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Many landscape contractors 
are realizing they can extend
the enjoyment of a landscape
with lighting, and customers
are appreciating it. 



HYDRORAIN.COM

WE HAVE THE TOOLS TO MAKE YOU

Smart controller technology is taken to the next 
level with the B-hyve Pro Dashboard and HRC 400 
Series Controllers. Whether managing dozens of 
controllers or thousands, contractors will see the 
benefit of a better smart-watering experience. 

SMARTER & FASTER

The Push-fit technology in our manifolds, 
valves, and fittings reduces installation time 
by over 50%, making them the fastest to 
install and most environmentally sustainable 
landscape irrigation products available.



PLUG IN. SET LOCATION. DONE. The new low-voltage DX controller is the 
only digital facepack-operated lighting transformer  with both astronomical timing 
and event-based programming capabilities pre-installed. This means you don’t need 
to buy plug-in accessories such as timers and photocells. It’s also simple to use and 
easy to program, so you can spend more time enjoying the sunset instead of  
planning your lights around it.

Automatically tracks sunset. Beautiful.
THE NEW DX CONTROLLER BY FX LUMINAIRE

LANDSCAPE LIGHTING   |   Learn more. Visit fxl.com

DX Program screen
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Get your business in shape

You may have to step out
of your comfort zone to get 
results. Take that certification 
course or business class
you’ve been thinking about. 

I know I am not alone in the ongoing battle 
to lose weight. I’ve been beyond frustrated 
every time I stepped on the scale. So when 
a nearby gym offered a free six-week chal-
lenge to lose a certain number of pounds 
(you get your deposit back if you succeed), 
I thought, “What do I have to lose?” As it 

turned out, a lot … of weight that is! 
The gym provided all challengers with 

some instructions on diet and working out 
and said that if we followed these rules we 
should be able lose the weight. 

I figured it was worth a shot, and so I 
signed up. I quickly noticed changes. After the 
first week I was slimming down. By the sec-
ond week I was in the groove, doing intense 
workouts, and by the third week, I thought, 
“Wow, I think I’m going to succeed at this.” 

Two months ago, I never would have 
thought it possible, yet here I was, seeing my-
self getting stronger and leaner right before 
my eyes. It required discipline and abandon-
ing some old habits, but it was quite doable.  
Now I look forward to going to the gym after 
work, and my new diet has also become part 
of my daily routine. 

I’m happy to report that I not only met the 

challenge goal weight, I exceeded it.
I’m not sharing this story so you’ll go sign 

up for a gym membership (though I wouldn’t 
talk you out of it). The experience got me 
thinking that if it can work for weight loss, 
can it work in business too.

I challenge you to take action. I know it 
won’t be hard to identify some aspects of your 
business that you want to improve upon or are 
unhappy with. That’s the first step. The next 
step is asking yourself, “What am I going to 
do about it?” Jot down some ideas, do some 
research and come up with a plan. 

You may have to step out of your comfort 
zone to get results. Take that certification 
course or business class you’ve been thinking 
about. Learn a new skill. The key is setting 
measurable goals and holding yourself ac-
countable to them. 

I didn’t keep to a very strict diet before 
this, and I didn’t have a regular workout 
schedule. Now I work out five times a week 
and eat a low-fat, no sugar, low-carb diet. I 
can’t say I’ll never eat a donut again, but at 
least I know what I need to do to get back on 
track if I ever do. What can you do to get your 
business into shape? 



From beginner to veteran, we have what you need 
as your partner in the landscape lighting business.

