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Pro-C® controller ICC2 controller HCC controller

a Verify system performance  
without uninstalling decoders

a See EZ-1 decoder status, station 
address, and more — wirelessly!

https://hunter.info/EZDT

WIRELESS EZ-DT  
The Must-Have Tool for  
EZ Decoder Maintenance

Compatible with these Hunter controllers for design flexibility: Learn more about EZ-DT and EZDS:

KEEP YOUR EZ DECODER SYSTEM RUNNING SMOOTHLY with the new  
EZ-DT wireless diagnostic tool. This innovative handheld device uses proprietary 
communication technology to quickly assess system health without uninstalling  
EZ-1 decoders. That’s right — the industry’s simplest two-wire system just got easier!
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It’s important to take 
a look at how your 
team has incorporated 
technology into your 
routines.
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Persevere with technology

S
ince it landed on the surface of Mars 
back in February, the new Mars rover 
Perseverance has been a bright spot 
whenever it’s shown up in my news 
feeds.

The rover has already accom-
plished several firsts, one of my favor-

ites being the recording of the sound of wind 
on Mars. You hear the gusts of wind hitting 
the mic just the same as if you were sitting in 
an open field here on Earth during a breezy 
day. If you aren’t looking at the rocky land-
scape in the video, it’s easy to imagine that it’s 
coming from a park down the street.

That’s often one of the most interesting 
things about new technology: It can make 
something that sounds impossible almost 
seem trivial when incorporated properly. We 
saw that happening in the landscape and ir-
rigation industry in the past year, as contrac-
tors learned how to use video chat to talk 
with customers. And while the big in-person 
events of last year were put on hold, organiza-
tions still kept us all connected through more 
virtually based events. 

I had the honor of sitting in as the mod-
erator for a panel in last month’s Landscape 
Technology Conference put on by the Irriga-
tion Association, where I got to dig deep into 

how two successful green industry profes-
sionals used customer relationship manage-
ment software in day-to-day business. It was 
really enlightening to hear about integrating 
that software into all the different aspects of 
the company and how choosing the right fea-
tures made a huge difference in how much of 
a lasting impact it made. 

One of the common pitfalls they talked 
about was keeping your team from going 
back to older habits. Especially as the in-
dustry heads into a brand-new season that 
is starting to look a little bit more like be-
fore last year, it’s important to take a look at 
how your team has incorporated technology 
into your routines. New technology might’ve 
been added into your processes by necessity, 
but if it’s having a positive impact, it could 
be time to make it a permanent part of your 
company. Even if it’s not a huge change, small 
efficiencies can add up to bigger differences, 
and it could spark entirely new ways of solv-
ing problems for your employees once they’re 
comfortable with it.

The technology you’re working into your 
business likely isn’t on the same level as land-
ing a rover on another planet. But that doesn’t 
mean that it can’t make a world of difference 
for your company.  



http://www.paigewire.com *Not for continuous submersion in water
*3M is a registered trademark of the 3M Company

The difference 
is in the connector!

•  Conical Spring has sharp points that bite into the 
     copper conductors of the wire for solid connection.
•  The tip of the Conical Spring has a small arm that 
     prevents it from spinning when removing the 
     connector from the wires.

                   Direct Bury 
     Splices — DBR/Y-6 and DBO/B-6
    We consider these water-resistant* connectors the absolute best for landscape irrigation 
    (both conventional and 2-Wire) and outdoor lighting applications.

    •  600-volt rating.  Can be used in virtually any irrigation or lighting splice
    •  UV-resistant – Can be installed above or below ground
    •  Can be safely used in virtually any country - UL listed for the USA and Canada. 
             Also Meets Directive 2006/95/EC and IEC standards EN61984:2009, EN60998- 1:2004
         and EN60998-2-4:2005. 
    •  Long history of performance – this family of connectors has been successfully used in landscape 
         irrigation and lighting applications since 1985.
    •  Proudly made in the USA by the 3M Company.

    Available from Paige Electric Co., LP
    (Master Distributor for 3M)

    Paige# 3M Model# Connector Color
    270672 DBR/Y-6  Red/Yellow
    270674 DBO/B-6  Orange/Blue

DBR/Y-6                   DBO/B-6
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Investors Corner
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(NYSE: PHG) 

The Scotts  
Miracle-Gro  
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(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro  
Company

(NYSE: TTC) 

Watts Water  
Technologies
(NYSE: WTS)

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

BrightView  
Holdings Inc.

(NYSE: BV)

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Pool Corp.
(NASDAQ: 

POOL)

Bayer, Leverkusen, Germany, will accel-
erate the strategy implementation of its 
crop science division. In order to focus on 
its core agricultural business, this includes 
the intent to divest the company’s Environ-
mental Science Professional business. 

To further drive performance and 
growth in the division’s most important 
commercial region, Bayer has named Jac-
queline Applegate to lead the crop science 

North America region effective March 1, 
2021. She previously led the division’s En-
vironmental Science and Vegetable Seeds 
businesses and has a strong track record of 
commercial execution and of driving trans-
formation. In addition to her appointment, 
the company named Jeremy Williams, cur-
rently global head of plant biotechnology 
at crop science, as new head of the climate 
corporation and digital farming, and Tom 
Armitage from Mondelez as head of glob-
al communications for crop science. Both 
were effective March 15, 2021. 

“With the announced portfolio and 
leadership changes, and important new 
product approvals for soybeans, corn and 
cotton in the Americas, we are now shift-
ing gears from integration to growth ac-
celeration. We are laser-focused on com-

mercial execution and on transforming 
agriculture through innovation that ben-
efits farmers, consumers and our planet,” 
says Liam Condon, member of the board 
of management of Bayer AG and pres-
ident of the crop science division. “Like 
farmers everywhere, we have faced chal-
lenges in the past few years; however, I am 
very excited about the outlook for our crop 
science business.” 

Bayer to divest Environmental Science  
Professional business

“We are laser-focused on commercial 
execution and on transforming agricul-
ture through innovation that benefits 
farmers, consumers and our planet.”

– Liam Condon, Bayer AG
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Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 



Connect with HusqvarnaUSA

© 2021 Husqvarna AB. All rights reserved.

525DEPS 
RAISING THE 
BAR FOR SAFETY, 
STORAGE AND 
PERFORMANCE

For more information and our full range of accessories visit HUSQVARNA.COM/MADSAW

INDUSTRY 
FIRST THE FIRST AND ONLY DIELECTRIC GAS-POWERED POLE SAW,  

INDIVIDUALLY TESTED TO MEET OSHA STANDARD 1910.269

ENHANCED 
OPERATOR SAFETY
• Dielectric gas-powered pole saw 
• Individually tested to meet OSHA 1910.269
•  Ergonomic and adjustable components are  

tailored to each user, reducing fatigue 

REVOLUTIONARY 
VERSATILITY
•  Designed for use in the bucket, in the tree  

and on the ground
• More productive than a manual saw
• More useful than a hydraulic saw
• Includes both 9' and 12.5' assemblies

UNMATCHED 
STORABILITY
• Quick disconnect
•  Compact segments allow 

for secure storage
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  Manufacturing

Z-Turf Equipment adds online parts availability
Z Turf Equipment, Beatrice, Nebraska, launched its online parts 
site, making it easier for customers to purchase parts and accessories 
from the company’s line of professional turf care equipment.

The online parts site complements the brand’s 700-plus dealers 
across North America, says Jonathan Guarneri, Z Turf Equipment 
product manager. It gives lawn care professionals a new option for 
purchasing Z Turf Equipment OEM replacement parts and acces-
sories.

“As more and more customers look to the convenience of or-
dering online, we want to make it as easy as possible for them to 
purchase genuine parts and accessories for their Z Turf Equipment 
and older Z-Spray machines,” Guarneri says. “With so many online 
outlets offering non-OEM parts that can compromise the perfor-
mance and durability of their machines, there is a distinct need for 
a true OEM parts solution. Now, customers can be confident that 
they’ll receive the authentic quality and unmatched performance 
genuine Z Turf Equipment parts deliver.”

The site offers a search functionality that enables customers to 
use model and serial numbers to access exact machine diagrams for 
current Z Turf Equipment models, or earlier Z-Spray and Z-Plug 
models.

  Expansion

Weed Man launches sub-brand Mosquito Hero
Toronto-based lawn care franchise Weed Man turned its latest 
expanded service offering into its very own sub-brand. Mosquito 
Hero, powered by Weed Man, is now available to provide mos-
quito control services to families across the United States and 
Canada.

As its own sub-brand, Mosquito Hero will continue to pro-
vide its same mosquito control services. The launch is intended 
to create greater exposure for the service to result in more brand 
awareness and consumer credibility.

“When we first introduced our mosquito control service last 
year, it was met with some confusion from the target customer,” 
says Jennifer Lemcke, CEO of Weed Man. “Our goal with Mos-
quito Hero was to create a separate brand name for this incredible 
service to give it the spotlight it deserves, while also furthering our 
mission of helping homeowners enjoy their yards.”

Weed Man franchisees were a major focus, as it concerned 
launching Mosquito Hero as its own sub-brand. Mosquito Hero 
is powered by Weed Man, and as a result, the sub-brand cannot be 
purchased on its own. This creates an additional recurring revenue 
stream for current owners while allowing the emerging sub-brand 
to grow alongside its experienced parent company.

As a result, more than 180 Mosquito Hero addendums have 
been signed by Weed Man franchisees representing over 560 
territories.

  Education

NaturaLawn accepting scholarship applications
NaturaLawn, Frederick, Maryland, is now accepting applications for the Dan Collins Scholar-
ship Award. First introduced during the 2017 annual franchise owners’ meeting, the award is in 
memory of Dan Collins, a past franchise owner who passed away from cancer in 2005.

Collins was a “larger than life” person who always had a funny story to share, an encouraging 
word for his fellow owners and a big heart for giving his best to help others. His efforts in pro-
moting NaturaLawn and his franchise in the Richmond, Virginia, area can be summed up by a 
simple five-word question which he was so fond of saying: “Can I get you started?”

The Dan Collins Scholarship Award currently provides three stipends to the winning stu-
dents: $4,000 for first place, $1,000 for second place and $500 for third place to be used toward 
their college education. Application submissions to The Dan Collins Scholarship Award (includ-
ing all essays, letters of recommendation and transcripts) should be postmarked no later than 
May 15, 2021, for this year’s award.

The application and criteria for applying can be found on NaturaLawn’s website.
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 QUICK
 TAKES
Toro acquires Left Hand 
Robotics
The Toro Company, Bloomington, 
Minnesota, acquired Left Hand 
Robotics Inc. The acquisition sup-
ports The Toro Company’s strategy 
in next-generation technologies, 
including alternative power, smart 
connected and autonomous prod-
ucts. Terms of the transaction were 
not disclosed.

Based in Longmont, Colorado, 
Left Hand Robotics is recognized 
for developing innovative autono-
mous solutions for turf and snow 
management. 

Lowe’s	to	carry	Earth’s	
Ally products
Earth’s Ally, Sarasota, Florida, 
partnered with Lowe’s to sell its 
organic gardening products in more 
than 500 retail stores nationwide 
beginning May 2021. Its products 
including Insect Control, Disease 
Control and Weed & Grass Killer 
will be available for consumer 
purchase in stores, and all Earth’s 
Ally products are now available on 
www.lowes.com.

Senske Services acquires 
Sun	Pest	Management
Senske Services, Kennewick, 
Washington, a family-owned pro-
vider of lawn, tree and pest control 
services throughout the Western 
United States, acquired Sun Pest 
Management in Clarkston, Wash-
ington.

Founded in 1969, Sun Pest 
Management has provided profes-
sional pest control and lawn care in 
the Lewis-Clark Valley for more 
than five decades. Services will con-
tinue uninterrupted by the current 
team of employees doing business 
as Sun Pest by Senske Services.

Clarkston represents the sixth 
location in Washington for Senske 
Services.

  Landscape

Ruppert Landscape honors employees at 
virtual award ceremony
Employees of Ruppert Landscape, Laytons-
ville, Maryland, were honored recently as 
the company presented its annual awards at 
the conclusion of its first ever virtual Man-
agement Development Days conference.

Typically, MDD is a training event in 
which managers from across the company 
learn and celebrate accomplishments to-
gether. This year’s virtual program was pre-
sented to over 500 employees on Feb. 19.

“While we missed seeing everyone in 
person, we have enjoyed reimagining this 
event in a fun new format and were grate-
ful for the opportunity to connect with 
our team members virtually,” says Ruppert 
Landscape President Phil Key.

Michael Vispi, branch manager in the 
Lilburn, Georgia, landscape management 
branch, won the Clyde Vadner Merit 
Award. Paul Pestun, director of business 
development in the landscape construction 
division, won the Achievement Award. This 
year’s Distinction Award was presented to 
team members of the accounting and pay-
roll department. There were also 27 recipi-
ents of Branch Impact Awards.

  Education

Doosan Bobcat donates equipment to state 
technical college
Doosan Bobcat North America, West Far-
go, North Dakota, donated three Bobcat 
machines to support the Diesel Equipment 
Technology program at Minnesota State 
Community and Technical College, Moor-
head. The company provided the equipment 
as part of the manufacturer’s continued focus 
on community outreach. M State is also one of eight Doosan Bobcat training sites in the 
United States.

“Providing new manufacturing professionals with hands-on training opportunities is crit-
ical to foster the natural talents of these individuals and help them establish a solid learning 
foundation they can use throughout their careers,” says Laura Owens, vice president of mar-
keting, communication and public affairs at Doosan Bobcat North America. “Through our 
continued partnership with educational institutions such as M State, we are helping build a 
future pipeline of skilled manufacturing professionals.”

The donated equipment includes a 2005 Toolcat utility work machine, a 2013 T630 com-
pact track loader and a 2015 T630 compact track loader, as well as a variety of parts that can 
be used for training modules. 

  Manufacturing

American Augurs and Trencor products 
now sold through Ditch Witch
Ditch Witch, Perry, Oklahoma, now offers 
the full product lines, parts and service for 
both the American Augers and Trencor 
brands. Dealership and factory personnel 
have been working together to prepare for 
distribution of these two brands through 
the worldwide Ditch Witch dealer channel. 
The manufacturing of Ditch Witch prod-
ucts will remain in Perry, Oklahoma, and 
American Augers and Trencor products will 
continue to be built in West Salem, Ohio.

“This is a great 
opportunity for 
our Trencor and 
American Augers 
customers to re-
ceive all the ben-
efits our Ditch 
Witch customers 
have been ac-
customed to for more than 60 years,” says 
Kevin Smith, general manager of the Ditch 
Witch division of The Toro Company, Riv-
erside, California.

American Augers began in 1970 and has 
been a leader in large-diameter underground 
construction since its beginning. Trencor, 
which got its start in 1945, manufactures 
mechanically driven trenchers and surface 
miners with upwards of 950 horsepower.
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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

Train company  
ambassadors

Have you ever 
discussed your 
marketing 
messaging 
with your staff?

Here’s a slightly funny — if not a little icky 
— story. There is a local food delivery 
company in our town that picks up orders 
and takes them to people’s homes. Every 

time my husband sees one particular driver in that 
company’s fleet, the guy is picking his nose. He saw 
him three times in one week, and all three times the 
driver had his finger inserted in a nostril. Now, I don’t 
know about you, but my husband says he doesn’t care 
how hungry he is, he will never order food from that 
delivery service.

My story provides a cautionary tale for you as a 
business owner. Every time your employees are out 
in public, working on a job site, wearing the name of 
your company on their uniform, driving in the com-
pany vehicle with your logo emblazoned on the side, 
guess what? They are the face of your company. How 
does that thought make you feel?

If you feel comfortable with that, good for you! 
But if you cringed at the thought, you may want to 
consider some staff training.

Code of conduct
Every company should have an employee handbook. 
In that handbook, along with the rules for days off, 
sick time and other policies, include rules for how 
you want employees to behave on job sites. Do you 
want your customers to overhear your staffers’ loud 
radios, bawdy conversations or foul language? If this 
is a concern, train your employees how you want job 
sites to appear and sound to your customers.

But it’s not just the obvious stuff that makes a 
difference in how your company is perceived. Here’s 
an example from The Ritz Carlton hotel chain, well-
known for its world-class customer service. When-
ever a hotel guest says, “Thank you,” to an employee, 
Ritz Carlton staffers are trained to say, “My pleasure,” 
as opposed to, “No problem.” Why? “No problem,” 
infers that taking care of customers is an inconve-
nience. But saying, “My pleasure,” conveys that you 
are happy to help. Do you see the difference here? A 
small tweak like that makes a big difference.

