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A cold season start

A few weeks ago, I noticed a pair of 
cardinals that have been industri-
ously building a nest in a tree just 
outside one of my windows. I’m not 
much of a bird-watcher, but I know 
that seeing these feathered friends in 
action is one of the surest signs of 

spring, which in turn means one of the busi-
est times for lawn maintenance.

Lawn care professionals have been busy 
gearing up and heading out for the first few 
scheduled mowing appointments regard-
less of the possibility of some lingering cold 
weather here in Ohio. There’s something re-
ally reassuring about seeing these seasonal 
events continuing even as we deal with issues 
like the new coronavirus.

For many lawn care professionals, the 
coronavirus couldn’t be happening at a worse 
time than right as the busiest season is kicking 
off. Labor resources across the industry have 
already been stretched tight and could be un-
predictably pushed even further as quarantine 
rules get more strict or workers come into 
contact with someone who has tested positive. 

It’s important to stick to whatever adviso-
ries and precautionary measures are in place, 
from the federal level all the way down to the 
local. While working from home is an option 

for some jobs, the green industry just doesn’t 
allow it. One easy-to-forget step is to make 
sure that personal protective equipment is 
cleaned and disinfected after use. Remember 
that COVID-19 is a recordable illness for 
Occupational Safety and Health Administra-
tion records. 

It might feel like overreaction, but it’s part 
of the process of getting through this virus 
as a healthy community. Remember that the 
overall goal isn’t to stop people from getting 
infected altogether, but to slow the spread 
enough that medical services are able to cope 
with peak virus levels. If, in a few months 
from now, it feels like we overreacted a little, 
then those measures did their job in lowering 
COVID-19’s impact. 

If you haven’t done so already, update your 
customers on what you’re doing as a company 
to deal with this. Even if it’s just listing the 
ways that you’re trying to keep your employ-
ees safe, customers will appreciate how con-
siderate your lawn care service is. Your crews 
will appreciate your caution as well.

It will make for a rough start to the sea-
son, but we can help others get through this 
event safely. When the danger is past, we can 
get right back to our regularly scheduled busy 
season.  

For many lawn care 
professionals, the 
coronavirus couldn’t 
be happening at a 
worse time than right 
as the busiest season 
is kicking off.
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Germany’s BASF warned that earnings 
could drop further this year after the fallout 
from the coronavirus outbreak has started 
to weigh on demand, according to a Reuters 
article.

The world’s largest chemicals company 
by sales says that the virus heightened un-
certainty in the global economy in January 
and February, and it does not expect trade 
conflicts between the U.S. and its trading 
partners to ease further.

“The coronavirus has added a new fac-
tor that is considerably hampering growth 

at the beginning of the year, especially in 
China,” says BASF CEO Martin Bruder-
mueller. “Lower demand and production 
outages in many industries are already vis-
ible consequences of the measures taken to 
prevent the further spread of the virus.”

The slump in demand may cause the 
company to experience a second straight 
year of falling profit, BASF said in a state-
ment. The epidemic will have a significant 
impact worldwide, particularly in the first 
and second quarters, which won’t be fully 
offset during the remainder of the year.
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The company says earnings before in-
terest and tax, adjusted for one-offs, would 
likely be in a range of $4.6 billion to $5.3 
billion this year, below analyst projections of 
more than $5.5 billion. Last year, the com-
pany generated earnings before interest and 
taxes of $5 billion, down 28% from 2018.

The setback comes at a time when 
BASF is embarking on a major expansion 
into China, where it is building a new $10 
billion complex in the southern city of 
Zhanjiang. The first phases of the plant 
will be operational in 2022, with the entire 
project due to come on stream by the end 
of the decade. 
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BASF cautions lower earnings due to  
coronavirus spread

“Lower demand and production outages in many industries are already visible 
consequences of the measures taken to prevent the further spread of the virus.”

— Martin Brudermueller, BASF CEO
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	Landscape

Sperber Landscape Companies enters 
Florida market with Top Cut partnership
Calabasas, California-based Sperber 
Landscape Companies has partnered 
with Top Cut Lawn Services, headquar-
tered in Palm Beach County, Florida. 
The Top Cut addition is the third 
partnership for the newly launched 
SLC brand and comes following news 
of acquisitions of Kujawa Enterprises in 
Milwaukee and Conserve LandCare in 
the Coachella Valley of California.

Top Cut Lawn Services is one of 
southeast Florida’s largest independently 
owned and operated commercial land-
scape companies with a loyal and tenured 
client base, servicing prestigious proper-
ties in the region.

Richard Sperber, SLC’s managing 
partner, says “I’m excited to be reentering 
the Florida marketplace where we’ve al-
ways experienced amazing relationships 
with clients and high-quality projects.” 
Sperber expressed his enthusiasm in 
being able to work alongside Top Cut 
founder Stephen Miller. “Steve’s field ex-
pertise and dedication to providing qual-
ity work is unmatched in the industry,” 
says Sperber.

Miller, president of Top Cut, says, 
“We’ve worked hard over the years to 
build a strong brand and company cul-
ture. I knew that partnering with Sper-
ber would allow us to maintain what 
we’ve built, which is very important for 
our leadership team, employees and cli-
ents. Richard Sperber has an outstanding 
reputation, and I’m excited for the added 
growth and success that this partnership 
will bring our team and clients.”

	Equipment

Greenzie raises $750,000 for self-driving 
commercial lawn mowing software
Atlanta-based Greenzie, a software com-
pany that gives commercial lawn mowers 
self-driving capabilities, has secured a 
$750,000 investment.

The Greenzie retrofit kit adds robot-
ics to existing commercial mowers using 
standard robotic sensors, while still allow-
ing standard “manual” operation. With the 
software installed, customers can map the 
boundary of the area to be mowed.

This investment funds delivery of 
Greenzie’s Green Glove Service, a robot-
ic mowing program powered by Green-
zie technicians equipped with robotic- 
enabled, auto-striping mowers. Funds 
will also be used for enhancing and im-
proving the software powering the tech-
nology and expansion.

“Our customers need help: The time 
is now to use software and robotics to do 
the repetitive parts of lawn maintenance,” 
says Charles Brian Quinn, CEO and 
co-founder of Greenzie. “Our big mission
to free humans from repeti- 
tive outdoor labor just got 
some serious firepower 
behind it. Our custom-
ers, who are smart 
business owners, 
employers and hard-
working pioneers,  
will be rewarded.”

Greenzie’s custo- 
mers include High-
Grove Partners, 
Yellowstone 
Landscape, Russell 
Landscape and 
BrightView.

	Weed	Control

EPA finalizes glyphosate mitigation
The Environmental Protection Agency 
has concluded its regulatory review of gly-
phosate, the most widely used herbicide in 
the U.S.

After a thorough review, EPA has con-
cluded that there are no risks of concern 
to human health when glyphosate is used 
according to the label and that it is not a 
carcinogen.

These findings on human health risk 
are consistent with the conclusions of sci-
ence reviews by many other countries and 
other federal agencies, including the U.S. 
Department of Agriculture, the Canadi-
an Pest Management Regulatory Agency, 
the Australian Pesticide and Veterinary 
Medicines Authority, the European Food 
Safety Authority and the German Feder-
al Institute for Occupational Safety and 
Health. 

Glyphosate has been studied for de-
cades and the agency reviewed thousands 
of studies since its registration. Glypho-
sate is the leading herbicide for the man-
agement of invasive and noxious weeds 
and is used to manage pastures, rangeland, 
rights of ways, forests, public land and res-
idential areas. 

	Landscape

Landscape Workshop acquires EcoLandcare
Birmingham, Alabama-based Landscape Workshop has acquired the landscape maintenance, 
enhancement and snow operations of EcoLandcare LLC, based in Lexington, Kentucky. 
Landscape Workshop has nine branch locations across the Southeast.

EcoLandcare was originally founded by John Thomson in 2010. Thomson will continue to 
operate Thompson Lawn Care as a key turf chemicals subcontractor to Landscape Workshop 
and will also serve as senior advisor to Landscape Workshop throughout the transition.

“EcoLandcare is a highly respected company that we are eager to bring under the Land-
scape Workshop banner under the leadership of our Lexington General Manager Sammy 
Shores,” says Landscape Workshop CEO J.T. Price.

“Landscape Workshop shares the same passion and commitment that EcoLandcare was built 
on,” says Thomson. “I have no doubt that they will continue to provide the same quality service 
our clients are used to receiving. I look forward to working alongside Landscape Workshop.”
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	Landscape

Weed Man celebrates 50 years of success
Lawn care, weed control and pest management service busi-
ness Weed Man is celebrating 50 years of success in the 
green industry. Chief Operating Officer Jennifer Lemcke 
says the lawn care franchise is fixated on the next major 
milestone, hitting the $200 million mark, thanks in part 
to a 9.19% system-wide sales jump in 2019.

Once a small Canadian operation started by late 
founder Des Rice and his surviving wife, Brenda, with 
a $500 loan and a single pickup truck, the company has 
grown into a 684-unit operation and North America’s 
fastest-growing lawn care franchise, it says.

Last year, the company merged its U.S. and Canadian 
operations. Bringing together the two franchise systems included aligning resources, stream-
lining communication and maintaining focus on customized business plans.

Lemcke and her team met with Canadian franchisees across the country to introduce 
them to the systems and tools used in the U.S. market, helping with implementation and get-
ting to know them on a personal level to grow the subfranchisor/franchisee relationship. On 
the U.S. side, subfranchisors ensured the 548 American territories remained poised for growth 
and, as a result, ended the year with a revenue total of more than $129 million.

Additional company initiatives that will continue to advance the company’s success in-
clude the recent addition of mosquito control and perimeter pest control, as well as the un-
veiling of a brand-new website.

“We’ve been leading up to this moment as an organization. From the start, Weed Man has 
been about making a difference on the lawns and in the lives of our customers,” says Lemcke. 
“We’re not just in the lawn care business, we’re also in the leaving-a-legacy business. Every 
franchisee is committed to doing good by their customers and in their communities, and the 
results are longevity and a prosperous future.”

 

 QUICK
 TAKES
SavATree	announces	
succession	plans
Bedford Hills, New York-based 
SavATree has named Carmine 
Schiavone to succeed Daniel 
van Starrenburg, the company’s 
long-serving CEO. Van Starren-
burg will continue with SavATree 
as executive chairman, overseeing 
the company’s strategic direction 
and acquisitions program.

SavATree says it has become 
the third largest company in the 
U.S. tree care industry, with 40 
branches operating in 18 states.

Rachio	releases	nontoxic	
lawn	care	plan
Denver-based smart lawn care 
and sustainable watering com-
pany Rachio is moving further 
into the lawn care space with the 
release of Rachio Thrive, a new 
direct-to-consumer lawn care 
plan. 

The first Rachio Thrive prod-
uct, Lawn Champion, is designed 
to replace traditional fertilizers 
with kid-and-pet-safe, complete 
lawn nutrition. The Thrive kit 
provides natural lawn care treat-
ment and a customized applica-
tion schedule for each customer’s 
lawn needs.

Lawn	Doctor	of	Grand	
Rapids	changes	ownership
The Lawn Doctor of Grand 
Rapids has changed ownership. 
Kendall Hines and Henry Eggers 
sold the business to Jordan Hines, 
23, and Angelica Hough, 24. The 
location now has the youngest 
owners in franchise history.

Kendall Hines says her broth-
er, Jordan, began working with 
the family business when he was 
16 years old. He will continue to 
manage the physical lawn care 
services and the training of new 
employees, while Hough will 
handle administrative matters. 

	Irrigation

H2O Flow Pro awarded patent for new wireless water management system
Tyler, Texas-based H2O Flow Pro has been issued a patent for its water flow management 
systems and methods.

“This is a huge win for the H2O Flow Pro technology and the entire company,” says Mike 
Rainone, H2O Flow Pro technology director and partner. “We have worked for years to get 
this through the patent system. We see this as the next level of water conservation and data 
analytics that our consumers have been looking for. Now that we have patents, we believe that 
our organization is primed to do incredibly transformative things in the irrigation world.”

The H2O Flow Pro technology is a smart learning system that 
learns the normal pattern of flow for each zone and then inter-
rupts the logic of normal controllers when inappropriately 
high or low flows are detected. Once an anomaly is de-
tected, the system sends an email and text alert stating 
the issue. The system then turns off the zone in which 
the high or low flow was detected and moves on to 
the next zone. 

“Allowing flow sensors to be wireless without all 
of the expensive digging and trenching is a huge 
disruptor in the marketplace,” says Bret Berry, 
H2O Flow Pro president. “Our alert system that 
has a call to action to shut down high flows per zone 
is a game changer for our customers. Water is con-
served which saves time and money. We know exactly 
when and where there is an issue.” 

Now that it has patents issued, the company says it 
has plans to expand into consumer and agriculture markets. 



Stacie Zinn Roberts is an award-winning writer, marketing expert and founder of What’s Your Avocado? 
Marketing and Public Relations, Mount Vernon, Washington, which specializes in green industry marketing. 
She can be reached at stacie@whatsyouravocado.com.
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MARKETING MATTERS

By STaCie Zinn ROBeRTS

3 keys to target marketing

Think about 
who you are 
talking to in 
your marketing 
message. Use 
terminology	
they	will	
understand.

Not everyone is your customer. Nope. Even 
if you have the most skilled staff in town 
and the best prices, deliver the high-
est quality service, and own the shiniest 

equipment and the prettiest trucks, not everyone will 
buy from you. This is simply because not everyone is 
a qualified buyer. 

Throwing a wide net may work in fishing, but it’s 
just not a viable marketing strategy. Instead, smart 
business owners identify the type of people who are 
their best customers and focus on marketing to them. 
We call this target marketing. You target your mes-
sages to the group of consumers who are most likely 
to buy from you. Paying to advertise to anyone out-
side of your target audience is a waste of your hard-
earned money. 

So why are you still marketing to everyone in-
stead of only to your ideal customer? Here are the 
three keys to target marketing:

Key	1:	Identify	your	target	customers
Define the attributes and the demographics of the 
group of your most qualified buyers and target your 
efforts toward reaching that group. What does that 
look like? Consider if you were selling chewing gum; 
your target audience would most likely be teenag-
ers, not older folks with dentures. If you were selling 
BMWs, your target audience would most likely be 
wealthy professionals older than 35, not 16-year-
olds scraping money together for their first car. And 
since most of the readers of this magazine are selling 
landscape and irrigation services, your target audi-
ence is likely homeowners, not apartment dwellers 
who don’t have lawns of their own. A big mistake 
in our industry would be marketing to individual 
condo owners when it’s the management company 
that makes the vendor decisions for the homeowners 
association. 

The best way to identify your target market is to 
look at your existing customer list. How would you 
describe the type of customer who currently buys 
from you? What do they have in common? Are they 

homeowners? Management companies that oversee 
big commercial properties? Larger contractors that 
bring you on as a sub?

Location is also important in target marketing. If 
you generally work on the south side of town and 
driving your crews to the north side of town means 
sitting in traffic for an hour each way, it probably 
doesn’t make sense to target customers outside of 
your established service area. Unless you’re launching 
a branch office, leave those northerners alone.

Key	2:	Craft	an	effective	message	they	
need	to	hear
Think about who you are talking to in your market-
ing message. Use terminology they will understand. 
Homeowners will be lost if you start talking about 
irrigation distribution uniformity and infiltration 
rates. Instead, tell them you’ll help them save water, 
save money or get back their free time if you do the 
landscape work for them. Make sense? Don’t spin a 
long story for commercial customers who want just 
the facts and your price in a succinct manner. Tell 
them what they need to hear, not necessarily what 
you want to tell them. 

Key	3:	Speak	where	they’ll	hear	it
Deliver your message through a medium where your 
target audience is likely to receive it. Be strategic 
about where you pay to put your marketing message. 
It might make you feel good to sponsor your child’s 
baseball team, and that’s valid, but don’t expect that 
sponsorship to help you win your next big commer-
cial account. Maximize your dollars by advertising in 
publications that your target audience reads, exhib-
iting at trade shows that your target customer group 
attends or distributing flyers in the neighborhoods 
where you want to work.