With NTD you receive:

• PRODUCT
• EDUCATION
• SUPPORT
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Watts Water Technologies
appoints chief financial officer

Investors Corner

0     25     50     75     100    125     150     175     200 0     25     50     75     100    125     150     175     200

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY) 

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DowDuPont Inc. 
(NYSE: DWPW) 

FMC Corp.
(NYSE: FMC) 

Franklin Electric Co. Inc. 
(NASDAQ: FELE) 

GelTech Solutions
(OTC: GLTC)

Koninkijke Philips NV
(PHG) 

Pool Corp.
(NASDAQ : POOL) 

Scotts Co., The 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro Company
(NYSE: TTC) 

Watts Water Technologies
(NYSE: WTS)

 
STOCK
UPDATE

 27.00

26.72

    34.89

©
 Yo

za
yo

 | a
do

be
sto

ck
.co

m

    Last trade (7-20-18)  52-week low  52-week high; Source: Bloomberg.com

Watts Water Technologies Inc., a plumb-
ing, heating and water quality product 

manufacturer head-
quartered in North 
Andover, Massachu-
setts, has announced 
the appointment of 
Shashank Patel as 
chief financial officer 
effective July 2, 2018. 
Patel joins Watts 
from Xylem Inc., Rye 

Brook, New York, where he most recently 
served as vice president of finance for its 
Applied Water Systems, Dewatering and 
America’s Commercial Team.

“We are very excited to welcome Sha-
shank to Watts and to our global leadership 
team,” says Robert J. Pagano Jr., CEO and 

president. “Shashank’s 
wealth of experience 
in manufacturing with 
a focus on balancing 
capital deployment, fi-
nance, operations and 
strategic planning make him a perfect fit 
for our growing organization.”

During his career at Xylem, Patel held 
several leadership positions, including 
serving as interim CFO for nine months in 
2015 and 2016. Prior to that, Patel served 
as CFO and vice president, finance for Xy-
lem’s Applied Water Systems division from 
2010 to July 2015.

Patel spent 21 years working globally 
at ITT/Xylem and held several leadership 
positions of increased responsibilities in 
finance, operations and engineering. Addi-

tionally, Mr. Patel spent eight years work-
ing at Ernst & Young and obtained his 
CPA license in 1987.

“Under Bob’s leadership, Watts has 
continued to grow by focusing on customer 
feedback and driving operational efficien-
cies throughout the business,” says Patel. 
“Watts is positioned well for future growth 
and continues to deliver strong financial 
performance and value to its shareholders. 
I very much look forward to getting started 
and building upon the positive momentum 
at Watts.” 

Patel
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More news online: For the latest news between issues visit us online at www.igin.com.

Water use across the country reached its 
lowest recorded level in 45 years. Accord-
ing to a new U.S. Geological Survey report, 
322 billion gallons of water per day were 
withdrawn for use in the United States 
during 2015.

This represents a 9 percent reduction of 
water use from 2010, when about 354 bil-
lion gallons per day were withdrawn, and 
the lowest level since before 1970.

“The downward trend in water use 
shows a continued effort toward efficient 
use of critical water resources, which is 
encouraging,” says Tim Petty, assistant 
secretary for water and science at the De-
partment of the Interior. “Water is the one 
resource we cannot live without, and when 
it is used wisely,  it helps to ensure there will 
be enough to sustain human needs as well 
as ecological and environmental needs.”

In 2015, more than 50 percent of the 
total withdrawals in the U.S. were account-

   Landscape

DOJ reaches settlement with North Carolina landscaping firm
The U.S. Department of Justice reached a settlement agreement 
with Triple H Services LLC, a Newland, North Carolina, land-
scape firm that does business in Virginia and four other states.

The agreement reached June 26 resolves the DOJ’s investiga-
tion into whether Triple H discriminated against qualified and 
available U.S. workers by preferring to hire temporary workers with 
H-2B visas in violation of the Immigration and Nationality Act.

DOJ’s investigation found that although Triple H advertised 
over 450 laborer vacancies in five states, it did so in a manner that 
misled U.S. workers about the positions and prevented or deterred 
some from applying.  Triple H allegedly did not consider several 
qualified U.S. workers who applied for jobs in Virginia during the 
recruitment period and instead hired H-2B workers.

In several states where jobs were available, the department 
found that Triple H prematurely closed the online job application 
process for U.S. worker applicants, filled positions with H-2B visa 
workers without first advertising the jobs to U.S. workers in the 
relevant locations or advertised vacancies in a manner that did 
not make the postings visible to job seekers using state workforce 
agency online services. The DOJ concluded that Triple H effec-
tively denied U.S. workers access to jobs based on its preference for 
hiring temporary H-2B visa workers to fill the positions. 

