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“I use Rain Bird® 
5000 Rotors 

because I know 
my customer 

will be satisfi ed.”
Chris B, Murrieta, CA

Valleyscape Irrigation & Sprinkler Repair

The best contractors choose rotors 
with a Triple-Blade Wiper Seal.

Off ering seven times the leak protection plus the unmatched 

distribution uniformity of Rain Curtain™ nozzles, Rain Bird® 

5000 Series Rotors deliver the enduring performance that 

top contractors demand.

Visit rainbird.com/5000Series to see how these rotors 
stack up against the competition.
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Gaining appreciation

T
 he April issue of Irrigation & Green 
 Industry magazine is the third one that 
 I have had the pleasure to oversee. I 
 couldn’t be more thrilled about having 
 made this career move. First, what an 
 exciting opportunity this is to contin-

ue the legacy of a well-known brand within 
the landscaping industry. For that, I am truly 
honored. 

Secondly, the magazine is made up of a 
terrific and diverse team. Some of the lon-
gest-termed employees in the sales and ed-
itorial staff stayed on through the transition 
of ownership, while a few new staff members 
joined the team. The combination creates a 
great dynamic, mixing the tried and true with 
the interesting and new. It’s been a great ex-
perience, infusing new ideas into the strong 
foundation that already exists. 

Another aspect that I enjoy about the job 
is of course the readers and interview subjects 
I interact with regularly. It is so refreshing to 
talk to people who are so passionate about 
what they do every day. I am truly inspired by 
you, the professionals who strive to create and 
maintain beautiful outdoor spaces for people 
to enjoy. 

You can’t walk down a neighborhood 
street, stroll through a city park or step onto 
an office campus without seeing the fruits of 
your labor. You make the world a more beauti-
ful place every day because of your expertise in 
horticulture, landscape design, irrigation, turf 
care, hardscaping, lighting and much, much 
more. Not everyone has these skill sets so they 
must rely on you to work your magic.

And I, in turn, am grateful that I get to 
share content with you that I hope both in-
spires and teaches. There’s something special 
about being part of this industry; I knew it the 
first time I picked up the phone and called one 
of our regular columnists. What a warm wel-
come I’ve received! 

This has served as a reminder to look 
around and appreciate what we have and what 
we’ve done. Life can get you down — a family 
member falls ill or a friend loses a job. And of 
course, we can’t escape some of the tragic news 
that has happened in our country recently. 
Through all of these events, just knowing that 
there are people out there dedicated to creat-
ing gorgeous outdoor areas for people to ap-
preciate lifts one’s spirits, whether consciously 
or not. So, keep up the great work!  

It is so refreshing to talk to 
people who are so passionate 
about what they do every day. 
I am truly inspired by you, the 
professionals who strive to create 
and maintain beautiful outdoor 
spaces for people to enjoy. 
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The Toro Company reports record first quarter results
Investors Corner
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The Toro Company, Bloomington, Minneso-
ta, reported net earnings of $22.6 million or 
$0.21 per share on a net sales increase of 6.3 
percent to $548.2 million for its first quarter 
ended Feb. 2, 2018. The company says due 
to the one-time impacts of U.S. tax reform, 
reported first quarter net earnings were lower 
than the comparable 2017 reported net 
earnings of $45 million or $0.41 per share on 
net sales of $515.8 million.

Adjusted 2018 first quarter net earn-
ings were $52.1 million, or $0.48 per share, 
which includes $0.06 benefit from the lower 
corporate tax rate, partially offset by $0.03 
attributed to the excess tax deduction for 
share-based compensation, compared to ad-
justed net earnings of $40.1 million, or $0.37 
per share in the comparable 2017 period, an 
increase of 29.7 percent. 

“Fiscal 2018 is off to a good start, 
achieving record operating performance in 
the first quarter,” says Richard M. Olson, 

Toro chairman and CEO. “Our 
landscape contractor businesses 
benefitted from strong orders 
for our professional zero-turn 
mowers, led by our Exmark line 
which recently expanded its RED 
Technology platform. This new 
technology enables unprece-
dented communication among 
key mower systems to increase 
machine efficiency, ease of use 
and long-term durability.”

Olson continues, “We are 
seeing positive trends in our 
golf business with increased 
sales of greens mowers and large 
reel units that feature our Toro 
EdgeSeries reels. Customers are 
impressed by the enhanced quality of cut and 
reduced maintenance costs these reels deliver. 
The new Outcross 9060 also generated 
excitement at the recent Golf Industry Show. 

“We continue to build momentum in the 
professional segment driven by increased 
demand for product offerings across the
portfolio worldwide.” – Richard M. Olson
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smart technology designed to simplify 
operation providing greater flexibility in the 
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MORE NEWS ONLINE
For the latest news between 
issues, visit the Irrigation & Green Industry website at 
www.igin.com. You can also join the conversation on 
Twitter, Facebook and LinkedIn. In addition to news, 
you can find helpful articles on many landscaping and 
irrigation topics. 

LEGISLATION & REGULATION

NALP urges action on H-2B ‘crisis’
Landscapers were informed by the Department 
of Labor recently that they would not receive the 
H-2B workers they were counting on in 2018. This 
year, due to an unprecedented volume of applica-
tions, more than 60 percent of seasonal business-
es were unsuccessful in getting H-2B workers, 
according to a press release from the National 
Association of Landscape Professionals, Fairfax, 
Virginia, www.landscapeprofessionals.org.

“Many landscape companies will be facing a 
devastating employee shortage this year because 

they didn’t get their H-2B workers,” says 
Paul Mendelsohn, vice president of 

Government Relations at NALP. 
“In this economy, landscape pro-
fessionals can’t find enough men 
and women willing to do physical 
labor.” 

NALP is urging everyone in 
the industry to take action. The 

association says it wants compa-
nies affected by labor shortages to use 

NALP’s Advocacy Center to send Congressional 
representatives a pre-written email, tweet or Face-
book post. 

To get involved with H-2B advocacy efforts or 
to be notified of fly-ins to Capitol Hill, contact Paul 
Mendelsohn at paul@landscapeprofessionals.org.

IRRIGATION
Texas officials receive input on irrigation classification
The Texas Commission on Environmental Quality hosted a testimony hearing in 
nine locations throughout the state in January seeking input from the irrigation 
and backflow industries, cities, water districts and any other interested parties on 
whether irrigation should be classified as a health hazard. 

The meetings were held throughout the state in various locations, including 
in Fort Worth, Tyler, Houston, Corpus Christi, Harlingen, El Paso, Austin, 
Wolfforth and San Antonio.

A health hazard is defined in the Chapter 344 rules as “A cross-connection or 
potential cross-connection with an irrigation system that involves any substance 
that may, if introduced into the potable water supply, cause death or illness, 
spread disease, or have a high probability of causing such effects.”

The International Plumbing Code, the Uniform Plumbing Code; the Uni-
versity of Southern California Foundation for Cross-Connection Control and 
Hydraulic Research; the American Water Works Association; and the Amer-
ican Backflow Prevention Association all consider irrigation, with or without 
chemical injection or additives, to be a health hazard due to the fecal material, 
fertilizers, herbicides, pesticides and other chemical and biological contaminants 
that may exist within the piping system of both residential and commercial 
irrigation systems.

On Nov10, 2016, the TCEQ’s Irrigator Advisory Council voted to recom-
mend the classification of landscape irrigation as a health hazard to protect the 
public water supply and to stay consistent with these national and international 
standards. 

 According to the Chair of the IAC, John DeCell, “The real issue here is 
public health and safety. We should do all we can to protect the water supply, and 
not simply install a backflow prevention assembly and hope that it works forever 
without any further testing.”

More information on the rule petition is available at www.tceq.texas.gov/
drinkingwater/irrigation/landscape-irrigation-regulation-stakeholder-process.

LAWN CARE

Lawnmower exchange program helps cut down pollution
Weber State University, Ogden, Utah, has partnered with several other groups to spon-
sor a lawnmower exchange program for those who want to trade in their gas-powered 
lawnmower for an electric one.

“Cut Pollution — Mow Electric” enables eligible residents of Utah to enter a lottery for the 
opportunity to exchange their operable gas-powered mowers for one of 762 new Kobalt 40-volt 
cordless electric lawn mowers with mulching capability.

According to local reports, people who live in areas that regularly experience poor air quality 
as determined by the U.S. Environmental Protection Agency are eligible for the program. The 
replacement mowers are worth more than $300.

“While a single mower may not seem like a major source of pollution, the emissions are 
relatively high when compared to an average car and are generated in close proximity to the 
person pushing the mower,” says Alice Mulder, director of WSU’s Sustainability Practices and 
Research Center. ©
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MARKETING MATTERS

Jeff Carowitz advises landscape industry firms on marketing and business strategy.
He can be reached at jeff@strategicforcemarketing.com.
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I
t’s time to get showrooms and service counters 
ready for the spring rush. 

Since so many distributors and dealers read 
Irrigation & Green Industry, I thought I would 
devote a column to an essential marketing task: 
improving the in-store customer experience for 

busy landscape and irrigation contractors.
For distributors, creating customer loyalty and 

preference requires more than having the right in-
ventory in stock. The physical experience of the 

store environment is also important. Taking time to 
improve merchandising before spring will pay divi-
dends all season.

For distributors and dealers who carry essential-
ly the same products as their competitors, it’s even 
more important to focus on customer experience. 
When everything else is the same, the contractor will 
shop from the dealer who makes him feel the most 
welcome.

Creating a positive in-store experience begins 
with getting the basics right.

1Refreshing signage and display materials. Cus-
tomers always notice what’s new. Display ma-
terials that have been up for too long become 

“wallpaper” that goes unnoticed. For a fresh appear-
ance in the showroom and sales area, update banners, 
posters, signage and other display materials. Be judi-
cious in the quantity and placement of eye-catching 
graphics. Too many can create a visually cluttered 
environment that overwhelms rather than sells.

2Creating a welcoming counter space. Many 
customers go directly to the sales counter for 
assistance rather than browsing your show-

By Jeff Carowitz

Dealers and distributors,
it’s store get-ready time

room. Create a “landing space” at the counter for 
goal-oriented shoppers. Discard dirty or dog-eared 
counter mats. Clear off excess displays, samples, bro-
chure racks and other clutter that tends to build up 
in sales areas.

3Cleaning and brightening. Touch up the paint. 
Boost lighting with new energy-efficient and 
color-correct fixtures. Remove supplies, war-

ranty returns and other clutter to back-of-house 
areas. Walk your showroom keeping the customer’s 
perspective in mind to be sure all of the details are 
correct.

4Carrying convenience items. What items do 
your customers need and use every day? What 
do they frequently forget? How can you help 

your customers avoid having to make an extra stop 
at a retail big box store? Stocking batteries, duct tape, 
marking paint, safety glasses and other consumable 
supplies increases convenience for your customers 
and sales for you. Place convenience items where 
they’re visible from the sales counter.

5Stocking displays. You can’t sell it if you don’t 
have it. Restock your display walls with com-
monly used tools and job-site essentials. Small 

inventory items can dramatically improve your 
store’s first impression. Merchandise top sellers on 
more than one hook. You’ll add impact and reduce 
the frequency of restocking. Organize display walls 
by category and make sure they look orderly and 
full. (Consider using a planogram — a diagram that 
helps maximize sales for large wall and shelf spac-
es.) If something sells out consistently, you don’t have 
enough of it in your display!

6Making the wait seem shorter. Busy stores can 
leave customers standing in line. But waiting to 
be served can seem like an eternity. Think about 

positive ways to occupy customers while they’re wait-
ing. For example, many distributors have installed 
TVs that share entertaining advertising and helpful 
work-related tips. Others offer coffee or beverage 
centers so customers can grab a drink or a snack.

Let’s reward hard working professional contrac-
tors with a better in-store experience this season! 

Creating a positive
in-store experience
begins with getting
the basics right.
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I
am worried about the big tree in my front yard. 
It may be as old as the house itself, a 1955 
edition. It seems like a healthy Baby Boomer. 
However, I’m told that it’s an ash tree, and as 
such, it may be doomed in a few more years 
when a certain green borer gets here.

When and if it dies, it will join millions of 
others that we’ve lost here in the U.S., to one 

cause or another: pests, disease, drought, climate 
change, fires — or a combination of factors. 

We are losing an extraordinary amount of trees in 
the U.S. and in North America. No one knows the 
exact total, but it’s in the millions. And apparently, 
we’re not alone. 

“It’s a global phenomenon, even bigger than just 
our nation,” says Richard Cobb, Ph.D., who teach-
es forest health (insects and pathogens), dendrology 
and ecology at California Polytechnic State Univer-
sity San Luis Obispo. “One of the problems is that 
it has no one single cause. There are many different 
reasons why we are losing trees. Many of them are 
linked to changes in the environment and some to 
the invasion of exotic pests from overseas.”

We are losing canopy cover, according to David J. 
Nowak, Ph.D., a senior scientist at the U.S. Depart-
ment of Agriculture’s Forest Service Northern Re-
search Station in Syracuse, New York. But he agrees 
that there is no single overarching cause. “There are 
a whole bunch of reasons for the loss,” says Nowak. 
“Trees get old and they die, creating gaps in the can-
opy. So do big storms, insects and diseases, develop-
ment and other human choices.” 

Some have blamed climate change for the loss. 

“Climate change is certainly playing a role in how 
bad these pest outbreaks are,” says Cobb. 

“In many of these tree mortality events, we are 
seeing native insects or native pathogens that are 
emerging and becoming a more important cause of 
tree death because of changes in the environment.”

“In California the problem is drought; in other 
parts of the country, it’s mainly because of changes in 
temperature that directly affects the rates that insects 
develop or whether or not they survive the winter,” 
Cobb says. Nowak agrees that higher temperatures 
may be a contributing factor, especially when it 
comes to the overwintering question.

The role of drought 
As is often true in nature, causality is a multifaceted, 
interlinked thing. Trees are dying due to a number of 
factors playing off of each other. The massive die-off 
in California’s pine forest is a prime example. 

One-hundred-two million of the state’s pine trees 
have been killed, mainly in the southern Sierra Ne-
vada. The dead trees outnumber the living ones and 
create a serious fire risk. 

California’s recent five-year drought is the culprit, 
or should we say co-culprit, because drought alone 
didn’t kill those trees. Nor did an exotic insect. 

Rather, it was a combination of drought and a 
native beetle that’s always present, the western pine 
bark beetle. Under normal conditions, this beetle is 
kept in check by the trees themselves, who exude 
sticky sap or “pitch” to drown them. 

