account. We felt 

that would be the simplest way to 

manage it and get a thank you to them 

quickly.” TLP

When Mark Borst first started 
their customer program,
existing customers would 
receive a $250 credit for 
referring a new client to the 
company. Now over the past 
three years, he’s split that 
amount, so the existing client 
receives a $125 credit and 
the new customer receives 
$125 as well. Borst says it has 
boosted their new sign-ons 
and the referrals are solid. 

EVERY TREE NEEDS A CHAMPION.  

RAMON REYES 
Arborist and 

Bartlett Champion  

My mantra is an
ounce of prevention  
will save a whole 
tree. 
Ramon Reyes champions the trees, 
landscapes and property investments  
of the customers in his care. And he’s one  
of the many reasons we’ve become the  
premier scientifi c tree and shrub care  
company in the world. 

877-BARTLETT  |  bartlett.com  
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In Memoriam: John Buechner  

JOHN BUECHNER DIED ON DEC.

22, 2020, after battling cancer for a 

year. He was 68 years old. 

Buechner was a longtime agrono-

mist and director of technical support 

for Lawn Doctor. He also was the pres-

ident of the Professional Lawn Care 

Association of America (PLCAA, a 

legacy organization of NALP) in 1996. 

Richard Lehr, Esq. of Lehr, Middle-

brooks Vreeland & Thompson P.C., says 

Buechner became PLCAA president 

at a time when the business was 

becoming more competitive and more 

regulated and he helped guide the in-

dustry to address these issues, thanks 

to his forward-thinking. 

“He really endeared followership 

because of how he handled himself 

in leadership,” Lehr says. “John was a 

very effective listener. I think he really 

processed different views and opinions 

in a very open-minded way. I think that 

was very effective because the lawn 

care association board was largely 

entrepreneurs, a lot of independent 

thinkers and opinionated people and I 

think John just really helped the group 

reach a consensus.” 

Buechner earned his bachelor’s 

degree in agronomy from Purdue 

University in 1975 and moved to New 

Jersey in 1984 and started his career 

with Lawn Doctor. He worked for Lawn 

Doctor for 34 years until he retired in 

February 2018. 

Mike Caprio, regional business con-

sultant for Lawn Doctor, says Buechner 

was the one who hired him and was 

his boss for a number of years. Caprio 

says Buechner was a tremendous 

mentor for him.

“I had the ability to shadow John 

in various meetings, get involved with 

government affairs and network along 

with John,” Caprio says. “John knew 

a lot of people in the industry and he 

would introduce me to somebody and 

then tell me make sure you keep in 

touch with this person.” 

He says Buechner not only wanted 

to help Lawn Doctor but the industry 

as a whole. Buechner was heavily 

involved with the government affairs 

committee of PLCCA. 

“He was also the chair of that com-

mittee and sat on that committee for 

numerous years even into the transition 

of PLANET and NALP until he retired 

three years ago,” he says. “John was 

instrumental in trying to affect change 

in the eyes of politicians for what our 

industry really does.”

Jim Campanella, CEO of Mission-

Green Services, says one instance of 

Buechner’s advocacy was when he 

served on a task force in New Jersey 

to protect the industry from restrictive 

legislation regarding fertilizer use. He 

says Buechner was willing to partici-

pate at every level of the organization 

and would share his knowledge with 

anyone who asked. 

“His passion for protecting and 

elevating our industry was unwavering,” 

Campanella says. 

Caprio says Buechner also helped 

start the day of service event at 

Arlington National Cemetery, Renewal 

& Remembrance. Caprio says wheth-

er he was speaking to Lawn Doctor 

franchisees or in a government affairs 

committee meeting, Buechner had a 

passion and a drive for the industry. 

“His passion for the industry was 

multifaceted,” Caprio says. “So, it was 

not only that he cared about green 

spaces. He also saw the other side of 

the business, the mentoring side, the 

government relations side, which he 

was very active in.” 

Lehr says Buechner’s legacy is hav-

ing the vision to see where the industry 

was headed with economic changes, 

changes in customers’ expectations 

and more. 

“John wasn’t a status quo leader,” 

Lehr says. “It’s not that he would 

shake things up, but he would analyze 

it. He was very bright, very much of 

a thought-oriented leader. He would 

evaluate and process information and 

perceive trends and developments and 

move accordingly.”