Social media behaviors
When your staff is not at work, they still have the 
ability to impact your company’s reputation. Face-
book, Twitter, Instagram and other social media 
platforms have the power to spread knowledge and 
misinformation in equal measure. Here are some tips 
to offer employees when they are posting online:

• Be clear that your comments are your own and 
do not necessarily reflect the policy of your 
employer.

• Do not disparage the company, products or 
staffers online.

• Follow the golden rule. Be nice.
• Remember that everything you post online 

stays online forever.

Company messaging
If you’re like most business owners, you’ve worked 

hard to earn your reputation and develop your brand 
name in the markets you serve. You may have a logo, 
a tagline and a marketing campaign. But have you 
ever discussed your marketing messaging with your 
staff?

If you don’t train your employees about the right 
verbiage to use when they describe your company to 
potential customers, what do you think will happen? 
More than likely, they’ll make it up themselves. (Did 
you just gasp? I did.) Share your company mission, 
your vision and your tagline with employees. Explain 
what your company name means, why you offer the 
services you do, and how to share these messages 
with customers in the field.

Remind your employees that they are the face of 
the company, your ambassadors out in the world, and 
make it clear that their continued employment could 
be impacted by their behavior. They honestly may 
never have considered that fact. Just like the delivery 
service that will never deliver a booger sandwich to 
our house, your company’s success and your reputa-
tion may depend on how your employees behave in 
the field. 



www.dawnindustries.com

800.321.7246

Patent Number 7150289

A SUPERIOR TOOL-LESS SADDLE TEE 

FOR POLYETHYLENE PIPE AND  

PVC CLASS 160 & 200 PIPE

THE MOST SECURE FITTINGS ON THE MARKET

•	 PE: 3/4” to 1 1/2” 

•		Metric: 25mm & 32mm

•		3/4” & 1” Class 160 & 200 PVC pipe

•	 Outlets available: 1/2” & 3/4” FPT, 

Funny/Swing Elbow, Straight Adapter 

or 17mm Drip Adapter

•	 No Tools Required

•	 No Snaps or Straps

•	 Swing & Drip fittings pre-installed

 and are removable for onsite 

customizations



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

Become a lighting ninja

The ninja were special soldiers in medieval Ja-
pan. Part of the ninja training was the art of 
concealment and camouflage. These soldiers 
could appear to be anyone, like a farmer or 

a storekeeper. This was a practice of being hidden in 
plain sight. 

In lighting, we take the example of Frank Night-
ingale and Bill Locklin. Both of these lighting ninjas 
teach us this art of concealment. Nightingale built 
garden fixtures and accessories that looked like nor-
mal pieces associated with gardens. His birdhouse fix-
ture is a perfect example. During the day, this fixture 
looks like a common birdhouse on a pole. At night 
with the use of a lens it created an illusion of a full 
moon lighting effect. Locklin preached the effect of 
“The light is seen, not the source.” The art of hiding 
fixtures is a concept that has been lost over the years. 
Many contractors are merely installing and not de-
signing. The professional designer takes time to ana-
lyze every lighting situation.

The medieval ninja were skilled in specialized 
weapons. One of the most well-known one was the 
shuriken throwing star. It took many years of practice 
and training to be accurate with this weapon. A light-
ing ninja is also skilled with weapons. Their weapons 
are lamps and lighting modules. Both are available in 
a variety of wattages and optic selections. Like the 
ninja hitting the target with a throwing star, we must 
be able to hit our targets with the right beam spread, 
wattage and Kelvin temperature.

Surprise attacks were another trait of the ninja. 
The art of surprise is also used by the lighting ninja. 
Providing the customer that little something extra al-
ways leads to a positive surprise. Perhaps you find out 
that your customer supports a specific cause. Many 
causes are associated with light colors. Installing a few 
extra fixtures in the proper color results in the cus-
tomers talking you up to all their friends. Chances are 
that their friends support the same cause. Since you 
installed a great system, another job could be waiting 
for you around the corner.

Ninja would act swiftly and with great accuracy. 
When the leader would give an order, it would need 
to be carried out immediately with precision. Light-
ing ninjas work quickly to set up appointments for job 
walks, demos and ultimately provide a detailed quote 
for a customer. This keeps them way ahead of any pos-
sible competitors.

Preparing for a mission was of the upmost im-
portance to the ninja. All the soldiers in a clan would 
make sure their equipment and weapons were in the 
proper place and ready for battle. Lighting ninja do 
the same. The lighting ninja’s truck is well stocked 
with all the tools, lighting sources, connections, cable 
and power supplies. This allows them to perform an 
installation or repair quickly and accurately.

The ninja of the ancient world had a great intel-
lect and would develop a photographic memory. This 
would allow them to recall entry and exit points as 
well as other techniques. As a lighting ninja progresses 
in their craft, they similarly develop a photographic 
memory. As they practice with light sources daily, the 
lighting ninja can recall what to use on specific plant 
material and architecture. 

Learn the techniques and become a lighting ninja!
There are many resources and organizations ready 

to help you become a lighting ninja. I would recom-
mend the following:

• “The Original Garden Lighting Book” by F.B. 
Nightingale with commentary by Michael 
Gambino and Mark Carlsen

• “The Landscape Lighting Book” by Janet Len-
nox Moyer

• “The Landscape Lighting Guide” by Paul Gos-
selin

Organizations such as the Association of Outdoor 
Lighting Professionals and the International Land-
scape Lighting Institute are also good resources.

Be sure to keep in touch with your local manufac-
turers’ reps for ongoing virtual and in person seminars.

With all of these resources you will understand the 
ways of the lighting ninja!  

Like the ninja 
hitting the 
target with a 
throwing star, 
we must be 
able to hit our 
targets with 
the right beam 
spread, wattage 
and Kelvin 
temperature.
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Plan for

success
Stay ahead of the game by making the most of a busy spring.

BY KYLE BROWN
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T
he changing of seasons doesn’t slow down for anyone, no matter 
what challenges the past year brought to green industry profes-
sionals. Though many contractors are still catching up on work 
from the end of last season, new projects are already waiting for 
eager crews. To get the most out of a spring startup, it takes a solid 
amount of planning and preparation. 

GET MARKETING MOVING
Before almost anything else, Christian Schoegel, owner of C&I Services in Chi-
cago, and his team use the winter as a way to prepare the company’s marketing 
and outreach programs, long before the season is underway, he says. Materials for 
marketing projects take time to develop, and he likes to work with a designer to 
get the effect he’s after. He also makes certain that the company’s business cards 
accurately list the available services and have correct contact information. Even 
though those efforts aren’t put into use until around March, he gets the materials 
together earlier so he’s not fighting against deadlines with his designer and printer.

Updating company invoices and other client communication can pull in more 
revenue, he says. On the bottom of a bill sent out in winter, Schoegel includes a 
reminder for clients that March is coming up quickly, and that it’s the right time 
to schedule for spring cleanup or aeration.

“I think that half of our new snow removal clients that we get convert to land-
scape and maintenance customers from that,” he says. “It doesn’t cost you a dime 
to market to them because you already have them as a client. We just try to make 
them aware that we’re interested in providing services and giving them a quote for 
the upcoming year.”

It’s especially helpful to add onto any client communications toward the end 
of winter, as it can be tough to get clients thinking about spring when there’s still 
snow on the ground, he says.

Though DJ Aldrich, co-owner of Aldrich Landscape in Sylvania, Ohio, has 
mostly relied on word-of-mouth, his company has grown in the last few years 
and he’s expanded his marketing outreach. Getting media squared away early isn’t 
limited to just printed material, he says. About a month out from when he expects 
to do his first cleanup, Aldrich has his social media and digital ads set up, so those 
ads are reaching clients at the same time as any door hangers or other outreach 
programs he has in place.

“That way, they’re out on the internet for a little bit, so people have time to de-
cide if they’re going into a new contract, or if they want to make a switch,” he says.

For digital ads, he says he focuses on specific services that he’d like to expand 
in the upcoming season and where his team excels, as the platforms allow for a 
more targeted approach. 

Aldrich makes it a point to get additional letters and material in front of any 
client whose contract is running out, especially including information about the 
other services he offers that the client could be taking advantage of. 

TUNE UP
Getting closer to the season, Schoegel makes sure that all the equipment has been 
properly serviced so that things are ready to start moving by early spring, he says. 

“We have our team go over all the equipment over the winter,” he says. “We 
try to go through the units and make sure that they’re greased up and ready to 
go.” They check filters, sharpen all blades, change oil and check hydraulic fluid. 
Regardless what jobs will be done first in the season, his team will have the equip-
ment ready for it. 

“I would call it an ‘every-point-inspection,’” Schoegel says. “We try to make 
sure everything’s taken care of.”

Shawn Sancinella, owner of Sanci’s Landscaping LLC in Reading, Pennsyl-
vania, also takes stock of which pieces of equipment have consistently required 
repairs through the previous season and makes decisions about whether it’s just 
time to replace them instead.
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“We’ll see what’s nickel-and-diming us and see 
if we need to trade something in or start a new 
lease,” Sancinella says. “I want to make sure it’s all 
ready to go.”

Equipment maintenance includes the com-
pany’s trailers, which are taken to the dealer for 
a professional inspection. For as much hard work 
as a trailer sees during the season, small issues can 
develop into larger problems without a close look. 
That service covers points such as checking the 
brakes and tires or a bent fender. 

When working on maintenance for the trailers, 
Aldrich makes sure they get a fresh coat of paint. 
That helps protect against rust, as well as keeps 
them looking sharp while parked in front of clients’ 
lawns.

While there isn’t a specific person on staff that 
covers equipment service, Schoegel makes certain 
that every piece is checked at least once. Often, to-
ward the end of the previous season, if equipment 
can be spared when it breaks in the field, it’s set 
aside to be handled in the downtime. He likes to be 
involved with his crew to stay up to date on repairs.

“During the end of the season, it can be kind of 
frantic,” he says. “Any sort of maintenance or re-
pairs that need to be taken care of there, we try to 
have that done at the same time.”

It can be difficult to keep inventory, but Aldrich 
keeps common replacement parts and fluids on 
hand as he’s able. That makes maintenance work 
on equipment go more smoothly, even during the 
downtime between seasons. He decides what to 
keep in stock based on what he sees his crew going 
through regularly. 

KEEP IN TOUCH
One of the biggest season-opening jobs for Sanci-
nella is reconnecting with each one of his clients, es-
pecially any new clients that have come on board in 
the last year, he says. Beyond just making them aware 
of the offered services, he takes the time to fill clients 
in on the company’s practices to build a relationship. 

“I’ll make sure we’re still on for the season and let 
them know about anything new that we’re offering,” 
he says. “I just want to get a feel for how our clientele 
is going to be for the season.”

▲ DJ Aldrich tells his team to make the client’s yard stand out among 
the surrounding properties. He’s built route density by word-of-
mouth among neighbors.

“I believe if you 

take care of your 

employees, they’ll 

take care of you. 

Especially as work 

is really busy at 

the beginning 

of the season, 

you rely on that 

relationship 

to keep things 

running.” 

– SHAWN SANCINELLA, 
SANCI’S LANDSCAPING

▲ Before the season starts, check over and repair all equipment, and give trailers a detailed inspection as 
well to extend their use through the year.
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Keeping up with customers and work estimates 
keeps Tommy Cowett, technical service manager at 
GrowinGreen, Kernersville, North Carolina, and 
his team busy with about 15 estimates coming in 
per day, he says. GrowinGreen does radio, print and 
digital ads for its lawn care services, which are help-
ing generate leads with commercial and residential 
clients as the weather warms up.

Keeping up with those leads and reconnecting 
with customers is a huge task and important to 
making sure the crews are able to work efficiently, 
which is why the company has an established set of 
steps for processing customers, he says. The com-
pany uses an estimate form that consolidates the 
different services that are offered, which makes it 
easier to keep everything in one place.

Once work has been ordered, the company uses 
a software platform to keep the customer’s infor-
mation on hand for technicians. That helps techni-
cians maintain an efficient route and provides capa-
bilities for changes on the fly if necessary, getting in 
as many stops in a day as possible.

“Keeping a tight process makes it so efficient 
and simple,” Cowett says. 

Every quarter, GrowinGreen does a day or 
so of training where vendors come in to go over 
product guidelines. Especially toward the start of 
the season, these training days are key to keeping 
both the sales team’s and technicians’ skills sharp 

on the company’s processes and software systems, 
Cowett says. 

The beginning of the season is also a good time 
to refresh expectations for crew members beyond 
the actual lawn work, says Aldrich. He provides 
guidelines on interacting with customers and show-
ing respect to other crew members, and then estab-
lishes rules for how to keep each other accountable 
to those standards. He also uses monthly bonuses 
based on the amount of work the crew takes on in 
that time to keep the teams motivated.

“We want to be the best,” he says. “We don’t 
want to have anybody slacking or falling behind, 
because you’re only as strong as your weakest link.”

Maintaining the crew’s energy throughout the 
busy first weeks of spring can be tough, but Sanci-
nella makes it a priority to take care of his team, 
keeping their hours to a manageable level and not 
surprising them with extra work during an already- 
full day, he says.

“You’re always going to have hiccups,” he says. 
“But they have a home life. Yeah, we may be work-
ing late here and there, but they know roughly when 
they’re going to get done.”

If things are running late or there’s extra work to 
be done, he heads out into the field himself to lend 
a hand. He’s also turned down clients in the past 
because it would stretch his crews thinner than he’d 
like for the team he had at the time.

▲ Connect with customers in 
the early season to remind 
them of other offered services 
beyond lawn maintenance, 
and offer quotes.
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“I believe if you take care of your em-
ployees, they’ll take care of you,” Sancinel-
la says. “Especially as work is really busy 
at the beginning of the season, you rely on 
that relationship to keep things running.”

Schoegel works with his team to do a 
heavy amount of their landscape design 
work in the winter and lead-up to the 
season as well. Starting as early as Janu-
ary, he’ll “walk the property” with the cli-
ent and designer, where they put together 
ideas for the design and discuss the best 
fit for the space. That gives his designer 
multiple weeks to bring a full layout to the 
client, and the job is ready to run before 
the weather begins to heat up. 

“Besides any snow removal and main-
tenance obligations, that allows us to put 
our undivided attention to it,” he says. 

The design work continues into the 
season, but having a lot of the work done 
early makes it easier to pick up new land-
scape projects while work is ongoing. To-
ward the end of the previous season, he 
pushes for clients looking for those jobs 
to consider using the downtime before the 
next March or April.

BUILD FOR EFFICIENCY
Before crews start heading out, Aldrich 
works with his routes to get the most ef-
ficient approach for his team, he says. He 
tries to pick up additional clients to im-
prove his route density by doing his best 
to stand out as a company. 

“I tell the guys, when we pull up to a 
house, to look at the four or five hous-
es surrounding it,” he says. “We want to 
make sure this house looks the best out of 
these houses in the neighborhood.” Over 
time, neighbors start to notice, and ask the 
homeowner about the landscapers. “We’d 
start with one house in the spring and by 
mid-summer we’d have four or five right 
in a row.”

Even as Sancinella adds new accounts 
in the first weeks of the season, he keeps 
routes dense so that his team isn’t working 
extra hours to pick up one more client or so.

“I plan everything in one general area 
and have my crews work their way out to 
grab as many properties as they can in one 
sweep instead of bouncing back and forth,” 
he says. 

It’s also a key time to educate clients 
on offered services and how they work to-
gether, especially when reconnecting for 
early-season services, Schoegel says. 

“One of the biggest services we offer is 
aerating and overseeding,” he says. “Obvi-
ously, somebody has to do a spring clean-
up before that. And usually after spring 
cleanup, you have to do mulch. So we try 
to sell as many things as we can for those 
full-service types of clients.”

When clients ask for a specific service, 
Schoegel often also provides a quote for 
all the services he recommends. Not only 
does that provide a guideline on how 
much those services would cost, but it 
shows how each service complements the 
next, he says. Occasionally, he’ll provide 
a flyer or graphic that outline what each 
service entails and how lawns typically 
benefit from them.

“It’s more profitable for us than having 
to take the trailer to more houses,” he says. 
“The less trailer time, the more money we 
can make and an even more competitive 
price we can offer.”

Aldrich is also planning to begin a 
monthly newsletter that provides updates 
on how the season is progressing, as well 
as reminders of other services that his 
company offers and when to begin sched-
uling them. The newsletter will include in-
formation about which services are pick-
ing up popularity, so clients can see what 
their neighbors are doing with their lawns.