But the thirsty trees can’t exude enough pitch. 
Without this natural defense mechanism to curb 

Trees are in trouble, but there are things we can do to save them.

WHAT’S HAPPENING TO OUR TREES?

B Y  M A R Y  E L I Z A B E T H  W I L L I A M S - V I L L A N O
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specimens escaped, and their descendants have 
been spreading around the U.S. ever since. Its hun-
gry, hungry caterpillars defoliate the leaves of oaks, 
aspen, apple, sweetgum, paper birch, poplar and 
other species. 

To nuke the larvae, “we spray,” says Joseph. “We 
could do an injection, but spraying is a more eco-
nomical approach, especially if multiple trees are on 
a property. We use a low-toxicity EPA-approved 
pesticide that’s not supposed to harm honeybees.”

Gypsy moth isn’t the only pest he deals with. 
“Something I’ve just seen in the last few years, 
cryptomeria scale (another invasive from Asia), is 
affecting fir trees in landscapes. And another one, 
magnolia scale, is on almost every magnolia tree.” 

Exotic pests 
The word “exotic” sounds sexy, but in this context 
all it means is something our flora didn’t co-evolve 
with and therefore has no natural defenses against. 
Global commerce assures that exotic pests like gyp-
sy moth coming from other lands are always going 
to be a problem.

Such is the case with a fatal tree disease called 
fusarium dieback that’s spreading throughout 
Southern California at an alarming rate. It’s trans-
mitted by two invasive exotic Asian pests, the fun-
gus-farming polyphagous shot hole borer and the 
Kuroshio shot hole borer, two closely related beetles 
first discovered in Los Angeles in 2012. Fusarium 
is the name of the fungus that feeds the larvae and 
kills the trees.

It threatens over 300 different trees, including 
agricultural species such as olives and avocados. 
Unlike most invasive pests that attack only weak-
ened or stressed trees, this one goes after healthy 
ones, too. 

The Forest Service says this single insect could 
kill as many as 27 million trees — roughly 38 per-
cent of all the trees in the region. “If people think 
this isn’t apocalyptic, they’re wrong,” says Ann 
Hope, western states account representative at mi-
croinjection insecticide maker J.J. Mauget, Arcadia, 
California.

Then there’s the notorious EAB, the emerald ash 
borer. Since it was discovered around the Detroit/
Windsor, Ontario, area in 2002, it’s killed untold 

Taking responsibility
Some threats to trees are manmade. As such, they can be 
avoided. Here are some problems and their solutions.

Improper planting. “Be able to identify where the 
root flare is when you purchase a tree,” says educa-
tor and consultant Robert Wells, founder and former 
owner of Robert Wells Tree & Landscape Inc., Prince-

ton, New Jersey. “We see it a lot, trunks buried four to eight inches 
deep. If you put a tree into the landscape like that it’s immediately 
under stress.” Root-girdling is another result of improper planting, 
arranging roots around in a circle in the hole. As the roots grow 
in diameter, they start to constrict the trunk of the tree, and can 
pinch a tree off at the base, making if vulnerable to windstorms.

Too much mulch. A little mulch is a good thing; it 
returns organic matter to the soil and retains moisture. 
“Overmulching is the number one mistake I see land-
scape people making,” says arborist Bill Joseph. “Water 

can’t get to the root system.” Especially avoid “volcano mulching,” 
piling matter several inches high against a tree’s trunk. This invites 
pests, fungus and rot. It should never be more than 2 inches thick 
and should never touch the trunk.

Topping and improper pruning. The uppermost 
part of a tree should never be chopped off. It sends it 
into decline. So can imprudent pruning. Inexpensive 
courses in pruning best practices can be found on the 

ISA website, at wwv.isa-arbor.com/store/onlinecourses/119/.

Mechanical damage. It’s easy to prevent this one. All 
you need to do is instruct your crews to be careful not 
to hit tree trunks with mowers or strip bark with string 
trimmers. 

their numbers, the beetle population had its own 
baby boom. 

Another example is clear across the country in 
Massachusetts. Drought over the last few years 
there has brought about a big resurgence of the 
gypsy moth. Since the 1980s, a larvae-destroying 
fungus called Entomophaga maimaga has helped 
keep their numbers in check. But it needs moisture 
to grow. 

As a result, “it’s been the craziest four years I’ve 
ever seen in my life,” says Bill Joseph, a certified 
Massachusetts arborist at Lynch Plant Healthcare 
in Sudbury. “In the last two years, it’s just been gro-
tesque. The fuzzy caterpillars were everywhere, all 
over people’s houses, cars and lawns. We constant-
ly got calls from people saying, ‘Come kill these 
things. Their hairs are giving my kids a rash.’”

The gypsy moth is an invasive, non-native spe-
cies that was brought over from Europe in 1868 in 
the hope they’d be useful for silk production. The 

“If people think this 
isn’t apocalyptic, 
they’re wrong,”
— Ann Hope, J.J. Mauget

Left, Gypsy moth egg masses.  Photo: Lynch Plant Health Care. Right, 
Gypsy moth caterpillars. When they hatch out in large numbers, 
they quickly defoliate trees. Photo: Shutterstock.



COVER STORY

www.igin.com                 April 2018    Irrigation & Green Industry          17

millions of ash trees through 30 U.S. states and two 
Canadian provinces and keeps expanding its range 
in every compass direction. 

In September of 2013, it made its first known 
incursion into the mountain West, turning up in 
Boulder, Colorado. Since then, it’s added New Jer-
sey, Arkansas, Louisiana, Texas and Alabama to its 
North American tour roster, with the latest sighting 
taking place last year in South Carolina. 

EAB is native to Asia, where it’s kept in check 
by parasitic wasps that target its larval and egg stag-
es. But on this continent it has no natural predators, 
which is why its spread has been so relentless. 

According to a 2016 story in The Guardian, 
the USDA approved four species of these para-
sitic wasps for release. It will take years, however, 
for them to build up in enough numbers to make 
a difference. 

Left, the white cottony-looking things are hemlock wooly adelgid, an invasive insect. Photo: Elizabeth Wilhite, USDA Forest Service, Bugwood.
org. Right, a tree killed by emerald ash borer. Photo: Steven Katovich, USDA Forest Service, Bugwood.org.

DID YOU KNOW?
The gypsy moth 

made its North
American debut in 

1868 after Europeans 
brought them in the 

hope they’d be useful 
for silk production. 
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Meanwhile, people in the not-yet-af-
fected states wait and worry. In Montana, 
“one of our greatest concerns right now is 
the continued spread of the EAB,” says 
John Norieka, a consulting arborist certi-
fied with the International Society of Ar-
boriculture and employed with Bozeman 
Tree, Lawn & Landscape Care in Boze-
man, Montana. He’s also certified by the 
National Association of Landscape Pro-

fessionals as a landscape technician and is 
an ISA-qualified tree risk assessor.

“We don’t have this pest here yet, but 
upwards of 50 percent of the large mature 
trees in our downtown area are green ash. 
The city is taking steps to prepare now. 
We’re hopeful it doesn’t come, but as we’ve 
watched it spread across the country, we’re 
definitely worried.” 

Dave Entwistle is worried about the 

Western bark beetle mortality in the southern Sierra 
Nevada, 2016. Photo: Richard Cobb, Ph.D.

CIRCLE 109 ON THE READER RESPONSE CARD

iridescent green beetle, too. He’s a com-
mercial arborist and commercial business 
developer at Lakewood, Colorado-based 
Mountain High Tree, Lawn & Landscape, 
which recently became part of SavATree, a 
national provider of tree, shrub and lawn 
care based in Bedford Hills, New York. 

“The EAB was found around Boulder 
in 2013 and has moved into Longmont 
but hasn’t made it down into the Denver 
metro area yet. We’re waiting for someone 
to bring firewood in or for a high wind 
to move it along. We anticipate finding it 
here this year for sure.”

Once it arrives, it’s going to find plenty 
of ash trees to feast upon. “We have a ton 
of them,” says Entwistle. “On public land, 
there are about 300,000 or 400,000. On 
private properties, its logarithmic how 
many there are. A lot of Purple Ash, in 
the White Ash family, were planted in the 
late 80s, early 90s for fall color. When it 
finally does hit Denver it’s going to be a 
big deal.”

Fortunately, there are treatments for 
EAB. Systemic trunk injections or soil 
drenches with dinotefuran or imidaclo-
prid will kill the larvae. Specifics can be 
found at www.emeraldashborer.info. On 
that site, there’s a link to a fact sheet en-
titled “Insecticide Options for Protecting 
Ash Trees.”

It seems like now would be the time 
to prophylactically treat Denver’s ash trees 
before they’re infested. Even when they 
catch the bug, if caught early enough, 
many can be saved by treatment. 

You don’t want to start too early, 
though, because the treatments are only 
effective for about two years. Without it, 
a tree will be dead in two years.

“It’s a fine line to walk,” says Entwistle. 
“We’re telling people, if you have a key tree 
that you can’t afford to lose, then yeah, go 
ahead and treat it. But we’re not trying to 
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scare people into spending money, insist-
ing that they should treat their trees now. 
We are telling them to have an estimate 
on hand so when it finally does come, they 
can pick up the phone and call us.”

Those are just a few examples. There are 
many more pests and diseases killing trees: 
Asian longhorned beetle, hemlock wooly 
adelgid, thousand cankers disease, sudden 
oak death and many more. In Montana, 
Norieka is battling another invasive, the 
European elm scale which, present in 
enough numbers, can kill a tree. 

Nowak is about to publish a five-year 
study on loss of canopy cover in our urban 
forests. “We know we’ve lost canopy from 
2009 to 2014. Will that continue? Who 
knows? It depends on what humans do.”

He says if we want more tree cover 
in our cities then we must do something 
differently. Trees naturally regenerate all 
the time; if we didn’t mow, we’d have lots 
more of them. 

There’s an advantage to having mowed 
landscape and grass. He’s not against that. 
But he says if we want more trees, we need 
to create more space where natural regen-
eration can occur unabated … and to keep 
planting them.

What can we do to save trees?
We can’t stop international commerce 
from bringing in exotic pests, nor control 
the weather. But in terms of protecting 
trees in the landscapes under our care, 
there’s much landscape professionals can 
do, and we don’t have to be arborists to 
do it. 

We can look for signs like discolored 
leaves, premature leaf drop, dripping sap, 
small holes in trunks and especially, die-
back in crowns. 

“There are distinctive patterns of die-
back,” says Entwistle. “If it’s drought stress 
you will see top-down outside-in dieback; 
if it’s too much water, you’ll see inside-out, 

bottom-up dieback. Different pests show 
different patterns of dieback.” 

Pests and diseases aren’t the only 
threats to trees. Some of them come from 
ill-advised landscape practices. The side-
bar on page 16 illustrates some things we 
should avoid doing.

Cleaning our tools between jobs can 
slow the movement of pathogens and 
pests from landscape to landscape. We can 

learn what invasive pests or diseases may 
be headed to our neck of the woods, and if 
we see something, say something. 

It boils down to simply this: care and 
be aware. The trees would thank you if they 
could speak. Your clients certainly will. 

The author is senior editor of Irrigation & Green 
Industry magazine and can be reached at  
maryvillano@igin.com.

Sudden oak death mortality near Brookings, Oregon, in 
2015. Photo: Richard Cobb, Ph.D. 
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N
ick Federoff is a man of many talents. Not 
only can he create a beautiful garden, but 
his storytelling skills will captivate you.  
Best of all is his infectious enthusiasm as 
he obviously enjoys every minute of what 
he does. 

If you were in a crowded room, he’d be 
hard to overlook; that long beard makes 

him stick out. He proudly states, his chin “hasn’t seen 
the light of day since 1979.” If you couldn’t spot him 
from his trademark facial hair, you for sure wouldn’t be 
able to miss his resonating voice. He’s probably giving 
out gardening advice or talking about one of his recent 
television segments as you’re reading this article. 

Old or young, it’s hard not to be captivated when 
you talk to this self-proclaimed “OHOAG.” Federoff 
is One Heck of a Guy, all right. And he would say that 
he’s in One Heck of a Profession. “It is a fascinating 
world to work with plants and people. I just enjoy it 
immensely.”

Stumbling upon success
Like many in our industry, Federoff ’s interest in grass 
and plants all began when he was just a kid, mowing 
neighborhood yards, hauling the mower in his lit-
tle red Radio Flyer wagon that he had painted blue. 
When he turned 14, his father helped him take his 
hobby to the next level. 

His father, a general contractor by trade, was re-

modeling a building in East Los Angeles and noticed 
the lawn looked a wreck. He found out that the own-
er’s kids were the ones doing the lawn work. So he said 
to the man, “I’ll make you a deal: if my kid can cut the 
lawn and make it look better than your kids did, would 
you allow him to keep doing it?” He agreed.

Federoff didn’t know his father made that deal; he 
just handed him a mower, a rake and a broom and told 
him to go mow the lawn. “Next thing you know, I’ve 
got my first commercial account, and I started mowing 
that lawn regularly,” he says. 

He learned very quickly the do’s and don’ts of lawn 
care: things like, “be careful around cars and wear long 
pants and safety glasses.” As well as, “If you hit a piece 
of steel with a $1,000 lawnmower, that piece of steel 
is going to win.” 

Federoff learned one of his biggest lessons when he 
witnessed someone stealing his edger. The thief sped 
away before he could catch him. “He threw that edger 
in his car, and was dust. I learned that a chain and a 
lock are a gardener’s best friends.” 

His next career step happened either by accident or 
luck, depending on how you look at it. One day, with 
a truck full of plywood and lawn equipment, he hit his 
brakes hard at a stop light. The load flew everywhere. 
He had forgotten to tie it down.

 The embarrassing mishap occurred right in front 
of a nursery. The owner came running out and helped 
Federoff load everything back up. Then he told him, 

One of our biggest green industry advocates has a
big on-air personality and an unmistakable beard. 

BY KRISTIN SMITH-ELY

TAKING THE INDUSTRY TO THE AIRWAVES
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Nick Federoff’s background in the 
landscaping industry and his talent 
for performing have allowed him to 
share his knowledge with a large
audience. His tell-tale beard gives 
him an identifiable trait that people 
recognize everywhere he goes. 
Photos: Steven Federoff
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Nick Federoff appears on TV 
every Saturday morning with 
KCAL 9 News Anchor Sandra 
Mitchell for a segment “In the 
Garden.” Each week he has fun 
ideas to share with viewers. 
Here, he is showing a neat 
idea for incorporating vacation 
memories into the garden.

despite not having tied down his load, he seemed like 
a very conscientious young man. “If you ever want a 
job, I’ve got one for you,” he said. 