Buechner was an early riser and 

liked to plan his thoughts for the day. 

His favorite part of his job was helping 

other people. He particularly enjoyed it 

when they followed up to let him know 

his advice solved their problems. 

Caprio and Lehr say Buechner val-

ued family and relationships the most. 

In his personal life, Buechner loved to 

golf and took great pride in being a 

graduate from Purdue. 

“With a thoughtful calm and a 

perpetual warm smile, he consistent-

ly made great contributions to the 

company and helped it move forward in 

numerous ways,” says Scott Frith, CEO 

of Lawn Doctor. “Without a doubt, he 

made Lawn Doctor a better place and 

it goes without saying that his work 

here will not soon be forgotten.” 

Due to COVID-19, no funeral ar-

rangements have been made, but once 

the pandemic subsides the family plans 

to have a life celebration at their church 

in Pennsylvania. TLP

“John knew a lot of people in
the industry and he would 
introduce me to somebody 
and then tell me make sure 
you keep in touch with this 
person.” - Mike Caprio, Lawn Doctor



By Andrew Bray
VP, Government Relations

This article was written on Feb. 2, 2021

FROM THE HILL

ON JAN. 20, 2021, PRESIDENT BIDEN BECAME THE 46TH PRESIDENT

in American history. It was a different inauguration punctuated by the extra security 

and lack of crowds due to COVID-19, but a remarkable transition of power occurred, 

and we now look towards the Biden presidency. This will be the third and final 

installment as we review the Biden administration, his priorities and impacts on the 

landscape industry.

President Biden wasted no time 

issuing some significant executive 

orders while also laying out some key 

policy priorities. Biden’s first executive 

orders were primarily directed at rolling 

back some of President Trump’s policies 

like rejoining the Paris Climate Accord, 

ending the Muslim travel ban and ending 

construction of the southern border wall, 

while others focused on COVID, the 

economy and racial equity. We antici-

pate more to come but at this point, the 

President has not rescinded President 

Trump’s guest worker visa suspen-

sion, but regardless it is set to expire 

on March 31 prior to the April date 

second-half cap date of entry. Recent 

reports indicate that he does plan to re-

scind Trump’s guest worker suspension 

later in February. 

In addition to the executive orders, 

President Biden immediately put in place 

a regulatory freeze on rules that had not 

been finalized under President Trump 

and also put in place a list of regulatory 

actions under President Trump that 

will be closely reviewed and scruti-

nized in the interest of public health.  

President Biden also began to 

lay out his policy objectives for 

his first term. His first legislative 

priority will be asking Congress to 

pass a $1.9 trillion COVID-19 

“rescue” package followed closely by a 

“recovery” package that will focus on the 

economy and infrastructure. In his first 

week in office President Biden also put 

forth the parameters of comprehensive 

immigration reform, which may have 

a significant impact on long-standing 

efforts to achieve comprehensive H-2B 

reforms and cap relief. We also believe 

large-scale proposals on climate change, 

racial & gender equity are forthcoming 

along with some likely smaller proposals 

on taxes and healthcare in response 

to legislation passed by the previous 

Congress.

It is remarkable that so many of NALP 

tier 1 priorities (environmental, immigra-

tion, labor and COVID-19 relief) will be 

at the forefront of many of these conver-

sations. In no way does this mean we will 

get exactly what we want, but it means 

we have a lot of work to do to protect 

and promote landscape policy priorities 

during the debates.

It is important to note that Pres-

ident Biden’s proposed legislative 

agenda is just a road map for 

legislative priorities. In order to be 

made into law President Biden’s 

priorities must be negotiated, 

amended and passed by both 

chambers of Congress, which 

is not an easy task. Whatev-

er Biden proposes 

is not what will 

be enacted into 

law but provides 

a “marker” for 

Congress to begin 

negotiations. The 

House and Senate 

are in Democrat-

ic majority, but 

the margins are 

thin. Especially 

in the Senate 

where there is no 

filibuster-proof 

majority, President Biden continues to 

court 10 moderate Republicans but in 

order to defeat the filibuster all ten must 

come on board. Discussions will also 

continue about abolishing the filibuster 

or passing some of Biden’s proposals 

through a process called “reconciliation” 

(we’ll cover more in detail at a later date, 

if and when, it becomes pertinent). In the 

end, compromise and negotiations will 

need to occur to gain Republican support 

along with some of their priorities.