“That way, we can pick up some extra 
work, and clients who may not know we 
offer a service can try it,” Aldrich says. 
“Even if they didn’t want it the previous 
year, they might because they see it getting 
more popular.” 

The author is editor-in-chief of Irrigation & Green In-
dustry and can be reached at kylebrown@igin.com.
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W
hen Eva Montane first purchased Columbine Land-
scapes in Durango, Colorado, in 2015, she spent her 
days working with and training crews in the field, 
doing the billing, creating newsletters, setting up 
accounts, procuring insurance, responding to emails 
and phone calls from new and prospective customers, 
and completing other key administrative tasks. 

Montane took the reins of Columbine Landscapes with plenty 
of practical and academic experience in the green industry. Af-
ter studying ethnobotany at Miami University, Montane worked 
as a field botanist in California for six seasons, did ornamental 
horticulture maintenance and previously owned a small landscape 
design and maintenance company in Durango before selling it to 
focus on building an online education program for gardeners in 
the Mountain West. 

“I was at a crossroads in my life where I sold my former busi-
ness and was launching the online education program that was 
taking a lot of my energy and time,” Montane says. “But I got to a 
point where I needed something more, and I realized I was happi-
est and most prosperous when I was doing landscape design and 
maintenance. I realized the landscape design and maintenance 
world is where my heart is, and that’s what I wanted to be doing 
when I purchased Columbine Landscapes.” 

WORKING ON THE BUSINESS
After her first year in business, Montane says it became evident 
that her strenuous days in the field followed by lengthy periods 
in the office weren’t sustainable for the long term. She says it was 
clear that in order to successfully maintain and grow the business, 
something had to change.

“I wanted to work on the structure of the business,” Montane 
says. “I wanted the business to run on its own without me having 
to be involved in it every single day. I was so maxed out and I felt 
so overwhelmed and fried, and I just didn’t know how I was going 
to be able to keep up that level of chasing my tail and getting so 
exhausted in the middle of the week that I couldn’t function.” 

While juggling her responsibilities to the business and fight-
ing off the beginning stages of burnout, Montane attended a 

conference where she had a conversation that would change the 
course of her business. A colleague recommended that she read 
“The E-Myth” by Michael Gerber, a book of business advice that 
made Montane completely reevaluate her role in the business. 

“The whole idea is that every business should have three nec-
essary components to function, a technician, a manager and an 
entrepreneur,” she says. “If you only have one person, success can 
lead to burnout, and there is no time or energy left to create the 
vision. I’m the only one who can create the vision, but other peo-
ple can deadhead in the field.” 

Since then, Montane has grown her original staff of 10 em-
ployees to 19, and this year, she plans to add an additional land-
scape designer. In addition to a team of managers and crew lead-
ers, she has developed an all-female leadership team of five. With 
this leadership structure in place, Montane has been able to dedi-
cate her energy to fulfilling her vision for Columbine Landscapes. 

Montane believes in nurturing the environment and people, 
and she’s extended those beliefs into every aspect of the business. 

“I feel passion about developing my people,” Montane says. 
“We grow plants, but we also grow people. Once a week we have 
meetings on different topics with the crew so that when they 
leave working with us, they will have gained more skills that will 
help them in life than just horticulture skills. In our interview 
questions we ask if they are open to professional and personal 
growth because we are really looking for people who are willing 
to self-reflect and grow as humans, and we plant the seeds up 
front before they join us and make sure they are amenable to 
that.” 

Each employee also has a development meeting with their 
supervisor every two weeks, a time that is meant to support the 
team member, ensure they are finding the tools they need to suc-
cessfully complete their job and learn more about how the com-
pany can support them along their career path.

“It’s so important to create an environment where people feel 
like they can grow and learn more than just the job right in front 
of them, to grow as a person and become more in the world,” 
Montane says. “This time is not us evaluating them, it’s more see-
ing how we can support them.” 

Eva Montane
BUILDING A VISION

By Lauren Sable Freiman

The owner of Columbine Landscapes developed a balanced 
team to encourage the company’s continued growth.
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Eva Montane, owner of Columbine 
Landscapes in Durango, Colorado, built 
her company around developing her 
employees both personally and profes-
sionally. Photos: Kara Cavalca Photo



Each employee has a development meeting every two weeks to 
ensure that the tools needed for growth are available.
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SUPPORTING THE ENVIRONMENT
In addition to landscape design and “human- 
powered” maintenance like fine perennial mainte-
nance, bulb planting, deadheading, hand weeding, 
applying fresh mulch, and fall and spring cleanups 
complete with shrub pruning at the appropriate 
time, Columbine Landscapes has added rainwater 
harvesting to its list of services, which fits Montane’s 
passion for nurturing the environment.

“Rainwater harvesting does not use barrels, it’s 
more passive,” Montane says. “We sculpt lawns to di-
rect water where we want it to go to water naturally 
and passively by nature.” The design helps water go to 
where the plantings are due to gravity. Water is giv-
en a chance to pool before it seeks a lower elevation, 
creating puddles in the landscape so it can soak in 
deeply and hydrate the land. Those sites will be moist 
longer than areas around them. It means less work 
from a homeowner than hand watering, less plastic 
if you’re using drip irrigation and less cost up front 
for the resident.

Montane says rainwater harvesting also helps 
mitigate the way dramatic storms in the region tax 
the infrastructure by slowing the path of water and 
helping prevent sewers and drains from backing up 
and flooding. Rainwater harvesting also slows ero-
sion caused by the water’s destructive cutting action. 

For Montane, who loves the bright sun, big views, 
dry air, mountains and canyons of the Mountain 
West, there is no way to separate her work from her 

values. She passionately feels that she’s grown Col-
umbine Landscapes to support her goals and to cre-
ate the change she envisions in the world. 

“It felt like such a breakthrough that I could 
leverage the power of this company, that I could re-
ally strive to make a model of how I think business 
should be done to support each other and the envi-
ronment and make a change for the positive,” Mon-
tane says. “A business without all these parts that I’m 
so passionate about woven into it would be just a job. 
I want to be excited about my work and passionate 
about what I do.” 

SUPPORTING THE COMMUNITY
With supporting her employees and the environment 
at the front of her mind, Montane has also chosen a 
collaborative marketing approach that strengthens 
the local community and economy as it strengthens 
her business. She says she has consciously chosen to 
make an impact in her community by spending her 
marketing dollars to support other entities aligned 
with her values. For example, Columbine Landscapes 
underwrites radio spots for public radio, benefitting 
the company while supporting public radio. 

“We also donate to silent auctions for nonprofit 
organizations, and we feel good about that because 
it supports that cause and gets our name out also,” 
Montane says. 

Montane remains committed to specialization 
and partnering with local companies to complete 

“It’s so important 
to create an 
environment where 
people feel like they 
can grow and learn 
more than just the 
job right in front 
of them, to grow as 
a person and become 
more in the world.” 

– Eva Montane,  
Columbine Landscapes



Montane develops landscape designs that collect and guide rainwater, supporting plantings and reducing the need 
for hand watering.
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jobs her company isn’t equipped to han-
dle. She has seen many companies snow-
ball into offering additional services. As a 
landscape designer, Montane admits that 
her mind has occasionally wandered to the 
idea of getting some machinery, training 
someone to use it and being able to execute 
her vision from beginning to end. None-
theless, she says Columbine Landscapes 
is committed to focusing on what it does 
best with regenerative landscape, ecolog-
ical restoration and building biodiverse 
habitats to support pollinators and bring 
in native wildlife, while leaving the power 
tools and heavy equipment to those who 
do it best. 

“I believe that specialization provides a 
higher level of service for our clients,” she 
says. “Why would you want your dry-waller 
to do electrical work when you’re building 
a house? Why would you want your irriga-
tion company to do tree pruning? People 
marvel that our crew is taught the names of 
the plants we work with. We are plant peo-
ple, and we are really focused on providing 
a high-end service for our horticulture base 
because that’s our specialty, that’s what we 
know.” 

SHARING KNOWLEDGE
After restructuring her business to allow 
her to work on it rather than in it, Mon-
tane found that she still has time to focus 
on the online education program that she 
built more than 10 years ago. The content is 
now accessible through Columbine Land-
scapes’ website. 

“Educational resources are valuable to 
people in the Mountain West because our 
conditions are so different than in other 
parts of the country,” Montane says. “The 
climate and the soil are so specific, and hav-
ing that kind of information accessible to 
people through the website is a great asset.” 

The online education series includes 
interviews with garden celebrities, authors 
and speakers from the Mountain West 
who answer Montane’s “burning questions” 
about gardening in the region. 

“My background is firmly rooted in 
plants and in being a botanist,” Montane 
says. “How do people take care of plants 
when they don’t know what they’re called? 
I feel strongly that specialization produces 
the best results.” 

As she continues to nurture her team, 
the environment and the surrounding 
community, Montane says she is guided by 
the idea of the biophilia hypothesis, which 
asserts that humans have an innate tenden-
cy to seek connections with nature. 

“That’s a guiding principle for me in 
why we do the work we do,” Montane says. 
“By creating landscapes for people through 
design, installation and maintenance, I see 
that we are able to have a big impact on 
people’s lives. I strongly believe we are cre-
ating peace on the planet by creating beau-
tiful landscapes for people to interact with 
readily.” 

Lauren Sable Freiman is a freelance writer based 
in Cleveland and can be reached at laurensable@
gmail.com.



MISSION

BUSINESS TO BUSINESS

ON A

Join forces to make your mission 
statement really serve your business.

A few months back, I was conducting a 
team alignment meeting for a client, 
where I get a team of supervisors and 
managers together with the president 
or owner. Working alongside each oth-

er, we create a structured discussion on areas 
that need attention and action. 

It is amazing what can happen in a meeting 
like that. In some past team alignment meet-
ings I have facilitated for other companies, the 
results were simply incredible.

In an example that bears repeating, in one 
team alignment meeting I conducted a number 
of years ago with Detroit Metropolitan Airport, 
one of the plumbing supervisors in the room 
made a suggestion. At the time, the airport had 
recently finished installing and operating its 
beautiful, electronic signage system for its park-
ing structures and lots.

The plumbing supervisor, small in stat-
ure and dressed in his blue uniform, had been 
quite reserved through most of the meeting. He 
raised his hand and in a modest manner said, 
“It’s great that we have our new electronic sig-

nage system for our parking structures and 
parking lots. But don’t you think it would 
be a good idea that instead of simply tell-
ing our customers which parking lots are 
full, we should also inform them of the 
parking lots that are still open?”

BY TOM BORG
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Tom Borg is a business 
consultant who works at the 
intersection of leadership, 
communication and culture. 
As a thought leader, he 
works with his green 
industry clients and their 
leadership teams to help 
them connect, communicate 
and work together better 
without all the drama. To ask 
him a question please call 
(734) 404-5909 or email him 
at: tom@tomborg.com or 
visit his website at: www.
tomborgconsulting.com.

The director of the airport who was seated in the 
back of the room promptly stood up, came to the 
front of the room and said, “That is an absolutely 
brilliant idea, and we will start using it today.”

There was a buzz of comments and acknowledge-
ments by the plumber’s peers, and he wore a smile 
on his face knowing he had made a meaningful dif-
ference. On my next visit to the airport for our next 
team alignment meeting, I noticed one of the beau-
tiful, electronic signs displaying the information the 
plumber had suggested.

Is this kind of scenario possible at your compa-
ny? Do your team leaders, supervisors, foremen and 
managers have some great ideas that could help 
make your company better than it is right now? Of 
course they do.

Why not give them an opportunity to contribute? 
I often tell my clients who are presidents and owners 
that they don’t have to be the smartest person in the 
room. They don’t have to have all the answers. But 
rather, they need to ask better questions and then at-
tentively listen to the answers.

A COMMON PURPOSE
This approach can be especially true for a company’s 
mission statement. The client I mentioned at the 
start has a good mission statement. But the main 
problem is that most people in the company don’t 
know it exists, let alone believe in it. In our consulta-
tion, we discussed some of the ways to help the entire 
team improve, embrace and identify with it. 

According to Val Matta, vice president of devel-
opment at CareerShift, “In a past survey, ‘The Great-
ness Gap: The State of Employee Disengagement,’ a 
staggering 61% of employees don’t know their com-
pany’s mission statement. What’s more, of those who 
are familiar with their company’s mission, 57% are 
not motivated by it.”

According to Gallup, just 33% of American 
workers are engaged by their jobs. Another 52% say 
they’re “just showing up,” and 17% describe them-
selves as “actively disengaged.” It sounds like most 
employers have a lot of work to do to unlock the full 
potential of their workforce.

Your company mission statement plays a direct 
role in helping your team members feel engaged and 
working toward a purpose.

Matta goes on to state that, “A good mission 
statement creates a cause with which employees can’t 
help but connect on an emotional level. Emotion is 
a powerful driver of performance. This is especially 
true for younger generations. According to a Deloitte 

survey, 60% of millennials said the company purpose 
contributed to their decision to work there.”

Once you have updated, improved or recreated 
your company’s mission statement, and it packs an 
emotional punch, begin to put it to work. There are a 
couple of ways to do this.

Have informal discussions with your team mem-
bers and ask them for examples of where the com-
pany’s mission statement is being put into action. In 
other words, where do they see their team members 
or themselves serving the customer in such a way 
that it fulfills the mission statement directive? Ask 
them the question, “How does that make you feel?”

As you get their responses, compliment them on 
their efforts. Don’t stop there. Point out to other team 
members and leaders how the mission statement is 
being demonstrated by fellow team members.

Whenever you catch a team leader, supervisor, 
foreman or manager fulfilling the mission statement 
through their words or actions, acknowledge that ac-
tion. Tell them how it is making a difference in that 
customer’s life. Communicate with your team how it 
positively impacts the company they work for.

Whenever your company receives emails, thank 
you notes or phone calls from your customers thank-
ing you for the great service that your team provided, 
do something with that information. Print off and 
post the letters and comments on your company’s 
physical or electronic bulletin boards. Share some of 
them at every team meeting. Congratulate and thank 
your team members for their hard work and talk 
about how it supports the company mission state-
ment and helps your customers.

Remember the saying, “What gets rewarded gets 
repeated.” Your purpose is to reinforce the idea that 
the mission statement is a living and breathing phi-
losophy. It is real and it feels good to live it. It is part 
of the reason you are all working for the company. 

Consistently applying this approach will strength-
en and fortify the mission statement everyone has 
worked so hard to create. Email me to request a free 
copy of my Six Steps to Running a Successful Mis-
sion Statement Discussion Meeting. 

Your company mission statement 
plays a direct role in helping your 
team members FEEL ENGAGED and 
WORKING TOWARD A PURPOSE.

Even when employees are familiar with a company’s mission statement, 

57% ARE NOT MOTIVATED BY IT.
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SAFETY

A
s a landscape and irrigation business 
owner or manager, the fear of someone 
getting injured on the job is regularly on 
your mind. After all, the very nature of 
landscaping work can be inherently dan-
gerous. Your crews are working out in 

the field where factors are out of your control. For-
tunately, there are ways that you can reduce your 
risk. By implementing a solid safety program, you 
can feel confident that your crews are well-trained 
and preventing accidents.

Employers are responsible for providing their 
employees with a workplace that is free from se-

rious recognized hazards, says Kimberly Darby, 
spokesperson with U.S. Department of Labor’s 
Occupational Safety and Health Administration. 

“Employers must provide landscape workers 
with training on, and personal protection equip-
ment for, all machinery that workers are required to 
operate,” she says. “OSHA requires that employers 
conduct all required training of workers in a lan-
guage and vocabulary workers can understand.” 

It can be incredibly beneficial for landscape 
companies to send at least one employee through 
some form of OSHA training. At TruNorth Land-
scaping in Traverse City, Michigan, the company’s 
human resources manager took a 10-hour OSHA 
Construction Safety Course, earning a certificate 
of completion. When onboarding a new employee 
at TruNorth Landscaping, safety training is an im-
mediate part of that process.

Play it
safe
Develop a culture of safety with 
continuing education for crews.

BY Lindsey Getz
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“It helps that our human resources manager has 
that background and knows what all of the safety 
standards are,” says Heather Kortokrax, TruNorth 
Landscaping director of marketing. “You don’t 
want there to be any corners cut when it comes to 
safety.” 

Kortokrax says that this year the company has 
appointed one person to oversee safety. His official 
title is materials and equipment superintendent, 
but a big portion of what he’ll be doing is “boots-
on-the ground type of work, checking for safety on 
every site.”