If you follow these steps and spend your market-
ing dollar on the folks most likely to buy from you, 
you’ll have a better shot at meeting your revenue tar-
gets this year.  



LANDSCAPE LIGHTING   |   Learn more. Visit fxl.com

New modern path lights from FX Luminaire are more than a 

bold design statement. Four sleek aluminum models ensure 

elegance in every application. Each fixture provides an 

optimized throw and includes an innovative conduit stake to 

prevent tilting. Enlightening.

Illuminates pathways
        and lights up conversation



NIGHT LIGHTING

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

Light restaurants right

An evening out on the town with a group 
of friends or your significant other should 
be an enjoyable experience. The lighting at 
an establishment can be a subliminal de-

termining factor of your choice for the evening. If you 
are celebrating a special occasion, such as a birthday, 
you may want to choose a venue that has a vibrant 
lighting effect. On the other hand, if you are going 
out for a date night or anniversary, romantic lighting 
is preferred.

During the past several years many restaurants 
and bars have been purchased by investors. As a re-
sult, many of these establishments have undergone 
significant upgrades, or they will soon. This includes 
landscape lighting. When designing lighting for 
restaurants and bars it is important to remember that 
the goal of this lighting is to draw people in and cre-
ate more business. Light levels and Kelvin tempera-
tures at these commercial establishments will differ 
from those of residential properties. In some cases, 
this might require the use of different colors. Draw 
on your experience and create a “Wow” factor for the 
new owners.
Architecture.	 Consider different beam patterns 
that can illuminate walls and other architectural ac-
cents. Architectural accents can include pillars, turrets 
and artwork. Keep in mind the color of the architec-
ture. As with residential jobs, lighter colors will reflect 
light and darker colors will absorb light.
Signage. The sign is of optimal importance to any 
business owner. New customers will not come to a 
restaurant they cannot find! Any wise entrepreneur 
will understand the criticality of sign illumination. 
Different signs will have different illumination re-
quirements. For example, raised-lettered signs might 
need to be backlit with sign lighting modules or strip 
lights. 
Sidewalks	 and	 entry	 portals.	 Moving away 
from the building, it is very important to consider 
traverse lighting, which is lighting to travel or walk 
by. You may need to check city codes for commercial 

illumination requirements for foot traffic. A specif-
ic foot-candle and Kelvin temperature requirement 
might need to be followed. You will also need to look 
at the driveway entrance and exit. These portals may 
require sign lighting and address bollards. Portals will 
need to be clearly marked. 
Valet	 stations.	Some venues have valet stations, 
which may be built-in or portable. Built-in styles 
will normally have some type of roof or awning over 
them. This will be a good place for some directional 
downlights. Under the counter, consider some strip 
lights or hardscape bar lights to illuminate the key 
safe. Portable styles can be illuminated too. A quality 
rechargeable 12-volt battery with an adequate amp-
hour rating can be used as a power source. Be sure to 
educate the valet staff on how to operate and recharge 
the battery after the sale.
Outdoor	 gaming	 areas.	 In many parts of the 
country, gastropubs and breweries provide outdoor 
gaming areas. Volleyball, bocce ball, shuffleboard, 
horseshoes and cornhole are among some of the most 
popular games. Since most of these areas will be used 
in the evening hours, it will be important to illuminate 
them for optimal use. Be sure to select lighting sources 
that are out of sight and vandal-proof. Brighter over-
head fixtures might be in order. Adjust the Kelvin 
temperature for task lighting and recognize the fact 
that different games may require different lighting. 

How do you branch out from your residential work 
and get these commercial jobs? First, you will likely 
need to do a little research. Find out who some of the 
architects are who specialize in restaurants and bar 
renovations. Create a dialogue with them. Schedule 
an appointment and show photos and videos of your 
work. Invite them to see a few of your previous jobs, 
preferably those with owners who will give you rave 
reviews. Getting involved with these projects may 
require a commercial contractor license. Be sure to 
check with your local registrar for advice in obtaining 
the proper license. Most importantly, be humbly con-
fident in yourself and sell your expertise! 

Remember 
that the goal 
of this lighting 
is to draw 
people	in 
and create	
more 
business.





GROWto
Ready 

Use these 3 TIPS to prepare for 
the start of the busy season.

A
s spring kicks into full bloom, green industry professionals across 
the country are getting ready to take on peak season. To get the 
season off to a strong start and set up for a profitable summer 
takes plenty of preparation. Check out our top tips to make the 
most of the new season.

1. BUILD YOUR TEAM
Green Lawn Specialists in Lewis Center, Ohio, starts placing 
ads and running interviews in February each year to give time to 
try out the new employees before the toughest part of the season 
starts, Partner Philip Germann says. “The earlier the better,” he 

says. “We want to get a feel for what they’re like because we don’t want to be testing 
guys out in April. We want to test them in March before we get really busy.”

All potential hires at Green Lawn are rated on a scale from one to five based on 
how managers feel they match up in different categories. “So they might be a five in 
experience and skills, but only a one in appearance and presentation,” says Germann. 
Those scores are averaged to determine if a hire has what it takes to be a benefit to 
the company during the season.

Bringing on and training seasonal staff is one of the first steps in preparation 
for the new season for Vince Pusateri, sales representative for Buyansky Brothers 
Landscaping in Independence, Ohio. From a staff of about eight in the slow season, 
the company grows to about 28 in the ramp up to spring.

“We need to make sure we have the right manpower and H-2B workers here,” 
he says.

Buyansky Brothers has been part of the H-2B temporary worker visa program 
for about 17 years at this point and has brought back the same workers for the last 
few years, Pusateri says. Those workers are already trained, and they know both the 
company and the region.

“They know what they’re doing,” he says. “They would have the opportunity to 
go somewhere else if they get called for work, but these guys wait for us because the 
company treats them well.”

The H-2B program hasn’t been reliable in the last few years due to caps on the 
available number of work visas. That reduction has slowed down season preparation 
for Robin Barber, owner of All Pro Landcare Services in Tallahassee, Florida, who 
relies on H-2B workers to prepare for the busy season.

“The biggest message I can say is that we need to release the visas,” Barber says.
He didn’t receive visas last year, and doesn’t feel optimistic about this year’s pros-

pects especially with the complication of the coronavirus, he says. “The demands are 
so high for that type of labor.”

BY KYLE BROWN

COVER STORY
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Beyond working with the H-2B program, Buy-
anski Brothers reaches out locally through services 
such as Indeed or through word of mouth to bring 
in prospective hires, he says. Labor shortages are still 
an issue, but the company makes it a point to look 
for employees who will stay on for the whole sea-
son, rather than just finding anybody to manage the 
spring rush.

“We’re looking for that experienced guy that has 
a few years under his belt that we could pretty much 
get on a mower and go,” Pusateri says.

Even if an employee is experienced, Pusateri 
is always pushing for additional training at some 
point during the year. “Training is a big thing,” he 
says. “I’m trying to get all of these guys into a cou-
ple classes.”

Ideally, training should be done later in the year 
or during off-season. The payoff for that training is a 
team that’s ready to go when spring starts.

2. CHECK YOUR GEAR
Before the season gets started, all 
equipment gets checked by an in-
house mechanic to make sure that 
everything’s ready to go once green-

up starts, says Pusateri. At the top of the list is 
checking any kind of electrical connection, then 
moving on to oil, filter and blade changes. The me-
chanic also makes sure that the machines are prop-
erly greased, including any contact points, he says. 

“It’s making sure that all of your working points, 
like your choke, your handles, everything’s working 
properly,” says Pusateri.

The trucks and trailers are emptied, and all elec-
trical and mechanical connections are checked be-
fore the trucks are stripped and repainted. 

Tearing the trucks down provides a useful op-
portunity to inventory all of the crews’ equipment, 
“all the way down to the drill bits” for hardscaping, 
Pusateri says. “We make sure we’ve got all our fit-
tings for irrigation repair, heads and lighting.”

Inventory itself is a chance to make sure that 
each crew has what it needs to get the job done, 
from clippers to wheelbarrows, depending on the 
jobs that crew will be taking on.

Green Lawn uses a service to stock the irrigation 
parts it needs during the season, which keeps an in-
ventory of what parts are used and bills the compa-
ny as needed, Germann says. That way, the company 
doesn’t have to worry about managing inventory in 
the off-season.

“That’s been really huge for us,” Germann says. 
“Over the winter, they come in and go over all of our 
systems and parts and make sure everything’s there.”

Green Lawn has an equipment manager to deal 
with the lawn care side, including rigorously going 
over mowers before the season gets going to look at 
things like fluids and belts.

“That’s all done over the winter, so it should be 
ready to go,” he says. “We have a checklist for every 
piece of equipment that we go through.”

While new equipment purchases are often a 
late season consideration, Chris Melo, director of 
account management and enhancements at Yel-
lowstone Landscape in Albuquerque, New Mexi-
co, spaces those costs out by buying in January and 
February, he says. Buying then also allows them to 
start the busy season with brand-new equipment.

“We spread our acquisitions out over the calen-
dar year,” he says. “We do begin to make replace-
ments of backpack blowers, line trimmers, lawn 
mowers – things that are rotated out and cycled in 
for new equipment.”

Equipment preparation includes general train-
ing for employees, whether new or returning from 
a previous season to make certain all employees are 
familiar with usage, says Pusateri. That also involves 
safety training for individual pieces of equipment 
and personal protective equipment.

“We do PPE training at the beginning of the 
season, and we offer all that throughout the season 
as well,” he says.

Buyansky Brothers invites manufacturer rep-
resentatives to come in to do equipment walk-
throughs, including proper usage and cleaning 
techniques, with details on how to work with re-
placement parts.

Equipment training is especially important for 
Barber as his company makes the switch to electric 
equipment, he says. In February, he had manufac-
turers visit to run workshops for his crews to fa-
miliarize them with the new equipment, including 
battery care and maintenance. It also gave them the 
chance to answer questions and deal with potential 
pushback from the crews.

“WE’RE 
JUST 
ALL-
OUT 
IN THE 
SPRING.” 
– Philip 
Germann, 
Green Lawn 
Specialists

Bringing on quality employees 
is an important first step for 
the new season, but equally 
important is providing the 
right training so employees 
deliver the right experience for 
the customer. Photo: SiteOne 
Landscape Supply
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“I didn’t want to put a machine in their hand 
that was foreign to them,” Barber says. 

For Germann, crew training includes updates 
on the company’s job tracking and scheduling soft-
ware. It takes a lot of effort to set up that software, 
but it’s only as good as the level of information that 
gets collected.

“(What’s) key for us is investing the time and 
energy to set the software up correctly, and then 
making sure that everybody on the team does the 
data entry correctly,” he says. 

Beyond a training session on the software for all 
employees as the season is started, the company pro-
vides printed verions of software procedures that are 
kept in each truck for easy access in the field.

3. CONNECT WITH YOUR 
CUSTOMERS
Client contact in spring starts with 
a phone call, just to reconnect, says 
Germann, with the second and 

third points of contact via email to remind cus-
tomers to schedule service. Because the company 
doesn’t automatically renew any contracts, reestab-
lishing that relationship is key to maintaining busi-
ness. “We make sure that we touch base with every 
one of them.”

Though clients sometimes ask about it, the start 
of the busy season isn’t usually a point where Green 
Lawn does much upselling, says Germann. 

“We’re just all-out in the spring,” he says. “We 
don’t have extra time or labor available.”

Instead, he pushes sales be-
tween November-January, and 
then again later in the season 
from July-October. “Those are 
kind of the big time periods 
that we’re trying to actively 
sell,” he says. 

Winter doesn’t mean shut-
ting down for the season in 
Florida, so Barber is consis-

tently in front of his commercial customers to check 
in and upsell other projects. “Communication is the 
key to success,” he says. “We try to communicate 
with our customers on a regular basis.”

New Mexico also deals with the winter ramping 
up into spring a little differently, with most proj-
ects already moving again by February, says Melo. 
Because the season runs for more of the calendar 
year, his account managers keep continued commu-
nication with customers. But as the season starts to 
warm up again, it’s a key time to talk to his custom-
ers about new projects like flower bed installations 
and irrigation controller upgrades. 

“This time of year, January and February, we’re 
laying the groundwork with our customers to say, 
‘What kind of enhancements are we looking at for 
spring?’” Melo says. Using that foundation, his ac-
count managers are able to start customers planning 
on irrigation investments for the first or second 
quarter of the year.

It’s important to have a general idea of when 
to reach out to customers for equipment servicing 
leading into the new year. But having a specific cal-
endar can be even more effective, says Germann. 

“We have an annual calendar that tells us when 
to start each particular task,” he says. “For irrigation, 
startup phone calls begin on March 15, so we know 
we have plenty of time to get those done before the 
season hits.”

Using a calendar takes some planning from year 
to year, but it also allows the sales and field teams to 
work together to spread the work out in a manage-
able way, he says. The entire season is mapped out 
on the company’s internal calendar, so each group 
knows what needs to be worked on and when it 
needs to be addressed. 

Working with an internal calendar also allows 
the sales team to plan ahead and contact customers 
just as they’re likely to be thinking about particular 
services like prepping for the spring, Germann says. 

Focusing on getting smaller jobs like edging and 
cleanup done earlier can also make a big difference 
in making sure crews have enough time for the larg-
er maintenance tasks, says Germann. 

“I’m always in contact with clients,” says Pu-
sateri. Staying in touch with clients on a regular ba-
sis is helpful, but connecting before the busy part of 
the season kicks in provides an opportunity to talk 
about the potential for projects left over from pre-
vious seasons. This year, Buyansky Brothers is de-
veloping its lighting offerings, so Pusateri has been 
discussing the company’s programs in the lead-up 
to the new season.

“We started a few years ago, and we’ve had pret-
ty good success, so we’re hoping this year to add at 
least another 25-30%,” he says. 

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

HAVING A 
CALENDAR 
CAN HELP 
GET THE 
SALES AND 
LAWN CREWS 
WORKING 
TOGETHER 
SMOOTHLY.

Spring is often 
too busy to give 
much attention 
to upselling, 
but staying in 
contact with 
customers 
through the 
season could 
provide future 
opportunities. 
Photos: SiteOne 
Landscape 
Supply
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Chris Blakely (left) and 
Taylor Cicala together own 
and operate Valleyscape, 
located in Murrieta, 
California. When the com-
pany was founded in 2012, 
it performed landscape 
maintenance work. The 
owners decided to switch 
directions and become an 
irrigation-only business. 
Photos: Joseph Carroll 
Photography
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Chris Blakely and Taylor Cicala

A STRONG PARTNERSHIP

E ight years ago, the idea to start an irrigation company came to 
Taylor Cicala while he owned a landscape maintenance and in-
stallation company in Phoenix. 

Cicala was driving on the freeway one day and was passed by 
a truck with an “irrigation specialist” sign. “I thought, ‘Man, that 

is really cool.’ I had never even thought of doing just irrigation,” says Cicala, 
now co-founder of Valleyscape Irrigation and Landscape Lighting in Mur-
rieta, California. Even though he had worked in landscaping since he was a 
teenager, he always wanted to do more irrigation work. Though those jobs 
required more technical ability than landscape maintenance, they always 
paid more. 

After selling his Phoenix-based company and moving to California in 
October 2012, he started Valleyscape. The company did landscape mainte-
nance work because it was easy to get jobs right away, Cicala explains, but the 
idea of being an irrigation-only company was still in his head.

The following summer, Cicala met Chris Blakely. “I told him how 
stressed out I was because there was so much going on and so much work,” 
explains Cicala. Up until that point, Blakely, now Valleyscape’s chief oper-
ating officer, had worked in the warehouse and shipping industry but was 
looking for a career change. Unsure where this opportunity would take him, 
Blakely offered to help. 

The two decided to become business partners. Since then, Valleyscape 
has grown to have five employees, with Cicala handling finances, marketing 
and company culture and Blakely overseeing operations and client relations. 
Soon after going into business together, they made a major decision about 
the direction of their company: They were going to stop landscape mainte-
nance work and focus solely on irrigation. 

After building the business, the company had enough demand for irri-
gation work to make this change successfully. One challenge they faced was 
the slow period during the winter months. About three years ago, they added 
landscape lighting to their services to offset this lull. “It’s such a nice com-
plement to your irrigation because it’s going to get busier in the winter when 
irrigation slows,” says Cicala. “And then in the summertime, the lighting 
slows down a little bit when irrigation gets very busy.” Since the two market 
segments don’t compete with each other, they made a nice fit.