Lastly, it would be important to note 

that Biden has a very short window be-

fore his power politically begins to wane 

and the likelihood of passing these bold 

proposals becomes increasingly narrow. 

When Obama was elected, the Demo-

crats controlled Congress. They passed 

a massive stimulus packaged, cap and 

trade, Dodd-Frank financial reform and 

then healthcare. By the fall of his first 

year, his political capital was spent, and 

the Republicans took control of the 

House a year later. TLP

President Biden’s Early Actions & 
Legislative Agenda – Impacts on the 
Landscape Industry

National Association of Landscape Professionals 35



36  The Landscape Professional //March/April  2021

THE NALP EXPERIENCE

Company City State

2 Brothers Landscaping Albuquerque NM

3 Huskies Outdoor Services Battle Creek MI

A-1 Complete Pest Control & Lawn 

Care

Saint 

Augustine

FL

All States Landscaping Draper UT

Allison Outdoor, LLC Eastpointe MI

Alternative Landscape & Maintenance, 

Inc.

Colorado 

Springs

CO

AmeriGreen Lawn Duluth GA

Apex Environmental Solutions Hialeah FL

Apex Landscaping, Inc. Lake Zurich IL

Apex Turf Care Forney TX

Aurora Public Schools Aurora CO

Backyard Pest Control Macon GA

Beat the Weeds Chadds Ford PA

Beauty Lawn Spray, Inc. Arlington TN

Big Heart Landscaping Livingston NJ

Boulder Landscaping Bluffdale UT

Buckeye Landscaping and Hardscapes Camano Island WA

Carlton Landscaping, LLC Lewiston ID

Celtic Roots, Inc. Exton PA

Close At Hand Innovations Philadelphia PA

Conserva Irrigation Richmond VA

Csizmadia Lawn Care, LLC Mankato MN

Currey's Brush Removal, LLC Freeland MD

Davis Lawn and Landscape Services Lenoir City TN

Douglas County Parks and Trails Littleton CO

DragonFly Landscapes, Inc. Vero Beach FL

D-Tools, Inc. Concord CA

Duke Property Services Pennsburg PA

Earth Art Clarkston MI

Gary Mosca & Son Valhalla NY

Company City State

Givens Estates Asheville NC

Greenway Landscape Services, Inc. Louisville KY

Ground Works Land Design Westlake OH

Hargrove Pest Solutions Augusta GA

Highgarden Landscape Boxborough MA

Horizon Termite & Pest Control Midland Park NJ

Horticultural Solutions, LLC Greer SC

IrriTech Training Pocasset MA

Kiss My Grass Oklahoma City OK

Krew Cuts Lawn and Landscape Greeley CO

Ladybug Lane Louisville KY

MAR Green Resources, LLC Wellington FL

Marsh & McLennan Agency New Orleans LA

Miami Kompost, LLC Miami Beach FL

Mitchell Landscaping Canyon TX

Nanak's Landscaping, Inc. Deerfield 

Beach

FL

NEA Lawn Pro Jonesboro AR

Oasis Chicago IL

O'Brien Pro Dallas TX

Orion Management Saint John NB

Outdoor Lifestyles, LLC Plaistow NH

Prime Outdoor Group Peachtree City GA

Pro Landscapes Newport News VA

Professional Landscape Services Indio CA

PRR Landscaping and Lawncare, LLC Ingleside TX

Quality Solutions Maintenance and 

Landscape, LLC

Cape Coral FL

Quick Clips of Brevard Lawn and 

Landscape

Melbourne FL

R&S Property Services Spring City PA

Rainmakers Irrigation and Landscaping, 

LLC

Cody WY

Welcome To Our Newest Members
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Full Name  Program Name Program Specialty