“This will essentially follow through on what 
our HR manager is teaching by making sure that 
the crews are actually putting safe practices into 
use,” Kortokrax explains. 

Landscape America in Wrentham, Massachu-
setts, is also ramping up its focus on safety. Compa-

ny President Doug McDuff says that a few workers’ 
compensation claims and the financial ramifica-
tions of those claims were eye-opening that there 
needed to be more emphasis on safe operations.

“Nobody was seriously injured, and we had al-
ready thought we were pretty safe, but it’s made us 
put even more energy into how we can better train 
crews on safety,” he says. “Even small accidents can 
add up and start to affect the bottom line. What 
we’ve found is that safety has to start with owner-
ship and work its way down. We have always talked 
a lot about safety, but we’ve found we need to be 
sure that we’re living it, that our managers are out 
there and demonstrating best practices and wear-
ing safety gear. And that they’re not afraid to stop 
a crew member in the middle of what they’re doing 
and say, ‘Let’s talk about whether there’s a safer way 
to do this,’ if they’re not using best practices.” 

What we’ve 
found is 
that safety 
has to start 
with own-
ership and 
work its 
way down.
– Doug McDuff, 
Landscape America

Point out any areas that could present safety 
issues when meeting before starting work 
at a job site. Photo: TruNorth Landscaping
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Fostering a culture of safety
Exactly what safety training looks like can vary 
from company to company, but those who seem to 
be most successful are the companies that are fos-
tering a culture of safety, where it’s not a one-and-
done undertaking but rather an ongoing, evolving 
one. Along with that, it’s proven important to have 
some formal structure or programming in place as 
this creates accountability.

“Employers should have some form of a safety 
training program at their work sites,” says OSHA’s 
Darby. “Many OSHA standards require training, 
and the agency has a number of resources to help 
employers develop safety training programs that are 
unique to their workplaces.” 

For North Point Outdoors in Derry, New 
Hampshire, a formal safety program has been built 
in the form of what they call “North Point Outdoors 
University,” according to Co-owner Andrew Pelkey.

“It’s the idea that we not only want our team to 
know how to use equipment, like a backpack blower, 
but we want them to understand all of the nuances 
that go into best practices, like working with a crew 
on corners,” he says. “We’re shooting that video to 
incorporate into our University.” 

Pelkey says that ongoing refresher training and 
videos will be an integral part of operations. When 
it’s been a whole year since crews performed a cer-
tain task, a refresher can be invaluable. 

Beyond formal programming, all of the land-
scaping companies we spoke with expressed the im-
portance of bringing up safety in daily and ongoing 
reminders. Often, these quick safety talks are part of 

the morning daily huddles or brought up in the field. 
These ongoing reminders help to foster the culture 
of safety that companies are striving for, where it’s 
just part of everyday work life.  

Kortokrax says it’s about meeting crews where 
they’re at.

“There’s a place for PowerPoint presentations 
and videos, but there has to be at least some hands-
on component, too,” she says. “That’s how a lot of 
people learn. So, the fact that our materials and 
equipment superintendent is out there in the field 
and teaching in a hands-on way backs up the con-
cepts that we might have talked about in a safety 
meeting, and sometimes that’s more effective.” 

Pelkey says that safety refreshers are part of the 
10-minute morning huddle and they often use real- 
life situations. For instance, when another landscape 
company’s trailer was hit while parked in the road, 
it presented an opportunity to talk about what could 
have been done differently, such as using cones to 
mark it off. 

McDuff agrees that real-life situations hit home. 
That’s why they ask their team to talk about mistakes, 
not to interrogate them, but to learn from them.

Even while maintaining safe social distancing, morning meetings are a crucial time to refresh safety 
guidelines. Using recent examples of real-life situations can be a way to get crew members to take note of 
the importance of working safely. Photo: Landscape America

While a classroom isn’t necessary, it’s important to bring employees 
together for regular updates on safety concerns and best practices 
with equipment. Photo: North Point Outdoors

A successful 
safety program 
doesn’t just 
address equipment 
safety, but other 
hazards such as 
heat and insects 
as well.

KEEPING YOUR TEAM COVERED
Learn how a solid safety program includes more than just 
equipment tips in the full version of this article online at 
www.igin.com/playing-it-safe.

“If there was a close call, we want to talk about 
it and think about what we could do to improve so 
that next time it’s not an actual accident,” he says. 

Lindsey Getz is a contributing editor to Irrigation & Green Indus-
try and can be reached at lindsey.getz@yahoo.com.
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Blocking

bugs
Get ahead of 
common summer 
insects before they 
cause damage.

BY LEE CHILCOTE
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PEST PREVENTION

H
eading into summer, pests that 
cause damage to turf are going to 
be increasingly prevalent, and in 
the era of climate change, some 
of these threats are evolving and 
increasing. We caught up with 
several experts to learn about 
which pests are likely to cause 
the most trouble this year, the 
telltale signs of damage and how 
to prevent and treat them.

WHITE GRUB
One of the biggest pests that causes damage to turf 
in Kentucky is the white grub, the larvae of bugs like 
the green June beetle, Japanese beetle and masked 
chafer, says Jonathan Larson, assistant 
professor of extension entomol-
ogy at the University of Ken-
tucky in Lexington.

Recognizing it: White 
grubs are C-shaped, creamy 
white, with reddish brown 
head capsules. They range 
in size from under half 
an inch to about 1.5 
inches for green June 
beetle larvae. “They live 
in the thatch and root 
zone interface – that’s usu-
ally where they’re feeding,” 
says Larson.

Telltale signs: It’s not hard to 
recognize a white grub infestation. “If you 
pull up on the grass, it lifts up the soil like a rug from 
a floor because there are no roots anchoring it down,” 
because the bugs have eaten them, Larson says. The 
white grubs that are the larvae of bugs like the green 
June beetle are tunneling pests that move through 
the soil, whereas white grubs that are the larvae of 
Japanese beetles and masked chafers feed on the 
roots of the turf.

Getting rid of them: While the easiest way to get 
rid of them is to prevent them in the first place, that’s 
easier said than done. Raising the cutting height of 
grass helps, since grass with longer, healthier roots 
is more likely to survive. “Healthier turf is easier to 
resist. Longer roots are more likely to withstand feed-
ing,” says Larson.

Landscape professionals can also use preventive 
sprays. Chemical treatments include imidacloprid 
and chlorantraniliprole.

If the infestation is already there, some curative 
treatment like trichlorfon may be necessary. “Usual-
ly, you don’t get all of them, but you get 75%, and 
it’s still better than leaving all of them around,” says 
Larson, who also recommends renovation such as re-
seeding and resodding.

BLUEGRASS BILLBUG
Even in late winter, Kelly Kopp, a professor and ex-
tension specialist in the department of plant soils 
and climate at Utah State University, was already 
starting to monitor for the bluegrass billbug, the ar-
ea’s top turf pest.

They’ve had an unusual winter in Utah, with very 
little snow and in fact extreme drought, and she’s 
curious how pests will be affected. If it remains dry, 
Utah could have a bigger problem with chinch bugs, 
which historically have not been a huge pest in Utah 
but have been growing in prevalence over the past 
20 years.

Recognizing it: The adult billbug is a small black 
beetle with a long proboscis or nose. The nose has a 
joint in it that is often seen as an identifying charac-

teristic. But Kopp says it’s really the larvae that 
cause the most problematic damage, and 

they resemble white grubs but smaller 
and without any legs. “Sometimes 

people get confused between the 
two, but the billbug is quite a bit 
smaller,” she says.

Telltale signs: There a cou-
ple ways to recognize billbug 
pest damage, Kopp says. “If 
you grab the turf grass at the 
base of the leaves and give it a 

little tug and it gives way really 
easily as if the leaves are not at-

tached to the plant, that can be in-
dicative of the billbug, because larvae 

get inside the stems and start chewing, 
allowing the leaves to separate,” she says. “If you 

dig down into the soil, it looks a bit like sawdust, but 
that’s actually billbug excrement or frass.”

Treatment: Kopp cautions against rushing 
to conclusions and says positive identifi-
cation is the most important thing. 
“You really need to determine if 
what you’re seeing is the result of 
drought, insect damage or both” 
before deciding on a treatment 
option, she says.

She recommends an inte-
grated pest management ap-
proach. “With the bluegrass 
billbug, a lot begins with proper 
irrigation,” she says. “When we see 
overirrigation and overfertilization, 
it can create the right environment for 
pests to begin, because then when it gets 
dry, as it does in our summer, they can really ex-
plode on the scene.”

There are also chemical options, and beneficial 
fungi is a choice. Contractors can help the afflicted 
area recover by overseeding with a persistent species 
of turf or varieties of turf.

Bluegrass billbugs have a 
distinctive long proboscis, but 
the larvae are much more likely 
to cause damage. Look for saw-
dust-like frass as a sign. Photo 
top: Adam Dale. Photo bottom: 
Joseph Berger, Bugwood.org

ONE OF THE 
MOST COMMON 
SIGNS FOR 
A GRUB 
INFESTATION 
IS GRASS THAT 
CAN BE EASILY 
PULLED UP 
BECAUSE OF 
ROOT DAMAGE.



32            Irrigation & Green Industry    April 2021 www.igin.com

PEST PREVENTION

ANNUAL BLUEGRASS WEEVIL
The annual bluegrass weevil is 

especially prevalent on golf 
courses in the South and 

Midwest with annual 
bluegrass, ryegrass and 
creeping bent grass, says 
Larson. He and other 
extension etymolo-
gists are worried about 
spreading it either 
through sod move-
ment or people acci-
dentally transporting 

it. The annual blue wee-
vil can especially wreak 

havoc where the grass is 
already stressed from being 

cut short and being walked on. 
Recognizing it: The annual 

bluegrass weevil is a small beetle, 
about 1/8 inch, blackish in color, with 

a short snout in the front of its face. It’s hard 
to differentiate from other weevils, says Larson. The 
larval form looks like puffed rice cereal with a red 
brown head capsule and doesn’t have any legs. If a 
contractor is having trouble identifying it, they can 
bring a turf sample into an extension office for help.

Telltale signs: Contractors will be able to recog-
nize yellowing or browning of patches of turf that 
will grow larger if untreated. Stems of the plants will 
be hollowed out and have a sawdust-like frass left in 
them, which is a result of the younger larvae feeding 
on them. When the adults feed on the grass, you can 
see notches on blades of the turf.

Treatment: Cultural management practices in-
clude adequate watering and removing leaf litter, 
as this is where they overwinter. However, chemical 
management of the annual bluegrass weevil is the 
most effective way to reduce the pest population. 
Preventive applications of insecticides, especially py-
rethroids, can help cut the population before the first 
generation of eggs are laid for the year.

CHINCH BUG
Adam Dale, assistant professor of turfgrass and or-
namental entomology at the University of Florida 
at Gainesville, focuses his work around sustainably 
managing insects in urban landscapes and orna-
mental landscapes. The biggest problem in southern 
Florida, he says, is the chinch bug.

“It causes the most rapid and severe damage, 
and it’s one of the most difficult to control,” he says. 
“One reason for that is that it primarily feeds on St. 
Augustine grass, which is the number one lawn turf 
species we have in Florida and throughout a lot of 
the Southern U.S. Because there’s food all over the 
place, they cause a lot of damage.”

Recognizing it: The problem with chinch bugs, 
says Henrique Meyer, urban commercial horticul-
tural agent at the University of Florida in Miami, is 
that they can be hard to see. “They’re very small, so 
positive identification is key,” he says. “They’re a half 
inch or smaller, so difficult to see with your naked 
eye. You often need to have a magnifying glass. Be-
cause of that, many people will say they have chinch 
bugs, but it’s not the case.”

Meyer recommends using a vacuum cleaner or 
blower on reverse to collect the bugs. Once you 
isolate them from the turf, you can see them more 
easily. The smaller ones are orange, whereas the old-
er ones are black. Meyer said contractors can also 
put a coffee can over the grass, remove the top and 
bottom, put it two inches into the soil, and fill it 
with water – if you have chinch bugs, they’ll float 
to the top.

Telltale signs: Chinch bugs tend to show up in 
hot, dry areas. The telltale sign of damage is brown 
turf. “They’re sap-feeding insects. They have a pierc-
ing sucking mouth part, and they stick it into the 
turf stems and suck out the extra sap and nutrients. 
The grass turns yellow and pretty quickly turns 
brown and dies,” says Dale. “In a matter of two 
weeks or three weeks you can go from a green lawn 
to a brown dead lawn.”

In addition to looking for yellowing leaves, 
landscape professionals can get down and dig in 
the grass a little bit and try to identify chinch bugs 
crawling around. “If you see damage, they’ll be 
dense enough populations that you won’t miss them 
if you’re digging in the grass,” says Dale.

Treatment: In addition to cultural practices like 
avoiding overwatering and overfertilization, and 
mowing to appropriate heights, insecticides are a 
good intervention. “If you find a ton, to help pre-
vent more damage, use a product that does rapid 
knockdown,” Dale says. “In lawns, the most com-
mon solution if you have this problem and need to 
fix it are pyrethroid insecticides.”

Additional options for prevention include ne-
onicotinoids and chlorantraniliprole. The latter is 
“a great example of how the industry is shifting 
toward more environmentally friendly insecticide 
options that also provide really good, selective pest 
control,” says Dale.  

“It’s very important to convey that chemical con-
trol is not the only way to control this pest,” Meyer 
adds. “Integrated pest management is a combina-
tion of practices. Only 1% of insects are bad for turf; 
the other 99% are good guys. You want to preserve 
the good guys, and work with the bad guys at a tol-
erable level.”

ARMY WORM
When there’s a drought, Kentucky sometimes has 
a problem with army worms, especially in subur-

The southern chinch bug 
causes rapid and severe 
damage, primarily feeding on 
St. Augustine grass, a popular 
choice for lawns in Florida. 
Photo: Adam Dale

“WHEN WE SEE 
OVERIRRIGATION AND 
OVERFERTILIZATION, 
IT CAN CREATE THE 
RIGHT ENVIRONMENT 
FOR PESTS TO BEGIN, 
BECAUSE THEN 
WHEN IT GETS DRY, 
AS IT DOES IN OUR 
SUMMER, THEY CAN 
REALLY EXPLODE ON 
THE SCENE.” 

– Kelly Kopp,  
Utah State University
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ban areas that are near former or current 
pasture for horses or cattle. “They come 
through at night and it seems like they eat 
everything,” says Larson.

Recognizing it: Fall army worms are 
the larvae of a small brownish-gray moth. 
They’re striped caterpillars. Some have 
orange stripes on their sides, while oth-
ers have yellow and black stripes running 
down parts of their bodies. One of the 
more “famous” ones has a yellow Y on the 
back of its head, says Larson.

Telltale signs: It is not uncommon 
for army worms to destroy an entire lawn 
within a matter of days. The grass will be 
flat and full of brown patches that look 
like heat, drought or chemical stress.

Treatment: If you catch them while 
the caterpillars are a half-inch long or 
smaller, you can spray your grass with a 
bacterium called Bacillus thuringiensis that 
kills only caterpillars. For mature caterpil-
lars, spray insecticides work best.

Using multiple approaches with in-
secticides and grass management prac-
tices will give lawns the best chance to 
stay clear of difficult pests while avoiding 
building resistance. Keep a sharp eye and 
use a balanced program to keep clients’ 
lawns safe this season. 

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

As caterpillars, Army worms are striped, sometimes with 
orange or yellow and black stripes, and a yellow Y on the 
back of its head. Photo: Joseph Berger, Bugwood.org
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GROUND UP

Focusing on soil health 
gives landscapes the right 
foundation to thrive.

A building’s foundation determines 
how sturdy the structure will be. 
The same philosophy applies to 
the soil that supports a landscape. 
Plants, trees and turf are more re-
silient and require less care with 

good soil health. Rob Boyker, owner of Seattle-based 
Avid Landscape, Design and Development LLC, 
approaches every project from this point of view.

“I like the progressiveness of putting soil health 
first,” he says.

In a perfect world, landscape companies are in-
cluded in the earliest phases of the project. The reality 
is that it’s not usually until after the fact when the 
phone rings. 

“Getting in on the design process early allows us 
to take a more holistic approach,” he says. “Then we 
can assess the topography and hydrology, how the 
drainage and tree roots move water across the area.”