The owners of 
Valleyscape 
developed the 
business from its 
landscaping roots 
into a successful 
irrigation and 
outdoor lighting 
company.

By Sarah Bunyea
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GET SOCIAL 
If you do an internet search for Valleyscape, not only will the company’s website 
pop up on your screen, but many of its social media sites and customer review 
platforms will too. 

Taylor Cicala, co-founder of Valleyscape, says he believes it’s important to 
have a visible presence everywhere that you can. “We’re not heavy advertisers in 
any one area. It’s more about just scattering our brand and our logo all around.”

Cicala says one platform most irrigation companies don’t focus on is You-
Tube, but it’s one Valleyscape has experienced success with. Take a quick glance 
at the channel’s videos, and you’ll find everything from product reviews to how-
to instructional videos on irrigation and outdoor lighting topics. 

“I think YouTube is just a great outlet because it exposes you to people that 
wouldn’t necessarily pick up the phone and call the company,” says Cicala. He 
credits Tom Reber, host of The Contractor Fight podcast, as the one who encour-
aged him to try it out. Cicala says that while getting leads is not why you create 
YouTube videos, they’ve surprisingly gotten a few clients from it. 

“You’re basically trying to help the community and give away some of the 
knowledge that you’ve built up,” he explains. “However, it does give a good 
amount of exposure. We’ve actually had people watch the videos and call us.”

Educating clients
When Valleyscape became irrigation-focused, 
Blakely says they started taking classes and edu-
cating themselves more on products and how they 
would benefit clients. Doing this not only helped 
the Valleyscape team grow their own knowledge, 
but it helped them explain to clients why they used 
specific products. In turn, this helped those custom-
ers see the justification for Valleyscape’s pricing.

Effective communication with clients and ensur-
ing customer satisfaction are a large part of Blakely’s 
job. One lesson he’s learned over the years is that 
while irrigation is about the sprinklers, pipes and 
controllers, the business is more about building great 
client relationships and understanding their needs.

“When I first started off, I was just excited about 
the work in itself, but as time went on, I realized 
that wasn’t the primary focus,” says Blakely. “What 
I started to learn is that people really care about this 
stuff. When they call a specialist out to their prop-

erty, they expect a specialist to do specialty work. As 
time went on, I started realizing that it was more 
about the people as opposed to the work.”

Cicala explains that education plays a big part 
in helping clients. Just in the last year alone, he says 
they’ve had multiple clients that get water bills that 
are consistently more than a thousand dollars each 
month. While the properties those clients own are 
big, they’re not huge — they’re around five acres and 
not all the land is irrigated. 

“I think some people in our area have grown to 
accept ‘Hey, that’s what it costs,’ when that’s not 
true. We’re trying to educate our clientele and ed-
ucate the public in our area that there is a better 
option,” he says. “You don’t have to have water run-
ning down the street every day from your lawn. And 
I think it’s our responsibility, and it’s our specialty, to 
come in and show them a better way.”

One client the company was able to help was 
Rancho California Water District. The water pro-
vider wanted to do a pilot program to see how ef-
ficient it would be to switch the sprinkler heads on 
five large, high-water-usage properties to pressure- 
regulated sprinkler heads and smart controllers. 

Cicala says it was great to see the decrease in wa-
ter consumption because of the changes they made. 
But in some cases, they were also surprised to see 
how the reduction wasn’t as high as they expected. 
“It gave us some really good insight into what can be 
done, what we shouldn’t expect with upgrades, and 
it was just a really overall good learning experience 
for us,” says Cicala.

Know your costs
A word of advice Cicala would offer other new busi-
ness owners is to “Be a good student of finance,” espe-
cially if you’ve gone from working 100% of the time in 
the field to running your own company. As a business 
owner, you need to keep track of those larger respon-
sibilities that you didn’t have before. 

“Knowing what things cost is something that a 
business coach drilled into my head,” says Cicala. 
“Otherwise, if you’re just throwing numbers out and 
you don’t know, you could be digging yourself into a 
hole.” He believes this is where many small companies 
go wrong. For example, some owners don’t know what 
worker’s compensation and liability insurance cost, and 
they aren’t able to recall what parts cost from memory.

For him, this was a skill that he developed out 
of necessity. In Valleyscape’s early days, after all the 

While Cicala and Blakely both 
spend time each day in the 
office running the business, 
they both still work in the field. 
Cicala says they enjoy being 
outside, doing physical work. 
For him, this is what he loves 
most about his job. 
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bills were paid, he says there wasn’t as much 
profit as he expected. It felt like they were 
making money, he says, but he wasn’t sure 
what was happening to it. This was a wake-
up call that made him realize he had to get 
the business’s finances under control. 

One of Cicala’s business principles is 
“Don’t mess with the money.” He gives the 
examples of giving unnecessary discounts or 
not paying bills on time and getting fined. 
Whether it’s advertising or negotiating with 
insurance providers for better rates, Cicala 
is always looking for different ways to save 
the company money. Some people say if 

you simply put the time in and work hard, 
it’ll pay off, but Cicala doesn’t believe this 
philosophy will always cut it in business. 
“I think that you have to be smart and you 
have to be strategic,” he says.

Love what you do
Owning and operating a small business isn’t 
just about the work and money, something 
Cicala and Blakely both point out. One as-
pect of the job Blakely loves aside from the 
work itself is the people. “We have a special 
team,” says Blakely. “We’re more of a family 
than just co-workers, and I enjoy having a 
peaceful, cooperative work environment.”

In addition to treating your employees 
well and taking care of them, Cicala says 
to take your family seriously. “They’re along 
for the ride too, and they experience the ups 
and downs with you,” he says. “Don’t take 
your family for granted and put them aside 
to make money, because you’ll always have 
the opportunity to make more money.”

Cicala says he’d tell a younger version of 
himself to not allow your business to take 
over your life. “Don’t try to do everything. 
Figure out what you’re good at doing and 
just do that,” he says. This might mean hir-
ing other people to do the things you don’t 
like or aren’t skilled at, like payroll, taxes 
and administrative work. While Cicala and 
Blakely both spend time each day in the 
office running the business, they both still 
work in the field. 

“Both Chris and I have that real draw 
to be outside and be doing physical work. 
We find it necessary still to do that, to keep 
us happy,” says Cicala. “A lot of business 
coaches and other business owners will say 
you need to get out of the field. Well, the 
problem is that’s what I really love doing.”

For Blakely, the decision to go into busi-
ness with Cicala is one he’s glad he made. 
He says when you go into business, you 
have to make sure you do your research and 
choose something you’ll love. “Irrigation 

is not about just putting in sprinklers and 
adjusting a controller,” says Blakely. “What 
it boils down to is just loving the fact that 
you’re helping the client to conserve not 
only water, but also to conserve money. If 
you love what you do, you’re going to put 
your best foot forward and give your best to 
the client.”  

The author is digital content editor of Irrigation & 
Green Industry and can be reached at sarahbunyea@ 
igin.com. 
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employees quit because of their boss or supervisor. 
Why does this happen? Does it happen in your com-
pany? If so, how often? When you or one of your 
management team members are lacking in leader-
ship skills, your employees know it. When they sense 
their boss or supervisor cannot lead effectively, they 
start to look for greener pastures. In other words, 
good employees will leave a poor leader.

Have you ever done an inventory of the skills 
your leadership team needs in order to excel in their 
positions? That question begs a second question. 
How can you properly gauge a leader’s performance 
if you don’t have the right yardstick by which to 
measure it?

One of the assessment tools I use with my green 
industry clients helps them identify the top 25 com-
petencies or skills their leaders should possess. De-
pending on the position, some skills are more im-
portant than others. After we identify which skills 
are necessary for a particular leadership position, we 
assess the competencies of the foreman or leader. 
Based on the results of that report, we design a learn-
ing and coaching strategy to assist that individual to 
develop those skills. Let’s talk about some of those 
competencies and the impact they can have on that 
person’s ability to perform.

Leadership qualities
One of the skills necessary for any leader is inter-
personal capabilities. This competency can be defined 
as effectively communicating, building rapport and 

Leadership

BY TOM BORG

by DESIGN
HELP YOUR MANAGEMENT TEAM DEVELOP 

THE SKILLS TO LEAD YOUR COMPANY.

A few years back, one of my green in-
dustry clients recognized that one 
of their head foremen, Bill Moore, 
had an extremely high retention 
rate with his work crews. They 

regularly showed up for work on time and were ex-
tremely productive with a minimal amount of drama. 
When necessary, his teams would pitch in and help 
other crews who had fallen behind.

Compared to most of the other foremen, Moore 
was head and shoulders above the rest. When we an-
alyzed his leadership style, we observed, among other 
factors, a number of specific qualities that stood out. 
First, he was a man of few words, and he genuine-
ly walked the talk. He modeled the hard work he 
expected out of each one of his crew members. He 
made sure, on a regular basis, that the equipment he 
and his crews used was always maintained and in top 
working order.

Moore possessed another indispensable quality; 
he was firm but fair. His demeanor was one of re-
spect to all he met, and he received in return. He had 
a presence about him that people admired. Moore 
was the type of person you did not want to disap-
point. His assistant crew leaders knew they could 
count on him for guidance and direction on how to 
do their jobs in the best possible way. Many on his 
team looked to him as a fatherly figure. Plain and 
simple, he possessed the personal skill of leadership.

Recent research conducted in 2019 by DDI, a 
leading global consulting firm, reports that 57% of 
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relating well to all kinds of people. Here are some of 
the ingredients of this skill:

• Demonstrates a sincere interest in others.
• Treats all people with respect, courtesy and 

consideration.
• Respects differences in the attitudes and per-

spectives of others.
• Handles any situation gracefully by using non-

verbal communication, in-depth questioning 
and listening skills.

The DDI report shows that when it comes to 
interpersonal skills, we must recognize that they are 
not “soft skills,” but rather a critical part of leadership 
skills.

How many of your managers or foremen pos-
sess interpersonal capabilities? Two better questions 
might be: Which ones don’t? How is it affecting their 
performance?

Another skill necessary for any leader is con-
flict management. This competency can be defined 
as understanding, addressing and resolving conflict 
constructively. Here are some of the ingredients of 
this skill:

• Readily identifies and addresses issues, con-
cerns or conflicts.

• Recognizes opportunities for positive out-
comes in conflict situations.

• Listens to gain understanding of an issue from 
different perspectives.

• Settles differences without damaging relation-
ships. 

Conflict management can be used externally 
with clients and vendors, and it can be used inter-
nally with employees and other leaders within your 
organization. When your managers or foremen pos-
sess this competency, it can go a long way to creating 
the right kind of work culture where people want to 
work for your company.

Another skill necessary for any leader is employee 
development/coaching. This competency can be de-
fined as facilitating, supporting and contributing to 
the professional growth of others. Here are some of 
the ingredients of this skill:

• Inspires confidence in others’ ability to grow 
professionally.

• Encourages initiative and improvement.
• Gives new and challenging work assignments.
• Acknowledges and praises improvements.
Often in the green industry, the workforce is 

composed of individuals who have not yet devel-
oped their work skills or personal work habits. New 
employees might come from a difficult family back-
ground, be fresh out of school or join from an unre-
lated industry and have some bad habits that require 
coaching. Make sure your foremen develop skills to 
handle conflict in the workplace.

Let’s go back to our star-performing head fore-
man Bill Moore. Here was a man who could work 
with and coach his assistant foremen and his teams, 
no matter what their background. He knew how to 
relate to the individuals who worked for him. He had 
the ability to connect, teach, coach and bring out the 
best in his people. His crews served as models for the 
rest of the company. 

The final skill we will talk about is problem solv-
ing. This competency can be described as defining, 
analyzing and diagnosing key components of a prob-
lem to formulate a solution. Here are some of the 
ingredients of this skill:

• Anticipates, identifies and resolves problems or 
obstacles.

• Utilizes logical processes to analyze and solve 
problems.

• Identifies the multiple components of prob-
lems and their relationships.

• Understands and defines the problem before 
jumping to a solution.

What is so critical about this skill of problem- 
solving is that it is a “must have” competency. Ev-
ery business owner or manager knows to expect 
problems. Successful oil magnate J. Paul Getty once 
said, “Don’t be surprised by trouble.” This is a great 
reminder of the reality of running a business or a de-
partment. Remember, you pay your leaders to solve 
problems. If this is an area where they need assis-
tance, make sure they get help and learn how to solve 
those problems.

Here are five final questions to ponder:
1. How many leaders do you have working for 

you that are similar to Bill Moore?
2. What are the key leadership skills you need 

your foremen and managers to possess?
3. What can you do to raise the leadership skills 

of your foremen and managers?
4. How could it impact your employee retention 

rate?
5. How could it impact your bottom line?
Use these questions to determine where to focus 

your training and empower your team to be efficient 
leaders in your company.  

HOW CAN YOU PROPERLY 
GAUGE A LEADER’S 
PERFORMANCE IF YOU DON’T 
HAVE THE RIGHT YARDSTICK 
BY WHICH TO MEASURE IT?
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Tom Borg is a team 
performance and customer 
experience expert who 
works with green industry 
organizations and their lead-
ership teams to help them 
connect, communicate and 
work together better without 
all the drama through his 
consulting, training, coach-
ing, leadership instruments 
and job benchmarking 
tools. To ask him a question, 
please call 734.404.5909, 
email tom@tomborg.com or 
visit his website at: www.
tomborgconsulting.com.



BY KYLE BROWN

A Wetlands Inc. worker hydroseeds the green 
roof of the Statue of Liberty Museum, which 
opened last summer. Photo: Wetlands Inc.

A MONUMENTAL JOB



THE SITE WAS VERY 
TIGHT, AND THERE 
WERE 50-60 GUYS 
WORKING AT ONCE. 
– ANGELO LOCASCIO,  
WETLANDS INC.
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I
t’s not uncommon for an outdoor public area to 
include some kind of sculpture surrounded by vi-
brant landscaping. It’s less common for it to be 
the Statue of Liberty.

That’s what industry professionals faced when 
they were brought on to develop the landscaping 

around and on the Statue of Liberty Museum, locat-
ed on Liberty Island, New York. 

“I think it was one of the most interesting jobs I’ve 
been on,” says Doug Armour, CGIA, CIC, CLIA, 
CLWM, commercial irrigation technical manager at 
Central Turf and Irrigation Supply, Elmsford, New 
York.

Armour and others joined the project between 
2018 and 2019 to develop the landscaping around 
the museum, which opened last summer, replacing 
a smaller museum that had been housed in the stat-
ue itself. The design included a green roof, populated 
with wildflowers and grasses native to the area. It also 
meant working closely with the National Park Ser-
vice and other contractors.

In some cases, that meant actually working in very 
close quarters with other contractors, each focused 
on a different part of the job, says Angelo LoCascio, 
operations manager for Wetlands Inc., Saddle Brook, 
New Jersey, which installed the green roof irrigation 
and planters in the first phase of the landscaping 
project after construction had completed. The entire 
island only covers about 15 acres. 

“The site was very tight, and there were 50-60 
guys working at once,” he says. “Machines were go-
ing everywhere and people were honking horns. Ev-
erybody played as nice as they could to respect one 
another’s material and job space.”

KEEPING THE JOB MOVING
One of the biggest challenges was just making sure 
enough materials were available to keep work going, 
LoCascio says.

“Basically, I had to shoot an email daily as to what 
I needed over to the island,” he says. That list went 
to the general contractor, who coordinated a small 
barge that headed to the island a few times per week, 
depending on how much material needed to be 
shipped to the island. “We had to share, so it wasn’t 
just a barge for me.”

Sometimes that meant all that could fit on the 
barge were a few concrete trucks or trucks filled with 
topsoil for the green roof or irrigation supplies, Lo-
Cascio says. That also sometimes meant coordinat-

ing with Central Turf and Irrigation in delivering the 
materials, as the trucks and their drivers would have 
to remain on the island for several hours until the 
barge went back out later in the day. 

