
Promote your program to the industry’s  
largest audited audience of turf and  
ornamental professionals!

The Early Order Program Guide will feature:
 » Interviews with LCOs on EOPs and their approach  
to taking advantage of them.

 » Reader experiences with EOPs and examples of  
the savings they’ve realized using them. 

 » Listing of EOPs, including name of program, URL  
and participation deadlines.

Supplement distribution includes:
 » September insertion into Landscape Management (70,041)
 » Promotion in our LM email newsletters (79,809)
 » Promotion via LM social media channels and landscapemanagement.net

Source: LM March 2022 Verified Audit Circulation Report

Early Order 
Program Guide

A SUPPLEMENT TO

Supplement to September 2024 issue

REAL-WORLD SOLUTIONS™

MORE THAN 150,000+ TOUCHPOINTS!

A
s the sun sets on another summer, lawn care 
operators (LCOs) saddle up for the long haul 
to 2024. Early order programs (EOPs) are a 
hot commodity, but not all LCOs are quick 
to commit. Some are hesitant to plan that 

far ahead, while others lack the space to store prod-
ucts. But for those who do take the plunge, EOPs can 
be a real boon to their operations.

Derek Taussig, landscape designer for Taussig Land-
scape in Manhattan, Kan., says his operation dropped 

six figures on early order programs.
“We used a couple new strategies this 

year,” he says. “I was able to use the 
good price break that (suppliers) were 
giving to negotiate with other compa-
nies to negotiate even better pricing.”

Yes, you read that right. Taussig says 
he decided to shop around for a price 
match on early order programs because 

the company he used gave him such a limited time 
to secure his early order program that it wasn’t fea-
sible for him to do all the calculations in a few days 
during a snowstorm. So, when another supply com-
pany reached out and asked what it would take to get 
Taussig’s business, he asked if the supply company 
would be willing to price match.

“I’d suggest that everybody should do that every year 
to check and make sure they’re getting the best price 
possible, especially on things you buy a lot of,” he says.

MOSEY ON OVER
While traditionally EOPs are about chemicals and 
fertilizers, Taussig says his business buys everything 

by pallet, so buying irrigation supplies in bulk — 
including pallets of rotors and spray heads — helps 
his operation compound savings.

“When you buy in that kind of bulk, not only is 
there early order pricing, but we get a really good 
bulk pricing too,” he says. “You just need one head 
at a time, but we have them all here just in the ware-
house ready to go.”

Ryan Birch of Fairway Lawn and Tree Service in 
Harwich, Mass., says bundling products in an EOP 
for added savings gives his company the freedom to 
try new products from a supplier. One in particu-
lar, he says, was the rebate on Corteva’s Dimension. 
Fairway Lawn added three more 
products to the bundle for addi-
tional savings and to increase 
the percentage of Fairway 
Lawn’s reward.

“Last year Dithane was the 
fourth product added on. We 
hadn’t really used much of it, but 
we used it on our trees and shrubs. 
We saw pretty good results. It was simply the add-on 
of two cases of Dithane, which is not huge money, 
but it increased our percentage (rebate).”

SWAPPING SOME TALL TALES
Shanz Leonelli, owner of Leo’s Green Lawn in 
Grantsville, Utah, works exclusively with Greene 
County Fertilizer to source all early order materials 
— including his herbicides, fungicides and insecti-
cides. He says EOPs helped him keep his business 
costs down.
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Readers share why this is the right 
time of year to round up a good deal
BY CHRISTINA HERRICK | LM EDITOR

It’s time to saddle 
up and ride into 
EOP season
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Derek Taussig

Ryan Birch 
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“As a small business, it helped 
me be able to have some savings 
so that I could try to keep my 
cost down for the customers,” he 
says. “The caveat to that for me 
was that I had to forego income to 
try to start buying the bulk for the 
EOP. It was able to help me build my business.”

Taussig agrees, saying his business capitalizes on 
an EOP’s payment terms.

“In the spring in this industry, cash flow is typically 
slow,” he says. “So, I’m able to do the early order pro-
gram and then I can set it up to pay it in June or July. 
And it frees up my cash flow in the spring so I could buy 
more equipment that makes it more efficient for me.”

Taussig says his business utilizes several shipping 
containers to store the products his business pur-
chases during EOPs. He stores it strategically — put-
ting the products applied late in the season at the 
back of the container.

“Now my staff doesn’t have to go to the store every 
time they need something; we just have it here,” he 
says. “I don’t have to pay them or waste the time to go 
to the store and go pick it up.”