Whether Boyker gets a call early or late in the 
process, he always starts with soil health. The ap-
proach is one he learned serving in the Peace Corps 
in West Africa. Working in forestry and agriculture, 
the goal was to teach people how to use cover crops 
and how to make manure tea and compost. In that 
region the practices were implemented out of neces-
sity rather than because they were focused on en-
vironmentalism. The bonus is that the practices are 
sustainable.

One practice that Boyker uses in his work is per-
maculture design, a philosophy that focuses on work-
ing with nature to develop stronger, more healthy 
landscapes. By looking at all systems on a site, the 
considerations are for how each of them will work 
together to benefit all life forms. In landscaping, it 
combines conceptual, material and strategic compo-
nents into the planning phase.

Even in the Pacific Northwest where there is a 
great emphasis on sustainability and environmen-
talism, selling soil health is still a challenge. Land-
scaping is still considered a commodity. Price and 
picture-perfect results often take precedence. And it 
is a slow process to change people’s minds. Sticking 
to the company’s values and educating the client is an 
important part of the process.

That approach has landed Boyker the client re-
lationships that have allowed him to implement soil 
health strategies even when the customer may not 
buy in 100%. Here he shares a behind-the-scenes 
look at how he puts soil first.
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ON THE JOB
When Boyker is called into a job, his first step is 
observation. He looks at the topography and where 
water naturally flows through the site. On properties 
with vegetation, he looks for weeds that are indicator 
species for soil health problems. For example, dan-
delions are an indicator species of compact or acidic 
soil. Clover suggests the soil is low in nitrogen. Wood 
sorrel points to acidic or heavy clay, and crabgrass in-
dicates the soil has poor drainage. 

“Right when I’m getting to a site, I look to see 
what is growing there because it is a good indication 
of underlying conditions,” he says.

Site contractors frequently park large equipment 
and vehicles on areas that are to become planting 
beds or lawns. Much of the native soil profile is dis-
turbed through excavation, and soil compaction be-
comes a significant issue.

“Having multiple trades on and off the site each 
day is one of the biggest obstacles in this type of 
landscape renovation on a larger project like home 
construction,” he says. “The process of soil prepara-
tion is undervalued and hard to recognize.”

It can be easy to accidentally jeopardize the pro-
cess of developing or prepared soil by washing out 
paintbrushes, parking vehicles or staging materials, 
for example.

This was precisely the case at a recent residential 
project. The ground was highly compacted with mul-
tiple contractors on-site daily. The seller had incor-
porated a generous landscape budget, but she wasn’t 
motivated by the long-term benefits soil health of-
fered beyond the sale. The property had 7,000 square 
feet split between two areas and ample planting beds. 
The project also included hardscaping, irrigation and 
lighting.

“We do what we can for our reputation, and 
she gave us enough license in the design to use soil 
amendments even though she was indifferent about 
promoting long-term soil health,” he says.

When Boyker arrived on-site, his first step was 
taking a soil sample. The results weren’t surprising. 
The soils were typical Northwest soils, a composition 

that naturally supports a wide range of plants with 
little more than an annual (or biennial) application 
of organic material, such as compost, according to 
Boyker. The challenge for this project was that the 
excavation for the home addition and remodel mixed 
the soil profile and compacted the site.

“Each horizon in a soil profile has a distinct char-
acteristic and role. Disturbing this profile is detri-
mental to the soil’s ability to perform its function,” 
he explains. “In a rainy locale like Seattle, this is ex-
tremely important with regard to site drainage, ero-
sion and runoff. Compacted soil and disturbed soil 
profiles lose their capacity to play their essential role 
in the hydrological cycle.”

DIGGING IN
On new construction and development projects, the 
top and surface layers of topsoil are excavated and 
hauled off-site. That leaves landscape contractors the 
subsoil or substratum to work with. In these cases, the 
soil profile needs to be reconstructed. This process in-
volves mixing in larger amounts of organic materials 
or compost to an average depth of 2 feet, according 
to Boyker. That is followed by the addition of up to 4 
inches of topsoil mixed to a depth of 6 inches.

“Fortunately, with sustainable practices becoming 
more common, topsoil is stockpiled on development 
sites,” he says. “The soil is reused on the same site, 
reducing the carbon footprint of trucking, but the 
matter of repairing the profile and compaction still 
exists.”

Boyker estimates that on about 80% of commer-
cial projects he has the opportunity to start from 
scratch. As part of the rebuilding process of lawns, 
he prefers seed. Sod is great for instant gratification, 
plus in the Seattle area it can be laid year-round, 
whereas seed is seasonal and relies on additional care 
and protection until it is established. 

“One of the downsides to sod is that it comes 
with soil,” he says. “This is a small amount of soil, 
but if it is clay-heavy soil, it can create an interface 
between the sod and the soil that we have prepared 
for the lawn area. And an additional preference is to 
use alternative ‘eco-lawn’ seed mixtures.” 

With new construction, Boyker rebuilds the soil profile with organic materials or com-
post after the top and surface layers of topsoil are excavated and hauled off-site.

Boyker prefers to use seed to rebuild lawns, but sod does provide instant gratifica-
tion. He cautions that sod comes with its own soil, which might need to be addressed.

Each horizon 
in a soil profile 
has a distinct 
characteristic 
and role. 
Disturbing 
this profile is 
detrimental to 
the soil’s ability 
to perform its 
function. 
– Rob Boyker,  
Avid Landscape, 
Design and 
Development
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That was not the scenario on the home construction project 
mentioned earlier. There wasn’t the opportunity to start the turf ar-
eas from scratch. After evaluating the soil core samples, pH tests 
and site topography, an organic treatment program was applied.

They did have more influence in the planting beds. After loos-
ening the compacted soil, they mixed in about 25 yards of fish com-
post on the site. The company favors fish compost because it is high 
in organic matter and is effective at building soil nutrients. A local 
supplier provides easy access to bagged and bulk products.

Once the plants were in, 4 inches of arborist chips were applied 
as mulch. The arborist chips are simply a byproduct of the work per-
formed by local tree service companies. The raw product is dye-free. 
Though the chips don’t provide additional nutrients to the soil they 
have proved highly effective at weed suppression.

“Traditionally, arborist chips are not considered as aesthetically 
appealing as dark or even red bark mulch, but it is a long-lasting 
organic layer,” he says. “A benefit is that the chips are a little rougher 
so when there is leaf droppage or a twig that would make other 
mulches look messy, it doesn’t look messy on the chips.”

CHANGING MINDSETS
In the long run, prioritizing soil health reduces the cost of land-
scape maintenance and plant water requirements. However, it’s a 
process that takes time and is more expensive upfront. In a market 
where customers are used to cheaper prices, Boyker works to con-
vince customers that it’s worth the wait.

“We talk with all our clients one-on-one and try to give them a 
better understanding of how the science works and that we are not 
just trying to take more of their money,” he says. “I feel odd when I 
tell people I believe this as the truth for the future of our children 
but there are more benefits for everyone. It is finally a practice many 
companies in addition to ours are using.”

Boyker also encourages contractors interested in integrating soil 
health services to sign up for classes on permaculture and sustain-
able landscaping. 

“A lot of what we do is still trial and error. We’re part of a state-
wide landscape association and are close with other members. We 
all have similar clients and so we chat and share info about our 
work,” he says. 

A finished landscaping job with poor soil will look exactly like 
a finished project with healthy soil, at least for a few weeks. After 
that, when everyone is long gone, the poor soil installation will start 
flagging its deficiencies. At this point, the cause is often casually 
brushed off as being the fault of the new owners and their lack of 
having green thumbs.

“Failure in landscaping has become readily excusable for reasons 
that don’t always apply,” he says. “A properly planned and designed 
landscape with healthy soils and appropriate plant materials does 
not require human intervention to thrive.”

The author is a freelance writer in Mechanicville, New York, and can be reached at 
ktnavarra@gmail.com. 

Some weeds can be indicator 
species that alert landscapers 
to underlying soil issues.
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C
hoosing the right sprinkler for 
the job in the past year hasn’t 
been as much about picking a 
contractor’s preferred features. 

Instead, irrigation professionals have had to 
work with additional points of stress such 
as increasing regulations and high demand 
due to the pandemic.

NEW RULES
Water use rules are becoming a major con-
cern for irrigation professionals, especially 
in some areas of the U.S. where pressure- 
regulating spray bodies are required, says 
Jack York, national irrigation product man-
ager for Ewing Irrigation and Landscape 
Supply, Phoenix. 

“We’ve seen an emerging trend of states 
enacting the PRS legislation, which pro-
hibits distributors and retailers from selling 
irrigation equipment that does not have 
pressure regulation,” he says. “Specifically 
in California, Washington, Colorado, Ha-
waii and Vermont, spray body sprinklers 
must now be sold with pressure regulators.”

Not only is it important to have the 
correct sprinkler, an irrigation design with 
correct sprinkler placement is key as the in-
dustry focuses more on water savings over-

all, says Kelsey Jacquard, senior product 
manager, Hunter Industries, San Marcos, 
California.

Even if those regulations aren’t active or 
imminent in your state, it could be a good 
idea to start moving in that direction with 
equipment choices. Not only would that 
line up with future statewide water use 
guidelines, it could work as a way to in-
crease revenue, York says.

“By switching to these pressure- 
regulating sprinklers, contractors are get-
ting ahead of possible local legislation, 
which shows a lot of foresight to the in-
dustry,” he says. “It’s a great opportunity for 
the contractor to offer their customer a far 
more efficient irrigation system with signif-
icant water savings.”

It’s also a chance for contractors to build 
revenue with past clients by showing their 
industry expertise, says Jacquard.

“These new trends allow contractors to 
revisit existing projects, perform water au-
dits and then become ‘water managers’ for 
the sites,” she says. “This service not only 
includes assuming management of the 
controller but also changing and upgrading 
the irrigation parts to models that increase 
efficiency.”

Pressure-regulated sprinklers typically 
use about 25% less water than standard 
sprinklers, says York. If a nozzle breaks, 
pressure regulators can save about 70% of 
the water that might have been lost in a 
leak. The small incremental cost to home-
owners will bring lasting return on invest-
ment as water bills decrease.

Sprinklers are seeing some competition 
from increased installations of drip irri-
gation, squeezing sprays and rotors out of 
a job, says Chris Rigby, senior contractor 
account manager for Rain Bird, Azusa, 
California.

“Rotary nozzles are becoming more 
popular due to smaller spaces and worsen-
ing soil conditions that require slower pre-
cipitation rates to prevent wasteful runoff,” 
he says.

HIGH DEMAND
In the past year, contractors have been 
trying out new practices with sprinklers, 
sometimes out of necessity, says Greg 
Dougherty, director of sales for North 
America, K-Rain Manufacturing, Riviera 
Beach, Florida.

“Contractors experimented with more 
‘featured’ products because that’s all they 
could get,” he says. “They were trying prod-
ucts with features that they might never 
have bought otherwise and sticking with 
those products.”

Once those new features had been in-
corporated into their designs, many con-
tractors were more willing to add those 
options on an ongoing basis, which is good 
for the industry because it enhances the 
overall irrigation knowledge base, he says.

Especially in states where pressure reg-
ulation has been mandated, more contrac-
tors are looking for spray bodies that make 
both the spray nozzles and multiple-stream 
nozzles more efficient by ensuring they op-
erate at the design pressure, Jacquard says.

York says many contractors have been 
looking beyond the standard rotor for 
their equipment in the past year, looking 
for more features in a single offering, such 
as check valves, pressure regulation and 
pre-installed nozzles.

Rotary nozzles are also picking up in 
popularity, with manufacturers recom-
mending that they be installed on pressure- 
regulating spray bodies for efficient irriga-
tion, York says. 

“We’re also seeing irrigation designs 
that are including more subsurface irriga-

Under
PRESSURE

Stay ahead of water regulations 
with more efficient sprinklers.

BY KYLE BROWN
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ROTATING NOZZLES
Manufacturer Model Series Nozzle M or F thread Pattern (degrees) Operating pressure (psi) Radius (ft.) Discharge rate (gpm) Precipitation rate (in./hr.)

Hunter MP 1000 – options available MP1000 adj. arc/radius M or F 90-360 30-55 8-15 0.17-1.01 0.41-0.5

Hunter MP 2000 – options available MP2000 adj. arc/radius M or F 90-360 25-55 13-21 0.34-1.74 0.4-0.5

Hunter MP 3000 – options available MP3000 adj. arc/radius M or F 90-360 25-55 22-30 0.71-4.27 0.39-0.53

Hunter MP 3500 90-210 MP3000 adj. arc/radius F 90-210 25-55 31-35 1.04-3.94 0.39-0.53

Hunter MP Corner MP Specialty adj. arc/radius M or F 45-105 30-55 8-15 0.17-0.53 —

Hunter MP Left Strip MP Specialty adj. radius M or F strip 30-55 5×15 0.19-0.26 —

Hunter MP Side Strip MP Specialty adj. radius M or F strip 30-55 5×30 0.38-0.51 —

Hunter MP Right Strip MP Specialty adj. radius M or F strip 30-55 5×15 0.19-0.26 —

Hunter MP800SR – options available MP800SR adj. arc/radius F 90-360 30-55 6-12 0.16-0.98 0.72-1.03

Hunter MP815 – options available MP815 adj. arc/radius F 90-360 30-55 8-16 0.42-2.26 0.79-1.0

K-Rain RN100 – options available Rotary Nozzle adj. arc/radius, fixed 360 F 90-270, fixed 360 30-50 13-15 0.22-1.2 0.46-0.51

K-Rain RN200 – options available Rotary Nozzle adj. arc/radius, fixed 360 F 90-270, fixed 360 30-50 16-19 0.34-1.88 0.45-0.51

K-Rain RN300 – options available Rotary Nozzle adj. arc/radius, fixed 360 F 90-270, fixed 360 30-50 26-30 0.8-3.7 0.39-0.44

K-Rain RNS-RES-515 Rotary Nozzle fixed F fixed-right end strip 30-50 5×15 0.3-0.4 —

K-Rain RNS-LES-515 Rotary Nozzle fixed F fixed-left end strip 30-50 5×15 0.3-0.4 —

K-Rain RNS-SS-530 Rotary Nozzle fixed F fixed-side strip 30-50 5×30 0.5-0.7 —–

K-Rain RN-100ADJ Rotary Nozzle adj. arc/radius F 80-360 30-50 13-15 0.22-1.2 0.49-0.51

K-Rain RN-200ADJ Rotary Nozzle adj. arc/radius F 80-360 30-50 16-19 0.34-1.9 0.49-0.51

K-Rain RN-300ADJ Rotary Nozzle adj. arc/radius F 80-360 30-50 26-29 0.8-3.8 0.41-0.48

Rain Bird R-VAN14 – options available R-VAN 8 to 14 ft. adj. R-VAN F 45-360 30-55 8-14 0.28-1.45 0.6-0.67

Rain Bird R-VAN18 – options available R-VAN 13 to 18 ft. adj. R-VAN F 45-360 30-55 13-18 0.42-2.11 0.6-0.68

Rain Bird R-VAN24 – options available R-VAN 17 to 24 ft. adj. R-VAN F 45-360 30-55 17-24 0.6-3.74 0.6-0.63

Rain Bird R-VAN-LCS R-VAN left corner strip R-VAN F left strip 30-55 5×15 0.18-0.28 0.56-0.64

Rain Bird R-VAN-RCS R-VAN right corner strip R-VAN F right strip 30-55 5×15 0.18-0.28 0.56-0.64

Rain Bird R-VAN-SST R-VAN side strip R-VAN F side strip 30-55 5×30 0.36-0.56 0.56-0.64

Toro PRN-TA Precision gear-driven rotary M 45-270 20-75 14-26 0.17-2.6 0.6

Toro PRN-TF Precision gear-driven rotary M 360 20-75 14-26 1.81-3.68 0.6

tion in shrub beds, where it would have 
been spray bodies five years ago,” he says.

To assist irrigation professionals trying 
to hold onto more inventory, distributors 
have been offering longer dating and flexi-
ble credit terms, says Dougherty.

SMART CHOICES
Pop-up height is a major factor in selecting 
the right sprinkler for the job, says Jacquard.

“Make sure that its pop-up height is suf-
ficient to get the nozzle into an unobstruct-
ed position, allowing it to be as efficient as 
possible,” says Jacquard. “If the nozzle is 

blocked by tall turf, no matter if the body is 
the correct pressure and the correct nozzle is 
selected, it will still perform poorly.”

When planning for pop-up height, re-
member that the lawn height will change 
between visits to the property, says Rigby. 

“For example, you may need a 6-inch 
pop-up height rather than a 4-inch, because 
grass will be tall before mowing,” he says.