The barges didn’t come cheaply, either, at about 
$4,500 per day, according to Doug Fullerton, owner 
of Fullerton Landscape Architects of Succasunna, 
New Jersey, which was responsible for the ground- 
level landscaping and irrigation.

“It’s not a cheap operation when you’re bringing 
trucks, equipment and dumpsters out there,” he says. 
Anything that could fit in a wheelbarrow could be 
carried over on the public boats, which ran from 6:40 
a.m. until 5 p.m. For the first two hours of each day’s 
runs, the public boats brought over vendor materials, 
but that also included supplies for restaurants and 
other contractors. 

Working with the barges required a lot of com-
munication, especially when Fullerton needed to find 
room to move equipment like a track loader or com-
pressor on- and off-site, he says.

When he was waiting for the right materials to 
show up to continue the job, LoCascio found other 
daily work to keep his crews busy. He did his best to 
stay ahead of the job by monitoring the used mate-
rials and projecting what he would need in the up-
coming week.

The island provided another limitation in that 
only equipment that could fit on a barge could be 
brought across to the job site. That meant LoCascio 
was only able to bring a small crane over to move 
material, instead of a larger piece of equipment that 
he’d typically use for a green roof project. In total, the 
crane lifted about 600 cubic yards of topsoil to the 
site, brought in 1.5 cubic yard bags. 

INDUSTRY PROFESSIONALS ADD SOME 
GREEN TO A HISTORIC NATIONAL SITE.
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“There was no room for a large crane,” he says. 
“If you can visualize it, the crane could only get the 
material over to one corner of the roof. Then I would 
have guys wheel-barrowing out of that one corner to 
the opposite corner.”

LoCascio started actually laying the topsoil on 
the opposite side of the roof, a distance of about 50 
yards away, and working back toward the loading 
point.

“We worked our way from far to closer,” LoCas-
cio says. “So every bit of topsoil that came, the dis-
tance shrunk a little bit.” That’s a little bit different 
from other rooftop projects he’s been involved in, 
where there was more room to work and an island’s 
accessibility wasn’t limiting the available equipment. 
In most cases, he’d be able to have the topsoil placed 
right on the roof where it was needed. 

Maintaining a good grasp of logistics is key to a 
successful rooftop garden installation, LoCascio says. 
A contractor needs to know what type of equipment 
is necessary for the job and where load-bearing ar-
eas are. While an installation job on the ground can 
be more fast-paced, a rooftop installation means 
keeping track of how much material is available and 
scheduling deliveries to keep the job moving along 
steadily. 

“You work your logistics differently,” LoCascio 
says. “Instead of ‘push, push, go, go, go,’ you work a 
little smarter.”

Working on Liberty Island also meant being 
more exposed to the elements than usual. LoCascio’s 
team was on-site during the summer, “in the middle 
of July on a rooftop,” he says. He talked regularly with 
his crew about working safely in hot weather, drink-
ing water regularly and taking consistent breaks. He 
had a pallet of bottled water delivered to the rooftop 
so it was always available, and the museum’s cafeteria 
provided ice cubes in coolers to help keep body tem-
peratures in a safe range. 

GROWING IN
In many installations, either drip irrigation or sprin-
kler heads are used to manage the irrigation program. 
But in this case, both were installed to provide multi-
ple options for both the green roof and the surround-
ing landscaping. 

“We have a duplicate system that’s both drip 
and spray,” says Fullerton. “The spray is supposed 
to be temporary, until the meadow reaches a certain 
height. Then it’s supposed to be discontinued and the 
drip will take over.”

The spray heads are less likely to be ripped out 
in daily weeding, so they act as backup to the drip 
irrigation, Fullerton says. 

The plants, a meadow mix of native grasses and 
wildflowers for the region, were chosen to reduce 
the need for extensive watering and maintenance, 
says Fullerton. While it starts with particular vari-
eties, it’ll eventually pick up other regional varieties 
through carriers like birds. The grasses are meant to 
be relatively short, between 18 to 24 inches.

“Eventually, it’ll turn into a north Jersey mead-
ow,” Fullerton says. “It’s not to make it a horrendous 
weeding job. It’s usually mowed once or twice a year.”

Contractors worked in close 
quarters to bring both the 
green roof and surrounding 
landscape to life with a blend 
of native grasses and flowers. 
Because of the site’s island 
location, materials delivery 
had to be planned using 
barges. Above, in circle: Wet-
lands CEO Christine Imbarrato 
supervises a crew on site. 
Photos: Wetlands Inc. Above, 
center: Fullerton Landscape 
Architects
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Once the topsoil was down, LoCascio 
hydroseeded the entire green roof. The 
roof ’s design didn’t call for any shrubs or 
trees that required extra attention or water. 
He included some annual oats that would 
come up quickly in the summer and visual-
ly kick-start the grow-in before black-eyed 
Susans came up in the fall.

“The annual oats, they popped up really 
fast, and we had the irrigation going three 
or four days a week,” LoCascio says. The 
daily and overnight temperatures stayed in 
the right range to support the new growth, 
and within a few weeks, “it was a beautiful 
grassy field.”

The meadow mix itself will take about 
two years to grow in fully, which took some 
discussion with the National Park Service 
to reassure them that the plants would 
grow in fully and that some of the grasses 
weren’t, in fact, weeds.

WORKING WITH THE PAST
The island’s history provided obstacles 
for the installation in a few ways. One of 
the toughest challenges was working with 
older irrigation systems that had been pre-
viously installed, Fullerton says. The plans 
for the existing irrigation from 10-20 years 
prior were missing. That meant that his 
team was digging up mains and retrofit-
ting the system as it went, as well as finding 
connections that had the proper pressure 
on the island.

for the irrigation system through the mu-
seum itself.

“Now they’re able to remotely connect to 
the controller and get alarms and alerts of 
whatever’s going on out there,” Armour says.

The moisture sensors help protect the 
plants, which also deal with additional 
weather challenges due to being on the 
open water, with higher wind and wider 
temperature changes, Armour says.

“It’s usually a cooler temperature out 
there,” he says. “The nice part with having 
eight moisture sensors in different areas 
out there is that we’re actually able to read 
soil temperature and moisture. And up on 
the green roof, they’re getting sun all day 
long. So it was pretty important to set it up 
correctly so everybody’s getting watered the 
same way.”

Fullerton Landscape holds a five-year 
contract to maintain the island’s irrigation 
systems across the ground-level and roof-
top landscaping, with daily monitoring of 
sensors to check for issues. The system in-
cludes moisture sensors on each level, and 
the irrigation is adjusted to keep water us-
age efficient. 

As the season starts up, Fullerton will 
be monitoring those sensors and starting 
pre-emergent applications for the grow-
in. His team will also be reseeding areas 
as needed after public use with about 800 
people coming to the site every 20 minutes 
on two boats.

THE PLANTS, A MEADOW MIX OF NATIVE GRASSES AND 
WILDFLOWERS FOR THE REGION, WERE CHOSEN TO REDUCE 
THE NEED FOR EXTENSIVE WATERING AND MAINTENANCE.

Beyond that, the possible preservation 
of history was a major part of the process, 
Fullerton says. 

“Every hole you dig has to be checked 
out by an archeologist,” he says. “It’s a his-
toric site, so everything has to be inspected 
for arrowheads or other things. They sifted 
a lot of dirt but didn’t find anything.”

The island provided another challenge 
with unreliable cellular service, a necessi-
ty to be able to send messages from sen-
sors back to the mainland without regular 
physical visits. Initially, a cellular modem 
was used for the system, but trying to com-
municate over water was unreliable, says 
Armour. He and others worked with the 
museum to secure an Ethernet connection 

“We’re certainly proud to work on the 
Statue of Liberty,” Fullerton says. 

Working on the museum’s landscaping 
had a personal connection for LoCas-
cio, who remembers going to the Statue 
of Liberty for a sixth grade field trip, and 
looks forward to when his now two-year-
old son is old enough to go on a field trip 
with his classmates.

“Every single school district in Jersey 
brings their children out to the Statue of 
Liberty. One day my son is going to go 
there,” LoCascio says. “That’s a forever 
building, and we had a hand in that.”  

The author is editor-in-chief of Irrigation & Green In-
dustry and can be reached at kylebrown@igin.com.
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OUTDOOR TRENDS

A
nna Thurston, a landscape designer based in Tacoma, Washington, 
sees herself as her customer’s agent, “like a real estate agent would 
be on behalf of a seller,” helping them work with contractors to get 
what they want out of their outdoor living spaces. 

Wade Parker, owner of Majestic Landscapes in the Charlotte, 
North Carolina, area, says, “The amount of time I spend on a cus-
tomer personally is unlimited.” Through developing a personal rela-
tionship, he’s able to keep them over the long term. 

And James Denison, vice president of residential and hardscape 
sales at Denison Landscaping and Nursery Inc. in the mid-Atlantic region, says 
his salespeople focus on how customers are going to use their outdoor living 
spaces. “It’s function over everything else,” he says. “I hate to invest their time and 
money in something that doesn’t work.”

In talking with customers about how to design and build their outdoor living 
spaces, landscape and irrigation professionals say it’s important to focus on plan-
ning to meet customer needs, determine how much maintenance they want to 
do and keep things simple in order to avoid expensive customization. With the 
right approach, it’s possible to make sure customers are happy for years to come, 
generating repeat customers and long-term profits for their companies. 

 
A PERSONAL APPROACH
Thurston, whose goal as a designer is to create outdoor rooms that are functional, 
aesthetically pleasing, easy to maintain and beneficial to the environment, likes to 
give her first-time customers a multipage questionnaire. “I ask questions like, how 
many family members do you have?” she says. “What do you want in your garden? 
How long are you planning to be in the place?” 

The purpose is to educate herself on their needs and give them a chance to 
articulate their vision. “I have enough information in that very first meeting that I 
can do quite a bit of work right there in the first two hours,” she says. 

Sometimes that initial dialogue can mean educating clients about difficult 
topics. For example, she’s currently working with older clients who have laurels 
sprouting all around a retaining wall along the property line. Thurston suggested 
pulling the laurels entirely and rebuilding the crumbling wall. “They were reticent 

It’s important to match 
an installation to a 
customer’s budget and 
timeline. Choosing the 
right outdoor elements 
will get the most out of a 
client’s experience. Photo: 
Dennison Landscaping

Find the

rightfit
Take the time to find which outdoor living 
setup matches your client’s lifestyle.

BY LEE CHILCOTE
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to do that,” she says. “But even though in the short 
term it’s a big expense, in the long term it’s a benefit. 
They’re elderly people, and my whole objective for 
them is to make that landscape as low maintenance 
as I possibly can.”

Steve Brinson, owner of Steve Brinson Irrigation 
in Miramar Beach, Florida, typically works with 
landscape contractors to implement their designs, 
so for him, customer education is less extensive. 
Although he walks customers through his irriga-
tion systems and how they function, he says, “Most 
homeowners don’t have a concept of what it takes 
for an irrigation system to run and function. All they 
want is a finished product.” 

Parker says he never gets tired of talking to cus-
tomers. “My wife accuses me of just going until the 
customer is tired,” he says. “I don’t look at my talk 
time as on-the-clock time because I know that no 
matter what, the more I talk to this customer, wheth-
er it is about their grandchildren or whether it is 
about ripping out shrubs in the front and putting in 
new ones, the better the relationship you can build 
with that person.”

At Denison, salespeople use the first site visit to 
size up the customer’s needs and understand their 
budget and timeline. Next, they try to develop a 
scope of work that delivers value for the customer 
and profit for the builder. “We try to use our exper-
tise so that customers don’t ask for too much or make 
things too hard,” he says. “One of my main things 
would be, ‘Less is more.’”

Sometimes that means steering customers away 
from unreasonable ideas and toward practical ones 
that will make them happier over the long term. 
“Some people think they want a patio or kitchen 
100 feet away from the house, and we have to say, 
‘No, you don’t want that, you’ll never go back there,’” 
Denison says. “We’re always trying to ask, ‘How does 
it work and how does it function?’”

MAINTENANCE IS KEY
Diagnosing how much maintenance a customer is 
able to do and designing a project for their needs 
is also critical. Thurston, who focused her graduate 
studies on examining the failure of green roofs due to 
lack of maintenance provisions, says not doing this 
can threaten long-term business.      

“I’ll address their budget for maintenance if I see 
that it’s lacking,” says Thurston. “I don’t want them 
to end up with a project they can’t handle over the 
long term.”

Brinson educates his clients about irrigation sys-
tem maintenance and tries to eradicate the false per-
ception that they don’t need upkeep. “I describe it 
like this to my customers: The Grand Canyon was 
made by the Colorado River,” says Brinson. “Mind 
you, it took thousands of years for that to happen, 
but a canyon was still cut by flowing water. What we 
do is put pressured water through PVC pipe. And 
that tells you everything you need to know. If flowing 
water can make the Grand Canyon, then pressured 
water through PVC is going to have maintenance; 
there’s no way around it.”

“You have to be proactive,” he adds. “That’s part 
of being a good contractor, seeing things that other 
people don’t. You might have to move some heads 
around, redesign some things, to make it work better. 
When designing it, you need to have that [mindset].”

Parker agrees that it’s critical to educate custom-
ers about maintenance when designing a landscape, 
and he often steers them away from doing things 
he thinks they can’t handle. However, because he is 
also a maintenance contractor, he has the option of 
selling them a maintenance package along with their 
outdoor living improvements. 

“In that first year, it’s crucial to get them set up,” 
he says. “Usually, I’ll step in and walk them through 
it on a no-charge basis. Or if I have to regularly 

Above: Spending more time in advance working with customers to find out exactly what outdoor  
elements they want both improves the final product and builds a relationship. Parker says that 

makes it easier to work out changes that happen later in the process. Photo: Majestic Landscapes

“THAT’S PART OF 
BEING A GOOD 
CONTRACTOR, 

SEEING THINGS 
THAT OTHER 

PEOPLE DON’T.” 
– Steve Brinson, 
Steve Brinson 

Irrigation

Fire elements are always 
popular with outdoor 
spaces, but customers 
need to understand the 
difference in upkeep 
between wood and gas 
sources. Photo: Dennison 
Landscaping

WHAT DO YOU NEED TO KNOW FROM YOUR CUSTOMERS?  
See sample questions in the online version of this story at www.igin.com/find-the-right-fit.
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maintain it, I’ll cut them as good a deal as 
possible.” 

“I love looking at jobs I did 10 years 
ago,” he says. “It’s really nice to see when 
someone actually knows how to take care 
of things themselves.”

Denison educates homeowners about 
maintenance, and he directs customers to 
keep things simple to cut down on costs 
and upkeep. “One of the first things would 
be, if they’re building a fireplace, do they 
want wood burning versus gas?” he says. 
“Do they want to handle wood, and do 
they know it’s a smoky mess that’s going 
to stink up the neighborhood? Then we 
ask about the appliance size and number of 
appliances, because it’s a lot more to keep 
clean. Everything’s outside and gets dirty.”

“Simple is better,” he says.

LIMITING CHANGES
Showing customers examples and detailed 
designs before the work starts is essential 
to making sure everyone’s on the same 
page. It’s also important to limit changes 
as much as possible after the shovel hits 
dirt, because that’s where things get messy. 
When changes need to be made, landscape 
and irrigation experts counsel being flexi-
ble and adjusting where possible, limiting 
the extra costs to the customer unless it’s 
part of a larger design-build contract. 

“You have to be open-minded and know 
that you could run into something, because 
you never know what’s underground,” says 
Brinson. “You have to have the ability to 
change on the spur of the moment. Most 
of the time it’s not a big enough cost to 
where you’re going to alter it, unless it’s 
something major.” 

Parker says that when changes need to 
be made, either before or after the work has 
started, having a good personal relationship 
with a customer can help ease the transi-
tion. “It’s easier to tell someone what they 
want doesn’t work when you’ve made the 
relationship somewhat personal,” he says.

These landscape and irrigation profes-
sionals also counsel against upselling unless 
it’s truly what the customer wants. “I think 
it’s morally important for the seller not to 
take advantage of the customer,” Thurston 
says. Overselling to a customer who can’t 
keep up with the maintenance also ends 
up making both the landscape professional 
and the wider industry look bad.