Two weeks later, Federoff was working at that 
nursery. He soaked up all sorts of information there, 
from how to do weed control and proper planting 
methods to the basics of plant care. In two years, he 
was managing the place. 

Finding his calling
After graduating from high school, Federoff started 
looking for a new job. He remembers walking into an 
upscale retail nursery where someone had just quit. 
The owner hired him on the spot. He was going to 
be the new “carry-out.” He had no clue what that 
was. It turned out to be the person who carried out 
customers’ purchases and loaded them into their cars. 

His very first carry-out was for a woman wearing 
a fancy coat and carrying a white poodle. She had 
bought some plants and steer manure, and told him, 

“Just throw the bags in the back” — of her brand-
new Mercedes Benz.

Federoff knew he needed to be careful, but, al-
most like a curse, the first bag of steer manure got 
caught on the door latch, which ripped the bag open. 
The aromatic contents spilled out all over the inside 
of the car.

“I was so devastated, I was trembling,” he recalls. 
But what happened next was almost out of this 
world. To his sheer surprise, the woman was actually 
understanding. She said not to worry about it, and 
before she left, she handed him a $5 bill — a lot of 
money for a kid in 1978.

“I looked at that $5 bill and said, ‘I just broke a 
bag of manure in someone’s $35,000 car and she 
tipped me? This is beautiful! I want in this business, 
and I want to stay in it,’” he thought to himself.

Following his stint as a carry-out, Federoff went 
off to Fullerton College in Orange County, Cali-
fornia. After graduation, he and his father obtained 
landscape contracting licenses and went into busi-
ness together. The business took off like gangbusters. 

“We blink, and we have 60 people on our payroll 
doing city and county contracts,” he says. The firm 
became one of the largest weed abatement contrac-
tors in the country with 28 government contracts in 
San Bernardino County, California, alone. 

Big break
Things were already going well for Federoff when 
he found himself in the right place at the right time 
once again. He was 27-years-old, and one of his cli-
ents was the Federal Reserve Bank of Los Angeles. 
The bank had hired a landscape consultant, one that 
happened to host a radio show on Los Angeles’  KFI 
AM 640 on the subject. 

PIONEERING
PODCASTS

Go to www.igin.com to 
read about how Nick 

Federoff started the first 
online radio program for 

the green industry.
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One day, that consultant had to take the day off 
from his show. The station’s management and the 
consultant asked Federoff to fill in. 

“So I filled in for him, and then two weeks later, I 
get called into the office,” Federoff says. He remem-
bers thinking he must have said something wrong on 
the air and was in trouble. But that was not the case. 

Federoff arrived, and the program director hand-
ed him a big box with a bunch of letters inside. He 
told him, “You generated more mail in one two-hour 
radio show than the other guy has in the two years 
he’s been here. We want you to do the radio show 
instead.”

Federoff called the other host and told him about 
the conversation he’d just had with the program di-
rector. “I was upfront with him. I told him that if 
he didn’t want me to take the job, I wouldn’t.” He 
also confessed how much he really wanted the job. 
To Federoff ’s great relief, the man said, “Knock their 
socks off.”

Taking it to the airwaves
Taking that job launched a new career for Federoff, 
and before he knew it, his show was syndicated to 
radio stations all across the U.S. 

Federoff also dabbled in television, making short 
appearances on local news channels and many va-
riety programs like The Donny & Marie Show and 
ABC’s Carol & Marilyn, with weekly jaunts on PAX 
TV’s Great Day America. After a short sabbatical 
from TV, one of his clients asked him for a favor — 
make an appearance on Los Angeles CBS affiliate 
KCAL 9’s news show.

Afterwards, “[the TV station people] asked me, 
‘Can you do more of this stuff?’ I said, ‘Sure. It’s easy 
for me.’”

And it still is. Federoff ’s been at it for eight years 
now, and is the station’s resident gardening expert. 
His “In the Garden” segment airs every Saturday 
morning at 7:50 a.m. 

 A few years back, Federoff was contact-
ed by the local PBS station, KLCS, to do 
a television show. He’s now the only gar-
den expert in Southern California that is 
on television six days a week. He appears 
Mondays through Fridays on KLCS’ Cre-
ate Channel at 1:30 p.m. and Saturdays on 
KLCS TV, at 9 a.m. “We’ve now done about 
150 30-minute television shows,” he says.

Federoff ’s talent at growing things — 
including facial hair — has really helped 
brand him as a broadcaster. He’s known as 
“the gardening guy with the big beard.” 

“I’ve done a lot of specials, how-tos, in-
terviews — whatever we feel like doing, as 
long as they’re about environmental, sus-
tainable, landscaping and garden-related in-
door and outdoor living ideas,” Federoff says. 

His favorite part of the job is being a 

teacher, so much that, even while working at his de-
manding broadcasting career, he’s taken the time to 
obtain teaching credentials in horticulture, agricul-
ture and broadcasting. 

In addition, he gives keynote addresses at confer-
ences and holds tailgate meetings and sales talks reg-
ularly. “I enjoy people so much, and I enjoy sharing 
the information that I have; and I love when they 
share information back with me.”

Federoff ’s website, www.thingsgreen.com, dis-
plays much of the content that he and his staff create 
out of his Whittier, California, offices. The property 
houses a radio studio and areas for filming and edit-
ing video. There’s also a workshop, which serves as a 
set for showcasing some of his creations for the TV 
show. On a recent episode, he and his staff created an 
urban garden on-site to demonstrate the benefits of 
workplace gardens. They even invited neighborhood 
children to paint flowers on the old doors they sal-
vaged to make a fence. 

Federoff ’s ultimate goal is to promote his Things 
Green brand beyond his persona, and he’s already 
making progress. The company has a Spanish-speak-
ing counterpart: Patty Menjivar, host of Temes 
Verdes (www.temesverdes.com).

If you ask him about achieving success, Federoff ’s 
biggest piece of advice is, “Focus on the things you 
are good at. Others can do the rest.” On a more basic 
level, simply walking in a straight line is what differ-
entiated his mowing skills all those years ago back in 
East Los Angeles. Even more important, though, is 
finding something you love to do, as he has. 

“It doesn’t feel like work,” says Federoff of his ca-
reer. “I enjoy what I do to the nth degree. I cannot 
put it into words. I meet the most fascinating people 
in this industry. I am truly, truly blessed.” 

The author is editor-in-chief of Irrigation & Green Industry and 
can be reached at kristinsmithely@igin.com. 

Nick Federoff 
combines his 
knowledge of 
gardening with 
his broadcasting 
abilities to bring 
his expertise 
to viewers and 
listeners across 
the country.

WAYS TO
WATCH

If you are in the Los 
Angeles area, you can 
catch Nick Federoff, owner 
of Things Green, Whittier, 
California, six days a 
week on television.

HERE’S HOW:
Saturdays
“In the Garden”
7:50 a.m. on KCAL 9 News 

“Things Green”
9 a.m. on KLCS TV

Monday-Friday
“Things Green”
1:30 p.m. on KLCS
Create Channel

ELSEWHERE?
Go online:
www.thingsgreen.com
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When it comes to run-
ning your green in-
dustry business it is 
vital that you and 
your team are “bril-
liant on the basics.” 

The funny thing is that usually means 
simply doing the things your competitors 
are just too lazy to do. 

Oh, they may have started out doing 
them when they first opened their doors, 
but over the years they’ve became compla-
cent or apathetic. Don’t let this happen to 
you and your team.

Here are three simple strategies that 
when practiced can be the keys to getting 
and keeping lifetime clients. 

Names are important. A 
few months ago, I walked 
into my credit union. As 
I waited in line, I noticed 
one of the tellers was new. 

Whenever there is a new teller it makes me 
aware that there will be a short period of 
time for that person to get to know me. 

Once this young lady got my account 
number, she immediately used my name. 
On my next visit, the same thing happened. 

By my third visit, she called me by name 
as I walked up to the window; she didn’t 
even need to look at my account number 
to know who I was. This kind of treatment 
made me feel important and respected. It 
is one of the reasons I’ve been a member of 
this credit union since 1983. 

Do you know the names of most of your 
clients? As Dale Carnegie said, “A person’s 
name is to that person the sweetest, most 

important sound in any language.” Re-
search has shown that there is a particular 
feel-good reaction that takes place in our 
brains when we hear our name spoken. 

If you and your team members are not 
regularly using the names of your clients, 
you are missing out on a strategy that can 
help build a lasting relationship with them. 

An easy way to get and use a custom-
er’s name, if you or your employees don’t 
remember it, is to read it off his or her in-
voice, work order, check or credit card.

When in doubt, simply ask. An easy 
way to do this is to use the fill-in-the-
blank method. It works like this: “My 
name is Tom Borg, and your name is?”

Once you get that person’s name, use 
it in the conversation a few times. It also 
helps to write down the names of the cus-
tomers you have the most trouble remem-
bering. Review the list from time to time. 
You’ll be surprised and delighted at how 
easily you’ll be able to build a sincere rap-
port with your clients.

Become a problem solv-
er. Some time ago, I was 
flying back to Detroit on 
Delta Airlines. At a stop-
over in Knoxville, Ten-

nessee, I checked in at the airline counter 
and got the bad news: from the time I’d 
boarded my originating flight in Dallas, 
my baggage had been mistakenly routed 
to Chicago. 

Realizing there were only a few min-
utes before my next flight would be leaving, 
I anxiously asked the agent if my baggage 
could possibly be transferred to this flight. 

STRATEGY
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Tom Borg is a team
performance and customer 
experience expert who 
works with small businesses 
and organizations in the 
green industry to improve 
customer acquisition and 
retention. He helps these 
organizations through his 
consulting, speaking,
training and mentoring. 
He can be reached at 
734.404.5909 or at
tom@tomborg.com, or visit 
www.tomborg 
consulting.com.

He said, “Mr. Borg, (I like being called by name) 
I’ll see what I can do.” He then left the counter and 
still hadn’t returned when the final boarding call 
was given. 

You can imagine how reluctantly I boarded my 
connecting flight. I sat there anxiously waiting for 
the plane to leave without my baggage. Then the pi-
lot announced that our flight would be momentar-
ily delayed while they transferred a passenger’s bag. 

Imagine my surprise when the passenger door 
suddenly opened, and in walked the gate agent I’d 
spoken to earlier. He looked around the airplane, 
spotted me sitting in my seat and came over. 

As he knelt down next to me, I could see beads 
of sweat on his forehead. (I knew he had been up to 
something!) 

In a very low voice he said, “Mr. Borg, I want you 
to know that I’ve personally transferred your bag to 
this plane. You will be able to pick it up in baggage 
claim in Detroit. Have a great flight and thanks for 
flying Delta.”

Sure enough, after landing in Detroit, my bag 
was the first one to arrive on the conveyor belt. Now 
that’s what I call service! This agent figured out a 
solution to my dilemma. He was a problem solver.

How about in your green industry business? 
Where and how can you and your team become 
problem solvers for your clients?

By becoming a problem solver, you are com-
municating to them that you value them as human 
beings as well as clients. As you make your clients’ 
satisfaction a priority, you and your team become 
more valuable to them. 

Value the little customer. Some time 
ago I called a company about in-
stalling a split-rail fence on our 
residential property. A representa-
tive stopped over, gave me a price 
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By becoming a problem
solver, you are communicating to
them that you value them as human
beings as well as clients. As you
make your clients’ satisfaction a priority,
you and your team become more
valuable to them. 

and remarked that it was a “minimum-sized job.” 
The agreement was signed, and I was promised that 
work would begin as soon as I obtained a permit. 

I promptly obtained it, called the fencing com-
pany and left a message for the salesman to notify 
the crew to begin work as soon as possible. 

This didn’t happen, and my repeated calls ended 
in frustration. Evidently, the salesman had placed 
my job low on his priority list. Despite my numer-
ous calls, he never bothered to arrange for the work 
to be done.

Borg’s rule: Never ignore a small order. It can 
cost you big money.

Just because an order is of minimal cost to a 
customer doesn’t mean it shouldn’t be important 
to you. Let’s examine the psychology behind that 
rule. 

First, even though the job that I requested was 
small, it could have been the beginning of a rela-
tionship that would bring in repeat, additional and 
referral business to that fencing company. Second, 
like every one of your clients, that customer knows 
other people and will tell them if your service or 
product is poor. 

Ultimately, a bad experience with a company 
can have major consequences. If someone I know is 
looking for a fencing company for their residence 
or business, I won’t be recommending this one. 

According to research, both happy and unhappy 
customers talk to friends and acquaintances about 
their experiences. On average, a customer will tell 
five to seven other people of a good experience he’s 
had with a particular business or organization. 

Good word-of-mouth advertising is free and 
results from delivering good products and service. 
But an unhappy customer will tell even more peo-
ple — an average of nine to 16 others — about 
poor service he or she has received. Bad service 
equals bad word-of-mouth and lots of it.

Need I also mention that we’re living in the 
era of online review sites such as Yelp and Angie’s 
List? A bad review on one of these sites —  earned 
or not —  might live forever on the global word-
of-mouth community that is the internet.

How can we avoid offending a client who has a 
small order? First and foremost, train your employ-
ees to give the same kind of service to that client as 
they would to one with a large order. 

If that’s impossible because your company is 
just too busy, I suggest you find a couple other sim-
ilar businesses that you feel comfortable referring 
this type of client to. By doing this, you will give 
the client the kind of service and respect he or she 
deserves. This will leave a positive impression with 
him and generate positive word of mouth for you.

There you have it. Three proven strategies to im-
prove your client service and build your business.

Now that you know these strategies, make sure 
you and your team go out and use them. 
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E
ven though more than 70 per-
cent of the earth’s surface is 
covered in water, we are headed 
toward a significant water crisis 
on a global scale. 

The earth’s water is 97.5 percent salt wa-
ter, leaving a mere 2.5 percent available as 
a fresh water resource. Almost 70 percent 
of that fresh water is frozen solid in the 
polar ice caps based on data provided by 
UNESCO (United Nations Educational 
Scientific and Cultural Organization) in 
the United Nations World Water Develop-
ment Report #2 in 2003. It’s probable that 
some of that frozen fresh water has blended 
with ocean salt water as a result of climate 
change by now.