DRAW FAST
Jerry Grutz, owner of Lawn Doctor of Madison 
(Wis.), Dubuque (Iowa) and La Crosse (Wis.), says a 
big benefit of utilizing early order programs is know-
ing the product is ready when Mother Nature is. 
Grutz first started using EOPs in 2021 after strug-
gling to get products on time. 

“(It’s) the peace of mind of having it in the garage 
where when you do need it, you do have it,” he says. 
“We stock as much as we can in our garage that we 
possibly can, that won’t affect the equipment space or 
the vehicle space.”

He says just knowing his team is ready for whatever 
Mother Nature throws his way helps him sleep at night.

Birch says the product rebates during EOP season 
offer LCOs a significant advantage.

“The rebates, the rewards and the points you can 
get back are pretty significant,” he says. “PBI-Gordon’s 
product Q4, for example, for the amount we buy we get 
a pretty good rebate where we’re getting almost a cou-
ple hundred dollars off a barrel. Planning ahead and 
early ordering is to me a no-brainer for someone who’s 
not doing it.”

He also says EOPs help mitigate the risk of a major 
price increase the next calendar year on the inputs his 
business needs.

“I find you can almost beat product increases 
when we’re doing our EOPs in September, October, 
November for the following year,” he says. “We can 
beat that price increase that following year. … We can 
order hundreds of thousands of dollars of product 
and have June billing.”

LIFE’S A RODEO
LCOs that lack space and therefore think 
they can’t participate in early ordering 
may want to consider renting a storage 
unit to buy ahead, Grutz says.

“Just so you know that you have it,” he 
says. “All of a sudden when you do need it (and you 
didn’t purchase through EOPs), the prices might be 
through the roof. … Usually prices don’t go down.”

Leonelli agrees, noting smaller businesses can start 
small with EOPs too. He says it’s important to under-
stand what product availability looks like and that can 
help determine which EOPs are worth pursuing.

He recommends LCOs think about what their 
needs are for the season and project what they know 
they’re going to need and any benefits or discounts 
available from EOPs. “Start small and just lock 
stuff in,” he says. “In the long run, it’s going to help 
increase their profitability.” 

LCOs say utilizing  
EOPs help them secure 

the products they’ll 
need ahead of time at a 

significant savings. P
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Jerry Grutz 

        Lassoing  
  deals and  
  discounts  
  with EOPs

L
awn care operators (LCOs) 
are a tough bunch, used to 
working long hours in the 
hot sun. As the 2023 season 
began, LCOs set out on their 

journey, determined to make it to 
the finish line. They faced many 
obstacles along the way, including 
bad weather, supply chain issues 
and inflation.

To get a read on the situation, 
LM surveyed lawn care and land-
scape pros to uncover how supply 
chain issues and inflation affected 
their early order program (EOP) 
plans heading into 2024.

In fact, 64 percent of readers 
said the supply chain impacted 
their business this year. Readers 
cited difficulty in sourcing parts 
for equipment, product delays and 
inconsistent product availability.

“Hard to get materials and they 
are more expensive as well,” says 
a reader in Ohio. “It has made 
scheduling difficult.” 

A reader in Illinois struggled to 
get larger plant material.

“(I’m facing) delays in getting 
materials for design/build projects 
as well as subcontractor delays,” 
the reader continued.

A reader in Washington cited 
a delay in wholesale items such as 
pesticides and fertilizers.

“Some basic components are not 
even available when needed, a lot of 
fertilizers (are) not available at one 
supplier but available at another or 
not at all for up to a month,” said a 
reader in California.

A reader in Kansas says, “(The) 

worst problem is if we run short 
on something it can take months 
for a replacement, particularly 
with hardscape materials.” 

RUSTLIN’ UP SOME TROUBLE
More than 93 percent of respon-
dents say inflation rustled up some 
trouble for their businesses this year.

One reader in California said 
some clients let their properties go 
longer between services.

Another reader in California says 
irrigation contractors feel the pinch 
of inflation this year in a big way.

“Irrigation supplies have gone 
up as much as 70 percent on some 
components, especially pipe fittings, 
sprinkler heads, outdoor lighting fix-
tures, etc.,” the reader says.
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We asked our readers about how this season’s 
inflation and supply chain issues might  

affect their purchasing decisions this fall 
BY CHRISTINA HERRICK | LM EDITOR

Have supply chain issues 
impacted your business?

Has inflation impacted 
your business?

Did you participate 
in last year’s EOPs? 

Do you plan to participate 
in EOPs this year?

Yes 
64%

Yes 
44%

Yes 
58%

No 
36%

No 
56%

No 
42%

No 
7%

Yes 
93%

While 
35 percent of 

those polled say EOPs will be some-
what important going into next 
year, most readers expect their bud-
gets for control products on EOPs 
will remain flat or 1 percent to 9 
percent higher.