Parker says that customers will come to 
you when they’re ready to add on services or 

improvements. “Most of the time I’m not a 
pushy salesperson,” he says. “I don’t upsell 
that much. I probably should, but I’d rather 
keep the relationship.” When he suggests 
that a customer think about an additional 
service in a few years, the customer usually 
asks for a reminder about those plans once 
the current installation is finished.

Denison has had a lot of success selling 
preset packages to master-planned com-
munities in recent years. Because they’re 
already working in the community, they’re 
able to show customers exactly what 
they’re getting. Having something they can 
see really helps to sell the services and de-

sign, keeping costs down for customers and 
maximizing builder profit. 

 With higher-end projects, they upsell 
by giving customers multiple options or 
packages. “We tell them, ‘This is the base 
of what we talked about, with the patio 
and the kitchen, and these are separate 
line items that show possible extras, such 
as lighting,’” says Denison. “That way, we’re 
really showing them how it enhances their 
outdoor living.” 

Lee Chilcote is a contributing editor to Irrigation & 
Green Industry and can be reached at leechilcote@
gmail.com.
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COMPACT EQUIPMENT

MACHINES

C
ompleting a successful landscaping job often 
means choosing the right equipment for the job. 
And while mini skid steers and compact loaders 
can make lots of tasks on the job site run more 

smoothly, a wider choice of sizes and options are avail-
able to landscapers today. We talked to manufacturers 
to find out what to look for in this year’s models.

Small can be strong
Mini skid steers and compact loaders are by defini-
tion on the smaller end of the spectrum, but some new 
models are aiming for a small frame that can still do 
the job, says Buck Storlie, product line manager for 
ASV Holdings Inc., Grand Rapids, Minnesota.

“I think ‘less is more’ is the trend,” Storlie says. 
“We’re seeing in these mini loaders more lift capacity, 
more lift height. The focus to be able to more with a 
mini has definitely been the trend.”

Manufacturers are continuing to push the enve-
lope in horsepower, ground speed and lift capacity in 
a piece of equipment that’s the same size or smaller 
than previous models, Storlie says. Some landscapers 
are looking to find a niche working in smaller housing 
developments, and these models open up possibilities 
to do more with smaller machines and in less time.

Some models remain small, but they’re providing 
more for contractors with greater capacity, says Kyle 
Cartwright, marketing manager for dealer business 
for The Toro Company, Bloomington, Minnesota.

“In the last two years, the rated operating capacity 
of the compact has been closer or emerging into that 
skid steer or typical track loader rated operating ca-
pacity,” Cartwright says. 

By providing more lifting capability in a small 
frame, these models increase job site efficiency and 
boost return on investment for the contractor, he says. 

Large can be versatile
Some new mini skid steers and loaders are less con-
cerned with staying small, says Brett Newendorp, 
landscape marketing manager for Vermeer, Pella, 
Iowa. Newer models are moving past the 36-inch 
width and pushing weight boundaries toward more 
full-size machines. 

“The most popular models continue to be 
25-horsepower machines that can lift nearly 1,000 
pounds,” Newendorp says. “As the market has grown, 
the size category has grown, especially as more and 
more contractors have had the opportunity to rent 
the machine first and find out if it works in their de-
sired application.”

A larger machine with greater rated operating 
capacity allows contractors to expand the type and 
amount of work they can do in the field, says Lee 
Padgett, product manager at Takeuchi U.S., Pend-
ergrass, Georgia. Also, beyond the actual size of the 
machines, new attachments are covering a greater 
range of applications.

“Attachment manufacturers are offering a much 
broader line of specialized tools for today’s skid steer 
loaders and compact track loaders,” Padgett says. 
“This allows operators to keep their machines pro-
ductive and make money year-round.”

Larger machines could also help landscapers 
dealing with labor shortages, getting more done with 
fewer workers, Newendorp says.

What to look for
When purchasing a new mini skid steer or compact 
loader, make sure you’re choosing the right piece of 
equipment for the job, especially as size is concerned.

The first consideration for the buyer is the width 
of the machine, says Storlie. If fitting in backyard 
gates or between houses is a requirement for your 
work site, then keeping that to a manageable size is 
a high priority. 

Newendorp says another important point to look 
for is dealer and network support, making sure some-
one local is available to help in finding the right gear 
or ongoing maintenance.

“A contractor should be able to talk with their ter-
ritory representative about the types of jobs and what 
they’re expecting their machine to do,” Newendorp 
says. “It really comes down to knowing what you’re 
expecting out of the machine.” 

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

MIGHTYMIGHTY
New compact 
equipment 
models provide 
an array of 
sizes for any 
contractor’s 
needs.

By Kyle Brown

Newer  
models are 
moving past 
the 36-inch 
width and 
pushing 
weight 

boundaries 
toward more 
full-size 
machines.

Photos: Left to right, Vermeer, Caterpillar and Takeuchi.
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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 × 48 3,600 10 10 665 1,900 101

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

Avant 420/520 Kubota D722 20 86.4 × 39-43.1-95.7 
× 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 × 39.2- 
76.4 × 39.2

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

Avant 528/530 Kubota D1105 25 100.4 × 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 × 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 × 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 × 44.5 3,505 N/A N/A N/A N/A 110

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

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

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

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

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

Boxer 322D Kubota D902-Diesel 22 68 × 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 × 59.8 5,510 16 18.4 1,600 3,200 112

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

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

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

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

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

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

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

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

Caterpillar 232D Cat C2.2 T 67.1 127.3 × 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 × 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 × 72 8,768 32.2 32 3,400 6,800 127.1

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

Caterpillar 239D/249D Cat C2.2 T 67 127.3 × 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 × 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 × 76 10,533 24.8 32 2,660 7,600 125.1

Caterpillar 287D/297D2 Cat C3.3 DIT 74.3-98 146.2 × 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 × 78.1 10,918 32.2 40 3,360 9,600 127.6

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

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

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

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

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

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

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

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

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

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

Gehl R190 Yanmar 69.3 127 × 66.5 6,880 16.5 31.5 1,900 3,800 120.5

Model Engine Horsepower Length × Width 
(inches)

Weight 
(pounds)

Fuel capacity 
(gallons)

Hydraulic 
pump capac-
ity (gallons 
per minute)

Rated operat-
ing capacity 

(pounds)

Tipping load 
(pounds)

Max lift 
height 

(inches)

ASV RT-25 Diesel 24.7 114 × 48 3,755 10 11.3 665 1,900 101
ASV RT-40 Diesel 37.5 112.7 × 48.3 4,175 13 13.3 931 2,660 101
ASV RT-50 Diesel 49.6 123.2 × 58.5 5,350 13 13.3 1,400 4,000 109.6
Avant 220 Kohler 20 75 × 40 1,543 7.4 386 771 55
Avant 225 Kohler 25 75 × 40 1,543 11 386 771 55
Avant 423 Kubota 22 86 × 41 2,380 7.8 606 1,212 108
Avant 523 Kubota 22 96 × 44 3,020 7.8 882 1,763 109
Avant 528 Kubota 26 101 × 44 3,130 9 1,047 2,094 109
Avant 530 Kubota 26 101 × 44 3,218 9 1,047 2,094 109
Avant 630 Kubota 26 101 × 50 3,306 11 1,213 2,425 111
Avant 635 Kubota 37.5 101 × 50 3,373 17 1,213 2,425 111
Avant 640 Kubota 37.5 101 × 50 3,505 17 1,213 2,425 111
Avant 745 Kubota 49 120 × 50 4,078 18 2,315 4,629 121
Avant 750 Kubota 49 120 × 53 4,210 18 2,315 4,629 121
Avant 755i Kohler 57 120 × 50 4,343 21 2,315 4,629 121
Avant 760i Kohler 57 120 × 57 4,629 21 2,315 4,629 122
Avant 850 Kubota 49 133 × 58 5,467 18 2,094 4,188 137
Avant 860i Kohler 57 133 × 58 5,599 21 2,094 4,188 137
Avant R28 Kubota 26 101 × 44 3,064 9 992 1,984 109
Avant R35 Kubota 37.5 101 × 50 3,218 17 1,157 2,314 111
Avant e5 Electric n/a 101 × 44 3,615 n/a 7 1,488 2,976 109
Avant e6 Electric n/a 101 × 44 3,086 n/a 7 1,488 2,976 109
Bobcat MT55 Diesel 24.8 93.1 × 35.6 2,610 7 12 550 1,610 71.2
Bobcat MT85 Diesel 24.8 106.2 × 35.6 3,103 7 12 850 2,458 80.9
Boxer 700HDX Kubota D1105TD-Diesel 24.8 96 × 43.5 2,860 9 24 707 2,020 98
Boxer 600HD Kubota D902-Diesel 24.8 96 × 34.7 2,240 4.5 16 531 1,535 98
Boxer 320 Kohler CH641-Gas 20.5 93 × 34.5 1,760 4.5 16 381 1,088 92
Boxer 322D Kubota D902-Diesel 24.8 93 × 34.5 1,920 4.5 16 435 1,243 92
Case SR160B ISM N844LT-F-45SL 57 125 × 59.8 5,645 16 18.4 1,600 3,200 112
Case SR175B ISM N4LDI-TA-50SL-01 64 134.3 × 64.6 6,270 20 30.7 1,750 3,500 122
Case SV185B ISM N4LDI-TA-45SL-01 57 135.8 × 64.6 6,570 20 30.7 1,850 3,700 120
Case SR210B FPT F5H FL463 A*G001 68 133.7 × 69.1 6,970 19.5 33.2 2,100 4,200 123
Case SR240B FPT F5H FL463 A*G001 68 146.2 × 69.6 7,400 25.5 37.6 2,400 4,800 125.1
Case SR270B FPT F5B FL413 D*C001 84 148 × 69.8 8,117 25.5 37.6 2,700 5,400 125.1
Case SV280B FPT F5H FL463 A*G001 68 146 × 69.6 8,000 25.5 37.6 2,800 5,600 130
Case SV340B FPT F5B FL413 D*C001 84 148.5 × 73.8 9,100 25.5 38.7 3,400 6,800 131.6
Caterpillar 226D3/232D3 Cat C2.2 CRDI 67.1 127.3 × 58.9 5,849-6,514 15.1 26 1550-1,850 3,100-3,700 110.9-118.1
Caterpillar 236D3/242D3 Cat C3.3B DIT 74.3 137.3 × 66 6,567-7,138 24.8 30 1,800-2,200 3,600-4,400 122.9-121.1
Caterpillar 246D3/262D3 Cat C3.3B DIT 74.3 146.2-66 7,478-8,296 27.7 32 2,200-2,700 4,400-5,400 124.2-124.9
Caterpillar 272D3 Cat C3.8 DIT 98 155.7 × 72 9,133 31.7 32 3,450 6,900 127.1
Caterpillar 272D3 XE Cat C3.8 DITA 110 155.0 × 76 9,573 31.7 40 3,700 7,400 128.6
Caterpillar 239D3/249D3 Cat C2.2 CRDI 67.1 127.3 × 66 7434-7831 15.1 26 1,530-1,740 4,370-4,970 111.2-118.2
Caterpillar 257D3/259D3 Cat C3.3B DIT 74.3 137.3 × 66 8,094-8,987 24.8 30 1,800-2,010 5,145-5,745 121-121.7
Caterpillar 279D3/289D3 Cat C3.3B DIT 74.3 146.2 × 78 10,095-10,688 27.7 32 2,220-2,890 6,345-8,255 124.9-125.1
Caterpillar 299D3 Cat C3.8 DIT 98 154.7 × 76 11,464 31.7 32 3,480 9,945 126.3
Caterpillar 299D3 XE Cat C3.8 DITA 110 154.7 × 76 11,756 31.7 40 3,560 10,170 126.3
Ditch Witch SK600 Kubota diesel 24.8 80 × 33.5 2,418 10.5 12 600 1,725 76
Ditch Witch SK800 Kubota diesel 24.8 86 × 36 2,920 10.5 12 911 2,605 83
Ditch Witch SK1050 Yanmar diesel 37 86 × 42 3,435 10.5 13.9 1,062 3,035 83
Ditch Witch SK1550 Yanmar diesel 43.5 100 × 46 3,990 10.5 16 1,558-1,978 4,450 94.5
Ditch Witch SK3000 Yanmar diesel 58.9 107 × 57 7,600 21.1 22 3,102 8,863 118
Gehl R105 Yanmar 3TNV88C-KMS Tier 4 34.7 118 × 48.4 4,200 10 14.5 1,050 2,100 108.1 or 107.5
Gehl R135 Yanmar 4TNV88C-KMS Tier 4 46.3 120.3 × 52.6 5,130 16.5 17 1,350 2,700 109.6
Gehl R150 Yanmar 4TNV88C-KMS Tier 4 46.6 122.1 × 63.2 5,930 16.5 17 1,500 3,000 119
Gehl R165 Yanmar 4TNV98C-NMS2 Tier 4 69.3 122.1 × 63.2 6,165 16.5 25 1,650 3,300 119
Gehl R190 Yanmar 4TNV98C-NMS Tier 4 69.3 127 × 64.5 6,880 16.5 31.5 1,900 3,800 120.5
Gehl R220 Yanmar 4TNV98CT-NMS Tier 4 72 136.5 × 65.5 7,980 18 35 2,200 4,400 123

Editor’s note: Information presented in these charts was provided by manufacturers  
or manufacturer materials. Please contact the manufacturer directly for more details.
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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 × 69.5 7,980 18 35 2,200 4,400 123

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

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

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

Gehl V420 Deutz 120.7 159 × 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 × 59 -142 × 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 × 65 8,734 25.9 18.5/26.4 2,050 5,857 119

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

JCB 225T JCB EcoMax TCAE-55 74 146 × 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 × 72-151 × 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 × 78 12,515 27.2 24/33 3,250 9,285 125

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

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

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

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

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

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

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

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

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

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

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

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

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

MultiOne 5.2 Kubota 25 94.1 × 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 × 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 × 59 4,541 13.2 25 3,527 5,732 126.4

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Model Engine Horsepower Length × Width 
(inches)

Weight 
(pounds)

Fuel capacity 
(gallons)

Hydraulic 
pump capac-
ity (gallons 
per minute)

Rated operat-
ing capacity 

(pounds)

Tipping load 
(pounds)

Max lift 
height 

(inches)