A majority of our planet’s remaining 
fresh water resources are captured in un-
derground aquifers. It’s estimated that less 
than one percent of the world’s fresh water 
resources are accessible for human use. Still, 
the world’s population continues to grow. 

It’s easy to see why the use of fresh wa-
ter for landscape irrigation will continue 
growing less available, as the demand for 
those resources for human consumption 

and agricultural endeavors continues to in-
crease. The irrigation industry is respond-
ing to this by increasingly moving toward 
using water that’s available on-site instead 
of using potable supplies. There are alterna-
tives to using potable water for landscape 
irrigation purposes. 

On-site water reuse strategies
Historically, landscape irrigation systems 
have drawn from the same potable water 
sources that service the buildings and aes-
thetic features of a site. 

In times of drought, the typical regional 
strategy is to mandate significant reduc-
tions in potable water use for irrigation. 
This can cause serious damage to and even 
loss of plant material. The development of 
passive and active on-site water reuse strat-
egies for irrigation may save or significantly 
reduce the loss of plant material during a 
temporary water shortage.

Passive on-site irrigation systems make 
use of natural rainfall for irrigation and site 
grading for delivery of it. Some common 
examples of passive irrigation systems are 
bioswales or rain gardens. These are created 
by effectively grading a site to direct rain-
water into a channel or basin planted with 
drought-tolerant landscape species. 

Depending on the region of the country 
and the likelihood of a consistent source of 
rain, these swales and basins may not re-
quire supplementary irrigation to maintain 
an attractive planting aesthetic. 

In urban areas of the U.S. and Can-
ada, this planning and design strategy is 
referred to as low-impact development, or 
LID. In many urban settings this practice 
has become an alternative to the historic 
“best management practices” of capturing 
stormwater and directing it to an under-
ground pipe infrastructure that carries the 
water to a canal, stream or lake. 

ATLANTIC
IRRIGATION

RES / COM IRRIGATION  |  GOLF IRRIGATION  |  LANDSCAPE LIGHTING  
DRAINAGE  |  EQUIPMENT  |  WATER FEATURES  |  ARTIFICIAL TURF

OVER 40 YEARS OF GREEN INDUSTRY EXCELLENCE
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In this scenario, LID enables the im-
mediate beneficial use of the stormwater as 
an irrigation source before it finds its way 
into the atmosphere through evaporation; 
or into an underground aquifer; or is dis-
posed of off-site through the storm sewer 
infrastructure.

Using rain barrels to store captured 
rainwater runoff from roof surfaces and 
grading the site or using downspout exten-
sions to direct that water to specific plant-
ing areas is another example of a passive 
on-site irrigation system. Water captured 
in the barrels can be used to fill watering 
cans and buckets for spot watering of indi-
vidual plants or planter pots. 

The use of downspout extensions typ-
ically requires a reasonable site gradient 
that enables the water to flow by gravity to 
the planting destination. These techniques 
are generally used at individual residential 
sites on a smaller scale, usually to augment 
a larger scale automated irrigation system. 

Active on-site water reuse systems are 

designed to capture, store, treat and deliver 
water from rainfall or other unrelated on-
site uses so that it’s available for irrigation 
use on an “on-demand” basis. This concept 
forms the basis for “net zero” water use, 
which effectively means that any available 
water is used and reused so efficiently on-
site that there’s almost no loss of water and 
only a minimal amount of “new” water 
from an off-site source is required. 

While that concept sounds admirable, 
actually achieving a true net zero reuse 
system is extremely difficult, often costly, 
energy intensive, and frequently not sus-
tainable without a strong ongoing commit-
ment from the property owner and those 
responsible for operating and maintaining 
the system.

An educational program focused on on-
site water reuse systems has been recently 
developed through a collaborative effort 
between Jeffrey L. Bruce and Co., Green 
Roofs for Healthy Cities and the Ameri-
can Society of Irrigation Consultants: “In-

tegrated Water Management for Buildings 
and Sites.”

 The GRHC sponsors a series of semi-
nar and webinar courses for this program, 
which describe in detail the major compo-
nents and concepts for this type of on-site 
water reuse system. The major features of 
these systems, identified by the IWMBS 
program, include the following.

Water harvesting. This involves 
capturing water from multiple on-
site sources such as rainwater from 
building roofs, stormwater from 

impervious surfaces and foundation drain 
systems, graywater from sinks and showers, 
condensate from building cooling systems 
and others. 

The capture, storage and blending of any 
of these sources may be strictly regulated or 
prohibited by local codes and ordinances, 
so it’s critical that the designer and installer 
of the system do an appropriate level of due 
diligence prior to starting the design. 
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Entry treatment. Often the water 
captured from these on-site sourc-
es contains debris or constituents 
that degrade its quality to the 

point that it can’t be stored or used effec-
tively for irrigation purposes. 

Most active reuse systems require ini-
tial filtration or a “first flush” to remove as 
many of these undesirable constituents as 
possible so that the water leaving the stor-
age facility is the highest quality possible.

Conveyance system. This pro-
vides a means for transporting the 
water from the point of capture 
to storage. Generally, this is ac-

complished through a piping system using 
gravity. This usually requires that the on-
site storage facility be installed at a lower 
elevation than the features that are used to 
capture and initially filter the water. 

When gravity conveyance is not possi-
ble, other means of moving the water may 

be necessary, such as low head pumping 
systems. But this introduces an additional 
need for energy that may offset the sustain-
able benefit derived from the reuse system.

Storage. The need for on-site wa-
ter storage is usually driven by the 
fact that the amount of water sup-
plied by the water source(s) does 

not match the volume or timing required 
by the irrigation system. 

At left is a water storage facility at Rolling Hills Golf 
course in Tempe, Arizona. Above is an air gap assembly 
in Maricopa, Arizona. Photos: Aqua Engineering
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There are almost always delays between 
the frequency and timing of the water sup-
ply, and when the property owner or water 
manager needs or wants to apply the water 
to the landscape through irrigation. 

An appropriately sized storage facility 
provides a necessary buffer between supply 
and demand, enabling efficient water ap-
plication and system management.

Storage treatment. Water that 
sits in an on-site storage vessel or 
pond tends to degrade in qual-
ity over time, potentially to the 

point of becoming toxic or unusable for 
irrigation. Stagnant water that is exposed 
to sunlight has a tendency to develop algal 
blooms and may also become a breeding 
ground for mosquitoes. 

Appropriate treatment for maintaining 
acceptable irrigation water quality may in-
clude chemical injection, filtration, aeration 
and other processes depending on the qual-
ity of water within the storage facility and 

the quality of water required to maintain 
healthy plant material. 

Consistent quality testing of the stored 
water will assist the owner or water man-
ager in determining the level and type of 
treatment strategy required.

Irrigation distribution and ap-
plication. Reuse water is pressur-
ized, usually by a booster pumping 
system, for distribution to the var-

ious control zones throughout the system, 
where it’s applied to landscapes via con-
trol valves, lateral piping, and sprinklers, 
bubblers or drip emitters. Supplementary 
filtration at the control valve may be neces-
sary for low-flow and drip applications due 
to the small orifices involved.

It’s usually beneficial to supplement a reuse 
irrigation system, whether passive or active, 
with an emergency backup potable water 
source that can be tapped if the reuse sys-
tem should require repair, or if one or more 

alternative water sources becomes unavail-
able. This can be as simple as providing a 
hose-end sprinkler for manual watering, or 
extending hose from a building to supply 
water to an on-site storage facility. This 
backup system acts as an insurance policy, 
reducing the potential for loss of plant ma-
terial if unusual weather conditions occur.

Local and municipal strategies
As the availability of fresh water sources 
continues to decline, and the cost of treat-
ing and delivering water at a quality that’s 
safe for human consumption continues to 
rise, many developers, communities and 
municipalities are searching for alternatives 
to using potable water for irrigation. 

Strategies are being put into place at the 
local and regional levels to provide the nec-
essary infrastructure for delivering recycled 
(reclaimed) water — sewage water that’s 
partially treated but not enough to be pota-
ble  — for use in irrigation. 

Population growth is causing the expan-
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sion of the urban footprint into areas that 
have historically been used for agriculture. 
At the same time, farmers and landowners 
in many rural areas near major cities are 
finding it more difficult financially to con-
tinue their ranching and agricultural oper-
ations. They are finding it more lucrative to 
sell or lease their rights to surface raw water 
and groundwater resources to developers 
and municipalities for urban and landscape 
irrigation use. 

Irrigation districts and water purveyors 

that have raw water surface infrastructure 
intended for agriculture are converting 
them for urban use.

In the desert Southwest, some munici-
palities are developing ways to pump recy-
cled water from treatment facilities into the 
aquifer via injection wells to obtain storage 
credits. They then withdraw that water di-
rectly from the aquifer via recovery wells 
using those credits. 

Often recovery wells are put in new 
developments for direct use or to supply a 

lake amenity, which can also act as a water 
storage facility. In some cases, these injec-
tion and recovery wells are combined into 
single facilities known as “Aquifer Storage 
and Recovery Wells.” This reduces the need 
for piped infrastructure under existing 
streets because the aquifer itself acts as the 
storage and delivery infrastructure. 

In many cases, multiple water sources 
(i.e., raw surface water, groundwater, recy-
cled water and potable water) may be pro-
vided to a single storage facility and blend-
ed into a “flavor” of water that is suitable for 
landscape irrigation use. 

Property owners, irrigation designers, 
installation contractors and water man-
agers need to work together to seek out 
alternatives to potable water for irrigation 
use wherever possible. Our future depends 
on it. 

The author is a principal and vice president of Fort  
Collins, Colorado-based Aqua Engineering Inc., 
where he manages the firm’s Phoenix office.

Aqua Engineering designed an underground storage reservoir system constructed from a grid of 60-inch diameter 
HDPE pipes buried under two soccer fields at Desert Mountain Park in Queen Creek, Arizona. Photo: Aqua Engineering
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“I
t’s time.” Something inside  
(or outside) is telling you 
that the time has come to 
put the baby you so care-
fully birthed, nurtured and 
helped grow — your land-

scape business — up for adoption. 
The reasons for deciding to hand the 

reins over to someone else are as unique as 
you are. It could be that your priorities have 
changed over time from building a business 
to support your growing family to wanting 
more time to spend with your grandchil-
dren. Or you decided it’s time to pursue 
hobbies, do charity work or travel the world 
with your spouse. 

Whatever the reasons are, you want to 
get the most bang for your buck — or, per-
haps we should say, the most bucks for all 
of your bang, the hard work you’ve put in 
over the years building that business. But 
it’s not all about how much money you’ll 
net at the end of the process. You also want 
to protect the legacy you built with your 

blood, sweat and tears. You don’t want to 
hand it over to just anybody.

No wonder Patrick Schultz, former 
co-owner and co-founder of Atlanta-based 
Perimeter Landscape Management likens 
the process to walking his daughter down 
the aisle. “It's not an easy thing to do. You 
want to make sure you’re handing her off to 
somebody with whom you feel very com-
fortable and can trust like family.”  

Putting a business up for sale isn’t a sim-
ple matter. When people throw big wed-
dings, they hire wedding planners. When 
people need help with their landscape busi-
nesses or want to sell them, they often hire 
consultants like Jeff Harkness. 

A green industry consultant with At-
lanta’s Three Point Group, he’s shepherded 
many of these sales. I asked him, “What’s 
the first thing you say to someone who 
comes to you wanting to sell his business?”

“The first thing I’d ask is, ‘Why,’ and 
next, ‘Why now?’ So that we can get on the 
same page with regard to expectations,” he 

says. Why is the ‘why’ so important? “It’s 
the first question smart buyers ask.”

Harkness says even though the funda-
mentals and economics of a sale are rela-
tively straightforward, there are variables 
from market to market and from company 
to company (the raw data, balance sheet, 
profit-and-loss statement, et cetera). 

“In order to get the right deal closed for 
a client, it’s not just about metrics. There 
are a lot of intangibles that can spook a po-
tential buyer into not wanting to do a deal 
with that particular company. It’s not just 
about how much cash you’ll get at closing 
and what the purchase price will be, al-
though those are certainly drivers.”

Those intangibles include how involved 
the owner is and in what area or areas with-
in the company he impacts the most. It also 
encompasses the depth of and strengths 
and weaknesses of the management team 
and other leaders within the business. 

It means asking questions such as, 
“What is the rate of customer retention?” 

Solid preparation can help create a
successful outcome when you decide it’s 
time to sell your landscaping business.

SELL
by Mary Elizabeth Williams-Villano
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“We also had a drought in 2008, and 
that didn’t help, either,” Schultz says. “That 
was followed by the housing market col-
lapse. It was a perfect storm for the land-
scape industry down here.”

By the time the recession was in full 
swing “I was getting these calls; ‘Hey, we 
love the work you guys do, but we have 
foreclosures going on. Can you match 
this bid?’ And we couldn’t. Everything just 
tightened up; people stopped spending 
money. We’d shrunk to a third of what we 
were making, from $6.3 million in 2007 to 
about $3.5 million by 2010.”

Schultz and Craven cut their own sal-
aries and their costs. Around 2009 they 
attended a green industry conference 
and met Harkness, who was giving a talk 
about “What else? — Coping with the 
downturn.” 

They decided to bring him in to help 
them make things more efficient. “At that 
point, we were at Defcon 5, just trying to 
survive,” says Schultz.

He helped them restructure their op-
erations, primarily, their financials and in-
come statements. He also advised them to 
change the company from a C-corporation 
to an S-corporation to ease the sale. From 
that point on, everything they did was with 
an eye towards the endgame, the eventual 
sale of the company.

Harkness taught them about EBIDTA, 
earnings before interest, depreciation, taxes 
and amortization. “People think that if they 
made $6 million last year, they should get 
$6 million in the sale,” says Schultz. “But 

“How diverse is the client base?” “What 
markets does the company service?” And 
“What processes and services does the 
company handle well, and which ones does 
it struggle with?”

But even if you’ve been kind of a hands-
off or even an absentee owner, that’s not 
necessarily a bad thing when sale time 
comes, says Harkness. “It depends on who 
your buyer is. It could actually give him 
great peace of mind to know that your 
business isn’t a single-owner-control type 
of setup, with a strong personality at the 
top. The buyer wants to know what’s left 
after the owner leaves. He’s asking, ‘How 
sustainable is the business once this key 
person is no longer in the mix?’”