While most readers indicate 
fertilizers will be the predominant 
purchase during EOP season (75 
percent), herbicides will follow as 
a close second at 67 percent. Some 
readers indicated purchasing irri-
gation supplies and turf seed along 
with insecticides and fungicides.

HITTING THE TRAIL
A reader in Ohio says a major 
driver in participating in early 
order purchasing programs is to 
lock in prices and secure prod-
uct availability for the start of the 
2024 growing season.

A reader in Minnesota agrees, 
noting it’s a “combination of cost 
savings and having the materials on 
hand when we need to use them.”

Combining discounts is another 
benefit to EOPs, says a reader in 
Utah. A reader in Wisconsin says 
EOPs are a great opportunity to 
mitigate any potential issues for 
supply chain interruptions.

“(I participate) to get lower prices 
buying in bulk, long terms and have 
product here when needed,” says a 
reader in Arkansas.  
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A reader in North Carolina 
says inflation caused the busi-
ness to check the prices of mate-
rials more frequently when pric-
ing jobs. A reader in California 
agrees, noting irrigation mate-
rial and components and plant 
material prices fluctuate more 
frequently.

 “We went from bids being held 
for three months to needing to 
update pricing every two weeks,” 
the reader says.

A reader in Minnesota says as 
inflation raises material costs, 
employees also want a cost of 
living raise to contend with 
expenses at home.

“Employees are asking for 
higher pay, all of our overhead 
costs have gone up and we’ve really 
had to take a hard look to see what 
expenses we should try to go with-
out for a while,” the reader says.

HOLD ON TO YOUR 10-GALLON HAT
Some readers indicated a drop 
in business as a result of infla-
tion and rising costs as businesses 
passed some of the rising costs on 
to potential customers.

“We have had to raise prices 
to stay up with increased costs,” 
says a reader in Minnesota. “These 
increases have caused a reduc-P
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How important do you feel 
EOPs will be this year, heading 

into next year’s season?

tion in client renewals. 
Further, because we 
set prices for the year, 
some increases have 
reduced profit  
as they were more  
than expected.”

A reader in New 
Jersey says passing the 
increased expense on to cli-
ents is necessary.

“Labor costs have increased 
20 percent in the last three years 
as have trucks, trailers and small 
equipment,” the reader says. 
“Most materials have stopped ris-
ing or have dropped back by 10 to 
15 percent.”

One reader in Florida says 
that while it’s difficult to escape 
increases in prices, that doesn’t 
mean clients accept these increases.

“Customers hate rate increases, 
even though they see them every-
where else,” the reader says. “(It) 
makes them grumpy.”

A reader in New Jersey says cli-
ents may not be willing to handle 
price increases.

“My prices went up, but I can 
only raise the customers price so 
much,” the reader says.

Another reader in Florida says 
as the costs of services and prices 
increased, fewer clients want to 
move forward with projects.

HIGH NOON DECISIONS
While some lawn care operators 
(LCOs) turn to early order pro-
grams (EOPs) to contend with 
product availability issues and 
price instability, some LCOs see 
EOPs as the Wild West. In fact,  
only 44 percent of readers partici-
pated last year. However, 58 percent 
say they plan to hitch their wagons 
to EOPs this year.

Very 
important

Important Somewhat 
important

Somewhat  not 
important

Not 
important

35%

18%
13%

29%

5%

Fertilizer                                 75%

Insecticides   49%

Herbicides                     67%

Fungicides   37%

 Other   24%

What products do you 
purchase during EOPs?



Ad Size Specs Rate
Very Limited  

Positions Available

Full-Page Spotlight 7.375" x 10.5"
(Publisher creates)

$4,500 ONLY 12

Full-Page Advertisement 7.375" x 10.5"
(Advertiser supplies)

$5,000 ONLY 3
Cover 2, 3 or 4

Stand out &

Materials Submission:
For Cover 2, 3 or 4 advertisers: Your ad material must be submitted via the ad portal:  
https://northcoastmedia.sendmyad.com. Add .125" on all sides for bleed ad.  
View a brief tutorial video: northcoastmedia.net/sendmyad. Contact Karen Lenzen at 216-978-3144 if you have questions.

For spotlight advertisers: Your account manager will supply spotlight guidelines and submission instructions.

Ad Close: July 31 • Materials Due: Aug. 7
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I
n the fall of 2023, to establish consistent name 
recognition across all markets, Prime Source 
was renamed Albaugh Specialty Products. Along 
with this change, Prime Rewards is now the 
Advantage Rewards Program.