Gehl R260 Yanmar 4TNV98CT-NMS Tier 4 72 143 × 65.5 8,200 21.5 35 2,600 5,200 123
Gehl V270 Gen:2 Yanmar 4TNV98CT-NMS Tier 4 72 148 × 69.5 8,150 24.5 35 2,700 5,400 130.3
Gehl V330 Gen:2 Yanmar 4TNV98CT-NMS Tier 4 72 152.5 × 72 9,090 24.5 35 3,300 6,600 131.2
Gehl V420 Deutz TCD 3.6 Tier 4 120.7 159 × 81 11,665 38 41 4,200 8,400 143.8
JCB 215 Kohler KDI 2504 TCR 74 137 × 63 7,253 24.3 19-30 2,112 4,222 118
JCB 215T Kohler KDI 2504 TCR 74 137 × 66 9,098 24.3 19-30 2,105 6,016 119
JCB 270 JCB EcoMAX TCAE-55 74 149 × 72 8,680 27.3 24-33 2,723 5,448 125
JCB 270T JCB EcoMAX TCAE-55 74 149 × 77 11,003 27.3 24-33 2,723 7,990 125
JCB 300 JCB EcoMAX TCAE-55 74 149 × 72 9,288 27.3 24-33 3,186 6,369 125
JCB 300T JCB EcoMAX TCAE-55 74 149 × 77 11,219 27.3 24-33 3,000 8,627 125
JCB 325T Forest Master JCB EcoMAX TCAE-55 74 149 × 72 12,364 27.3 24-33 3,201 9,145 125
JCB 3TS-8W JCB EcoMAX TCAE-55 74 149 × 72 9,859 27.3 24-33 3,208 6,419 159
JCB 3TS-8T JCB EcoMAX TCAE-55 74 149 × 77 12,615 27.3 24-33 3,695 10,558 159
JCB 2TS-7T Kohler KDI 2504 TCR 74 142 × 66 9,914 25.9 19-29 2,096 6,138 144
John Deere 312GR Yanmar 4TNV86CT 51 103 × 63 5,905 19 17 1,550 3,100 88.6
John Deere 314G Yanmar 4TNV86CT 51 103 × 63 6,140 19 17 1,760 3,520 94.3
John Deere 316GR Yanmar 4TNV86CHT 65 103 × 63 6,180 19 17 1,750 3,500 88.6
John Deere 318G Yanmar 4TNV86CHT 65 103 × 63 6,542 19 17 1,945 3,890 94.3
John Deere 320G Yanmar 4TNV98C 69  112 × 67 7,150 21 21 2,190 4,380 97.7
John Deere 324G Yanmar 4TNV98CT 74  112 × 67 7,700 21 21 2,690 5,380 102.1
John Deere 330G Yanmar 4TNV94FHT 91.2 122 × 78 9,900 25.5 23.5 3,000 6,000 106.1
John Deere 332G Yanmar 4TNV94FHT 100 122 × 78 10,000 25.5 25 3,600 7,200 106.1
John Deere 317G  Yanmar 4TNV86CHT 65 103 × 65 8,423 19 17 2,125 6,070 95.6
John Deere 325G  Yanmar 4TNV98CT 74 112 × 72 9,500 21 19 2,590 7,400 102.1
John Deere 331G  Yanmar 4TNV94FHT 91.2 122 × 79 11,900 30 23.5 3,100 8,857 106.1
John Deere 333G Yanmar 4TNV94FHT 100 122 × 79 12,100 30 25 3,700 10,570 106.1
John Deere 204L Yanmar 4TNV98 63 214 × 69 11,806 13.2 18 3,616 7,231 96
John Deere 244L  Yanmar 4TNV98CT 73 213 × 76 12,258 23.8 18 4,079 8,157 99
John Deere 304L Yanmar 4TNV98 68 217 × 70 12,778 13.2 20 4,046 8,091 103
John Deere 324L Yanmar 4TNV98CT 73 222 × 82 14,110 23.8 25 4,883 9,766 103
John Deere 344L John Deere PowerTech 4045T 106 248 × 93 19,533 40.9 30 6,294 11,795 112
Kubota SSV65* Kubota V2607-CR-TE4 64 135.4 × 69 6,790-7,055 25.4 18-28 1,950 3,900 121.5
Kubota SSV75* Kubota V3307-CR-TE4 74.3 144.1 × 75 8,157-8,422 26.9 20.9-30.4 2,690 5,380 128.3
MultiOne 2.3 Briggs & Stratton 25 80.6 × 40.7 1,543 9.5 11.1 750 1,168 63
MultiOne 4.2 Kubota 20 94.1 × 38.6 2,072 8.2 1543 2,249 108
MultiOne 5.2 Kubota 25 94.1 × 38.6 2,116 6.6 9 1,543 2,249 108
MultiOne 5.3 K Kubota 25 94.1 × 38.6 2,315 13.2 1,631 2,645 108
MultiOne 6.3+ K Kubota 25 96.3 × 42 3,153 13.2 1,720 2,646 115
MultiOne 6.3S K Kubota 25 96.3 × 42 3,153 13.2 1,720 2,646 115
MultiOne 7.2 Yanmar 28 105.9 × 44.5 3,549 9.8 2,249 3,307 114
MultiOne 7.3+/7.3S Yanmar 35 105.9 × 44.5 3,682 17.9 2,360 3,417 114
MultiOne 8.4+/8.4S Yanmar 40 105.9 × 50.4 3,796 19 2,360 3,527 117.3
MultiOne 8.5S Kohler 57 116 × 50.4 3,858 20 2,700 3,968 117.3
MultiOne 9.5 Yanmar 50 126 × 59 4,464 22.5 3,527 5,732 126.4
MultiOne 9.6 Kohler 57 126 × 59 4,541 25 3,527 5,732 126.4
MultiOne 10.8 Yanmar 72 126 × 59 4,718 13.2 25 3,748 5,952 126.4
MultiOne 10.9 Kohler 75 126 × 59 4,630 13.2 25 3,748 5,952 126.4
MultiOne 6.3K SD Kubota 25 105.9 × 42.1 3,549 10.5 1,984 3,307 114
MultiOne 7.3 SD Yanmar 35 105.9 × 44.5 3,748 9.3 2,138 3,483 114
MultiOne 8.4 SD Yanmar 40 105.9 × 51.2 3,924 10.5 2,204 3,549 114
MultiOne 9.5 SD Yanmar 50 126 × 59 4,530 13.5 3,638 5,842 126.4
MultiOne EZ7 Lead acid electric n/a 105.9 × 50.4 3,450 9.3 3,175 3,968 114
MultiOne EZ8 Lithium-ion battery n/a 105.9 × 50.4 2,784 9.3 2,734 3,417 114
MultiOne 12.4/12.4 2V Yanmar 40 136.2 × 48.7 4,575 13.7 3,172 4,430 94.5
MultiOne 12.4 T/12.4 T 2V Yanmar 40 136.2 × 48.7 4,839 13.7 2,775 2,974 135.8
Mustang 1050R Yanmar 34.7 114 × 48.4 4,200 10 14.5 1,050 2,100 107.5
Mustang 1350R Yanmar 46.6 120.3 × 52.6 5,078 16.5 17 1,350 2,700 109.6
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COMPACT EQUIPMENT

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 × 69.6 8,245 25.5 24.2 2,800 5,600 129.4

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Toro Dingo TX 525 Narrow Track Kubota D902-E3B 25 70.7-92 × 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 × 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 × 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 × 41 2,790 11.5 15.2 1,075 3,071 81

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Research conducted by Sean Lajoie, Irrigation Association, seanlajoie@irrigation.org.

Model Engine Horsepower Length × Width 
(inches)

Weight 
(pounds)

Fuel capacity 
(gallons)

Hydraulic 
pump capac-
ity (gallons 
per minute)

Rated operat-
ing capacity 

(pounds)

Tipping load 
(pounds)

Max lift 
height 

(inches)

Mustang 1500R Yanmar 46.6 122.1 × 63.2 5,887 16.5 17 1,500 3,000 118.8
Mustang 1650R Yanmar 69.3 122.1 × 63.2 6,122 16.5 18.9 1,650 3,300 118.8
Mustang 1900R Yanmar 69.3 127 × 66.5 6,854 16.5 31.5 1,900 3,800 120.5
Mustang 2200R Yanmar 72 136.5 × 69.5 7,960 18 35 2,200 4,400 123
Mustang 2600R Yanmar 72 143 × 69.5 8,180 21.5 35 2,600 5,200 123
Mustang 2700V NXT2 Yanmar 72 148 × 69.5 8,150 24.5 35 2,700 5,400 130.3
Mustang 3300V NXT2 Yanmar 72 152.5 × 72 9,090 24.5 35 3,300 6,600 131.2
Mustang 4200V Deutz 120.7 158 × 79.5 11,665 31 40.8 4,200 8,400 144
New Holland L316 ISM/N844LT 57 95.9 × 59.8 5,645 16 18.4 1,600 3,200 112
New Holland L318 ISM/N844LTA 57 105.7 × 64.6 5,930 19.5 30.7 1,800 3,600 120
New Holland L320 ISM/N844LTA 64 105.7 × 69.1 6,470 19.5 30.7 2,000 4,000 121
New Holland L321 FPT/F5H FL463 68 105.1 × 69.1 6,970 19.5 33.2 2,100 4,200 123
New Holland L328 FPT/F5H FL463 68 117.6 × 69.6 7,895 25.5 37.6 2,800 5,600 129.4
New Holland L334 FPT/F5BFL413E 84 118.8 × 76.0 8,900 25.5 37.6 3,400 6,800 131
New Holland C327 FPT/F5H FL463 68 104.8 × 69.5 8,270 19.5 37.6 2,700 5,400 125.1
New Holland C332 FPT/F5H FL463 68 117.3 × 76.5 9,630 25.5 37.6 3,200 6,400 131.1
New Holland C334 FPT/F5BFL413E 84 118.2 × 76.5 10,000 25.5 37.6 3,400 6,800 126.7
New Holland C337 FPT/F5H FL463 68 117.0 × 76.5 9,945 25.5 24.2 3,700 7,400 131.1
New Holland C345 FPT/F5BFL413E 84 120.1 × 76.5 10,610 25.5 39.5 4,500 9,000 131.6
Power Trac 425 Gasoline 25 90 × 45 1,387 5 8 800 n/a 60
Power Trac 1430 Diesel 30 104 × 53 2,560 8 12 1,200 n/a 72
Power Trac 1445 Diesel 45 121 × 56 3,920 12 15 1,800 n/a 84
Power Trac 1460 Diesel 60 134 × 59 5,620 12 18 2,400 n/a 96
Ramrod 3300 Pro Perkins/Kubota 33 78 × 42 3,250 6 14 1,155 3,300 102
Ramrod 1350 Pro Perkins/Kubota 33 67 × 42 2,575 8 14 473 1,350 72
Ramrod 1330 Pro Kubota 33 70 × 39 2,100 10 14 465.5 1,330 72
Ramrod 500 4WD/575 Track Briggs & Stratton 13.5 77.5 × 38-40 1150-1380 1.3 6.3 200-250 500-575 66
Ramrod WB1630 Briggs & Stratton 23 83.5 × 1,700 2.5 12 437.5 1,250 66
Toro Dingo 320-D Kubota D722 20 62-82.2 × 35-40.5 1,722 4 4-10.8 524 1,047 66
Toro Dingo 323 Kohler CH23 23 62-82.2 × 35-40.5 1,567 11.2 4-10.8 515 1,030 66
Toro Dingo TX 427 Narrow Track Kohler CH740 25 70.7-92 × 33.7 1,882 6 6-16.9 535 1,530 65.8
Toro Dingo TX 427 Wide Track Kohler CH740 25 70.7-92 × 41 1,990 6 6-16.9 535 1,530 65.8
Toro Dingo TX 525 Narrow Track Kubota D902-E3B 25 70.7-92 × 33.7 1,904 6 6-16.9 553 1,580 65.8
Toro Dingo TX  525 Wide Track Kubota D902-E3B 25 70.7-92 × 41 2,013 6 6-16.9 553 1,580 65.8

Toro Dingo TX 1000 Narrow Track Kubota D1305 24.9 81.7-100.7 × 33.7 2,785 11.5 9-15.2 1,000 2,857 81
Toro Dingo TX 1000 Wide Track Kubota D1305 24.9 81.7-100.7 × 41 2,860 11.5 9-15.2 1,075 3,071 81
Toro Dingo TXL 2000 Kubota D1803 Diesel 49.6 54 × 136.9 × 67.8 6,690 18.3 15.2 2,000 5,715 123.4
Toro e-Dingo 500 Lithium-ion battery N/A 62-82.2 × 35.6 2,076 0 6.5 515 N/A 66
Takeuchi TL6R Kubota/V2403-CR-TE4B 65.2 131.1 × 60.2 7,485 20 17.8 2,635 5,269 114.3
Takeuchi TL8 Kubota/V3307-CR-Turbo 74.3 133.8 × 65.3 8,455 19.8 18.4 3,010 6,020 119.2
Takeuchi TL10V2 Kubota/V3307-CR-TE4B 74.3 143.3 × 68.5 9,950 21.5 18.8 3,600 7,205 124.8
Takeuchi TL12R2 Kubota/V3800-TIEF4B 111.3 159.2 × 77.1 12,300 31.6 23.2 4,315 8,629 129.9
Takeuchi TL12V2 Kubota V3800-TIF4B 111.3 127.2 × 78.2 12,860 32.7 24.8 5,868 11,737 121.2
Takeuchi TS80R2 Deutz/TD2.9L4 Turbo 74 111.5 × 66 7,950 28 21.5 2,825 5,650 125
Takeuchi TS80V2 Deutz/TD2.9L4 Turbo 74 109 × 66 8,965 28 26 3,500 7,000 130
Vermeer S450TX Diesel-Kubota D902 24.8 75.4 × 35.8 2,300 7.5 12.5 500 n/a 72
Vermeer S925TX Diesel-Kubota V1505 24.5 106 × 40 3,285 13 15.5 925 n/a 84.5
Vermeer S925TX Gas-Kubota WG1605 40 106 × 40 3,350 13 15.5 925 n/a 84.5
Vermeer CTX50 Gas- Kohler Command PRO EFI 25 75 × 35.5 2,100 4 12.5 600 n/a 72
Vermeer CTX100 Diesel-Kohler KDI 1903 40 89.5 × 36 3,400 14.5 15.5 1,035 n/a 88
Volvo L20H Volvo D2.6M 64.4 200 × 65 10,141 15.8 55.6 3,748 7,496 162
Volvo L25H Volvo D2.6M 64.4 204 × 71 10,803 15.8 55.6 3,858 7,716 165
Volvo L30G Volvo D3.3M 74 208 × 75 12,125 22.2 15 4,795 9,590 166
Volvo L35G Volvo D3.3M 74 213 × 83 13,448 22.2 18.2 5,457 10,913 170
Volvo L45H Volvo D4J 100 250 × 88.6 19,334 39.6 34.8 6,548 13,095 186.6
Volvo L50H Volvo D4J 116.7 254 × 88.6 20,900 39.6 41.7 7,231 14,462 192.1
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Weed Season SMARTS
Stay ahead of summer weeds by knowing what to look for.Stay ahead of summer weeds by knowing what to look for.

By Helen M. Stone
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WEED MANAGEMENT

S
pring is here, summer’s coming and this is 
likely your busiest time of the year. While 
trees, turf and bedding plants salute the 
warming temperatures with a burst of 
growth, unfortunately the weeds are right 
there with them. The good news is there 
are plenty of options to help you keep your 
landscapes clean and thriving. Here are a 
few of the most dastardly devils with tips 
to keep them at bay. 

DANDELIONSDANDELIONS
Dandelions attract bees and the edible plants have 
many purported medicinal uses, but every plant has 
its place. “If you’ve got kids playing in the yard, you 
don’t want bees everywhere,” cautions John Kamins-
ki, PhD, turfgrass science professor and researcher at 
Penn State University.

Taraxacum officinale is a Eurasian herbaceous pe-
rennial with a long, tough taproot. The jagged leaf 
edges resemble canine teeth, and the common name 
is modified French for “lion’s tooth” (dent de lion). 
The leaves form a low-to-the-ground rosette after 
the plant plunges its deep root down. By the time 
the leaf rosette is visible, the plant is well established, 
which is one of the reasons it is so difficult to erad-
icate by hand. Just a small piece of root left behind 
will eventually become a reproducing plant.

We’ve all seen the “puffballs” dandelions produce, 
allowing seeds to spread literally hundreds of miles, 
depending on the wind. They prefer sunny spots but 
will settle for shade. They are tough and can estab-
lish themselves in almost any soil under almost any 

conditions, including wet or dry compacted soils, 
clay or sand. Individual plants can live five to 

10 years and grow up to 20 inches across. 
Fortunately, dandelions are very 

susceptible to the active ingredient 
2,4-dichlorophenoxyacetic acid. 

The two most common formula-
tions are amine salts and esters. 
Basically, esters are absorbed 
more quickly and are more 
efficient, but amines are non-
volatile and less likely to drift 
to desirable species.

“There are several ‘three-
way’ mixes that will do the job,” 

Kaminski says. “In the spring, 
look for amine solutions. They are 

safer and can cause less potential 
damage than ester formulations.” Ka-

minski recommends ester formulations 
for fall control. 

Because of its biology, the dandelion is ex-
tremely difficult to control in turfgrass without her-
bicides. In landscaped areas, repeated hand-pulling 
and heavy mulching can aid in control, but the land-
scaper must be diligent and consistent. 

WILD VIOLETWILD VIOLET
The Viola family includes many de-
sirable ornamental species, with 
pansies and Johnny jump-ups 
especially treasured by home 
gardeners. The scent of vio-
lets was especially beloved 
during Victorian times, 
and they were planted 
and cherished through-
out the world. Unfortu-
nately, this diminutive 
sweet flower can become 
a raging monster in a 
home lawn.