Under the agreement, Triple H must establish a back-pay fund 
with a cap of $85,000 to compensate individuals who were harmed 
by its practices. It also requires Triple H to pay $15,600 in civil 
penalties, engage in enhanced recruitment activities to attract U.S. 
workers and submit to DOJ monitoring for a three-year period.

   Landscape

Japanese Barberry may be banned in Pennsylvania
Pennsylvania is considering adding a popular landscaping shrub to 
its list of noxious weeds. A report on the website Public Opinion 
says the state’s Controlled Plant and Noxious Weeds Committee 
plans to discuss adding the Japanese barberry under Act 46 of 2017.

The problem with the shrub is that deer mice, the primary host 
of disease-spreading deer ticks, use the plant as winter shelter. They 
thrive due to the plant’s dense, humidity-trapping foliage.

Many other states have already placed the plant, described in 
the article as a prickly, hardy and cheap bush with small oval leaves 
ranging in color from green to purple, on their lists of noxious 
weeds. Only a few animals feed on it, making it incidental to the 
ecosystem. 

Act 46 of 2017 established a committee to control noxious 
weeds and has so far placed 20 weeds on its list. The committee can 
ban the distribution, cultivation and propagation of a plant that's 
been listed as a noxious weed without a permit. The committee 

could also require the owner of a 
property to eliminate any noxious 
weed found on it.

The state has two classifications 
of noxious weeds. Class A weeds 
are not widespread and are target-
ed for eradication; Class B weeds 
are widespread and, though they 
cannot feasibly be eradicated, can 
be controlled, and the committee 
can offer help with that effort.

   Irrigation

US water use declines to 1970 levels
ed for by 12 states (in order of withdrawal 
amounts): California, Texas, Idaho, Flori-
da, Arkansas, New York, Illinois, Colorado, 
North Carolina, Michigan, Montana and 
Nebraska.

California accounted for almost 9 per-
cent of the total withdrawals for all cate-
gories and 9 percent of total freshwater 
withdrawals. Texas accounted for about 7 
percent of total withdrawals for all cate-
gories, predominantly for thermoelectric 
power generation, irrigation and public 
supply, according to the report.

Florida had the largest share of saline 
withdrawals, accounting for 23 percent of 
the total in the country, mostly saline sur-
face-water withdrawals for thermoelectric 
power generation. Texas and California 
accounted for 59 percent of the total sa-
line groundwater withdrawals in the U.S., 
mostly for mining.

For the first time since 1995, the USGS 

estimated consumptive use for two cate-
gories — thermoelectric power generation 
and irrigation. Consumptive use is the 
fraction of total water withdrawals that is 
unavailable for immediate use because it is 
evaporated, transpired by plants or incor-
porated into a product. 

THE FULL REPORT IS AVAILABLE AT
https://pubs.usgs.gov/circ/1441/circ1441.pdf. 
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Read more about the partnership between Conserva Irrigation and Target in 
the July issue of Irrigation & Green Industry at www.igin.com. 
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Leaf blower ban draws ire
The decision by the Beaconsfield 
suburb of Montreal to ban the 
use of leaf blowers during the 
summer months has left some 
residents unhappy. 

The ban was approved in a 
5-to-1 vote and will take effect 
in 2019. It will be in effect from 
June 1 to Sept. 30 every year.

Alabama veterans 
cemetery awarded grant
The Department of Veterans 
Affairs and the National Ceme-
tery Administration, both head-
quartered in Washington, have 
awarded the state of Alabama a 
$274,393 grant for the expansion 
and improvement of the Ala-
bama State Veterans Memorial 
Cemetery at Spanish Fort.

The grant will fund the con-
struction of 430 in-ground cre-
mains gravesites, a memorial 
wall containing 100 plaques, a 
widened cortege lane, landscape 
and irrigation and supporting in-
frastructure.

New California water 
laws take effect in 2019
New water conservation laws 
are set to take effect in Califor-
nia in 2019. Senate Bill 606 and 
Assembly Bill 1668 call for new 
urban-efficiency standards for in-
door and outdoor water use. The 
bills take effect in 2019, but there 
will be a grace period before full 
enforcement.