This also affects scalability — the ability 
of the buyer to grow the business after the 
sale. “If you have a dominant owner that 
controls every process, every customer, and 
that person exits, how is the new owner go-
ing to be able to grow the business? If the 
business can’t be scaled, then he’s probably 
not going to be interested.”

After working in the green industry for 
many years, Pat Schultz and his partner Jeff 
Craven started Perimeter in 1995 in Atlan-
ta. They had been doing well performing 
commercial maintenance for homeowners’ 
associations — picking up business that 
big maintenance companies weren’t inter-
ested in. The business was growing by 30 
to 40 percent a year. Grounds maintenance 
made up about 95 percent of the company’s 
mix, with some installation, irrigation and 
chemical application filling out the rest. 

Schultz and Craven added three 
branches: Lake Oconee and Augusta, 
Georgia, and Columbia, South Carolina. 
Then a trifecta of things happened. Around 
2007, a whole bunch of maintenance com-
panies came flooding into the market, in-
cluding some of the bigger players who 
could afford to low-ball as a way to capture 
some of that market share. The pie kept 
getting sliced thinner. 

“People think that if
they made $6 million
last year, they should get
$6 million in the sale. But 
that’s not how it works.”

– Patrick Schultz

?Buyers, before you sign on the dotted line … 
Do your due diligence as a buyer by asking the following
questions of your prospect:

• What is the rate of customer retention? 
• How diverse is the client base?
• What markets does the company service?
• What processes and services does the company handle well, and which 

ones does it struggle with?
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that’s not how it goes. The sale price is real-
ly based on an EBIDTA equation.”

Schultz explained how this works. Let’s 
say a company’s EBIDTA is $200,000. The 
next part of the equation is the multipli-
er, a number from one through five. It’s a 
kind of score derived from an evaluation of 
a company’s customer relationships, man-
agement team, facilities and labor staff.

The better those intangibles are per-

ceived to be, the higher the multiplier. You 
want to score as close to five as possible. 
Five times $200,000 means that a compa-
ny’s sale price is $1 million. 

Harkness told the partners what the 
companies want to see when they look at 
a prospective acquisition’s financials. They 
got their ducks in a row.

“We rented a conference room in a 
hotel for the due diligence meeting. With 

Jeff ’s guidance, we’d set up our systems so 
that everything was in order. They asked us 
for page upon page of information, and we 
gave it to them instantly on a flash drive.”

“We all expected this process to take 
two days; it took one. Yellowstone said it 
was the fastest due diligence period they’d 
ever seen in any acquisition,” says Schultz. 

Shhh!
Once you’ve decided to sell, keep your cards 
close to your vest. You need to keep your 
sale plans a secret from vendors, clients, 
employees, and maybe even family mem-
bers. “Nobody’s supposed to know that 
you’re selling your company; it’s the last 
thing you want getting out,” says Schultz. 

You simply can’t keep your staff or man-
agement in the loop. You don’t want people 
worrying about their jobs or jumping ship 
at the very time you’re trying to demon-
strate a stable management team and a 
workforce producing high-quality results.

Schultz and Craven wined and dined 
the people from Yellowstone Landscape, 
the multistate maintenance company based 
in central Florida and the eventual buyer. 
They were taken out for discreet peeks at 
properties Perimeter maintained so they 
could see the high quality of the work.

But even top-secret “black ops” can have 
leaks. As Schultz recalls, “One day, one of 
our guys walked into this vendor’s ware-
house to buy something, and someone said, 
“So, I hear your company is up for sale.”

That put the partners in an awkward 
position, having to deny that anything was 
going on. “That was one of the most diffi-
cult parts for me,” says Schultz. “I felt I was 
betraying people. You have do this behind 
everyone’s back, and if you’re an ethical per-
son, all this secrecy gives you a bad feeling.”

What happens to my employees?
The fate of his 50 staffers was one of Chip 
Morris’ primary concerns when he decided 
it was time to sell the Landscape Manage-
ment Co., the maintenance-focused outfit 

Sellers Tip: Once you
make the decision to sell,

keep it a secret.
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that he started in March of 1978 in Atlan-
ta. The company also offered turf care and 
enhancements such as planting and drain-
age work. It pulled in approximately $2.8 
million in annual revenue. 

His “why” was that after 40 years he and 
his wife were ready to retire and travel the 
world. Their grown children had other ca-
reers and didn’t want the business. Even so, 
he wasn’t about to sell to just anybody and 
called Harkness for help.

 The consultant taught Morris how to 
keep the kind of records that a buyer would 
need to properly evaluate his company. He 
also encouraged him to begin handing off 
many of his responsibilities to his general 
manager to prepare him for the transition. 

It was important to Morris that his loyal 
staff have greater career opportunities. 

“Many of them had been with us for 
over 20 years, and we wanted a buyer who’d 
value them above everything else,” he says. 
“We also felt they’d be better served if we 
sold out to a large organization.”

Most staffers knew a sale was inevitable, 
but were still shocked once they learned 
they’d soon be working under new own-
ership. The new owners reassured the em-
ployees that they considered them the most 
valuable assets in the company. 

Two happy endings
After the ink dried, was Morris happy with 
the outcome? “Yes, very happy.  We’d hoped 
for more, but we can’t measure success just 
in dollars. Landscapes USA (the Austin, 
Texas-based buyer) went far beyond what 
we expected to accommodate us and our 
staff during the transition.”

Though the Perimeter partners origi-
nally wanted to sell all four branches, to-
ward the end of the wheeling and dealing, 
the Yellowstone people asked if it was a 
deal-breaker if they only wanted Atlanta 
and Lake Oconee. They were told, “Yes, it 
is; it’s all four, or nothing.”

Yellowstone came back with a much 
sweeter offer for the two branches, close 
to what Schultz and Craven had expected 
to get for all four. They took it. A year to 
the day later, the Augusta and Columbia 
branches were sold to a different company.  

Start early, start often?
Schultz says this is not a process you be-
gin a month before you decide it’s time to 
sell. A sale takes anywhere from six to 18 
months of preparation. Eighteen months is 
exactly how long it took to prepare and find 

the right buyer for Morris’ company.
Perimeter’s sale took about that long, 

from early 2014 when they made the for-
mal decision, until June 2015 when the first 
two branches sold — but that’s only if you 
don’t count the years of prep work.

Would Schultz advise other contractors  
planning a sale to get help with it? “No 
question,” he says. “This goes way beyond 
what you go through selling a home. Most 

people wouldn’t do that without a Realtor. 
This is a thousand times more complex.” 

If the time is coming for you to sell, 
even if it’s years away, start doing things 
now with that end goal in mind. It’ll pay 
off when that final handshake happens. 

The author is senior editor of Irrigation & Green 
Industry magazine and can be reached at  
maryvillano@igin.com.

SUSTAINABLE EDGING SOLUTIONS
permaloc®800.356.9660  |  permaloc.com

A beautiful landscape is defined by beautiful edges. Permaloc provides application 
and solution-driven products for all of your challenging projects.

Maintain your edge.
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Mini skid steers and compact loaders 
make a great addition to a landscape 
contractor’s equipment fleet. These 
work horses can dig, load and move 

just about anything a landscape contractor needs, 
from dirt and debris to mulch, grass and leaves. 

Having one of these powerful machines at your 
disposal can make many jobs go more quickly, thus 
giving you something you value more than anything 
— time. Having more time means the ability to 
book more appointments, and more appointments 
means more profits. 

The return on investment for a skid steer or 
loader can be well worth it on the labor side of the 
business as well. It takes fewer  people to dig a hole 
or spread seed with one of these machines, but the 
choices are many. 

When a landscape contractor invests in equip-
ment, he wants to ensure he is making the best de-
cision before forking over thousands of dollars to a 
dealer or manufacturer. He doesn’t want to purchase 
a more powerful machine than he needs, but he also 
wants to plan for growth in his business. It could be 
wanting to take on bigger jobs or expanding into an-
other area of business, like building retaining walls. 

Each year, Irrigation & Green Industry provides 
a chart of manufacturers’ available mini-skid steers 
and compact loader models. The chart lists each 
model available along with the specifications for the 
machine. Having this list can help narrow the deci-
sion because the chart enables you to easily compare 
the available types of machines. 

There are many options out there, so having an 
entire list in one spot can help streamline the deci-
sion-making process because all the data is aggre-
gated in one place. 

The Mini-Skid Steer and Compact Loader 
Comparison Chart is one of many equipment-re-
lated charts Irrigation & Green Industry publishes 
throughout the year. Just as every landscaping busi-
ness is different, there is no one size fits all when it 
comes to landscaping equipment. Everyone’s needs 
vary, which is why so many variables exist in the 
available equipment. Horsepower, lift height, fuel 
capacity and size are just some of the differences 
between models. Good luck in making the best in-
vestment for your particular company. 

The author is editor-in-chief of Irrigation & Green Industry and 
can be reached at kristinsmithely@igin.com. 

Knowing what 
is available on 
the market 
can help
make your 
next equipment
purchase
easier. 

By Kristin
Smith-Ely

TAKING A LOAD OFF
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Model Engine Horsepower
Length x 

Width 
(inches)

Weight 
(pounds)

Fuel 
Capacity 
(gallons)

Hydraulic 
Pump Capacity 

(gallons per 
minute)

Rated 
Operating 
Capacity 
(pounds)

Tipping Load 
(pounds)

Max Lift 
Height 

(inches)

ASV RT-30 Perkins 403D-15 32.7 90.5 x 48 3,600 10 10 665 1,900 101

Avant 220 Kohler CV640 20 75.2 x 39.2 1,540 N/A 7.9 N/A N/A 55

Avant 420/520 Kubota D722 20 86.4 x 39-43.1-95.7 
x 44.5

2,270 N/A 8.2 1,430/2,400 N/A 108.3-110

Avant 225/225LPG Kohler ECV730, PCV740 25 75.2 x 39.2- 
76.4 x 39.2

1,540 N/A 11.1 N/A N/A 55

Avant 528/530 Kubota D1105 25 100.4 x 44.9 3,130/3,220 N/A 9.5 2,760/2,750 N/A 110

Avant 630/635/640 Kubota D1105 25-37.5 100.3 x 50.8 3,310-3,500 N/A 11.6-17.4 2,760 N/A 112

Avant 755i/760i Kohler KDI 1903 TCR 57 120.5 x 51 4,420-4,640 N/A 21.1 3,750 N/A 122

Avant e5-Electric Avant Electric/Lead Acid Battery N/A 100.4 x 44.5 3,505 N/A N/A N/A N/A 110

Bobcat MT55 Diesel 25 93.1 x 35.6 2,610 7 12 550 1,610 71.2

Bobcat MT85 Diesel 25 106.2 x 35.6 3,110 7 12 850 2,458 80.9

Boxer 700HDX Kubota D1105TD-Diesel 24.8 77 x 43.5-35 2670 9 24 693 1,980 98

Boxer 600HD Kubota D902-Diesel 24.8 73.4 x 34.7 2,380 4.5 16 617 1,763 98

Boxer 320 Kohler CH641-Gas 20.5 68 x 34.5 1,740 4.5 8 438 1,250 92

Boxer 322D Kubota D902-Diesel 22 68 x 34.5 1,900 4.5 9.4 464 1,325 92

Case SR130 ISM N844L-F 45.8 119.259.8 5,070 16 17.5 1,300 2,600 112

Case SR160 ISM N844LT-F 57 119.2 x 59.8 5,510 16 18.4 1,600 3,200 112

Case SR175 ISM N844LTA-DI-F-50 64 130.1 x 64 6,207 19.5 20.6 1,750 3,500 122

Case SR210 FPT F5H FL463 H*F001 68 129.6 x 70 6,970 19.5 24.2 2,100 4,200 123

Case SR240 FPT F5H FL463 A*F001 74 142.2 x 69.6 7,065 25.5 24.2 2,400 4,800 125.1

Case SR270 FPT F5BFL413E 84 147.5 x 69.6 8,117 25.5 24.2 2,700 5,400 125

Case SV185 ISM N844LTA-DI-F-45 57 131.7 x 64 6,570 19.5 20.6 1,850 3,700 120

Case SV280 F5H FL463 A*F001 74 141.9 x 69.6 7,665 25.5 24.2 2,800 5,600 130

Case SV340 FPT F5B FL413 E*B002 90 144 x 69.6 8,557 25.5 24.2 3,400 6,800 130

Caterpillar 226D Cat C2.2 T 67.1 127.3 x 58.9 5,705 15.1 26 1,550 3,100 110.9

Caterpillar 232D Cat C2.2 T 67.1 127.3 x 58.9 6,213 15.1 26 1,850 3,700 118.1

Caterpillar 236D/242D/246D/262D Cat C3.3B DIT 74.3 137.3 x 66 6,559-8,011 27.7-24.8 30-32 1,800-2,700 3,600-5,400 122.9-124.9

Caterpillar 272D2 Cat C3.8 DIT 98 155.7 x 72 8,768 32.2 32 3,400 6,800 127.1

Caterpillar 272D2 XHP Cat C3.8 DITA 110 155 x 76 9,255 32.2 40 3,650 7,300 128.6

Caterpillar 239D/249D Cat C2.2 T 67 127.3 x 66 7,289-7,685 15.1 26 1,435-1,610 4,100-4,600 111.2-118.2

Caterpillar 257D/259D/279D/277D Cat C3.3 DIT 74.3 137.3 x 66 8,048-9,293 27.7-24.8 30-32 1,960-2,303 5,600-6,580 121.7-125

Caterpillar 289D Cat C3.3 DIT 74.3 146.2 x 76 10,533 24.8 32 2,660 7,600 125.1

Caterpillar 287D/297D2 Cat C3.3 DIT 74.3-98 146.2 x 78 9,929-10,692 24.8-32.2 32 2,800-3,290 8,000-9,400 125.1-127.6

Caterpillar 297D2 XHP Cat C3.8 DITA 110 155.2 x 78.1 10,918 32.2 40 3,360 9,600 127.6

Caterpillar 299D2 Cat C3.8 DIT 98 154.7 x 76 11,275 32.2 32 3,200 9,200 126.3

Caterpillar 299D2 XHP Cat C3.8 DITA 110 154.7 x 76 11,608 32.2 40 3,308 9,450 126.3