There are several spe-
cies of wild violets, includ-
ing the Eastern U.S. native 
Viola sororia, but all are equally 
as difficult to control in turf. The 
plant spreads by rhizomes, which 
are swollen underground stems with 
a waxy cuticle that resists herbicides. Like 
the dandelion tap root, if even a small piece 
is left behind it can result in vigorous new plants. 
Low-growing rosettes of heart-shaped leaves with 
serrated margins grow up to about 3.5 inches long.

You’ll see and smell violets flowering in April 
and May. The flowers can be purple, violet, blue or 
white and are less than an inch across. The flowers are 
self-pollinating and produce a seed capsule that gets 
dropped and released on the soil surface. Ants can 
harvest and spread the seeds. “Seeds germinate under 
cool, moist conditions and give rise to new plants,” 
says Peter Landschoot, PhD, professor and research-
er at Penn State. Between rhizomes and seeds, the 
plant can rapidly overtake a landscape.

The low-growing perennial is best controlled 
with herbicides containing triclopyr. “Repeated ap-
plication over the course of the growing season and 
over multiple years may be needed for effective con-
trol,” cautions Landschoot.

Triclopyr is usually sold in combination with oth-
er herbicides, and some of those mixes are available 
in either an ester or amine formulation.

Persistence and regular treatment are the key, as 
the thick, waxy cuticle of the rhizome slows herbi-
cide intake. Unfortunately, preemergent herbicides 
do not provide suppression or control. There are few 
or no nonchemical controls as well. 

“Improving turf density through fertilization, 
regular mowing and use of turfgrasses well-adapted 
to site conditions will help to slow the spread of this 
weed but may not provide effective suppression once 
wild violet is established,” says Landschoot. 

And if herbicides are banned in your community? 
“No real advice, other than learn to love it,” Land-
schoot says. “At least it has pretty flowers.”

Weed Season SMARTS
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GOING NATURAL GOING NATURAL 
Herbicide bans are becoming increasingly common  
in some areas. There are several products touted for 
chemical-free control, but how do they work? Kai Umeda, 
turfgrass specialist at the University of Arizona, is currently 
conducting trials on several products and finds that they 
can offer a viable, if imperfect, alternative.

“The organic products are up and down,” he says. 
“When you spray stuff like vinegar or citrus oils or clove  
oils you have to have good coverage.”

Experiments on golf courses using a traditional boom 
sprayer did not give satisfactory results. “It doesn’t seem  
to be as effective as when you are able to douse them 
completely. The key to using most of these products is  
to spray to the point of runoff,” Umeda says. 

One criticism of these types of products is that they 
burn the top foliage off, but provide very little root kill.  
Application is needed on a regular basis until the entire

weed succumbs, includ-
ing the root. 

Weeds should be 
sprayed while 
young. “You 
have to get them 
when they are 
still small,” he 
warns. 

In addition, patience is nec-
essary. “Results can take a while to show,” Umeda says. “It 
could take a week, or even almost two weeks, to show that 
they are working well.”

With increasing consumer interest in chemical-free 
options, research into natural weed control products will 
continue, which will lead to new and improved options 
regularly being brought to the market. 

SPURGESPURGE
As an annual weed, spurge is remarkable for its pro-
lific seeds. Researchers have noted that some spurges 
can complete their lifecycle in as few as two weeks 
and can produce up to 500 seeds per square foot. 
Seeds are dispersed by ants and wind. Seeds can also 
stick to shoes and tools, so be mindful about spread-

ing it between jobs.
Spurge is a low-growing pest in the Eu-

phorbiaceae family, which includes poinset-
tias and several drought-tolerant desert 

plants including succulents. Euphorbias 
are known for their milky sap, which 
can often be irritating. The plants form 
thick mats that compete and crowd out 
desirable plants.

Look for products that contain ory-
zalin, dithiopyr, pendimethalin, prodi-
amine, benefin, isoxaben or trifluralin. 

Since spurges can germinate any time air 
temperatures are above 60 degrees F, use 

these herbicides in the spring and again in 
the mid-summer according to label instructions.
“I wouldn’t recommend preemergents in turf,” 

says Kai Umeda, turfgrass specialist at the Univer-
sity of Arizona. “Spurge is usually a problem in bare 
spots, and it’s better to reseed the grass so it can out-
compete and suppress the spurge.”

In landscape beds, a thick layer of mulch can 
prevent seeding and establishment. Diligent hand- 
pulling will eventually diminish the seed bank. 
Gloves are recommended as protection from the ir-
ritating sap. 

NUTSEDGENUTSEDGE
Although it’s often called nutgrass, it’s not a grass at 
all. To add to the confusion, there are two different 
types, which makes nutsedge even more challenging 
to control.

The two most common species of nutsedge are 
yellow nutsedge (Cyperus esculentus) and purple nut-
sedge (C. rotundus). Yellow nutsedge is extremely 
hardy and is a problem throughout the nation. Pur-
ple nutsedge does not germinate below about 20 de-
grees F, which limits its spread. However, it widely 
spreads throughout the South and Southwest, where 
you can have both. 

Nutsedges strongly resemble grasses, but sedges 
like these emerge from the ground in bundles of three 
leaves as opposed to true grasses, which emerge with 
two leaves. In addition, nutsedge blades are thick and 
triangular. Unlike some grasses, the leaves are hairless 
and smooth. It grows taller than surrounding turf in 
the summer. 

Yellow nutsedge spreads by both rhizomes and 
tubers. The rhizomes are thickened stems that move 
through the soil to spread and establish the plant. 
The rhizomes end in a tuber, often called a nut or 
nutlet. These tubers sprout their three leaves and the 
cycle starts again. A plant can produce multiple rhi-
zomes, resulting in multiple tubers. 

Purple nutsedge spreads similarly but also pro-
duces chains of tubers along the way. A single rhi-
zome can have several “nutlets,” resulting in chains 
of weeds. Purple nutsedge has a blunt-tipped leaf 
blade, while yellow nutsedge blades are sharply 
pointed.
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Nutsedges are perennials. The flowers of yellow nutsedge are 
golden, while purple nutsedge flowers are dark and purplish. Nor-
mally, flowers are rare in turf situations when regularly mowed. Al-
though it can spread by seed, rhizomes and tubers are the biggest 
concern.

If detected early, nutsedge can be 
discouraged and eventually controlled 
by hand-pulling, but it must be diligent-
ly repeated. In landscape beds, digging 
down and finding and removing tubers 
is recommended. Removing the plant 
shoots eventually depletes the energy re-
serves in the tuber. Nutsedge uses about 
60% of its reserves to develop the first 
plant and 20% for the second. Unfor-
tunately, that still leaves 20% reserve in 
the tuber, which is perfectly capable of 
growing and thriving and beginning a 
new infestation.

“Many herbicides are available for 
sedge control, but application timing is 
critical to optimize control,” says Aar-
on Patton, PhD, associate professor of 
agronomy at Purdue University. “For 
best results, apply herbicides prior to tu-
ber production.” This means early in the 
season, when the plants are still growing 
vigorous vegetation.

“For use in lawns you have lots of options available,” says Ume-
da. The turfgrass specialist has been conducting trials on various 
controls. Some effective products include active ingredients like 
imazaquin, sulfosulfuron, trifloxysulfuron, flazasulfuron, atrazine or 
pyrimisulfan.

Landscape professionals should be aware that purple nutsedge 
likes damp soils, and Umeda cautions that it can pop up around 
leaky drip emitters. As with most plant pests, maintaining a dense 
stand of turf or a thriving landscape to outcompete invaders is the 
first step to control. 

Helen M. Stone is a freelance writer specializing in commercial horticulture.

Many herbicides Many herbicides 
are available for are available for 
sedge control, sedge control, 
but application but application 

timing is timing is 
critical to critical to 
optimize optimize 
control.” control.” 

Aaron Patton, PhD, Aaron Patton, PhD, 
Purdue UniversityPurdue University

Email: sales@raincad.com | Phone: (936) 372-9884

Easy-to-use landscape and 
 irrigation design software.

Trusted by thousands of green industry professional contractors,  
consultants and architects in over 30 countries. 

DESIGN LIKE A PRO 


 DESIGN LIKE A 
PR

O 

   ONLY 

$1.00
A DAY!

Visit us online today at  
www.RainCAD.com for details!
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STMA’S SAFE FOUNDATION 
RAISES FUNDS FOR RESEARCH
The SAFE Foundation (Safer Athletic Fields for Everyone), which 
is the Lawrence, Kansas-based Sports Turf Managers Association’s 
charity, raised nearly $40,000 from auctions, raffles, bowling and 
golf events at the STMA annual meeting in Palm Beach, Florida. 
It also received a surprise donation of $30,000 from the North Car-
olina chapter of the STMA. This donation will fund SAFE’s entire 
research grant program for 2021.

SAFE awarded 
its first official re-
search grants during 
the STMA annual 
meeting to two uni-
versities. The first 
project funded is 
a joint project be-
tween the Universi-
ty of Tennessee and 
Iowa State Uni-
versity to evaluate 
turfgrass mowing 
height and lower leg forces. The second research grant is awarded 
to Penn State University for a project investigating methods for 
baseball infield soil testing. These grants totaled more than $15,000.

SAFE’s goal is to fund sports field research, award scholarships 
and grants to selected students, and fund the student challenge 
awards.

IA call for presenters now open
The Irrigation Association, Fairfax, Viriginia, is calling for pre-
senters for its Industry Insights at the 2020 Irrigation Show and 
Education Week to be held in San Antonio Nov. 30-Dec. 4. With 
thousands of irrigation professionals attending each year, the 
show is a prime opportunity to showcase the latest in the industry. 

All topics related to the irrigation industry will be considered; 
however, presentations on the following topics are requested:

• impactful case studies, including project 
manager participation

• long-term water savings using new 
technology

• improved irrigation installation 
best practices

• customer retention best practices
• improving the relationship be-

tween contractor and consultant
• selling to meet customer needs and 

wants
• retaining great employees
• landscape lighting

Proposals must be submitted by May 1 to be considered. 
For more information on the Industry Insights format, eligibility 
and requirements and to view last year’s presentation topics, visit 
www.irrigationshow.org. 

New OPEI poll shows 
consumers are confused 
about fuel product offerings
Consumers remain confused about the multiple fuel product offer-
ings in the marketplace, says a new study commissioned by the Out-
door Power Equipment Institute, Alexandria, Virigina, and conduct-
ed online by The Harris Poll among more than 3,000 U.S. adults.

 The study shows lack of education, inadequate labeling 
and dangerous marketing tactics around new fuel prod-
ucts, such as higher ethanol-blended gasoline, are likely 
causing consumers to misfuel. 

 The study found that more than one in five outdoor power 
equipment owners are currently misfueling and one quar-
ter have done so in the past.

 The study found that nearly two in five Americans (37%) 
mistakenly believe that higher ethanol blends of gasoline 
are safe to use for any gasoline-powered lawn equipment 
or other small engine products.

 Roughly half of outdoor power equipment owners (51%) 
say they either don’t pay attention to (25%) or are unsure 
of (27%) the type of fuel they use in their outdoor power 
equipment.

 Twenty percent of equipment owners say they currently 
use fuel in their equipment with higher than recommend-
ed ethanol (E15/E30/E50/E85).

 A quarter (25%) of equipment owners say they have used 
fuel higher than E10 when fueling their outdoor power 
equipment in the past.

 More than 3 in 5 Americans (64%) assume that any gas 
sold at the gas station is safe for all of their cars, as well as 
boats, mowers, chain saws, snowmobiles, generators and 
other engine products. 

 The price of gasoline factors into consumer decision- 
making, as nearly two thirds of Americans (65%) say they 
will use the least expensive grade of gasoline whenever 
possible.
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IA’s fly-in takes irrigation’s message to the Hill
About 30 irrigation professionals representing all facets of 
the irrigation industry gathered to advocate on behalf of the 
irrigation industry during the Fairfax, Virginia-based Irriga-
tion Association’s 2020 Washington, DC Fly-In March 3-4.

The IA partnered with the National Ground Water As-
sociation, Westerville, Ohio, and the Water Quality Associ-
ation, Lisle, Illinois, to host the Water Resources Congres-
sional Summit in conjunction with the IA’s fly-in. This is the 
fourth year that the IA has co-hosted the summit along with 
the NGWA and WQA.

The summit brought in more than 100 water profession-
als from across the U.S. to highlight policies that affect the 
accessibility of clean water for all uses. During the summit, 
attendees heard from David Ross, the Environmental Pro-
tection Agency’s assistant administrator for water, as well 
as from congressional staff members and other water policy 
experts.

“This year marked the highest attendance we’ve ever had 
for a Washington, D.C., fly-in,” says John Farner, IA gov-
ernment and public affairs director. “I’m thrilled to see our 
membership so excited and dedicated to promoting efficient 
irrigation through sound policies and legislation.”

IA members met with more than 50 congressional offices, 
advocating for legislation affecting labor, agricultural water 
use, WaterSense and other issues.

“Our job now is to build on the great work done by the IA 
membership in telling their personal stories to their elected 
officials,” continues Farner. “Through continued support of 
grassroots advocacy, I’m excited about what the future holds 
for our industry.”

In addition to the summit and congressional meetings, 
the IA co-hosted a water resources briefing with the NGWA 
for congressional staff March 4. Focusing on agricultural wa-
ter use and the effect of per- and polyfluoroalkyl substances 
on groundwater, more than 30 congressional staff members 
attended the briefing.

Irrigation professionals represented the irrigation industry to Congress at the IA’s 
2020 Washington, DC Fly-In. They met with more than 50 congressional offices, 
advocating for legislation affecting labor, WaterSense and other issues.

NALP hosts Workforce 
Summit to help 
companies strengthen 
employee base
More than 100 industry CEOs and 
human resource-focused staff and rep-
resentatives from allied industries and 
the Department of Labor gathered in 
Alexandria, Virginia, at the National 
Association of Landscape Professional’s 
Workforce Summit March 1-3 to share 
strategies and best practices to attract 
and retain employees.

With unemployment at near record 
lows, many industries are competing 
for the same employees who landscape 
companies want to attract. Following are 
four key takeaways that were discussed:

1 Highlight your company culture
Create an atmosphere that makes 

people want to come to work every day 
and explain that to new recruits. Not 
only do you need to create core values 

and walk the talk, you have to explain 
exactly how you do it. You can’t just say 
“we are a fun place to work.” You have 
to explain exactly what that means, such 
as “we host regular social events for em-
ployees, we treat everyone with respect 
and inclusiveness, etc.”

2 Create a culture of inclusion and 
diversity

Sarah Anderson of the Tree Equities 
Program at American Forests noted 
that “ethnically diverse companies are 
35% more likely to outperform industry 
means.” That’s a bottom-line reason to 
work on your company’s diversity.

If you want to attract a more diverse 
workforce, first make sure your culture is 

open and inclusive to people from un-
derrepresented communities. Then you 
can work on your recruitment strategies 
to attract diverse employees. Anderson 
strongly suggested partnering with non-
profits who are already working with 
those groups.

3  Create a culture of learning
Invest in education and training 

for staff, which will also be attractive to 
employee recruits. Look into new ways to 
train, including NALP’s Landscape Man-
agement Apprenticeship Program. Online 
technician training is also an option. Look 
at internal mentorship programs as a way 
to train and support employees.

4  Do community outreach
Partner with local high schools, 

vocation tech schools or local FFA 
chapters to introduce young people to 
careers in landscape and more specifical-
ly to your company. Introduce yourself to 
teachers and guidance counselors, offer 
to be a resource for career education or 
host a career day at your facility in col-
laboration with a local school.
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3 Trailer. Talbert Manufacturing, Rens-
selaer, Indiana, is offering its 65SA 
Modular Trailer. This trailer incorpo-

rates multiple axle configurations based 
on customer requirements for optimum 
versatility. The design features a flip exten-
sion to accommodate a tandem- or tri-axle 
jeep dolly. Talbert’s E2 or E3Nitro axle 
extension can also be engineered into the 
design, which dampens axle movement 
and controls load transfer. 

Offering a 28-foot deck length, the 
trailer is rated for 65 tons in a 13-axle con-
figuration. Capacity increases to 70 tons in 
15 feet with a 4-axle close-coupled config-
uration. The trailer can also be designed to 
accommodate an additional 10- or 15-foot 
section of deck, varying in type from beam 
to drop side.