The laws require agencies to 
stay within their water budgets 
regardless of drought conditions. 
The laws and regulations do not 
apply to individuals, only to water 
agencies, but it will be up to the 
water agencies to limit customer 
usage — 55 gallons of indoor wa-
ter use per day, reduced to 52.5 by 
2025 and 50 gallons by 2030.

   Irrigation

Toro announces water efficiency grant
The Toro Company, Bloomington, Minnesota, announced a new global grant initiative 
called Land. Water. Thrive. Its purpose is to help improve water use efficiency, enhance out-
door environments and educate the public about sustainable agricultural practices.

Over a two-year period, The Toro Foundation will 
contribute up to $1 million in grants to nonprofits 
around the world through its Greenspace Enhancement 
Grant Program. This effort will support organizations in 
their efforts to revitalize parks and green spaces, enrich 
the outdoor environments of neighborhoods and schools, educate people on the efficient 
use of water and support sustainable agriculture through community gardens.

“The grant program is directed to ensure healthier, more vibrant and sustainable com-
munities where our employees live and work,” says Judson McNeil, president of The Toro 
Foundation. Toro also wants to expand its efforts to help farmers in developing countries.

For 2018, the Greenspace Enhancement Grant Program will support organizations in 
the following cities worldwide: Beatrice, Nebraska; Bloomington, Shakopee and Windom, 
Minnesota; El Paso, Texas; Iron Mountain, Michigan; Riverside, California; Sanford, Flor-
ida; Xiamen City, China; Ploiesti, Romania; and Spellbrook, U.K.

Find out more at www.thetorocompany.com/land-water-thrive/our-communities. 

   Irrigation

Target and Conserva partnership recognized by Irrigation Association
The Irrigation Association, Fairfax, Virginia, has announced that a sustainability project 
between Conserva Irrigation, Richmond, Virginia, and the Target Corp., Minneapolis, has 
been awarded a prestigious 2018 Vanguard Award.

Beginning in 2016, Target’s sustainability and outdoor services teams embarked on a pi-
lot program to test if meaningful water savings could be achieved by unbundling the irriga-
tion services from the overall outdoor commercial maintenance package and instead, pursue 

a “common sense” approach to the irrigated Target prop-
erties. Through a partnership with Conserva, four stages 
have been completed, and the project includes more than 
320 stores across the U.S. 

“I am impressed at the scope and success of this 
project led by Conserva and Target,” IA CEO Debo-
rah Hamlin, CAE, FASAE, says. “I challenge even more 
corporate sustainability plans to follow the lead of com-
panies such as Target to include efficient irrigation as a 
priority in the future.”

On April 11, Target announced that more than 36 
million gallons of water were saved as a result of this 
project.

“While this project may not be sleek and sexy on the 
surface, a project such as this not only wins, it wins big time with respect to water con-
servation and healthy plant material,” says Russ Jundt, Conserva Irrigation’s founder, vice 
president and brand leader. “We are honored to join the Target Corp. and our partner, The 
Toro Company, in receiving this award.”

Launched in 2017, the IA’s Vanguard Award was created to honor an innovative project 
in the irrigation industry that was executed by a team of individuals, companies, organiza-
tions or other group entities. More information about this award and past recipients can be 
found at www.irrigation.org/awards.

Vanguard Award will be given to the project during the general session at the IA’s Irriga-
tion Show and Education Conference in Long Beach, California, on Dec. 6, 2018.



Jeff Carowitz advises landscape industry firms on marketing and business strategy.
He can be reached at jeff@strategicforcemarketing.com.
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MARKETING MATTERS

CRM can be a 
very wise
marketing
investment. 
But like all software 
products, if it
doesn’t get started 
right, it can be a
big waste of time 
and money.