Ditch Witch SK600 Kubota D902-E4B 24.8 80 x 33.5 2,418 10.5 6 600 1,725 76

Ditch Witch SK800 Kubota D1105 24.8 86 x 36 2,920 10.5 6.5 860 2,465 83

Ditch Witch SK1050 Yanmar 3TNV88C 36.9 86 x 42 3,435 10.5 8.8 1,062 3,035 83

Ditch Witch SK1550 Yanmar 3TNV86CT 43.5 100 x 46 3,990 10.5 13 1,558 4,450 94.5

Gehl R105 Yanmar 34.7 114 x 48.4 4,000 10.4 14.5 1,050 2,100 108.1

Gehl R135 Yanmar 46.3 120.3 x 52.6 5,130 16.5 18.5 1,350 2,700 109.6

Gehl R150 Yanmar 46.3 122.1 x 63.2 5,930 16.5 18.5 1,500 3,000 119

Gehl R165 Yanmar 69.9 122.1 x 63.2 6,165 16.5 30.1 1,650 3,300 119

Gehl R190 Yanmar 69.3 127 x 66.5 6,880 16.5 31.5 1,900 3,800 120.5
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Model Engine Horsepower
Length x 

Width 
(inches)

Weight 
(pounds)

Fuel 
Capacity 
(gallons)

Hydraulic 
Pump Capacity 

(gallons per 
minute)

Rated 
Operating 
Capacity 
(pounds)

Tipping Load 
(pounds)

Max Lift 
Height 

(inches)

Gehl R220 Yanmar 72 136.5 x 69.5 7,980 18 35 2,200 4,400 123

Gehl R260 Yanmar 72 143 x 69.5 8,200 21.5 35 2,600 5,200 123

Gehl V270 GEN:2 Yanmar 72 149.2 x 69.5 8,100 24.5 35 2,700 5,400 130.3

Gehl V330 GEN:2 Yanmar 72 153.6 x 72 9,010 24.5 35 3,300 6,600 131.2

Gehl V420 Deutz 120.7 159 x 81 11,665 10.4 41 4,200 8,400 144

JCB 135/150T/155/175/190/190T/205 Kohler KDI 1903 TCR 48 -62 137 x 59 -142 x 63 6,153-7,297 25.9 18.5 1,350-2,050 2,989-4,100 118

JCB 205T Kohler KDI 2504 TCR 62 141 x 65 8,734 25.9 18.5/26.4 2,050 5,857 119

JCB 225 JCB EcoMax TCAE-55 74 146 x 72 7,954 27.2 24/33 2,250 4,908 125

JCB 225T JCB EcoMax TCAE-55 74 146 x 73 10,216 27.2 24/33 2,250 6,428 125

JCB 
260/260T/280/300/300T/320T/330

JCB EcoMax TCAE-55 74 146 x 72-151 x 74 8,232-9,354 27.2 24/33 2,600-3,300 5,448-6,590 125

JCB 325T Forest Master JCB EcoMax TCAE-55 74 162 x 78 12,515 27.2 24/33 3,250 9,285 125

John Deere 312GR Yanmar 4TNV86CT 51 103 x 63 5,995 19 16 1,550 3,100 88.6

John Deere 314G Yanmar 4TNV86CT 51 103 x 63 6,315 19 16 1,760 3,520 94.3

John Deere 316GR Yanmar 4TNV86CHT 65 103 x 63 6,375 19 16 1,750 3,500 88.6

John Deere 318G Yanmar 4TNV86CHT 65 103 x 63 6,475 19 16 1,945 3,890 94.3

John Deere 320E Yanmar 4TNV98C 69 112 x 69 7,150 20 20 2,190 4,380 96.9

John Deere 326E Yanmar 4TNV98CT 74 120 x 73 8,200 24 21 2,690 5,380 99.9

John Deere 328E Yanmar 4TNV94CHT 86 120 x 77 8,770 25.5 21 2,800 5,600 101.1

John Deere 332E Yanmar 4TNV94CHT 100 120 x 78 9,610 25.5 25 3,200 6,400 102

Kubota SSV65 Skid Steer Kubota V2607 64 135.4 x 69 6,790 25.4 18/28 1,950 3,900 121.5

Kubota SSV75 Skid Steer Kubota V3307 74.3 144.1 x 75 8,157 26.9 20.9/30.4 2,690 5,380 128.3

MultiOne 2.3 Briggs & Stratton 25 80.6 x 40.7 1,543 9.5 11.1 750 1,168 63

MultiOne 520/525 Kubota 20/25 92.1 x 38.6 2,072/2,116 6.6 8.2/9 1,543 2,249 108

MultiOne 630 Yanmar 28 92.1 x 47.2 2,315 6.6 11.1 1,764 2,712 108

MultiOne 5.2 Kubota 25 94.1 x 38.6 2,116 6.6 9 1,543 2,249 108

MultiOne 5.3/6.3/7.3/8.4/9.5 Yanmar 28-50 94.1 x 42.9 2,315-4,464 6.6-9 11.1-22.5 1,631-3,527 2,513-5,732 108-126.4

MultiOne 9.6 Kohler 58 126 x 59 4,541 13.2 25 3,527 5,732 126.4

MultiOne 10.8 Yanmar 72 126 x 59 4,718 13.2 25 3,748 5,952 126.4

MultiOne 10.9 Kohler 75 126 x 59 4,630 13.2 25 3,748 5,952 126.4

MultiOne GT960 KDI Kohler 58 114.2 x 58.7 3,748 8.7 25 3,086 4,321 124

Mustang 1050R Yanmar 34.7 114 x 48.4 4,000 10.4 14.5 1,050 2,100 108.1

Mustang 1350R Yanmar 46.3 120.3 x 52.6 5,130 16.5 18.5 1,350 2,700 109.6

Mustang 1500R Yanmar 46.3 122.1 x 63.2 5,930 16.5 18.5 1,500 3,000 119

Mustang 1650R Yanmar 69.9 122.1 x 63.2 6,165 16.5 30.1 1,650 3,300 119

Mustang 1900R Yanmar 69.3 127 x 66.5 6,880 16.5 31.5 1,900 3,800 120.5

Mustang 2200R Yanmar 72 136.5 x 69.5 7,980 18 35 2,200 4,400 123

Mustang 2600R Yanmar 72 143 x 69.5 8,200 21.5 35 2,600 5,200 123

Mustang 2700V NXT2 Yanmar 72 149.2 x 69.5 8,100 24.5 35 2,700 5,400 130.3

Mustang 3300V NXT2 Yanmar 72 153.6 x 72 9,010 24.5 35 3,300 6,600 131.2

Mustang 4200V Deutz 120.7 159 x 81 11,665 10.4 41 4,200 8,400 144

New Holland L213 ISM/N844L 46 129.8 x 59.8 5,070 16 17.5 1,300 2,600 112

New Holland L216 ISM/N844LT 57 129.8 x 59.8 5,510 16 18.4 1,600 3,200 112

New Holland L218 ISM/N844LTA 57 141.1 x 66.1 5,930 20 20.6 1,800 3,600 120

New Holland L220 ISM/N844LTA 64 140.5 x 69.1 6,470 19.5 20.6 2,000 4,000 121

New Holland L221 FPT/F5H FL463 68 138.8 x 69.1 6,970 19.5 24.2 2,100 4,200 123

LOADERS AND SKID STEERS
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Model Engine Horsepower
Length x

Width 
(inches)

Weight 
(pounds)

Fuel 
Capacity 
(gallons)

Hydraulic 
Pump Capacity 

(gallons per 
minute)

Rated  
Operating 
Capacity 
(pounds)

Tipping Load 
(pounds)

Max Lift 
Height 

(inches)

New Holland L228 FPT/F5H FL463A*F001 68 152.1 x 69.6 8,245 25.5 24.2 2,800 5,600 129.4

New Holland L230 FPT/F5BFL413E*B002 84 153.2 x 76 8,735 25.5 24.2 3,000 6,000 131

New Holland L234 FPT/F5BFL413E*B002 84 153.2 x 76 8,900 25.5 24.2 3,400 6,800 131

Power Trac 425 Gasoline 25 90 x 45 1,387 5 8 800 N/A 60

Power Trac 1430 Diesel 30 104 x 53 2,560 8 12 1,200 N/A 72

Power Trac 1445 Diesel 45 121 x 56 3,920 12 15 1,800 N/A 84

Power Trac 1460 Diesel 60 134 x 59 5,620 12 18 2,400 N/A 96

RAMROD 3300-D Perkins/Kubota 32 78 x 42 3,650 8 14 1,155 3,300 102

RAMROD 1350-D Perkins/Kubota 32 67 x 42 2,600 8 14 473 1,350 72

RAMROD 1350-G Vanguard (B&S) 35 67 x 42 2,400 8 12 473 1,350 72

RAMROD 930-G Vanguard B&S 23 59 x 40 1,500 8 12 280 930 72

RAMROD 930-D Kubota 22 59 x 40 1,935 8 12 280 930 72

RAMROD 575T-34W Briggs & Stratton 17.5 59 x 34 1,380 1.6 6.3 200 575 66

RAMROD 500-30W/500-34W Briggs & Stratton 17.5 59 x 30 1,150 1.6 6.3 150 500 66

Toro Dingo 323 Kohler CH23 23 62-82.2 x 35-40.5 1,567 11.2 10.8 515 1,030 66

Toro Dingo 320-D Kubota D722 20 62-82.2 x 35-40.5 1,722 4 10.8 524 1,048 66

Toro Dingo TX 427 Kohler CH740 25 70.7-92 x 33.7 1,882 6 16.9 535 1,530 65.8

Toro Dingo TX 425 Wide Track Kohler CH740 25 70.7-92 x 41 1,990 6 16.9 535 1,530 65.8

Toro Dingo TX 525 Narrow Track Kubota D902-E3B 25 70.7-92 x 33.7 1,904 6 16.9 553 1,580 65.8

Toro Dingo TX  525 Wide Track Kubota D902-E3B 25 70.7-92 x 41 2,013 6 16.9 553 1,580 65.8

Toro Dingo TX 1000 Narrow Track Kubota D1305 24.9 81.7-100.7 x 33.7 2,610 11.5 15.2 1,000 2,857 81

Toro Dingo TX 1000 Wide Track Kubota D1305 24.9 81.7-100.7 x 41 2,790 11.5 15.2 1,075 3,071 81

Takeuchi TL6 Kubota/V2403-CR-TE4B 65.2 131.1 x 60.2 7,485 19.8 17.8 2,635 5,269 114.3

Takeuchi TL8 Kubota/V3307-CR-Turbo 74.3 133.8 x 65.3 8,445 19.8 18.4 3,010 6,020 119.2

Takeuchi TL10V2 Kubota/V3307-CR-TE4B 74.3 143.3 x 68.5 9,950 21.5 18.8 3,600 7,205 124.8

Takeuchi TL12R2 Kubota/V3800-TIEF4B 111.3 159.2 x 77.1 12,300 31.6 23.2 4,315 8,500 129.9

Takeuchi TL12V2 Kubota V3800-TIF4B 111.3 127.2 x 78.2 12,705 32.7 24.8 5,868 11,737 121.2

Takeuchi TS80R2 Deutz/TD2.9L4 Turbo 74 111.5 x 66 7,950 28 21.5 2,825 5,650 125

Takeuchi TS80V2 Deutz/TD2.9L4 Turbo 74 109 x 66 8,965 28 26 3,500 7,000 130

Vermeer S450TX Kubota D902 24.8 75.4 x 35.8 2,300 7.5 12.5 500 N/A 72

Vermeer S925TX Kubota V1505 24.5 106 x 40 3,285 13 15.5 925 N/A 84.5

Vermeer S925TX Kubota WG1605 40 106 x 40 3,350 13 15.5 925 N/A 84.5

Vermeer CTX50 Kohler Command PRO EFI 25 75 x 35.5 2,100 4 12.5 600 N/A 72

Vermeer CTX100 Kohler KDI 1903 40 89.5 x 36 3,400 14.5 15.5 1,035 N/A 88

Volvo MC60C KDI 1903 TCR 47 108 x 60 6,153 25.9 11.5 1,350 2,989 118

Volvo MC70C KDI 1903 TCR 59 108 x 63 6,355 25.9 11.5 1,550 3,100 118

Volvo MC85C KDI 1903 TCR 59 109 x 63 6,724 25.9 11.5 1,750 3,500 118

Volvo MC95C KDI 2054 TCR 59 109 x 63 7,054 25.9 11.5 1,900 3,800 118

Volvo MC110C TCAE-55 74 107 x 68 7,954 27.2 15.9 2,250 4,908 125

Volvo MC115C TCAE-55 74 107 x 72 8,232 27.2 15.9 2,600 5,448 125

Volvo MC135C TCAE-55 74 149 x 72 9,054 27.2 15.9 3,000 6,024 125

Volvo MCT110C TCAE-55 74 116 x 69 10,216 27.2 24 2,260 6,428 125

Volvo MCT125C TCAE-55 74 125 x 73 10,756 27.2 24 2,600 7,991 125

Volvo MCT135C TCAE-55 92 149 x 78 10,663 27.2 23 3,000 8,628 125

LOADERS AND SKID STEERS

Research conducted by Sean Lajoie, Irrigation Association, seanlajoie@irrigation.org.
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PLUNGING INTO WATER SAVINGS

B Y  K R I S T I N  S M I T H - E L Y

I
t all started around 2013. Smart Outdoor 
Solutions, a Garland, Texas-based company 
that develops water management strategies 
was hired by a homeowners’ association in 
McKinney, Texas, to inspect the irrigation sys-

tems on the property. 
The 500-acre  Stonebridge Ranch Community 

Association is one of the largest HOAs in Texas 
and features some of the perks you’d expect from 
a development of that size, including parks, trails, 
picnic areas, tennis courts, pools and playgrounds. 
Just keeping up with the daily watering involved 
some 260 water meters. 

The timing was perfect for SOS. Northern Texas 
had gone through a couple of drought periods in 
recent years, 2006 and 2011, so many residents were 

aware of the importance of reducing water usage. 
The area is also one of the fastest growing in the 
country, and the more people, the more water that 
is needed. Water utilities in McKinney were doing 
all they could to keep up with demand and were 
raising rates by the double digits almost yearly for 
about five years in a row, with the hikes averaging 
about 11 percent each year. 

The HOA was beginning the process of chang-
ing from using one landscape maintenance contrac-
tor for everything to splitting its landscape con-
tracts into groups with two separate contracts. At 
that point, SOS was hired as a neutral third party 
to do inspections on some irrigation systems on the 
property.  