Just as the product performance and support you’ve 
come to trust will continue uninterrupted, Albaugh 
Advantage Rewards will also remain the same simple 
points-to-dollars program that makes earning rewards 
easy – with no limits or complicated levels.

NOW, THE ADVANTAGE IS YOURS.
Stock up on more than 20 proven herbicide, fungi-
cide, insecticide and PGR solutions from Albaugh 
Specialty Products to earn points-to-dollars Advan-
tage Rewards. It’s not only incredibly easy, the earn-
ing potential is limitless.

 And we’ve kept our handy earnings calculator on 
the website: AlbaughSpecialtyRewards.com. All to make 
it easier for you to evaluate different purchase sce-
narios and see exactly how fast your total rewards 
will add up with Albaugh Specialty Products. It’s 
also available as an Excel download for offline use. 
Now’s the time to take ADVANTAGE.

Albaugh Specialty Products  |  1525 NE 36th ST, Ankeny, IA 50021 
 515-965-5248  |   AlbaughSpecialty.com 

Early Order Period:  Sept 1, 2023-Jan. 31, 2024  
Submission Deadline: Jan. 31, 2024 
Website: AlbaughSpecialtyRewards.com

HOW TO REDEEM YOUR REWARDS:
1. Place order for qualifying products.
2. Ask your distributor to go to AlbaughSpecialty 
Rewards.com to enter your submission, along with 
corresponding distributor invoices.
3. Collect your rewards.

A minimum of 200 points is required to earn  
a gift card. Each additional 100 points earns  
$100 in gift cards. No earning limit. Reward payout 
will begin April 1, 2024. See program details, terms 
and conditions at AlbaughSpecialtyRewards.com.

NEED TO KNOW

SPONSORED CONTENT

Albaugh Advantage Rewards
New name. Same easy rewards program. 
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Q
uali-Pro® has been a leader in the develop-ment of innovative and post-patent formu-lations, offering professionals the indus-try’s widest array of active ingredients. Quali-Pro provides solutions for lawn care professionals, sports turf managers and golf course superintendents that are backed by university research and a dedicated staff of professionals.

2023 QUALI-PRO 
EARLY ORDER  
PROGRAM 
INFORMATION 
Quali-Pro is 
offering special 
incentives now 
through Nov. 30. 
Take advantage of 
the Simply Grow 
Together (SGT) 
best incentives by 
Oct. 31, 2023.

To qualify, the 
participating end-
user must earn a 
minimum rebate 
of $100. When 50 
percent or more of the total rebate is derived from Platinum Products, a Double-Base Bonus will be added to your rebate total. Products must be pur-chased from an authorized Quali-Pro distributor between Aug. 15 and Nov. 30, 2023. 

Quali-Pro Simply Grow Together

Quali-Pro  |  5903 Genoa Red Bluff, Pasadena, TX 77507  |   800-242-5562  Quali-Pro.com  |   @Quali_Pro  |   Facebook.com/QualiPro

Early Order Period:  Aug. 15-Nov. 30, 2023.  Last date to upload rebate submissions is Jan. 12, 2024. Website: SimplyGrowTogether.com

This is an end-user promotion. Distributors and dealers are not eligible for this rebate. Purchases used to qualify for this promotion are not eligible for any other free goods, cash back or rebate pro-grams. Internet sales and purchases do not qualify. All submissions must be uploaded by Jan. 12, 2024. Visit SimplyGrowTogether.com.

NEED TO KNOW

SPONSORED CONTENT

 » Company name/logo
 » Early Order Program name 
 » Key program details (300-400 words)
 » 2–3 photos of your products
 » URL for where to download the order form  
and program information

 » Key contact information including phone and  
email address

 » Company website address/social media links

REAL-WORLD SOLUTIONS™

Increase  
Early Orders!

SPOTLIGHT INCLUDES:

LIMITED AVAILABILITY! ACT FAST!

Only 3 full-page 
ad positions &  
12 spotlights 

available!

Jake Goodman
Western Regional Sales Manager
jgoodman@northcoastmedia.net

216-533-6942

Nader Hassen
Account Executive

nhassen@northcoastmedia.net
216-363-7932

Chloe Scoular
Account Manager

cscoular@northcoastmedia.net
440-342-6011

Dan Hannan
Eastern Regional Sales Manager
dhannan@northcoastmedia.net

216-316-0285

Craig MacGregor
Associate Publisher

cmacgregor@northcoastmedia.net 
216-526-5600

Bill Roddy
Group Publisher 

broddy@northcoastmedia.net 
440-463-7754