By Jeff Carowitz

Getting ROI from CRM

T
here was a time when only big corporations 
could afford CRM (customer relationship 
management) software. Not anymore. New 
cloud-based apps make CRM affordable 

even for the smallest business. CRM software tracks 
customers and prospects, records interactions and 
forecasts future business activity. It’s a valuable tool 
that can help you:
• get all of your sales data in one useful place (elim-

inating lost notes and fuzzy memories);
• leverage your investment in salespeople by point-

ing them to the most valuable opportunities;
• close more sales by precisely tracking each  

opportunity from lead to sale;
• increase customer retention by maintaining  

regular contact;
• cross-sell additional products and services to  

existing clients; and
• personalize and customize service experiences.

CRM can be a very wise marketing investment. 
But like all software products, if it doesn’t get started 
right, it can be a big waste of time and money.

Studies show that CRM often fails to live up to 
management’s expectations. Software industry sta-
tistics say 30 percent to 70 percent of CRM imple-
mentations are deemed failures. 

In our industry, I consistently see CRM projects 
that have “run out of gas.” After an initial burst of 
activity, lackluster follow-through and low energy 
doom them. Money and time are wasted on what 
ends up being a glorified address book.

Want to get more out of a planned or existing 
CRM system? Don’t skip these things:

Define how the system will make your company a 
stronger competitor. What changes will be visible 
in the organization? How will data be collected and 
leveraged more efficiently? What improvement in 
results is expected? Also consider the system’s impact 
on different types of users. How will it make each of 
them more effective in what they do? 

Define your sales best practices first, then select a 
system that will support them. Never assume a sys-
tem’s exciting “off-the-shelf ” capabilities will match 
your process (or bring one that’ll fit your business). 

If your salespeople are misdirected, ineffective or 
lazy, throwing a CRM system into the mix isn’t going 
to coach them into excellence. But if you have a well-
tuned sales process and defined rules, CRM soft-
ware can make your sales and marketing programs 
sing. Take time to map out how you forge customer  
relationships, then make sure the system you select 
reinforces your best practices. It should make some 
things effortless and automatic. 

Never select a CRM software without compari-
son shopping. Never decide based on rosy demon-
strations alone; use a requirements guide/checklist 
to evaluate. Never automatically accept the system 
the consultant is pushing. (The unethical ones get  
commissions from the software companies.)

Clean and improve your data continuously. Many 
systems launch with bad data. Before migrating old 
data into the system, clean it. Then start working 
on data gaps until they are corrected. This requires 
a commitment of months or even years, not days. 
For example, if you have email addresses for only a 
fraction of your clients, your system will be feeble 
at best.

Build a winning CRM team. Don’t expect an over-
worked sales or marketing manager to carry the bur-
den of a successful CRM implementation. It should 
be led by a business analyst who understands the 
company’s needs and can translate them into the set-
up. Someone will need to act as a project manager to 
keep the tasks on a timeline and push through the 
rough spots. Subject matter experts from each de-
partment impacted by the system should participate. 

Make sure the system gets people the information 
they need. Yes, that seems obvious. But too often 
systems demand daily care and feeding but give back 
little in return to help salespeople. Insist on regular, 
meaningful, data-rich reports that spotlight custom-
er insights and opportunities for both salespeople 
and their managers. 
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SEEING THE

light

Many landscape contractors 
are realizing they can extend
the enjoyment of a landscape
with lighting, and customers
are appreciating it. 

B Y  K R I S T I N  S M I T H - E LY
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It’s true— people are willing to spend a pretty penny 
to make their yards look nice. That’s probably one of 
the first things you realized when you got started in 
the landscape or irrigation business. And, it’s also why 
you’ve been able to make a good living for yourself 
helping them do it. 

Did you ever think about how you could help 
your customers extend the number of hours in which 

they get to enjoy the beauty of their landscapes? Many of 
your clients are at work all day. By the time they get home, 
change clothes, have dinner and are finally able to sit down 
on the back patio with their spouses, the sun is already go-
ing down. Before they can even uncork a bottle of wine, the 
crickets are already chirping and they can’t even see their 
beautiful garden anymore. You have the power to help them 
enjoy their back yard longer and create eye-catching effects 
with lighting that even the sun can’t accomplish. 