“They have a lot of sprinkler systems,” says 

What began

as a pilot to

improve landscape

irrigation has 

turned into a

$5 million

water-savings 

project for one 

McKinney, Texas, 

community.
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Amanda Griffin, president of SOS, of 
Stonebridge Ranch. “They hired us to do 
a ‘state of the systems.’ We inspected a 
sample of their controllers and told them 
the issues we found with the systems. 
They turned those reports into the LMCs 
(landscape maintenance contractors), who 
did the repairs. Then we turned around 
and inspected them again.”

Griffin describes the first phase of the 
inspections as an educational opportunity 
for the HOA board. “We shared with them 
issues we were seeing over and over, kind of 
recurring themes. They just really felt like 
the data supported more inspections.

“At the same time after that first year, 
we began to talk to them about doing a 
small pilot program to try out some im-
provements in technology,” continues 
Griffin. “Most of the sprinkler systems 
there were approaching 15-20 years old, 
and a lot has changed in sprinkler tech-
nology in that time.”

Most of what SOS was finding in its 
inspections was what Griffin describes as 
“very typical issues on irrigation systems 
of that age and vintage.” A sprinkler head 
that was below grade or in disrepair, for 
example. Or in some cases the landscape 
had changed but the sprinklers hadn’t been 
updated before flowers were replaced with 
new shrubs. Most of the issues were high 
pressure related, where water was creating 
clouds and misting. “Half the water was 
getting lost in the wind,” says Griffin. 

In 2015, the HOA board allowed SOS 
to try out some new technology on the 
community’s ten highest water-use me-
ters. That was the first phase. SOS retro-
fitted these ten meters with newer smart 
controllers and with flow meters and pres-
sure regulation. 

The retrofitted controllers allowed 

more access to the watering schedules and 
more programming capabilities. 

Exceeded expectations
“The results that first year were great. We 
saved about 54 percent more water with 
those meters,” Griffin says. 

It had been a wetter-than-usual sea-
son, however, that first year. Just to make 
sure that wasn’t the only reason for the 
dramatic savings, Griffin took every wa-
ter bill generated by the 260-plus meters 
and crunched the data. She determined 
that the ten upgraded meters averaged 
30 percent higher savings than the overall 
savings for the year. 

That was enough to convince the HOA 

board to allow ten more meters to be up-
graded. After that was done, the savings 
amounted to a 53 percent total savings, 
and that was during a year with more nor-
mal precipitation levels. 

“We were able to repeat the savings the 
second year, so after that they said, ‘Let’s 
expand this even further,’” Griffin says. 

SOS then retrofitted the HOA’s next 
20 highest-usage meters. That project was 
approved later in the year and wasn’t com-
plete until the fall, but even then, the sav-
ings exceeded expectations. 

Jon Dell’Antonia, president of the 
Stonebridge Ranch Community Associa-
tion’s board of directors, says he was ini-
tially skeptical about the projected first-

Technology behind the savings
To help control the amount of water being used at Stonebridge Ranch, a 500-
acre community in McKinney, Texas, Smart Outdoor Solutions, Garland, Texas, 
has been retrofitting some 260-plus water meters with the Weathermatic 
Smartline controller and applying the Garland, Texas’ company’s web-based 
Smartlink Aircards. 

According to SOS president Amanda Griffin, the technology allows those 
monitoring the system to make scheduling changes. For example, if a land-
scape maintenance contractor puts in sod, SOS technicians can adjust the 
watering schedule from the office or on their iPads instead of having to drive 
to the property. If rain is in the forecast, SOS can add a “rain delay” to the 
schedule. Texas already requires rain sensors, but Griffin says the “rain delay” 
feature serves as an extension of the rain sensors because they dry out faster 
than the soil. “That is another way we can carve out additional savings when 
you look at overall annual use.” 

In addition, the on-site weather stations on every system means the 
watering system’s controllers can be set to “auto adjust.” They will automati-
cally adjust the watering schedule every day based on weather conditions. An 
annual seasonal program can also be used. 

“When we add onto it our active management, we can find problems 
quickly, versus a month later when the grass is dead,” she says.

Far left: One of the many 
parks at Stonebridge 
Ranch in McKinney, Texas. 
Immediate left: The Smart 
Outdoor Solutions team 
from L to R: John Griffin, 
irrigation/horticulture 
specialist; Jesse Nambo, 
director of operations; 
Amanda Griffin, president; 
and Lee Casey, principal.
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year savings and worried that the water 
reduction would put stress on the turf and 
vegetation. But he is now a believer.

“Not only was there zero loss of land-
scape, our property looks so good that you 
wouldn’t believe we’re saving water,” he 
says. “Beyond the aesthetics of our prop-
erty, recouping over 50 percent on our 
water costs means that our residents have 
already recovered their initial investment 
in less than two years.”

After that first year, SOS also retrofit-
ted some rotors with pressure-regulated 
models and took pre-flow and post-flow 
measurements. This result-
ed in another 30 percent 
savings. 

“Going back to the ba-
sics of irrigation, pressure 
regulation really works,” 
says Griffin. “A lot of these 
cities’ mainline pressures 
are really high and go up 
even higher during the 
summer trying to meet capacity with ev-
eryone watering their yards and filling their 
pools — all those great summer activities.”

Going all in
In 2018, the Stonebridge Ranch Com-
munity Association decided to go all in 
and approved a property-wide conversion. 
“We are pressure-regulating and retrofit-
ting the controllers attached to every wa-
ter-use meter left in Stonebridge that we 
haven’t already retrofit,” Griffin says. This 
amounts to about 250 additional meters.

Griffin estimates the HOA will real-
ize another 34 percent water savings af-
ter retrofitting the remaining meters. She 
adds, with the top 10 percent of the pre-
viously retrofitted meters already saving 
about 54 percent, combined with the 34 
percent savings gained from the remain-
ing 250 meters, “we’re looking to save 
them 40 to 50 percent on their overall 
water use than they’d have seen if they’d 
not done anything.”

Phase II began in January 2018 and is 
expected to be fully implemented by the 
end of April to allow a full spring and 
summer usage comparison. “We’re in-
specting every system, retrofitting the con-
trollers and pressure-regulating the main 
line. Then, we’ll continue monitoring those 
systems over the course of the summer. 

“If anything looks out of whack, we’ll 
send a technician to the site to do an in-
spection and actively manage the irriga-

tion schedules in conjunction with the 
landscape maintenance contractors,” Grif-
fin says.

The potential savings in utility costs 
from Phase II is expected to be in the $3 
million to $5 million range over the next 
ten years. Since 2015, the community has 
saved an estimated 24 million gallons of 
water.  

Building a bridge
And how are the landscape maintenance 
contractors embracing the new water sys-
tems? According to Griffin, it has been a 

collaborative effort.
“It has been really im-

portant for us to build a 
bridge with the landscape 
maintenance contractors,” 
says Griffin. “We didn’t 
want to come in and seem 
like the ‘water czars,’ like 
we were going to come in 
and crack the whip on ev-

eryone,” she jokes.
She says she has heard the horror sto-

ries about other companies that promised 
a lot of water savings, who’s solution was to 
just turn the water off when their systems 
started getting close to the capacity they’d 
promised. But when everything is dying, 
it’s the landscaper who looks bad. The ir-
rigation company may have achieved its 
number, but at what cost to the property?

Instead, SOS uses a “plants and water 
together” strategy, calling it a “water up” 
approach instead of “landscape down.” 

Griffin says SOS tries to be a resource 
for the two landscape companies that ser-
vice the HOA: BrightView and Precision 
Landscape Management. 

“It has been really critical for us to be 
involved with the landscape maintenance 
contractors on a regular basis,” she says. 
“The two landscaping companies have 
been really accommodating and welcom-
ing and seem to really embrace our help.”

Griffin says SOS does not take the 
place of the landscape maintenance con-
tractors but reports any problems to the 
two companies. Then, their workers per-
form the needed repairs. “We are purely 
focused on water savings and on how we 
can make the HOA look good and save 
money in the process.” 

The author is editor-in-chief of Irrigation & 
Green Industry magazine and can be reached at  
kristinsmithely@igin.com. 

24 million gallons
The estimated amount of 
water stonebridge ranch 

has saved since 2015.
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National Lawn Care Month
is the perfect opportunity to
promote our industry

Did you know?
• Lawns trap more than 12 million tons of 

dust and dirt annually.
• Turf grass is much cooler than asphalt or 

cement, acting as an “air conditioner” for 
the surrounding area. (Lawns can be 22 
degrees cooler than urban asphalt “heat 
islands.”)

• A single grass plant can have more than 
300 miles of roots.

• It is estimated that a 50-by-50-foot lawn 
(2,500 square feet) releases enough oxygen 
for a family of four, while absorbing pol-
lutants, such as carbon dioxide, hydrogen 
fluoride and perosyacetyle nitrate.

• Research shows that people find stress relief and healing when interacting with 
nature or even when just viewing nature on a computer screen or through a 
window.

Source: National Association of Landscape Professionals Inc. (www.landscapeprofessionals.org)

How can you get involved?
National Lawn Care Month toolkit. To find 
more information and a toolkit of re-
sources for promoting National Lawn 

Care Month, go to www.landscapeprofessionals.
org/nalp/national-lawn-care-month.aspx. Watch 
for updates throughout the month of April from 
NALP, and be sure to use #LawnCareMonth in 
your social media posts.

Share the benefits. Americans love spend-
ing time in their yards, and healthy, 
well-maintained lawns have been shown 

to have numerous positive effects. You can share 
their many benefits with clients and potential cus-
tomers and help them achieve the desired results.

Perhaps even more importantly, you can teach 
them how beautiful, well-groomed, efficiently ir-
rigated landscapes can do much more than look 
nice. They can also:
• help protect families and pets from diseases 

carried by ticks, mosquitoes and other pests;
• enrich the quality of life in neighborhoods;
• benefit the environment;
• influence home sales and purchases;
• and finally, aid in healing, provide relief from 

stress and enhance our happiness and satisfac-
tion with life.

Promote Lawn Care Month on social media. The hashtag 
#LawnCareMonth is the official Twitter 
handle for National Lawn Care Month. 
Update your followers on what special 

things you are doing during this month-long 
awareness campaign.

The survey says…
In 2016, NALP set out to gauge how much Americans really know about lawn care and what 
it takes to correctly maintain a yard. Results from the poll showed that 74 percent of those 
responding believe they know how to care for their lawn each season. However, nearly one in 
three respondents admitted they are not sure how often a lawn should be watered. This indi-
cates that many people are likely either overwatering their lawns and potentially wasting water 
or are underwatering them, producing an unattractive appearance. 

What is it?
It’s April, and for many landscape contractors, business is ramping up. What bet-
ter time to spread awareness of our industry and remind the public of the benefits 
of a well-cared-for lawn? That’s why April has been designated as National Lawn 
Care Month by the National Association of Landscape Professionals. A host of 

other associations have also joined forces to help spread 
the word. They include: The Irrigation Association, The 
Lawn Institute, National Hispanic Landscape Alliance, 
Outdoor Power Equipment Institute and Turfgrass 
Producers International.

Landscape contractors can make April a time to spread the 
word about the benefits of their services. 
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Judith M. Guido is chairwoman of Guido & Associates,
a business management company. She can be reached at 
judy@guidoassoc.com.
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T
he inspiration for my column each month comes from 
a variety of places: you, the reader; current events; the 
successes and failures of companies both inside and 
outside our industry; trends; and market dynam-
ics. The inspiration for this month’s column comes 

courtesy of the 2018 Winter Olympics. Watching the events are 
always exciting, but the behind-the-scenes segments where you 
experience the where, how, when and why behind the athletes and 
their training always captivates and educates me.

What I’ve learned is that the training and conditioning of a 
world-class Olympian has a lot in common with what it takes to 
grow a world-class company. An Olympian must train and con-
dition his entire body and not just the parts that play a dominant 
role in winning. Similarly, a company must also strengthen its core 
competencies, while giving equal power and strength to new op-
portunities and innovations to be successful.

Think of it like this. What if a speed skater only focused on his 
legs, or a curler only exercised his hands and arms? What do you 
think the outcome would be? Certainly not medals. Why then do 
most companies only seem to focus only on their core products, 
services and portfolios? They often ignore new opportunities and 
innovations that can differentiate them from their competition 
and make them leaders.

You see, to make it to the medal podium or a leadership po-
sition in your market, you’ve got to build an ambidextrous orga-
nizational structure and team. Equal conditioning and resources 
should be dedicated to your core strengths and portfolio, as well 
as to new opportunities, value propositions and business models. 
This means cultivating a team with entrepreneurial skill sets; us-
ing entrepreneurial processes, metrics and rewards systems; and 
most importantly, an innovative cultural arm. 

This part of the company should be focused on balancing the 
new opportunities it has discovered with the overall strengths of 
the company, its vision, its customers’ needs and the prevailing 
market dynamics. As a result, it will build new strengths and dif-
ferentiate itself, thus creating an executable winning strategy that 
will earn your company gold medals for years to come. 

By Judith Guido

What the Olympics
can teach us

What I’ve learned is that the training and 
conditioning of a world-class Olympian 
has a lot in common with what it takes to 
grow a world-class company. 
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Kevin Smith is the national technical support and trainer at
Brilliance LED LLC, Carefree, Arizona, and can be reached at
kevin.smith@brillianceled.com. 
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By Kevin Smith

Lighting up your
outdoor fun and games

S
ocial media and television have created an awareness 
of new design ideas. This has fueled the popularity of 
outdoor game areas. Lighting up these areas doubles 
their usefulness and adds to the fun. 

Some of the outdoor game areas people are having 
installed include putting greens, bocce ball courts and horseshoe 
pits. Help your clients see the benefit of lighting up these areas — 
no need to stop play time when the sun goes down.

The landscape lighting system should be incorporated into 
these game areas. When illuminating them, remember that this 
is task lighting. We want to eliminate shadows from the play area.

Putting greens can be designed in many shapes and sizes. 
They’re often curved and have slight elevation changes. The av-
erage residential putting green has three to five holes. Consider 
using taller shielded fixtures for these areas. They are normally 
24 to 36 inches tall with an adjustable bullet or flood at the top. 
Allow for soft floods to provide illumination around the skirt and 
on the surface of the green. If possible, mount narrow spotlights 
on a tree or pole. Aim the narrow beam directly on the cup hole. 
If this higher mounting point isn’t available, several manufacturers 
have designed putting cup fixtures that can illuminate the holes. 