Andrew Baxter Lawn Care Technician Lawn Care

Daniel Stawowczyk Exterior Technician Softscape

David W. Brooks Exterior Technician Irrigation

Isaac C. Hardwick Lawn Care Manager Lawn Care

Jeremy R. Hughes Manager - Exterior Exterior, Irrigation, Ornamental

Longino R. Cordoba, Sr. Exterior Technician Irrigation

Mitchell Alen Thoms Exterior Technician Hardscape

Patrick Pozzetti Lawn Care Technician Lawn Care

Pedro Ramirez-Godoy Lawn Care Manager Lawn Care

Preston Hacker Exterior Technician Turf

Rachel Kreb Horticulture Technician Horticulture

Raul Alvarado Lawn Care Manager Lawn Care

Ryan Daugherty Lawn Care Technician Lawn Care

Scott M. Reeb Exterior Technician Ornamental

Congrats to These Newly Certified Professionals

Company City State

Rainscapes Eugene OR

Red Stick Agronomics Savannah GA

Reynolds Property Management Twinsburg OH

San Diego Pest Management, Inc. Chula Vista CA

Scarano Lawn Care Deltona FL

Scenic Lawns & Outdoor Services, LLC Hoschton GA

Scott's Family Landscaping Norwich CT

Sonshine Landsape Co. Temecula CA

Southern Lawn Care Osceola AR

Spokes Business Advisors, Inc. Indianapolis IN

Stryker Lawn Service Warsaw IN

Sunshine Landscape Thousand 

Palms

CA

Supreme Lawn & Landscaping, Inc. Waite Park MN

Company City State

Swamp Fox Lawn Services, LLC Lane SC

The Green Season Group Norcross GA

The Woodlands Pest Management Spring TX

Turf Bros, LLC Prairieville LA

Turf Nerd Lawn Care Dayton OH

Urban Cottage Landscapes Guelph ON

Urban Jungle Dallas TX

Urbanscapes Landscape Company San Jose CA

Voigt Smith Innovation Madison Lake MN

Warrick Properties Group, LLC Trenton NJ

Willow Birch Outdoors Daytona Beach FL

Yard Valet, LLC Spotsylvania VA

YBM Landscaping and Lawn Care Hayward CA



I AM A LANDSCAPE PROFESSIONAL

Heather 
Menjivar,
Hidden Lane 
Residential 
Landscapes
By Jill Odom

HEATHER MENJIVAR IS THE PRESIDENT OF 

Hidden Lane Residential Landscapes based in Oak Hill, 

Virginia. She grew up on a dairy farm in upstate New York 

and started mowing her family’s yard at nine years old. 

“As a teenager, after my barn chores were done, I’d spend 

summer days creating landscaped beds in the hard-to-mow 

sections of our yard,” Menjivar says. 

She went on to attend Virginia Tech and first tried to 

study landscape architecture. However, after a few semes-

ters, she changed her major to agricultural economics. She 

started working for Hidden Lane after she graduated from 

college. 

“In the office, I handled reception, bookkeeping, HR, 

job costing, and payroll, but somehow site measurement, 

drafting, unloading plant deliveries, mowing, and irrigation 

repair managed to work their way into my job description 

as well,” Menjivar says. “Several years in, I was promoted 

to General Manager. When 

Peter Murray, the owner of 

Hidden Lane, started 

to think about retire-

ment he approached 

me about buying 

the business, and 

in 2018 I became 

the new owner 

of Hidden Lane, 

after 20 years as 

an employee.” 

WHAT IS YOUR PROUDEST MOMENT IN
BUSINESS? 
My proudest moment was the day I 

purchased the business. Hidden Lane 

started in 1957 and has a tradition 

of ‘handing down’ the company to an 

employee. I’m proud to have been en-

trusted to continue that legacy as the 

fourth owner.     

WHAT IS YOUR BIGGEST BUSINESS 
CHALLENGE TODAY?
I would say my biggest challenge is de-

veloping as a leader. I recognize that I 

need to adapt in order for the business 

to continue to thrive. A management 

style that works for our employees 

who have been here 15 or 20 years 

isn’t necessarily going to work for our 

next generation of employees. Finding 

the perfect balance isn’t easy, but I’m 

working on it! 

WHAT MOTIVATES YOU ON MONDAY 
MORNINGS? 
The people at Hidden Lane. We have 

an incredible team of people here who 

really make work enjoyable. Everyone 

on staff has an ‘entrepreneurial spirit’ 

and is always thinking about ways to 

improve our services, systems, brand-

ing, etc. 

WHAT BUSINESS WORRY KEEPS YOU 
UP MOST AT NIGHT? 
This past year I lost a lot of sleep wor-

rying about contingency plans for every 

possible pandemic scenario. My main 

concern was to be able to provide job 

security for our guys while at the same 

time making sure they knew that their 

health and sense of well-being was a 

top priority. 