This is one area where imaginations can and do run wild, 
from the clients’ own requests to the designs of the light-
ing professionals themselves. Luckily, the options are just 
as plentiful as the ideas that flow. When you factor in that 
the cost, convenience and look of landscape lighting has 
greatly improved in recent years, this industry has hit the 
mother lode.

“The landscape lighting segment of the industry contin-
ues to grow annually,” says Todd Goers, national sales man-
ager of WAC Landscape Lighting, Port Washington, New 
York. “I constantly hear from distributors that it is growing 
at a greater pace than their irrigation sales.”

Goers says in addition to lighting-only companies, 
many landscape and irrigation contractors have entered the 
field and are also installing lighting systems. And hardscape 
contractors are building illumination right into floors, rail-
ings and stairs. 

Be the right kind of contractor
While it’s exciting that so many people are taking the 

plunge into landscape lighting, the ability to dig a hole 
and screw in a bulb does not make one a qualified install-
er. Kevin Smith, national technical support and trainer for 
Brilliance LED, Phoenix, cautions that not all lighting con-
tractors out there are reputable. 

“There are two different types of contractors out there,” he 
says. “You see a contractor who is using a very poorly made 
and inexpensive product that he purchases online. Then you 
find the other side, someone that takes a lot of pride in his 
work and is using quality lights.”

Smith says a good contractor will be educated on every 
aspect of lighting systems. With the advent of websites such 
as Pinterest and Houzz, however, he has his work cut out 
for him. Many homeowners, armed with ideas from these 
sites, are sometimes becoming more design-savvy than the 
contractors they hire. But that doesn’t mean they know how 
to achieve the looks they want. 

“The trouble is, homeowners who see this stuff want to 
go as cheap as possible. They don’t look at the longevity the 
project could have,” Smith says.

It happened frequently prior to the recession, according 
to Smith, and those people are now paying the price. “Peo-
ple went crazy and bought the cheapest thing possible and 
ended up having to replace the whole system.”

He is also concerned about contractors out there who 
are simply buying stuff on the cheap and “plunking it into 
the ground.” They may think that’s the fast track to success, 
but for many of these contractors, he says, “It’s a race to 
the bottom.”

A reputable contractor will have a strong knowledge of 
landscape lighting products and applications and will of-
fer solid experience and exhibit good listening skills, notes 
Goers. “The contractor should articulate his design plans 
clearly after listening to what the homeowner envisions for 
the property.” 

If you’re able to distinguish yourself as the latter type of 
contractor, you shouldn’t have any trouble attracting clients. 

“THERE ARE TWO DIFFERENT TYPES OF CONTRACTORS
OUT THERE. YOU SEE A CONTRACTOR WHO IS USING A VERY POORLY

MADE AND INEXPENSIVE PRODUCT THAT HE PURCHASES ONLINE.
THEN YOU FIND THE OTHER SIDE, SOMEONE WHO TAKES A LOT OF PRIDE IN 

HIS WORK AND IS USING QUALITY LIGHTS.” – Kevin Smith, Brilliance LED
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Just ask Robert Shomer, in business since 2005 as 
the owner of Nightscapers, Fort Lauderdale, Flori-
da. Word of mouth about his excellent work spread 
quickly in Broward County’s elite circles, and the 
company has worked on dozens of projects for 
commercial real estate developers and homeowners’ 
associations as well as the homes of NBA players 
and Fortune 500 CEOs. 

“Our business is phenomenal,” he says. “We 
don’t do any advertising. All of our business comes 
from people calling in. We are busy every day of the 
week if we want.” 

Shomer enjoys what he does in part because of 
the flexibility it offers him. He keeps it simple, just 
him and one full-time employee. “I don’t want to 
have a lot of employees,” he says. ”Taking my busi-
ness to the next level would mean more employ-
ees and more management but not incrementally 
that much more money. I keep it small to maximize 
profit. We don’t have a huge staff, but we do a lot of 
business and do very well.”

Nightscapers’ projects have involved LED 
lighting products almost exclusively since their in-
troduction into the market around 2008. And in 
that short 10-year span, major improvements have 
come along. 