The 65SA Modular Trailer is manufac-
tured with heavy-duty T-1, 100,000-psi 
minimum yield steel.

Talbert Manufacturing 
www.talbertmfg.com

SUPPLIER IN THE NEWS
Deere recognized as one of the world’s most ethical companies

1 Plant health solution. Arborjet, Woburn, 
Massachusetts, and Ecologel Solutions 
LLC, Ocala, Florida, have launched 

Arbor Rx, a liquid line of tree fertilization 
and soil enhancement products. 

Arbor Rx products provide a prescrip-
tive deep root fertilization and soil en-
hancement program designed to maximize 
tree and shrub health by combining plant 
nutrition with other special products to 
enhance soil quality, stimulate root growth 
and improve water availability. 

The Arbor Rx line also includes primary 
and secondary product solutions to improve 
plant vitality by increasing microbial activi-
ty and improving soil structure.

The Arbor Rx line is comprised of liq-
uid products that do not require mechani-
cal agitation.

Arborjet 
www.arborjet.com

Ecologel Solutions LLC 
www.ecologel.com

2 Airless tire. Michelin North America, 
Greenville, South Carolina, has in-
troduced the Michelin X Tweel Turf 

Comfort airless radial tire-wheel assembly 
for golf carts and stand-on mowers.

The new design includes a softer shear 
beam construction to reduce stiffness and 
improve ride comfort. A longer contact 
patch gives the tire better traction on flat 
surfaces and slopes. Lower ground pres-
sure reduces turf damage. The Comfort 
can also be used on stand-on mowers that 
use an 18 × 8.5 N10 size tire.

Because the X Tweel Turf has no air, 
it cannot go flat, eliminating the need to 
maintain air pressure. It’s constructed with 
high-strength poly-resin spokes, absorbing 
impact and reducing bounce for improved 
operator comfort. The tire has a maximum 
speed of 25 mph and a maximum load of 
529 pounds.

Michelin 
www.michelin.com

Moline, Illinois-based Deere and Company has been rated 
one of the world’s most ethical companies according to the 
Ethisphere Institute, which announced its annual ranking of 
companies with highly ethical business practices Feb. 25. The 

Ethisphere  
Institute is a for- 
profit company 
that defines and 
measures corporate 
ethical standards, 
recognizes compa-
nies that excel and 
promotes best prac-
tices in corporate 
ethics.

™

PRESCRIPTIVE FERTILIZATION & SOIL ENHANCEMENT PROGRAM 

The Ethisphere Institute has recognized Deere as one 
of the world’s most ethical businesses 13 times since first 
starting its annual ranking more than 10 years ago. This year, 
130 honorees were recognized spanning 21 countries and 51 
industries.

“Integrity is a core value at John Deere and has been 
critical to our company’s long history of success,” says John 
May, CEO of Deere and Company. “We remain committed 
to upholding the highest ethical standards and maintaining 
our reputation for doing business the right way.”

The Ethisphere Institute assesses company performance 
across five categories: ethics and compliance, corporate 
citizenship and responsibility, culture of ethics, governance 
and leadership, and innovation and reputation. Categories are 
evaluated through a submitted questionnaire and documents.
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6 Stump grinder. Fecon, Lebanon, Ohio, 
introduces the Stumpex CUL stump 
grinder designed specifically for 

compact utility loaders. The slow-speed, 
high-torque cutting attachment mounts 
to compact utility loaders with 10-20 gpm 
of hydraulic flow and 2,000-3,000 psi. The 
Stumpex CUL removes stumps from 4 to 
11 inches with a single plunge and stumps 
greater than 11 inches with multiple 
plunges. A hardened auger cone ensures 
positive draw into the stump, while 
stepped blades of ½-inch thick durable 
AR500 material rotate at slow speeds.

The durable 340-pound attachment 
provides a long service life, even in rocky 
conditions. The Stumpex CUL is safer 
than wheel-type grinders because there is 
no flying debris, and it can be used along-
side areas such as sidewalks, bike paths 
and walking trails without establishing a 
safety zone.

Fecon 
www.fecon.com 

SUPPLIER IN THE NEWS
CPS Distributors expands with branch
Heritage Landscape Supply Group Inc., McKinney, Texas, 
has announced that CPS Distributors has opened a new 
branch in Grand Junction, Colorado, to benefit local profes-
sional contractors.

This location will carry a full line of irrigation and land-
scape supplies, agronomics, golf course products, sports field 
materials, tools and accessories, and other complementary 
products with a focus on servicing professional irrigation and 
landscaping contractors, golf course superintendents, sports 
field managers and other green industry professionals.

It will be led by John Steuble, a 25-plus year industry 
veteran with experience serving in various roles, including 
branch manager and certified irrigation design manager. 
Steuble and his team will look forward to building relation-
ships with the area’s contractors whether new or existing 

customers. With 
the addition of the 
Grand Junction 
branch, CPS Distrib-
utors now operates 
16 locations across 
two states, including 
Colorado Springs, 
Colorado, and Chey-
enne, Wyoming.

“We have been servicing the Grand Junction market for 
several years and are thrilled to announce the opening of our 
new location,” says Matt McDermott, president of Heritage. 
“We have a great team under John’s leadership ready to serve 
with exemplary customer service.”

5 Trommel screen . Vermeer, Pella, Iowa, 
is expanding its trommel screen prod-
uct line with the introduction of the 

new TR6400 model, capable of separating 
up to 180 cubic yards of material per hour 
with 0.5-inch screens installed and a ma-
terial moisture content of less than 40%. 

It features a 100-horsepower Deutz 
3.6L Tier 4 Final (Stage IV) engine, a 
6.5-foot diameter screen drum with vari-
able speeds of 0-33.1 gallons per minute, 
a low hopper infeed with a capacity of 
6.5 cubic yards and various service and 
operating enhancements. The TR6400 is 
designed for topsoil, compost and woody 
biomass applications and includes the 
Vermeer ACS control system for operator 
flexibility. 

The drum of the TR6400 is designed 
for quick exchange with a side door that 
gives complete access to the drum body 
from the ground. 

Vermeer 
www.vermeer.com

4 Lighting. Vista Professional Outdoor 
Lighting, Simi Valley, California, 
introduces the new Vista Pro Pack, a 

complete landscape lighting kit that con-
tractors can use as the base for new installa-
tions, then customize by adding additional 
fixtures to those systems if necessary.

The Vista Pro Pack features six GR-
5006 uplights, four PR-6507 or PR-4704 
path lights and one ES-150 transformer 
with timer. Because all 10 fixtures can be 
powered by just 37W, 113W from the 
150W transformer remains available, 
making it possible for outdoor lighting 
contractors to easily expand Pro Pack 
systems with additional fixtures without 
having to purchase an additional or larger 
transformer.

Because these are sold as a kit, the price 
is lower than if purchased individually. Vis-
ta Pro Pack fixtures are available in black, 
bronze and dark bronze finishes.

Vista Professional Outdoor Lighting 
www.vistapro.com
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The National Association of Landscape Professionals, Fairfax, Vir-
ginia, encourages industry companies to use the month of April to 
promote National Lawn Care Month. This initiative is an oppor-
tunity to harness the public’s excitement about the outdoors and 
remind them about the benefits of a well-cared-for lawn. The fol-
lowing lawn care facts are valuable tips green industry professionals 
can share with their customers in email newsletters or on social 
media during this month:

 
Q: Why does grass grow unevenly during spring? 
A: Most lawns contain a mix of different grass types and require a 
balance of sun and water. If not properly watered or overshadowed 
by landscape design features, lawns can begin to grow unevenly 
during spring. To best reduce the likelihood of an uneven lawn, cut 
grass 2 to 2.5 inches to remove winter and dormant debris during 
the initial mow. Then, after the first cut, trim grass 3 to 3.5 inches 
to maintain even growth.

Q: When do lawns need seed and fertilizer? 
A: The timing and frequency of seeding and fertilizing depend on 
the type of grass and geography. For example, southern, warm sea-
son grasses have different management needs when compared to a 
northern, cool season grass. To create a healthy yard, homeowners 
should work with a local professional.

Q: Why do lawns have brown spots? 
A: Brown spots in lawns can be caused by a variety of issues such as 
dry areas, overwatering, pet damage and mower tracks. After iden-
tifying the initial cause, brown spots are generally easy to eliminate 
and the solutions often provide additional benefits for your lawn. 

Q: How can a homeowner get rid of crabgrass? 
A: Crabgrass is a summer weed that thrives in the heat and can 
severely limit the development of the seedlings. The effective way to 
prevent crabgrass is through early proactive weed control. Consult-
ing a local professional should be the first step when tackling this 
technical process. 

Q: Why are some people’s yards greener than others? 
A: Creating a healthy lawn is a science and every lawn is different. 
From achieving the right pH balance and applying fertilizer to ban-
ishing weeds and repairing brown spots, proper lawn care requires 
a custom plan for each individual lawn. If homeowners are looking 
for a healthy yard, it is best to hire a local professional.

to share during 
National Lawn 
Care Month

TOP

5TIPS
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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 www.siboredrill.com
siboredrill@neo.rr.com | Brent – (330) 844-0042

Please mention this ad, and we will give you a FREE  
48" heavy-duty extension, extending your boring capacity to 16'.

HEY, IRRIGATION CONTRACTORS! 
Do you need a quick and efficient way to get your  
lines under solid objects?  The SiBore Drill uses a  
waterless boring method so there is no mud in your 
trenches. The SB2-16HD is powered by a Honda GX35, 
 4-cycle gas engine.  

This unit comes with:
• 2 heavy-duty 48"  

extensions 
• 2 heavy-duty augers 
 You have a choice  

of 2", 3", 4", 6" and 8"  
augers. (There is a  
small upcharge 
for the 8".) 

Also includes a motor stand 
to keep the drill all together 
in your shop. Can be  
converted to a vertical  
posthole drill in 2 minutes.

Comes with a  
2-year  warranty!

Fertigation

Call us @ 832-321-3311

www.Turffeeding.com

Scan for Video

Scan for Website

Save $10,000 on any Field

toll free: 800.441.3573
eMail: bioplex@earthlink.net
order on-line: bio-plex.comtoll free: 800.441.3573    

eMail: bioplex@earthlink.net
order on-line: bio-plex.com

     
New Product Introducing Spring 2020

PRE-ORDER & SAVE 25% NOW 

GREEN INDUSTRY MARKETPLACE • •
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www.billygoat.comTake the chore out of the chore with Billy Goat!

Cutting Edge Performance
from Billy Goat! 
A Hardscaper’s dream.  
Exclusive laser clad cutting blade’s hardened leading  
edge offers precision cut & up to 3x blade life.
Variable-speed hydro transmission plus reverse.  
Match cutting speed to ground condition.

For more information contact your Billy Goat  
Representative or call 1-800-776-7690

“Text to Video” 
feature offers 
quick view of 
operating  
instructions  
on your mobile 
device†† Data rates may apply

I&GI 4-20.indd   1 4/3/19   10:33 AM

Call 1.800.687.9551 for a No-Obligation Territory Analysis
www.christmasdecor.net/franchise

We provide:
• Comprehensive Training 
• 24/7/365 Support 
• Consistent Product Availability
• Marketing and Sales Plans
• Proprietary Industry Software

Fill Your Off Season With Profits

Full Flow Swivel Coupling 

•  Full Flow Interior – Prevents material build-
up due to the absence of an interior hose 
shank. Instead, our coupling screws easily 
and securely over the outside of the hose to 
provide full flow.

•  Swivel Joint – Stainless steel ball bearings 
ensure smooth swivel action, reducing 
instances of hose twisting.

•  Versatile 2-Piece Design – Coupling consists of male and female ends 
connected by NPSM threads. Male portion also sold separately.

Kuriyama of America, Inc.
(847) 755-0360 
sales@kuriyama.com
www.kuriyama.com

NEW

Fits the following  
Tigerflex™ series hoses:
 • MULCH™

 • MULCH-LT™ 
 • BARK™ 
 • LK™ 
 • UV1™

Sign up! www.igin.com/subscribe/L2V0DA

STAY INFORMED 
BETWEEN ISSUES.
Our weekly newsletter gives you the latest  
industry news and business advice direct
to your inbox.

• • MINI MART
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HELP WANTEDPRODUCTS

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.

Roundstone is Your Source for
Consulting •  Installations  •  Seeds •  Plugs

Contact us for a free quote •  888.531.2353

sales@roundstoneseed.com
9764 Raider Hollow Road Upton KY 42784

Contact your account manager  
for more details.

Grow your business by
placing an AD today!

®

www.igin.com

Eric Anderson | North Central 
eric.anderson@bock-assoc.com | 952.905.3206

Tom Schoen | South Central 
tom.schoen@bock-assoc.com | 952.905.3214

Alan Scott | East and West 
alanscott@igin.com | 310.593.1928

GET THE LATEST NEWS DIRECT 
TO YOUR INBOX EVERY WEEK.
Sign up for Irrigation & Green 

Industry’s weekly e-newsletter
at www.igin.com.
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THE AQUASCAPE FOUNDATION 
GIVES BACK IN UGANDA
A team of Aquascape Foundation volunteers installed a 32,000-gallon rainwater harvesting 
system at Master Cares Christian School in Kyotera, Uganda, in January. The Aquascape 
Foundation is a nonprofit organization established in 2008 in connection with Aquascape 
Inc. The foundation works to create sustainable solutions for the worldwide water crisis.

The newly installed Aquascape Rain-
water Harvesting System provides clean 
drinking water for about 550 school chil-
dren and 200 staff members year-round 
and allows students and teachers to focus 
on education.

Ed Beaulieu, vice president of field 
research and contractor development for 
Aquascape Inc., designed the school’s 
rainwater harvesting system to collect run-
off from two of Master Cares’ buildings. 

Chuck Catton, tech support supervisor for Aquascape Inc., led the construction of the proj-
ect while Aquascape Foundation volunteers installed the rainwater capture system.

Captured rainwater travels through 12 downspout filters and is stored in a subsurface 
chamber then passed through a solar-powered pump, UV filter and micron filter into a 
storage tank. Based on average rainfall, the system can be refilled 2½ times a year allowing 
80,000 gallons of water to be collected and used every year.

A PATH OF PETALS
Walking underneath this tunnel of blooms 
seems like something straight out of a fairy 
tale. Nestled in the bamboo groves of Ki-
takyushu, Japan, is the Wisteria Tunnel. 
Kawachi Fuji Garden, where the tunnel 
sits, is home to 150 flowering  wiste-
ria plants in purple, pink, white and blue. 
Each of the 20 species climbs around sev-
eral  arbor supports, creating a tunnel of 
cascading plants. Peak bloom, or what is 
referred to as “Golden Week,” is normally 
from late April to mid-May. 
(Source: Better Homes and Gardens)

How do small businesses 
want to improve their 
marketing?

(Source: Visual Objects Small Business Survey of 500 small 
business owners) 

  Website 

  Digital Marketing  

  Social Media  

  PR  

  Mobile App 

  SEO 

  AR  

29%

21%20%

11%

9%
7%

4%

86% 
of Americans say 
it’s important to 

have a living landscape and grass 
around their living spaces.
(Source: Outdoor Power Equipment Institute)



Save time with onsite delivery 
We know spring is your busy time, so at Ewing, we proudly offer same-day and next-day 

product delivery, as well as industry expertise and personalized assistance.   

We know you’ve got work to do, so save time by shopping at any of our 220+ locations 

and have your materials delivered right to the jobsite.

Find out how Ewing can help you with your next project.

Follow us on social media:

EwingIrrigation.com

WE GO THE 
DISTANCE FOR 
OUR CUSTOMERS



waclandscapelighting.com

A hardscape light with quick-release mounting, selectable 
2700-3000K CCT and brightness control dial makes WAC the 
only hardscape light to use for permanent installations. 
Our patent-pending invention is a factory-sealed water tight 
� xture with di� used LEDs, providing color-correct illumination 
of any stone material. Available in bronze, graphite and sand 
� nishes, the WAC hardscape light addresses all concerns that 
may arise after installation under a capstone.

Hardscape Lighting

Pop a Capstone
Again

Never

CCT Selectable 

Brightness Control

Quick Release
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