Bocce is traditionally played on natural soil and asphalt courts, 
ranging from 70 to 90 feet in length and are 8 to 13 feet wide. 
Many courts have wood or concrete borders around them. To 
effectively illuminate a framed bocce court, I suggest you start 
by coring out 4- to 5-inch holes every 8 to 13 feet. Begin these 
at 4 to 6.5 feet in, on opposite sides, to provide a triangular il-
lumination pattern. Install MR16 well lights with metal grates, 
lying on their sides, facing toward the opposite side of the court. 
Use a 50-watt or equivalent LED 30-degree-beam angle lamp 
for the light source. Install a linear spread lens to create a hori-
zontal beam. This system works best with a separate transformer 
equipped with a dimmer.

Horseshoe pits have been a staple of family fun for over 200 
years. They’re often illuminated by a tall gooseneck fixture with 
a warehouse shade that allows the entire pit to be down lit. The 
shade is tall enough to avoid being struck by a thrown horseshoe. 
Many horseshoe pits are constructed with a wooden back board. 
If a flat topper is on the backboard, a hardscape ledge light can be 
installed. This will provide illumination on the backstop and allow 
the pit to be in silhouette. 

Summer is just around the corner. Offer these creative ideas 
to your clients now. Show them that outdoor living isn’t a day-
time-only thing.  Have fun with these ideas and others. 
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1Field and brush mower. The Generac Pro 
walk-behind field and brush mower, 
new from Generac, Waukesha, Wis-

consin, comes in two models, one with a 
26-inch pivoting deck and the other with 
a 30-inch pivoting deck. Both models 
have a disc-brake system with power 
steering functionality for better control. 
Each wheel has its own brake, operated 
by a hand lever. Squeezing the lever on 
one side applies the brake to that wheel, 
allowing the mower to pivot easily.

Both models are driven by Gener-
ac G-Force engines with electric start, 
delivering 14.5-horsepower to the 26-inch 
unit and 18.5-horsepower to the 30-inch 
version, enough to plow through 2.5-inch 
saplings. The geared transmission on both 
models offers three forward speeds and 
one reverse, allowing users to lock in his 
ground speed and focus on steering across 
uneven terrain, instead of fiddling with a 
throttle. Adjustable handlebars and ergo-
nomic controls minimize fatigue. 
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Generac
www.generac.com

2Mini wall washer. The new LED mini 
wall washer from WAC Lighting, Port 
Washington, New York, is engineered 

with integrated LED modules to illu-
minate outdoor spaces with maximum 
energy efficiency. Despite its small size, the 
unit delivers wide, uniform distribution 
capable of illuminating a broad array of 
shrubbery, walls, facades and other areas. 
An integral dimmer adjusts brightness and 
projects lighting evenly.

It comes standard with 2700K or 
3000K color temperature options. The 
LED bulbs are rated at up to 60,000 
hours,  are adjustable over a range of 80 to 
420 lumens, and have a Ingress Protec-
tion Rating of 66 (IP66) rated with a 
color rendering index (CRI) of 85. The 
die-cast brass or aluminum housing is 
factory sealed against water damage. Three 
finishes are available: bronze on alumi-
num; black on aluminum; or bronze on 
brass. The brass finish provides enhanced 
protection for use in coastal environments. 
Mounting hardware is included.
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WAC Lighting
www.waclandscapelighting.com

3Water waste and erosion preventer. San 
Marcos, California-based Hunter’s 
FloGuard is designed to protect a 

landscape from the destructive conse-
quences of a missing or broken nozzle. 

Water flow from a riser with a missing 
nozzle can range between 6 and 30 gallons 
per minute. When a missing nozzle is 
detected, the device immediately reduces 
the flow of water from the riser to 0.5 
gpm and generates a 10-foot-tall indicator 
stream. This greatly reduces water waste 
and prevents costly landscape erosion 
while providing a clear indication that 
maintenance is needed, says the company. 

During system line flushing, the blue 
flush-plug is designed to prevent the 
feature from engaging. FloGuard is an op-
tional, factory-installed feature for the 4-, 
6-, and 12-inch Pro-Spray PRS models 
with check valve, and it is available in both 
potable and reclaimed water models. 
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Hunter Industries
www.hunterindustries.com

SiteOne Landscape Supply, Roswell, Georgia, a national 
wholesale distributor of landscape supplies has announced the 
acquisition of Atlantic Irrigation, North White Plains, New 
York. Started in 1976, Atlantic is a distributor of irrigation, 
lighting, drainage and landscaping equipment with 33 loca-
tions across 13 states in the eastern U.S. and two provinces in 
eastern Canada.

“Atlantic significantly expands the scale of our irriga-
tion and lighting business in the eastern U.S. and Canada 
markets,” says Doug Black, Chairman and CEO of SiteOne 
Landscape Supply. “This transaction represents the largest 

SUPPLIER IN THE NEWS
SiteOne acquires Atlantic Irrigation

number of locations that we have acquired in a single acquisi-
tion in more than a decade. The addition of Atlantic com-
plements our existing branch network and strengthens our 
full-line offering of nursery, hardscape, agronomic, irrigation 
and landscape lighting products. Atlantic’s talented team has 
a history of exceptional customer service spanning over 40 
years. Overall this is a terrific addition to the SiteOne family.”

“We are building upon the strong momentum from last 
year with two acquisitions so far in 2018 and a healthy pipe-
line as we look to add more leading companies to our team in 
the remainder of the year,” says Black.
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“I’ve never had a problem with a  
callback on Bowsmith emitters in my  

design work. Out here, it is a best seller, it is 
the emitter of choice with professionals.” 

- Doug Matthews, Logan Simpson Design

Why choose BOWSMiTH 
NonStop® Emitters?

To learn more go to www.bowsmith.com 
and click to see how the NonStop Emitter 
works or call 1-800-269-7648

No Call Backs!

Best in the World Against Clogging

From veteran to beginner, 
we have what you need as 

your partner in the landscape 
lighting business.
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4Irrigation management tool. Hy-
dro-Rain, North Salt Lake, Utah, has 
launched the B-hyve Pro Dashboard, 

an online tool that allows management 
and monitoring of multiple, even thou-
sands, of B-hyve irrigation controllers and 
Wi-Fi sprinklers from one location. A 
contractor or technician can map out his 
day by selecting a group of controllers by 
zip code or other criteria, drag and drop it 
into a visit list, and send the directions to 
his phone. 

A user can also store contract details 
for each customer, keep visit logs and 
even email customers directly from the 
dashboard. 

Permission levels can be set to give 
contractors and property managers access 
to specific controllers. One-click control 
allows a user to turn a group of controllers 
on or off for the season.
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Hydro-Rain
www.hydrorain.com

5Brushless electric mowers. DeWalt has 
unveiled two new battery-powered 
mowers, the 2x20V Max brushless 

mower and the 40V Max brushless mower. 
Both feature high-efficiency brushless mo-
tors for consistent cutting, 20-inch metal 
decks, folding handles for upright storage 
and front and rear deck carrying handles. 
Either mower can mulch, bag or rear-dis-
charge grass clippings. 

The 2x20V mower’s two DeWalt 
20V Max 5.0Ah lithium-ion batteries 
(DCB205), included, work simultaneously, 
and can be used with other tools in the 
20V Max system. This mower is also com-
patible with the FlexVolt construction bat-
tery system. An on-deck light board keeps 
the operator informed of battery charge 
level. The 40V Max mower is powered by a 
single 40V Max 6.0Ah battery (DCB406), 
included. It can also be purchased without 
battery and charger. The mowers come 
with a three-year limited warranty, one 
year free service and a 90-day money-back 
guarantee.
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DeWalt
www.dewalt.com

6Spreaders. Jeffersonville, Indiana- 
based Spyker and parent company 
Brinly-Hardy Co. have released the 

new Ergo-Pro Series Spreaders. Designed 
exclusively for landscape professionals, the 
Ergo-Pro Series is offered in 50-, 80- and 
100-pound spreader capacities incorpo-
rating ergonomics, all-metal gears, a large, 
impact-tested welded frame and bridge-
free material flow.  

The Ergo-Pro Series showcases a new 
hopper geometry designed to eliminate 
bridging, allowing all materials to flow 
to empty. Fewer stops are required with 
a fill-to-level resting angle and a stabili-
ty-improved support stand that fits rear 
platform carriers. 

The triangulated double handle is both 
bolted and welded to reduce the force 
required on turns, and has a spring-loaded 
open-close lever with positive shut-off for 
zero material waste. The handle adjusts to 
fit operators from 5 feet, 3 inches tall to 6 
feet, 6 inches tall. 
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Spyker
www.spyker.com 

The Walker Manufacturing Co., Fort Collins, Colorado, 
producers of the Walker Mower, has announced its third 
milestone production celebration is July 13-15, 2018. The 
event will celebrate the production of Walker mower number 
150,000 and will mark 40 years since the creation of the first 
Walker mower. 

“We are a company that likes to celebrate,” explains Walk-
er President Bob Walker, “We believe taking time to recog-
nize achievements helps keep a company healthy."

The Walker Family Reunion will include the Walker 
World Championship Obstacle Course, The Walker Advan-

SUPPLIER IN THE NEWS
Walker announces third Family Reunion

tage Driving Experience and Skills Chal-
lenge, factory tours, workshops, a family 
area, various bands and two nights of 
entertainment headlined by Josh Wilson 
and Doc Walker.

“This celebration is a reminder of how we can impact oth-
ers,” explains Walker. “Our factory team is only a small part 
of the impact of this product when you consider the suppliers, 
distributors, dealers and customers we work with.”

For more information and to register, visit www.walker.
com/reunion. 
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Get the latest news direct
to your inbox every week.

Sign up for Irrigation & Green
Industry’s weekly e-newsletter 

at www.igin.com.

EQUIPMENT FOR SALE

EQUIPMENT FOR SALE
DitchWitch 410SX Sale (10 machines Fleet 
serviced) all units with trencher plow and boring 
unit. Located in Florida and New York.
Also selling Maxi and Mini Sneakers, dedicated 
trenchers, missiles and compressors.
Any questions email jlawlor@agcirrigation.net

or call 631-218-0901.
Also visit us on the web at

www.agcirrigation.net.
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Irrigation & Green Industry
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WORDS OF WISDOM
“To be successful, you
have to have your heart

in your business and your
business in your heart.” 

– Thomas J. WaTson sr.

MAY 6-9

North American
Snow Conference

Indianapolis
www.apwa.net

MAY 8-10

Lightfare International
Trade Show &

Conference
Chicago

www.lightfair.com

MAY 14-16

Grey to Green
Conference

Toronto
www.greenroofs.org

JUNE 15-20

APPA National
Conference
New Orleans

www.publicpower.org

JUNE 18-20

Outdoor Power
Equipment Institute 

Meeting
Bonita Springs, Florida

www.opei.org

ON THE CALENDAR

DID YOU
KNOW?
LED fixtures can 
be daisy-chained 
together, and the 
light output will 
be the same from 
end to end.

1Get out those owner’s manuals. Follow all 
manufacturer guidelines and refamiliarize yourself 
with the controls. Lost or misplaced manuals can 

be found on manufacturer's websites (and saved on 
your computer for future reference).

2Inspect equipment. Check for loose belts and 
missing or damaged parts. Replace any parts 
needed or take equipment to a qualified service 

representative. 

3Drain old fuel. Fuel should not sit in your equip-
ment’s tank for more than 30 days. Untreated 
gasoline (without a fuel stabilizer) left in the 

system will deteriorate, especially if it contains eth-

anol, which may cause starting or running problems 
and even damage to the fuel system. Old fuel should 
be drained and removed prior to storage and newly 
purchased fuel added at the season’s start.

4Only use fuel rated E10 or lower. Some gas 
stations offer E15 fuel containing 15 percent 
ethanol. Fuel with higher than ten percent etha-

nol content can damage small engines. According to  
OPEI, it’s illegal to use fuel containing more than 
ten percent ethanol in outdoor power equipment.

5Clean equipment. Remove dirt, oil or grass 
stuck to any of the parts. A clean machine will 
run more efficiently and last longer.

Spring safety reminders
The Outdoor Power Equipment Institute, Fairfax, Virginia, reminds you to carefully inspect those mowers, 
trimmers, blowers, chain saws, pruners or other pieces of outdoor power equipment that have sat idle over the 
winter before firing them up for the season. Here are some tips, courtesy of OPEI:

©
 ad

ob
es

to
ck

.co
m



IT’S 
TIME 
TO…

AT

March 1 — April 30, 2018

Stock up on the products you need now and for the year! 
Earn Ewing or Rollover Credit to spend later.

Stop by your local Ewing store or visit us online 
at EwingIrrigation.com for more information.

Shop our products.
Earn rewards.

Grow your business.

CIRCLE 144 ON THE READER RESPONSE CARD



CIRCLE 145 ON THE READER RESPONSE CARD


	IGIN_04-18_01
	IGIN_04-18_02
	IGIN_04-18_03
	IGIN_04-18_04
	IGIN_04-18_05
	IGIN_04-18_06
	IGIN_04-18_07
	IGIN_04-18_08
	IGIN_04-18_09
	IGIN_04-18_10
	IGIN_04-18_11
	IGIN_04-18_12
	IGIN_04-18_13
	IGIN_04-18_14
	IGIN_04-18_15
	IGIN_04-18_16
	IGIN_04-18_17
	IGIN_04-18_18
	IGIN_04-18_19
	IGIN_04-18_20
	IGIN_04-18_21
	IGIN_04-18_22
	IGIN_04-18_23
	IGIN_04-18_24
	IGIN_04-18_25
	IGIN_04-18_26
	IGIN_04-18_27
	IGIN_04-18_28
	IGIN_04-18_29
	IGIN_04-18_30
	IGIN_04-18_31
	IGIN_04-18_32
	IGIN_04-18_33
	IGIN_04-18_34
	IGIN_04-18_35
	IGIN_04-18_36
	IGIN_04-18_37
	IGIN_04-18_38
	IGIN_04-18_39
	IGIN_04-18_40
	IGIN_04-18_41
	IGIN_04-18_42
	IGIN_04-18_43
	IGIN_04-18_44
	IGIN_04-18_45
	IGIN_04-18_46
	IGIN_04-18_47
	IGIN_04-18_48
	IGIN_04-18_49
	IGIN_04-18_50
	IGIN_04-18_51
	IGIN_04-18_52
	IGIN_04-18_53
	IGIN_04-18_54
	IGIN_04-18_55
	IGIN_04-18_56
	IGIN_04-18_57
	IGIN_04-18_58
	IGIN_04-18_59
	IGIN_04-18_60