Also, when working with reclaimed wa-
ter, make certain that the heads you’re using 
are rated for that use, he says.

Keeping the overall irrigation design in 
mind is also important to get the most out 

of your equipment, York says. “Even if it’s 
a rough sketch of the property, a proper 
irrigation design can save the contractor 
headaches and also prevent multiple trips 
between the job site and the distributor,” 
he says. “By determining the turf area 
and plantings as part of the design pro-
cess, contractors can develop a properly 
designed irrigation system that’s water- 
efficient and leverages the right sprinklers 
for the project.” 

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

To download a copy of these comparison charts,  
go to www.igin.com/2021-sprinkler-comparison-charts.

B . . . . . . . . . . . . brass 
CT . . . . . . . . . . . continuous 
CV . . . . . . . . . . . check valve 
F . . . . . . . . . . . . full 
FC . . . . . . . . . . . full circle 
FSO . . . . . . . . . . flow shut-off

Legend
HS . . . . . . . . . . . high speed 
LA . . . . . . . . . . . low angle
NP . . . . . . . . . . . nonpotable
ON. . . . . . . . . . . opposing nozzle 
P . . . . . . . . . . . . part 
Pl . . . . . . . . . . . . plastic 

sh . . . . . . . . . . . spray head 
SS . . . . . . . . . . . stainless steel 
STD . . . . . . . . . . standard 
ZDC. . . . . . . . . . zinc die cast
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VARIABLE ARC NOZZLES
Inlet Size (inches) M or F

Thread
Manufacturer Model Series Nozzle Pattern (degrees) Operation

Pressure (PSI)
Radius Discharge Rate (GPM) Precipitation Rate 

(in./hr.)

n/a F Hunter 4A Pro-adjustable 4-ft. adj. 0-360 20-40 3-4 0.11-0.9 ~ 4.0

n/a F Hunter 6A Pro-adjustable 6-ft. adj. 0-360 20-40 4-6 0.15 -1.4 ~ 3.5

n/a F Hunter 8A Pro-adjustable 8-ft. adj. 0-360 20-40 7-9 0.18-2 ~ 2.65

n/a F Hunter 10A Pro-adjustable 10-ft. adj. 0-360 20-40 9-11 0.2-2.36 ~ 1.9

n/a F Hunter 12A Pro-adjustable 12-ft. adj. 0-360 20-40 11-13 0.25-3.36 ~ 1.7

n/a F Hunter 15A Pro-adjustable 15-ft. adj. 0-360 20-40 14-17 0.39-4.52 ~ 1.6

n/a F Hunter 17A Pro-adjustable 17-ft. adj. 0-360 20-40 16-19 0.49-5.52 ~ 1.6

5/8 F Hydro-Rain 04-ADJ HRN-200 4-ft. adj. 0-360 15-70 4-6 0.61-3.36 8.97-17.03

5/8 F Hydro-Rain 08-ADJ HRN-200 8-ft. adj. 0-360 15-70 7-9 0.39-2.11 2.33-3.49

5/8 F Hydro-Rain 10-ADJ HRN-200 10-ft. adj. 0-360 15-70 9-11 0.39-2.11 1.68-2.11

5/8 F Hydro-Rain 12-ADJ HRN-200 12-ft. adj. 0-360 15-70 11-13 0.51-2.6 1.37-1.71

5/8 F Hydro-Rain 15-ADJ HRN-200 15-ft. adj. 0-360 15-70 13-16 0.59-3.17 1.19-1.54

5/8 F Hydro-Rain 18-ADJ HRN-200 18-ft. adj. 0-360 15-70 15-19 0.68-3.84 1.02-1.34

n/a F Irritrol PRO-VAN8 Variable Arc 8-ft. VAN 0-360 20-50 8-10 0.53-2.78 2.59-5.42

n/a F Irritrol PRO-VAN10 Variable Arc 10-ft. VAN 0-360 20-50 10-13 0.62-3.59 1.19-4.45

n/a F Irritrol PRO-VAN12 Variable Arc 12-ft. VAN 0-360 20-50 11-14 0.75-3.62 1.51-3.74

n/a F Irritrol PRO-VAN15 Variable Arc 15-ft. VAN 0-360 20-50 14-17 1.0-4.31 1.18-3.08

n/a F Irritrol PRO-VAN17 Variable Arc 17-ft. VAN 0-360 20-50 15-18 1.2-4.6 0.97-2.92

n/a F K-Rain KVF8 High Efficiency KVF Nozzles 8-ft. adj. 0-360 20-40 9-10 0.39-2.3 1.62-2.59

n/a F K-Rain KVF10 High Efficiency KVF Nozzles 10-ft. adj. 0-360 20-40 10-12 0.45-2.8 1.65-2.16

n/a F K-Rain KVF12 High Efficiency KVF Nozzles 12-ft. adj. 0-360 20-40 12-14 0.65-3.5 1.47-2.04

n/a F K-Rain KVF15 High Efficiency KVF Nozzles 15-ft. adj. 0-360 20-40 14-17 0.75-4.6 1.45-1.88

n/a F K-Rain KVF17 High Efficiency KVF Nozzles 17-ft. adj. 0-360 20-40 17-18 0.85-4.8 1.13-1.65

n/a M K-Rain KV8 KV Nozzles 8-ft. adj. 0-360 20-50 7-9 0.3-2.3 1.9-3.82

n/a M K-Rain KV10 KV Nozzles 10-ft. adj. 0-360 20-50 10-13 0.7-3.5 1.87-3.68

n/a M K-Rain KV12 KV Nozzles 12-ft. adj. 0-360 20-50 11-15 1.1-3.9 2.02-3.42

n/a M K-Rain KV15 KV Nozzles 15-ft. adj. 0-360 20-50 14-19 1.3-5.3 1.58-2.57

n/a M K-Rain KV17 KV Nozzles 17-ft. adj. 0-360 20-50 15-20 1.7-5.4 1.27-2.47

1/2 F Rain Bird HE-VAN-08 HE-VAN Series 8-ft. HE-VAN 0-360 15-30 5-8 0.21-1.17 1.76-3.19

1/2 F Rain Bird HE-VAN-10 HE-VAN Series 10-ft. HE-VAN 0-360 15-30 7-10 0.32-1.78 1.72-2.48

1/2 F Rain Bird HE-VAN-12 HE-VAN Series 12-ft. HE-VAN 0-360 15-30 9-12 0.42-2.37 1.58-1.99

1/2 F Rain Bird HE-VAN-15 HE-VAN Series 15-ft. HE-VAN 0-360 15-30 11-15 0.65-3.7 1.58-2.08

1/2 F Rain Bird 4VAN VAN 4-ft. VAN 0-330 15-30 3-4 0.21-0.88 4.93-10.27

1/2 F Rain Bird 6VAN VAN 6-ft. VAN 0-330 15-30 4-6 0.26 -1.2 3.21-6.34

1/2 F Rain Bird 8VAN VAN 8-ft. VAN 0-330 15-30 6-8 0.51-1.7 2.79-5.46

1/2 F Rain Bird 10VAN VAN 10-ft. VAN 0-360 15-30 7-10 0.48-2.6 2.5-3.8

1/2 F Rain Bird 12VAN VAN 12-ft. VAN 0-360 15-30 9-12 0.39-2.36 1.58-1.86

1/2 F Rain Bird 15VAN VAN 15-ft. VAN 0-360 15-30 11-15 0.65-3.7 1.58-2.07

1/2 F Rain Bird 18VAN VAN 18-ft. VAN 0-360 15-30 14-18 1.05-5.32 1.59-2.07

n/a M Toro TVAN8 Variable Arc 8-ft. VAN 0-360 20-50 7-9 0.58-1.96 2.08-5.26

n/a M Toro TVAN10 Variable Arc 10-ft. VAN 0-360 20-50 9-10 0.59-2.69 2.06-4.18

n/a M Toro TVAN12 Variable Arc 12-ft. VAN 0-360 20-50 10-13 0.76-3.47 2.00-3.38

n/a M Toro TVAN15 Variable Arc 15-ft. VAN 0-360 20-50 13-16 1.06-4.33 1.40-2.88

n/a M Toro TVAN17 Variable Arc 17-ft. VAN 0-360 20-50 15-18 1.25-4.71 1.02-2.57

1/2 F Weathermatic 6700 6700 6-12, 7LA, 10LA 20-360 25-60 23-43 1.5-6.3 0.24-1.3

Sponsored by
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Sponsored by

ROTORS
Inlet size (in.) Manufacturer Model Series Nozzle Pattern

(degrees)
Operation
pressure (psi)

Radius
(ft.)

Discharge
rate (gpm)

Precipitation
rate (in./hr.)

Gear drive

1/2 Hunter SRM 4” Plastic 8Pl adj. 40-360 30-50 15-34 0.42-4.3 ~ 0.45 yes

1/2 Hunter PGJ Shrub, 4”, 6”, 12” Plastic 8 Pl adj. 40-360 30-50 15-37 0.64-5.3 ~ 0.6 yes

3/4 Hunter PGP-ADJ 4” Plastic 27 Pl adj. 40-360 30-70 22-52 0.5-14.1 ~ 0.4 yes

3/4 Hunter PGP Ultra Shrub, 4”, 6”, 12” Plastic 34 Pl adj. 50-360 30-70 22-52 0.36-14.8 ~ 0.4 yes

3/4 Hunter I-20 – options available Shrub, 4”, 6”, 12” Plastic or stainless 30 Pl adj. 50-360 30-70 17-47 0.36-14.8 ~ 0.4 yes

1 Hunter I-25 – options available 4”, 6” Plastic or stainless 12 Pl adj. 50-360 40-100 40-71 3.8-31.5 ~ 0.4 yes

1 Hunter I-40 – options available 4”, 6” Stainless 6 Pl adj. 50-360 40-100 45-76 7.0-33.7 ~ 0.4 yes

1 Hunter I-50 – options available 4”, 6” Stainless 6 Pl adj. 50-360 40-100 45-76 7.0-33.7 ~ 0.4 yes

1 Hunter I-80 – options available 3-3/4” Plastic 7 Pl adj. 60-360 40-100 63-97 20.2-59.6 ~ 0.6 yes

1 1/2 Hunter I-90 – options available 3” Plastic 8 Pl adj. 40-360 60-100 66-103 29.5-83.3 ~ 0.6 yes

3/4 Hydro-Rain HRX-075-ADJ HRX 5 STD, 5 LA 40-360 20-70 24-52 0.7-9.6 0.18-1.03 yes

1/2 Irritrol 430R 430R Pl partial/FC 30-50 20-35 0.8-3.4 0.28-.65 yes

3/4 Irritrol 550R 550R Pl partial/FC 25-65 25-50 0.74-9.7 0.2-0.99 yes

1/2 K-Rain 13003 MiniPro 4-in. 5 STD adj. 40-360 20-70 18-33 0.8-3.8 0.26-0.60 yes

1/2 K-Rain 13006 MiniPro 6-in. 5 STD adj. 40-360 20-70 18-33 0.8-3.8 0.26-0.60 yes

1/2 K-Rain 13012 MiniPro 12-in. 5 STD adj. 40-360 20-70 18-33 0.8-3.8 0.26-0.60 yes

1/2 K-Rain RPS50 RPS50 5 STD adj. 40-360 20-70 18-33 0.8-3.8 0.26-0.60 yes

3/4 K-Rain RPS75 – options available RPS75 8 STD, 4 LA adj. 40-360, 360 continuous 30-70 22-51 0.7-8.3 0.16-1.01 yes

3/4 K-Rain 60003 RPS Select 4 built-in adj. 40-360 30-70 33-46 1.3-6.8 0.23-0.71 yes

3/4 K-Rain RPS75i – options available RPS 75i 9 STD, 4 LA adj. 40-360, 360 continuous 30-70 26-48 0.44-9.7 0.22-.98 yes

3/4 K-Rain 11003 ProPlus  9 STD, 4 LA adj. 40-360 CT 20-70 22-50 0.5-10 0.12-0.87 yes

3/4 K-Rain 10003 – options available SuperPro 9 STD, 4 LA adj. 40-360 CT 20-70 26-49 1.2-11.1 0.21-1.17 yes

1 K-Rain 14053 – options available ProSport High Speed 6 STD adj. 40-360 CT 40-90 45-77 5.9- 32.5 0.61-1.56 yes

1 K-Rain 14003 – options available ProSport 6 STD adj. 40-360 CT 40-90 45-77 5.1-29.2 0.48-1.56 yes

1/2 Rain Bird 3500SPCSAM 3500 shrub PC w/CV 0.75-4 40-360 25-55 15-35 0.54-4.6 0.37-0.83 yes

1/2 Rain Bird 3504 – options available 3500 4-in. PC 0.75-4 40-360 25-55 15-35 0.54-4.6 0.37-0.83 yes

3/4 Rain Bird 5000SPCSAM – options available 5000 shrub PC w/CV 1-8 Std, 1-3 LA, MPR 40-360 25-65 25-50 0.76-9.63 0.2-1.5 yes

3/4 Rain Bird 5004 (PC or FC) – options available 5000 (PC or FC) 4-in. 1-8 Std, 1-3 LA, MPR 40-360 25-65 25-50 0.76-9.63 0.2-1.5 yes

3/4 Rain Bird 5006PC – options available 5000 6-in. 1-8 Std, 1-3 LA, MPR 40-360 25-65 25-50 0.73-9.63 0.2-1.5 yes

3/4 Rain Bird 5012+PCSAMR – options available 5000+ 12-in. w/PR 1-8 Std, 1-3 LA, MPR 40-360 25-65 25-50 0.73-9.63 0.2-1.5 yes

1 Rain Bird 6504 (PC or FC) – options available Falcon 6504 (PC or FC) w/CV 4-18 40-360 30-90 39-65 2.9-21.7 0.37-1.31 yes

1 Rain Bird 8005 – options available 8005 P/FC w/CV 4-26 50-360 50-100 39-81 3.8-36.3 0.48-1.28 yes

1/2 Toro Mini8-4P Mini 8 Pl partial/FC 30-60 20-35 0.8-3.4 0.24-0.54 yes

3/4 Toro Stream Rotor 300 Pl 9 arcs 35-50 15-33 0.57-7.5 0.33-1.35 yes

3/4 Toro T5P-RS T5 RapidSet Pl partial/FC 25-65 25-50 0.76-9.63 0.2-0.99 yes

1 Toro T7P T7 Pl partial/FC 40-100 40-75 1.7-30.6 0.62-1.42 yes

1 Toro 640 640 Pl partial/FC 40-90 47-67 6-25 0.26-4.91 yes

1 Toro TS90 TS90 Pl partial/FC 40-100 53-95 14-61.5 0.46-0.63 yes

2 Toro TS170V TS170 Pl partial/FC 60-115 111-177 113-303 n/a piston

2 1/2 Toro P2S P2 Pl partial/FC 60-115 105-180 70-267 n/a piston

3 Toro P2M P2 Pl partial/FC 70-115 138-226 131-535 n/a piston

3/4 Weathermatic T3 T 1, 1.5, 2, 3, 3.5, 4, 6, 8, 9, 13 40-360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T3 T 2.0LA, 2.5LA, 3.5LA, 4.5LA 40-360 30-50 29-37 1.6-4.1 0.34-0.67 yes

3/4 Weathermatic T3-36 T 1, 1.5, 2, 3, 3.5, 4, 6, 8, 9, 13 360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T3-36 T 2.0LA, 2.5LA, 3.5LA, 4.5LA 360 30-50 29-37 1.6-4.1 0.34-0.67 yes

3/4 Weathermatic T3SS T- SS 1, 1.5, 2, 3, 3.5, 4, 6, 8, 9, 13 40-360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T3SS T- SS 2.0LA, 2.5LA, 3.5LA, 4.5LA 40-360 30-50 29-37 1.6-4.1 0.34-0.67 yes
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ROTORS (continued)

Inlet size (in.) Manufacturer Model Series Nozzle Pattern
(degrees)

Operation
pressure (psi)

Radius
(ft.)

Discharge
rate (gpm)

Precipitation
rate (in./hr.)