Another big concern is finding the 

right people to fill out our sales and 

management teams so we can contin-

ue to grow. Everyone here is ambitious 

with an incredible work ethic, but 

without sufficient support staff, there 

is always the risk of employee burnout. 

Finding labor is, of course, a challenge 

too. Many of our foreman and crew 

techs have been with us for 15-20+ 

years so we need to make sure we 

are bringing in motivated individuals 

for them to train so we’ll have skilled, 

knowledgeable talent to pull from when 

the foremen retire or as we add crews 

to keep up with growth.      

WHO IS YOUR BUSINESS MENTOR? 
Peter Murray, previous owner of 

Hidden Lane. He gave me a lot of 

responsibility early on and encouraged 

me to take on more of a leadership role 

over the years. 

WHAT DOES IT MEAN TO YOU TO BE A 
LANDSCAPE PROFESSIONAL?
As landscape professionals, we take 

pride in doing what we love. We enrich 

our clients’ lives by providing well-

thought-out, well-crafted outdoor spac-

es and quality services. We genuinely 

care about our employees and people 

know it. And, as professionals, we are 

willing to learn and continually look for 

ways to improve our businesses. 

IN FIVE YEARS, WHERE DO YOU SEE 
YOUR BUSINESS GOING? 
I look forward to maintaining our 

reputation for creative design and 

high-quality work. We are planning for 

40-50 percent growth over the course

of the next five years.

IN FIVE YEARS, WHERE WILL YOU BE 
AS A BUSINESS OWNER? 
In five years, I will have stepped away 

completely from the day-to-day tasks 

and be able to focus much more of my 

time and energy on being a mentor, 

company development, and strategic 

planning. I also look forward to being 

able to take a little more time off to 

spend with family. My 13-year-old has 

decided she and I are going on a road 

trip across the U.S. followed by a grand 

European tour right after she gradu-

ates high school and that’s right around 

that 5-year mark. TLP

WHAT DOES IT MEAN TO YOU TO 
BE AN NALP MEMBER? 
It’s great to be part of a network of people who 

are so willing to share their knowledge and 

experience in order to help others succeed in 

this business.  

as well,” Menjivar says. “Several years in, I was promoted

to General Manager. When

Peter Murray, the owner of

Hidden Lane, started

to think about retire-

ment he approached

me about buying

the business, and

in 2018 I became

the new owner

of Hidden Lane,

after 20 years as

an employee.”
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LANDSCAPE 
INDUSTRY 
AWARDS
The work your company does is amazing and it deserves 
recognition! We honor outstanding landscape and lawn care 
projects through the national Awards of Excellence. We recognize 
industry professionals through our Leadership Awards. We reward 
landscape and lawn care companies who consistently demonstrate 
their commitment to safety through the Safety Recognition Awards.

SUBMISSION DEADLINES

Get recognition for your company’s stellar commitment to safety. 
landscapeprofessionals.org/safetyawards

Pick your best projects and apply for an Award of Excellence or 
nominate a worthy professional for a Leadership Award.
landscapeprofessionals.org/awards

AWARDS OF EXCELLENCE
April 15, 2021 (early-bird) and July 15, 2021 (regular)

LEADERSHIP AWARDS
Lifetime Leadership Award, Woman Entrepreneur of the Year 
Award, Young Entrepreneur of the Year Award

May 3, 2021

SAFETY RECOGNITION AWARDS
May 3, 2021



zturfequipment.com

ADDING TO THE EXMARK LEGACY.
New to the Exmark family of products, the Z Turf Equipment brand has significantly expanded its product line, 
with a number of new models based on legacy Exmark designs. First, well-known for its rich history in the lawn 
care industry, are the Z-Spray spreader-sprayers. The complete line-up includes: the Z-Spray LTS, Z-Spray Junior, 
Z-Spray Mid and Z-Spray Max stand-on models. Next, the Z-Aerate line will expand in 2021 from one model to three 
including stand-on aerators in 40-, 30- and 24-inch widths. Other new 2021 Z Turf Equipment includes the versatile 
20-inch Z-Seed slicer seeder, which performs three jobs with each pass: verticutting, dethatching and overseeding.  
Z Turf Equipment has also added more than 700 North American dealers, making it easier than ever for customers 
to get the parts and service support they need to keep their machines running at peak productivity.

AN INNOVATIVE LINE OF
TURF MANAGEMENT

PRODUCTS