“Now we are seeing in the 12-volt lineup a 
lot more powerful lights than we had in previous 
years,” says Shomer. Not only are they a lot bright-
er, they consume less power. “It is a lot more fea-
sible to do things now with LED that were only 
feasible to do with 120-volt light in the past,” he 
says. The newer fixtures also are more resistant to 

With the advent of LED, it became less expensive to install and operate outdoor lighting systems. Many 
landscape contractors have recognized the value they can add for their clients by offering lighting 
options to accentuate features from trees and plants to house exteriors and waterfalls like the examples 
above. Photos clockwise from top: Nightscapers; Brilliance LED; Dan Wasson
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voltage fluctuations.
Nightscapers goes the extra mile to ensure the 

longevity of the systems it installs. For example, 
Shomer will use heavy-duty 10-gauge wire which 
he says improves voltage flow. The heavier-duty wire 
with heavier-duty insulation also lasts longer. And, 
to prevent moisture from getting into and shorting 
out fixtures (a big problem in humid Florida), he 
solders all the connections.

The equipment options are plentiful and keep 
multiplying, which is fun for contractors as they 
can play with color changes and other lighting ac-
cents. Shomer says there’s been an increase in fix-
ture types, including wash lights that provide a wide 
spread, and newer lights that have the ability to go 
from 2,700K (Kelvin) to 3,000K. “Adjustable beam 
spreads and adjustable brightnesses are getting 
pretty commonplace now,” he observes.

Goers says lighting fixtures have become more 
flexible with the 2016 introduction of WAC’s ad-
justable LED accent, wall wash and well lights. It’s 
been a godsend to landscape lighting contractors.  
“Instead of carrying a dozen or more different fix-
tures in their inventory, the landscape or irrigation 
contractor can use a single, versatile product such 
as an accent light, which adjusts to accommodate a 
multitude of features, including various brightness-
es and beam angle distributions.”

Gaining popularity
Landscape lighting has become a big segment of 
Hulihan Territory Inc.’s business. The Atlantic 
Beach, Florida-based company also installs irriga-
tion systems, pumps, wells and drainage solutions, 
but lately a large portion of the work being booked 
is landscape lighting. “It’s become a pretty big seg-
ment. We’re probably doing two or three jobs a 
week,” says Ric Sinclair, senior sales associate.

Sinclair’s been installing landscape lighting for 
18 years, before LED became a game-changer for 
the industry. He says, as customers have become 
more educated about LED products, “they aren’t as 
difficult to sell as they were in the past.” 

Another big change in landscape lighting has 
less to do with its appearance or how much power 
it consumes, and more to do with how it’s operated. 
Hulihan has gone almost exclusively over to Wi-
Fi to control lighting systems because, according to 
Sinclair, it’s more reliable than mechanical and as-
tronomical timers. “We’ve gone to full Wi-Fi now 
and found it works better,” he says. 

Hulihan has been lighting a lot of garage doors 
for customers lately. Its a newer option the company 
is offering its clients. Apparently, a lighted garage 
door is becoming a distinctive feature of high-end 
homes, and the company is hoping to capitalize on 
that. “We are trying to get that going,” says Sinclair.

Thinking of
getting started?
Take some advice 
from those who’ve 
already chosen to 
add lighting to their 
business offerings. 
Dan Wasson, owner 
of Indiana-based 
Wasson Nursery, 
offers the following 
guidance. 

1Pick a good brand. 
“Offer one brand 

and stick to that 
rather than offering 
everything under the 
sun,” he says. 

2Send your 
employees to train 

with the brand you 
choose to offer. Was-
son says most land-
scape supply compa-
nies offer training. 

3Train all your 
installers on how 

to do lighting because 
they can make better 
use of their time and 
provide increased 
efficiency. 

4Always put lighting 
into your quotes 

regardless of whether 
the customer asks 
for it.

Landscape and water lighting 
can extend the enjoyment of a 
pool area well into the night-
time. Photo: Brilliance LED.
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Entertaining with light
Lighting up landscapes is just the beginning of out-
door lighting’s possibilities. Today, homeowners are 
doing more outdoor entertaining, putting empha-
sis on the ambiance that can be created with light. 
One big trend in this area is bistro lights, strung 
across a patio or yard. The Blaze series of lights from 

Brilliance LED that simulates the effects of fire has 
been popular this season. 