Gear drive

3/4 Weathermatic T3-36SS T-SS 1, 1.5, 2, 3, 3.5, 4, 6, 8 360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T3-36SS T-SS 2.0LA, 2.5LA, 3.5LA, 4.5LA 360 30-50 29-37 1.6-4.1 0.34-0.67 yes

3/4 Weathermatic T3S T-shrub 1, 1.5, 2, 3, 3.5, 4, 6, 8, 9, 13 40-360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T3S T-shrub 2.0LA, 2.5LA, 3.5LA, 4.5LA 40-360 30-50 29-37 1.6-4.1 0.34-0.67 yes

3/4 Weathermatic T35 T 1, 1.5, 2, 3, 3.5, 4, 6, 8, 9, 13 40-360 30-70 28-61 0.7-14.9 0.17-0.89 yes

3/4 Weathermatic T35 T 2.0LA, 2.5LA, 3.5LA, 4.5LA 40-360 30-50 29-37 1.6-4.1 0.34-0.67 yes

1 Weathermatic CT70 CT 71-73 40-360 40-80 49-61 8.1-17.8 0.65-1.06 yes

3/4 Weathermatic 6000 6000 4, 5, 6, 7, 8, 9, 10, 11 40-360 20-65 30-51 1.0-9.5 0.21-0.88 yes

3/4 Weathermatic 6000 6000 4LA, 5LA, 6LA, 7LA, 8LA, 
9LA, 10LA

40-360 20-65 26-42 0.9-7.5 0.26-1.02 yes

1 Weathermatic 6500 6500 61, 62, 63, 64 40-360 45-75 44-60 2.8-13.2 0.23-0.84 yes

1 Weathermatic 6513 6500 61, 62, 63, 64 40-360 45-75 43-51 2.8-13.2 0.29-1.13 yes

1 Weathermatic 7500 7500 3, 4, 5, 6, 7, 8 40-360 45-90 53-74 9.4-27.5 0.64-1.21 yes

1 Weathermatic 7513 7500 3, 4, 5, 6, 7, 8 40-360 45-90 48-64 9.4-27.5 0.79-1.61 yes

1 Weathermatic CT70 CT 74, 75 40-360 60-90 59-74 16.6-28 0.92-1.15 yes

1 Weathermatic CT70-36 CT 71, 72, 73, 74, 75 360 40-90 49-74 8.1-28 0.65-1.15 yes

1 Weathermatic CT70SS CT SS 71, 72, 73, 74, 75 40-360 40-90 49-74 8.1-28 0.65-1.15 yes

1 Weathermatic CT70-36SS CT SS 71, 72, 73, 74, 75 360 40-90 49-74 8.1-28 0.65-1.15 yes

Photos: Ewing Irrigation & Landscape Supply
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SPRAY HEADS
Inlet size
(in.)

Manufacturer Model Series Nozzle M or F
Thread

Pattern
(degrees)

Operation
Pressure (PSI)

Radius
(in feet)

Discharge
Rate (GPM)

Precipitation
Rate (in./hr.)

Gear
Drive

1/2 Hit Products 907T 900 Telescopic fixed/adj. M 20-360 20-70 5-17 0.02-4.2 2.01-02.7 sh

1/2 Hit Products 913T 900 Telescopic fixed/adj. M 20-360 25-70 5-17 0.02-4.2 2.01-02.7 sh

1/2 Hit Products 902-906 900 fixed/adj. M/F 20-360 15-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products 904 CKV 900 fixed/adj. M/F 20-360 25-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products 912 900 fixed/adj. M/F 20-360 15-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products 702-706 700 fixed/adj. M/F 20-360 15-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products 712 700 fixed/adj. M/F 20-360 15-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products HP02 HP fixed/adj. M 20-360 25-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hit Products HP04 HP fixed/adj. M 20-360 25-70 5-17 0.02-4.2 2.01-2.7 sh

1/2 Hunter PS Ultra n/a female F adj. 20-70 8-17 varies 1.5 no

1/2 Hunter Pro-Spray n/a female F fixed and adj. 15-100 2-17 varies 1.5 no

1/2 Hunter Pro-Spray PRS30 n/a female F fixed and adj. 15-100 2-17 varies 1.5 no

1/2 Hunter Pro-Spray PRS40 n/a female F fixed and adj. 15-100 2-17 varies 1.5 no

1/2 Hydro-Rain HRN-100-SA Shrub Adapter fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-150-04 4-in. Slim Lin fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-02 2-in. Pro fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-03 3-in. Pro fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-04 4-in. Pro fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-06 6-in. Pro fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-12 12-in. Pro fixed/adj. F 0-360 15-70 4-18 0.4-4.4 1-2.6 no

1/2 Hydro-Rain HRS-200-SA-PR Shrub Head w/ Adj. PR all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Hydro-Rain HRS-200-02-PR 2-in Adj. PR & Check Valve all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Hydro-Rain HRS-200-03-PR 3-in. Adj. PR & Check Valve all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Hydro-Rain HRS-200-04-PR 4-in. Adj. PR & Check Valve all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Hydro-Rain HRS-200-06-PR 6-in. Adj. PR & Check Valve all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Hydro-Rain HRS-200-12-PR 12-in Adj. PR & Check Valve all spray/rotary nozzles F 0-360 15-70 4-18 0.4-4.4 1-2.1 no

1/2 Irritrol I-PRO400-I-PRO1200 I-PRO female thread M fixed 20-50 5-17 .06-4.75 0.97-5.42 no

1/2 K-Rain 73001 3-in. K-Spray male thread F fixed and adj. 20-70 8-17 0.3-5.4 1.9-3.82 no

1/2 K-Rain 74001 4-in. K-Spray male thread F fixed and adj. 20-70 8-17 0.3-5.4 1.9-3.82 no

1/2 K-Rain 76001 6-in. K-Spray male thread F fixed and adj. 20-70 8-17 0.3-5.4 1.9-3.82 no

1/2 K-Rain 71201 12-in. K-Spray male thread F fixed and adj. 20-70 8-17 0.3-5.4 1.9-3.82 no

1/2 K-Rain NP2 2-in. NP female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain NP4 4-in. NP female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78002 – options available 2-in. Pro-S female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78003 – options available 3-in. Pro-S female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78004 – options available 4-in. Pro-S female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78006 – options available 6-in. Pro-S female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78012 – options available 12-in. Pro-S female threaded nozzles M fixed and adj. 20-70 8-17 0.39-4.8 1.13-2.04 no

1/2 K-Rain 78004-PR30 4-in. Pro-S PR30 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 K-Rain 78006-PR30 6-in. Pro-S PR30 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 K-Rain 78012-PR30 12-in. Pro-S PR30 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 K-Rain 78004-PR40 4-in. Pro-S PR40 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 K-Rain 78006-PR40 6-in. Pro-S PR40 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 K-Rain 78012-PR40 12-in. Pro-S PR40 female threaded nozzles M fixed and adj. 20-100 8-17 varies 1.13-2.04 no

1/2 Rain Bird 1804 – options available 4-in. 1800 all spray/rotary nozzles F fixed and adj. 15-70 2.5-24 varies varies no

1/2 Rain Bird 1806 – options available 6-in. 1800 all spray/rotary nozzles F fixed and adj. 15-70 2.5-24 varies varies no

1/2 Rain Bird 1812 – options available 12-in. 1800 all spray/rotary nozzles F fixed and adj. 15-70 2.5-24 varies varies no

1/2 Rain Bird RD04 – options available 4-in. RD1800 all spray/rotary nozzles F fixed and adj. 15-100 2.5-24 varies varies no

1/2 Rain Bird RD06 – options available 6-in. RD1800 all spray/rotary nozzles F fixed and adj. 15-100 2.5-24 varies varies no

1/2 Rain Bird RD12 – options available 12-in. RD1800 all spray/rotary nozzles F fixed and adj. 15-100 2.5-24 varies varies no

1/2 Rain Bird PA8S Shrub Adapters – 
options available

Shrub Adapter all spray/rotary nozzles F fixed and adj. 15-70 2.5-24 varies varies no

1/2 Rain Bird US400 UNI-Spray (Body Only) all spray/rotary nozzles F fixed and adj. 15-70 2.5-24 varies varies no

1/2 Rain Bird US410 4-in. UNI-Spray w/Pre-Installed 10VAN 10 ft. VAN F 0-360 15-70 7-10 0.48-2.6 2.5-3.8 no
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IMPACT SPRINKLERS
Inlet Size
(inches)

Manufacturer Model Series Nozzle Pattern Operation
Pressure (PSI)

Radius
(in feet)

Discharge
Rate (GPM)

Precipitation
Rate (in./hr.)

Gear
Drive

1/2 Buckner 17023W n/a B F 25-60 33-44 1.28-5.48 n/a no

1/2 Buckner 17023R n/a B F 25-60 33-44 1.28-5.48 n/a no

1/2 Buckner 170W-23W n/a B F 25-60 31-41 0.33-3.51 0.03-0.16 no

1/2 Buckner 170W-23R n/a B F 25-60 29-38 0.56-2.67 0.05-0.17 no

1/2 Buckner 170W-15RP n/a B F 25-50 25-35 0.56-2.45 0.04-0.27 no

1/2 Buckner 90SD n/a B F/P 25-55 35-48 3.54-5.44 0.28-0.35 no

1/2 Buckner 65P n/a Pl F/P 25-60 33-47 3.54-5.64 0.34-0.29 no

1/2 Buckner 90DZ n/a ZDC F/P 25-55 34-47 2.11-5.64 0.2-0.28 no

3/4 Buckner 2000SX n/a B F 35-80 40-60 2.53-15.71 0.32-0.56 no

3/4 Buckner 261SDX n/a B F/P 30-60 41-50 3.94-13.73 0.26-0.61 no

1 Buckner 300SAX n/a B F 40-80 47-80 14.61-46.59 0.47-0.89 no

1 Buckner 350SAX n/a B F 40-80 47-80 6.32-46.59 0.29-0.73 no

1 Buckner 360SA n/a B F/P 35-100 49-82 7.75-44.01 0.36-0.73 no

1 1/4 Buckner AI120 n/a B F 55-95 75-113 24.9-121 0.52-1.05 no

1 1/4 Buckner 400S n/a B F 65-100 85-117 34.62-132.18 0.35-0.7 no

1 1/4 Buckner AI123 n/a B F/P 55-95 73-113 24.9-121 0.52-1.05 no

1 1/4 Buckner AI120 n/a B F 55-95 73-113 24.9-121 0.52-1.05 no

1 1/4 Buckner 400S n/a B F 65-100 85-117 34.62-132.18 0.35-0.7 no

1 1/4 Buckner AI123 n/a B F/P 55-95 73-113 24.9-121 0.52-1.05 no

1/2 or 3/4 Irritrol Titan Titan Pl partial/FC 30-50 32-45 1.5-7.5 0.14-0.42 no

1/2 or 3/4 K-Rain ST-IS45 SureThrow 2.9-4.0 15- 360 28-57 37-42 2.0-5.2 0.28-0.56 no

1/2 or 3/4 Rain Bird 2045A Maxi-Paw P/FC 6-12 Std., 7-10 LA 20-360 25-60 22-45 1.5-8.4 0.28-1.21 no

1/2 or 3/4 Rain Bird 2045A-SAM Maxi-Paw P/FC w/CV 6-12 Std., 7-10 LA 20-360 25-60 22-45 1.5-8.4 0.28-1.21 no

1/2 or 3/4 Rain Bird 2045A-SAM-NP Maxi-Paw NP P/FC w/CV 6-12 Std., 7-10 LA 20-360 25-60 22-45 1.5-8.4 0.28-1.21 no

1/2 Rain Bird 2045PJ Maxi-Bird 6-12 Std., 7-10 LA 20-360 25-60 22-45 1.5-8.4 0.28-1.21 no

2 Rain Bird XLR XLR P/FC 12-28 20-360 30-120 80-202 35-379 n/a no

1 1/2 Toro TS120V TS120 Pl partial/FC 45-120 62-125 21-121 n/a no

SPRAY HEADS (continued)
Inlet size
(in.)

Manufacturer Model Series Nozzle M or F
Thread

Pattern
(degrees)

Operation
Pressure (PSI)

Radius
(in feet)

Discharge
Rate (GPM)

Precipitation
Rate (in./hr.)

Gear
Drive

1/2 Rain Bird US412 4-in. UNI-Spray w/Pre-Installed 12VAN 12 ft. VAN F 0-360 15-70 9-12 0.39-2.36 1.58-1.86 no

1/2 Rain Bird US415 4-in. UNI-Spray w/Pre-Installed 15VAN 15 ft. VAN F 0-360 15-70 11-15 0.65-3.7 1.58-2.07 no

1/2 Rain Bird US418 4-in. UNI-Spray w/Pre-Installed 18VAN 18 ft. VAN F 0-360 15-70 14-18 1.05-5.32 1.59-2.07 no

1/2 Toro 570Z – options available 570Z Standard Precision/MPR/TVAN F 0-360 15-75 0-26 0.04-4.58 0.6-1.73 no

1/2 Toro LPS 2XX LPS 200 with TVAN nozzle TVAN F 0-360 20-50 0-26 0.04-4.58 0.6-1.73 no

1/2 Toro LPS 4XX LPS 400 with TVAN nozzle TVAN F 0-360 20-50 0-26 0.04-4.58 0.6-1.73 no

n/a Toro O-T-X-X Precision fixed spray M 60-360 20-75 5-15 0.04-2.4 1 no

n/a Toro O-X-X Precision fixed spray F 60-360 20-75 5-15 0.04-2.4 1 no

n/a Toro O-T-X-XP Precision pressure-comp. fixed spray M 60-360 20-75 5-15 0.06-2.68 1 no

n/a Toro O-X-XP Precision pressure-comp. fixed spray F 60-360 20-75 5-15 0.06-2.68 1 no

n/a Toro XX-XXX-PC MPR PLUS pressure-comp. fixed spray M 90-360 20-75 5-15 0.05-4.58 1.5 no

n/a Toro TVANXX TVAN variable arc M 0-360 20-50 8-17 0.58-4.71 2.2 no

1/2 Weathermatic MAX4 – options available Pop-up various F fixed 90-360/adj. 0-360 15-100 5-18 0.3-7.5 1.18-5.74 no

1/2 Weathermatic MAX6 – options available Pop-up various F fixed 90-360/adj. 0-360 15-100 5-18 0.3-7.5 1.18-5.74 no

1/2 Weathermatic MAX12 – options available Pop-up various F fixed 90-360/adj. 0-360 15-100 5-18 0.3-7.5 1.18-5.74 no

1/2 Weathermatic MAXS Shrub Adapter various F or M fixed 90-360/adj. 0-360 15-70 5-18 0.3-7.5 1.18-5.74 no
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IA’s Landscape Technology 
Conference connects contractors

Landscape and irrigation professionals learned how new technology 
is changing the way the industry does business at the 2021 virtual 
Landscape Technology Conference hosted by the Irrigation Asso-
ciation, Fairfax, Virginia. The event brought together business own-
ers and industry professionals to share expert insights and the latest 
product trends.

The conference kicked off with a keynote discussing the develop-
ment and history of technology in irrigation and how it could change 
the industry in the future, such as with pressure regulation for water 
efficiency, or controllers that are able to connect to internet.

“Pressure regulation at the head has saved millions of gallons of 
water where it’s used,” says Paul Lierheimer, director of landscape 
drip SBU, Rain Bird, Azusa, California. “It saves money for the own-
er of the system and it saves a precious resource — water — for the 
community. And it allows the contractor to sell their expertise and 
get paid more in the process.”

Jessica Case, senior product manager for commercial products, 
Rain Bird, dug into the technical aspects of how pressure regulation 
technology can make a difference in water efficiency for contractors, 
increasing the amount of water that reaches the target areas without 
being carried off by wind.

There’s a growing trend to add flow management to irrigation 
control systems, which can unlock new capabilities for contractors, 
such as automatic learning of flow management systems, says Sean 
Azad, marketing group manager for commercial products, Rain Bird.

“Good technology is a combination of doing something new and 
useful while also simplifying the most common tasks,” says Azad.

The event featured panels on choosing the correct customer man-
agement software for your business and driving measurable outcomes 
with central control and mobile technology. It finished with a presen-
tation of some of the newest technology trends from industry experts.

The virtual conference’s premier sponsor was Rain Bird. 
For more information on the Irrigation Association’s conferences, 

visit www.irrigation.org/virtualconferences.

AOLP names 2021 Lighting Award winners
The Association of Outdoor Lighting Professionals, Harrisburg, Pennsylvania, 
announced the winners of its annual Lighting Awards, held to honor and 
promote professional excellence in outdoor lighting design and recognize 
industry achievement.

The 2021 Best of Show winner is the Belle Meade Estate, a residential 
project completed by Light Up Nashville, Madison, Tennessee. View the rest 
of the 2021 winners at www.aolponline.org.

ASLA reLeASeS rAciAL  
equity Action pLAn
The American Society of Landscape Architects re-
leased their Racial Equity Action Plan, a five-point 
plan to continue the process of eradicating the sys-
tems and structures within the landscape architecture 
profession and larger design community that have result-
ed in limited opportunities and recognition of the deserving 
Black, Indigenous and People of Color professionals who’ve led 
and produced important, ground-breaking and honorable work.

“ASLA and its members reject bigotry and racism in all its 
forms, and anti-Black racism in particular, as wrong and fundamen-
tally inconsistent with our mission and values,” said Torey Carter- 
Conneen, CEO of ASLA. “ASLA is putting that conviction into ac-
tion. ASLA is in the business of changing the world through the art 
and science of design. Our five-point Racial Equity Plan of Action is 
the next progression of our journey together.”

The plan sets actionable goals and benchmarks for the organiza-
tion and for the landscape architecture profession.

Conserva Irrigation, Richmond, Virginia, announced its new part-
nership with the National Association of Landscape Professionals, 
Fairfax, Virginia. Conserva Irrigation has partnered with NALP to 
provide education, training and accreditation as the irrigation com-
pany places an added emphasis on rapid growth and building its 
franchisee support system.

“Conserva Irrigation was founded on providing water-efficient 
irrigation solutions to clients,” says Conserva Irrigation Founder 
Russ Jundt. “In the past four years, we’ve grown our network to more 
than 100 territories with dedicated franchisees and technicians who 
are committed to that same vision under a shared passion for solv-
ing water waste. As we welcome new and existing franchisees, we’re 
thrilled to offer NALP as a resource to our network and to become a 
trusted member of the landscaping industry.”

“We are pleased to welcome Conserva Irrigation into the mem-
bership of NALP,” says NALP CEO Britt Wood. “Their focus on 
sustainable water management practices aligns well with our focus 
on advancing industry professionalism at the national level.”

Conserva Irrigation 
forms new partnership 

with NALP
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IRRIGATION

W ater is our planet’s most pre-
cious resource. And with only 
1% easily available for human 

use, installing pressure-regulated irrigation 
systems is an efficient method to conserve 
water in the communities where we live, 
work and play. That’s the idea behind the 
recent wave of stricter water use legislation 
nationwide.

To be offered for sale in California, 
spray bodies manufactured on or after 
October 2020 must be pressure-regulated 
to encourage reduced water use. This re-
quirement applies to spray bodies sold for 
installation in both new systems and ret-
rofits. Vermont, Washington, Colorado and 
Hawaii have introduced similar regulations 
with more states to follow.

But why have states begun targeting the 
irrigation industry?

When irrigation systems exceed ideal 
pressures, it wastes huge amounts of water. 
It also shortens irrigation system life.

Optimizing pressure extends the sys-
tem’s life span by preventing damage to 
pipes, fittings and emission devices. In ad-
dition, reducing excessive flow rates max-
imizes system performance and efficiency. 
This lessens misting from overhead devices 
and increases uniformity across zones for 
more efficient water use.

The good news? Pressure-regulated ir-
rigation products are available to help you 
comply with new irrigation requirements 
for spray bodies. A range of other solutions 
are also available to optimize pressure reg-
ulation in any irrigation setup, from rotors 
to valves to microirrigation. 

Keep current on new pressure regulation guidelines.

BY KELSEY JACQUARD

Controlling pressure for  
peak performance
Pressure regulation boosts system efficien-
cy and helps keep irrigation equipment 
in top shape. Choosing a specific pressure 
regulation solution depends on the needs of 
each site. With different types of pressure- 
regulated products available, you can 
choose the method and combination that 
works best for you.

For overhead irrigation, you can regu-
late at the head level. Controlling pressure 
at the sprinkler heads ensures all nozzles 
operate at the same, ideal pressure for 
balanced performance. The result is high-
er uniformity, minimal misting and lower 
flow rates.

If you’re using rotors instead of spray 
bodies, pressure regulation can still help 
maximize water savings and prolong sys-
tem life. For larger areas of coverage, look 
to pressure-regulated rotors. These rotors 
take incoming pressures of 50-100 psi and 
reduce them to 45 psi. As a result, the rotor 
operates at peak efficiency without extra 
wear on the internal components.

irrigation equipment and optimize per-
formance. Step the pressure down at the 
mainline or at the valve to protect the 
downstream equipment. Then step down 
the pressure again at the heads for bal-
anced, optimal performance across all the 
sprinkler nozzles.

Drip control zone kits 
If you have irrigation that delivers water 
with pinpoint accuracy, control zone kits 
can be excellent pressure-regulated solu-
tions. Designed specifically for microirri-
gation applications, each convenient, all-
in-one kit includes a preassembled valve, 
filter and pressure regulator for quick and 
easy installation.

Ideal for various applications like gar-
dens, vineyards or conservation areas, these 
low-flow systems apply water evenly at a 
slower rate. This gives water more time to 
soak in for maximum absorption and min-
imal soil erosion. 

Water policy leaders agree that drip 
irrigation can provide water savings. For 
example, the Environmental Protection 
Agency recommends using microirrigation 
in landscape applications to achieve water 
savings up to 50%. The Southern Neva-
da Water Authority, a regional regulatory 
agency in the arid Southwest, advises drip 
irrigation as part of their Water Smart 
Landscapes initiative‚ which has helped 
save billions of gallons of water since the 
program was established in 1999.

As more states pass pressure regula-
tion laws for spray bodies, switching now 
to compliant systems will save you time, 
money and energy. To maximize water 
savings beyond spray bodies, be sure to add 
pressure regulation to valves and microirri-
gation systems as well. With these water- 
saving irrigation products, you’ll be able to 

PRESSURE REGULATION BOOSTS SYSTEM EFFICIENCY AND 
HELPS KEEP IRRIGATION EQUIPMENT IN TOP SHAPE.

PRESSURE POINTS

The pressure of an entire property can 
be regulated at the point of connection us-
ing a mainline pressure regulator or at the 
valve to provide optimal pressure for an 
entire zone. 

For systems with higher pressures, use 
two-step pressure regulation to protect 

protect our most precious resource, maxi-
mize the efficiency and longevity of your 
irrigation system, and avoid costly upgrades 
later on. 

The author is the senior product manager for Hunt-
er Industries.
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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

Learn more at www.irrigation.org/certification.

Are you bidding on new jobs, seeking new responsibilities or building your client base?  
Certification helps open doors to new opportunities.

Beat the competition

Certification program sponsored by     
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Find us on social media for updates and discussions. 
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 1 Outdoor audio system. Vista Professional 
Outdoor Lighting, Simi Valley, Cali-
fornia, is now offering Sound by Vista, 

an outdoor audio system that landscape, 
irrigation and lighting contractors can 
quickly and easily install for their home-
owner customers. 

The Sound by Vista SBV-10-4 Hi-Fi 
Landscape Audio System is designed to 
work with most two-channel receivers or 
amplifiers and supports up to six outdoor 
satellite speakers and one dual subwoofer. 
The standard system includes four speakers 
and one dual subwoofer with the option to 
purchase two additional speakers available 
separately. 

The subwoofer and 4-inch satellite 
speakers feature a polypropalene waterproof 
cone with rubber surround. The 150-watt 
subwoofer has a frequency response of 40-
85 hertz plus 3 decibels and measures about 
12.68 by 16.54 inches.  

Vista Professional Outdoor Lighting 
www.vistapro.com

2 Sprinkler device. H2Owize, Santa 
Clarita, California, launched the Retro- 
Regulator retrofit device for pop-up 

sprinklers. This patent-pending pressure 
regulator and check valve combination 
retrofits into existing pop-up spray bodies 
to allow for more efficient water use. 

The Retro-Regulator allows the user to 
choose between 30 or 40 psi settings in one 
part with an easy adjustment. The device 
turns an existing spray body into a drip 
irrigation outlet when adjusted to 30 psi. 
The pressure regulation eliminates misting, 
fogging and overspray due to wind drift, 
and the built-in check valve eliminates 
low-head water leaks.

Installation can be done without tools 
and the device fits into most existing 
sprinkler stems. The device is installed 
by unscrewing the cap of the sprinkler, 
removing the internals and snapping in a 
Retro-Regulator. 

H2Owize 
www.h2owize.com

SUPPLIER IN THE NEWS
Doosan Bobcat North America receives LEED gold certification
Global compact equipment manufacturer Doosan Bobcat 
North America, West Fargo, North Dakota, was awarded 
LEED gold certification for the remodel and expansion of its 
corporate headquarters building located at 250 East Beaton 
Drive in West Fargo, North Dakota.

“As a leader in the industry with high standards for quality 
and innovation, we are extremely proud to receive LEED gold 
certification and have our headquarters reflect those values,” says 
Mike Ballweber, president of Doosan Bobcat North America. 
“Our goal is to provide a space that operates sustainably and 
supports our employees with a healthy and inspiring workplace.”

Achieving the gold certification makes the Doosan Bobcat 
facility one of 12 structures in the state of North Dakota to 
achieve LEED gold and the second Doosan Bobcat building 
in the state to earn LEED recognition. The Doosan Bobcat 

Acceleration Center in Bismarck, North Dakota, received 
LEED certification in 2018.

In 2017, Doosan Bobcat completed the $9.5 million expan-
sion and remodeling of its North America headquarters, which 
was originally built in 2000. The most recent project doubled 
the square footage of the office building to 110,000 square feet, 
providing an open, modern office environment to house em-
ployees working 
in administra-
tive, finance, 
IT, engineering, 
product man-
agement, sales 
and marketing 
functions.

3 Boot. Kujo Yardwear, Wake Forest, 
North Carolina, released a boot 
specifically designed for landscapers. 

Kujo’s new X1 landscape boot offers land-
scapers lightweight and breathable boots 
for all-day movement while still main-
taining important functionality, safety and 
water-resistance.

Kujo credits the lightweight design of 
the X1 to its focus exclusively on the green 
industry. Knowing exactly how the boots 
are going to be used and which features 
would be overkill, they were able to remove 
excess weight and focus on optimizing the 
performance for landscapers who are on 
their feet all day.

One strategic feature that makes them 
uniquely built for landscapers is the balance 
of breathability and water resistance. 
While the toe cap is 100% waterproof, 
the water-resistant mesh sides allow for 
breathability and heat release.

Kujo Yardwear 
www.kujo.com
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SUPPLIER IN THE NEWS
Virginia landscape contractor wins Toro Z Master 4000
Brett Hill of Brett’s Lawn Maintenance in Richmond, Virginia, was named the 
winner of Toro’s first-ever virtual contractor event giveaway, receiving a Toro Z 
Master 4000.

Hill says the win came at the perfect time, as he recently had to sell his stand-
on mower when he ran into operational challenges due to COVID-19.

“Having this is truly a huge blessing, and my first impression when I learned 
that I won was that this is life-changing. I felt 
like I was on cloud nine. I was just speechless,” 
says Hill.

Believing he would soon need to downsize 
his business and focus on smaller customers’ 
lawns, the Z Master 4000 Series will allow him 
to continue to serve his entire customer base. 
Brett’s Lawn Maintenance serves Richmond 
and its surrounding areas.

5 Pond thermometer. Aquascape Inc., St. 
Charles, Illinois, enhances its smart 
control product offerings with the 

Smart Pond Thermometer. Pond owners 
can now monitor their water feature’s 
temperature from anywhere at any time 
using the Aquascape Smart Control app on 
a smartphone or tablet. 

The thermometer uses current and accu-
rate temperature readings to accommodate 
fish feeding schedules, water treatment 
changes and more. Easy integration with 
the Smart Control app also allows users 
to create dynamic triggers signaling other 
smart products in their pond based on 
temperature readings. 

The spherical probe extends 20 feet 
from the display, is weighted to sink and 
can withstand subzero weather. A dig-
ital display panel on the product shows 
temperature readings without the use of a 
tablet or smartphone.

Aquascape Inc. 
www.aquascapeinc.com

4Weather station. Spectrum Technolo-
gies Inc., Aurora, Illinois, released the 
WatchDog 3000 Wireless ET weather 

station. Through the single station, custom-
ers can now receive real-time, site-specific 
weather data on their smartphone, includ-
ing temperature, relative humidity, rainfall, 
wind speed/direction and solar radiation.

With an LTE CAT-M1/NB-IoT 
cellular radio, the 3000 series can monitor 
the widely dispersed turf areas on a golf 
course and send data to the SpecConnect 
cloud. After an overnight rainfall, a turf 
manager can see which areas of the course 
received different amounts of rainfall with a 
separate Wireless Rain Temperature/Rela-
tive Humidity Station and adjust irrigation 
run times accordingly. 

The all-in-one design with smartphone 
setup makes installation quick and easy for 
someone whose real job is not setting up 
weather stations.

Spectrum Technologies Inc. 
www.specmeters.com
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TEXANS	CLEAN	UP	AFTER	HISTORIC	COLD
With historic cold temperatures and a winter storm blowing over the state, Texas 
landscapes recently took a beating. Now that warmer weather is returning to the 
Lone Star State, much of the vegetation that died is starting to decompose and 
smell bad. 

In areas such as San Antonio, the damage is so extensive that many are choos-
ing to bring dead vegetation to the city’s organic recycling centers — and they are 
showing up in droves. The cost to get rid of the rot is three cents per 20 pounds.

Those who visit the center have the added advantage of being able to go home 
with a load of mulch. Coarse ground mulch is readily available and being offered 
for free. Fine ground mulch is sold for three cents per pound. Adding mulch to a 
damaged landscape can save money on water bills and help plants recover from 
the storm faster. 

Shut down  
invaSive pLAntS
Wollaston Development, a Boston-based landscape 
design company, has created some tips to shut down 
non-native plant invasions before they get a chance 
to establish themselves. These bullies have contrib-
uted to a 42% decline in threatened and endangered 
species and are directly responsible for 18% of fall-
ing populations. 

Here are some simple steps to stamp out these 
interlopers:

Prevent non-native invasions before they get a 
chance to establish themselves:

1. Make sure you’re not carrying plant materi-
als on the bottoms of shoes and equipment 
when traveling and after outdoor activities 
such as hiking or fishing.

2. Establish and maintain biodiverse areas by 
planting plants native to your area and advo-
cating for naturally biodiverse areas in your 
community, such as parks and forests. These 
naturally biodiverse areas are more resistant 
to non-native invasions. 

Mitigate new and existing infestations: 
1. Educate yourself on common invasive spe-

cies in your area so you will know what you’re 
looking for and where to look for it.

2. Keep an eye out for areas with invasive spe-
cies and report it immediately to the local 
authority.

3. Volunteer in local removal efforts.

America is dusting off their clubs
After the golf course industry has endured 15 years of market correction, there are signs that things 
could be looking up, as the number of annual golf course closures has dropped.

The ongoing correction began in 2006, when the real estate bubble began to deflate and a subprime 
mortgage crisis ensued. Each year since, except 2008, the number of 18-hole equivalent golf courses 
has fallen. However, last year the National Golf Foundation recorded a net decline of 169 18-hole 
equivalent golf courses — a 31% reduction from 2019’s 246, the largest drop on record. 

A recent NGF facility study revealed golf courses are in better financial shape today than they have 
been in years. With the pandemic spurring an increase in golf activity in 2020, the U.S. market may be 
turning a corner on this correction. 

TOP 10 BEST CITIES FOR LANDSCAPERS
According to K. Van Bourgondien, these cities are the 
best for landscape workers around the country. Factors 
considered include number of days above 70 degrees, 
number of days with extreme temperatures, average sal-
ary for landscape workers and more. 

1. San Jose, California
2. San Diego
3. San Francisco
4. Los Angeles
5. Seattle

 6. Oklahoma City
 7. Dallas
 8. Louisville, Kentucky
 9. Sacramento, California
10. San Antonio



Scan the code to see the 
Spring Start Up Checklist.

Everything You Need to Keep Green Spaces 
Looking Their Best

Ewing is the largest family-owned supplier of landscape and irrigation 
products in the country, offering superior products, education and 
service to make projects of any size a success. With deep industry 
expertise and a complete line of water-efficient products, customers 
have relied on Ewing for nearly 100 years to help create and maintain 
healthy, beautiful, water-smart landscapes.

Make sure you are ready for the busy season with our Spring jobsite 
and truck checklist!

YOUR 
PROJECTS 
WILL TURN 
HEADS

Follow us on social media:

EwingIrrigation.com
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•Onboard brightness control range 
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Continuous adjustability beam control 
NEMA distribution beam control up to 
90°x 120°
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Onboard brightness control range 
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