Sinclair has seen an increase in demand for “Ed-
ison lights,” elongated LED bulbs that have the ret-
ro look of early lightbulbs. “They are actually pret-
tier and more incandescent-ey than the LEDs. You 
can really see the filament glowing.”

Lighting fixtures nowadays 
can be installed right into out-
door kitchens and walls like 
the example above. Photo: Dan 
Wasson; At left, path lighting 
is becoming multifunctional 
by also showing off landscape 
features. Photo: WAC Lighting
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Other parts of the country are faring quite well 
with lighting as an add-on business. Wasson Nurs-
ery is a design-build landscape firm with three lo-
cations in Indiana. While it owns garden centers, 
its primary business is landscape design, installation 
and maintenance. And while it’s not the company’s 
cash cow, landscape lighting is so closely related to 
everything else the company is doing, it makes good 
sense to offer it.

“The lighting portion of what we do is a smaller 
portion of the business, but it is a good accent to 
what we do because if I am designing a big project, 
lighting is automatically budgeted into it,” explains 
owner Dan Wasson. “Everyone gets a lighting 
quote regardless if they ask for it or not.”

He adds, “Lighting is a good add-on service, 
because the homeowner is in the mood to buy. If 
he’s already paying for a $50,000 to $70,000 land-
scape project, what’s another $8,000 to $10,000 for 
lighting?” 

For Wasson, it all goes back to the time of day 
when people are around to enjoy their outdoor 
space. “At 12 o’clock in the middle of a weekday, 
you aren’t out on your patio, but at 6 or 7 o’clock 

Clients are able to enjoy an evening out on the patio while also enjoying the view thanks to the variety of 
lighting options landscape lighting contractors can offer them. Photo: Integral Lighting
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A fish out of water
Premier Ponds, Silver Spring, Maryland, is another company that found itself 
in the landscape lighting business because it saw a need expressed by its 
customers that wasn’t being met. 

Andrew Lingan and his partners install underwater LED lights as part 
of their pond business. “We’ve seen consistently at many of our customers’ 
homes that they had inadequate or broken outdoor lighting,” he says, “so we 
kind of just applied what we knew about putting lighting underwater to out of 
the water.” 

Premier Outdoor Lighting officially began as an extension of Premier Ponds 
last September. It hasn’t seen enormous growth, but Lingan says it’s only the 
beginning. “It’s been a slow start with that, but we have gotten a few jobs from 
our pond customers, not so much from the outside as of yet. But it’s really just 
starting to ramp up.”

And he uses the same reasoning for lighting up a pond as a contractor 
might use for a landscape, “If you buy a beautiful pond, you’re only able to 
enjoy it for half the day unless you put lighting into it. We are big proponents of 
‘lighting it up’ and our customers are too. I would say over 90 percent of them 
have lights in their water features.”

That interest is what spurred Lingan and his partners to expand from water 
to land. “It brings a new dimension to your landscape and your water feature,” 
Lingan says, and he is ready to bring on more landscape lighting clients. “We 
are going to create the trend outside of the pond. It is up to us to show them 
what is possible.” 

Opportunity also lies with homeowners who have outdated lighting systems. 
He’s seen homes that still have halogen systems installed who are probably 
paying through the roof on their electric bills. “We think we can give them better 
than what they have and help them upgrade from those old energy-hoarding 
systems,” he says. And they will look trendier too — for example, a light that 
looks like a tiki torch. 

He also understands the importance of quality. “You have different levels of 
quality out there that might turn people off from the idea all together. A lot of 
people are out there doing it like Walmart, with Walmart results, whereas we 
are trying to give them a Nordstrom experience.” 

Lingan says water-feature lighting and landscape lighting aren’t that much 
different. “Landscape lighting has more different types of lights for different 
features where the water features, you just have different intensities of light.” 
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when those lights pop on, that’s when 
you’re using it.”

Taking control
Wasson installs WAC’s Integrated LED 
lighting fixtures. He says the biggest thing 
customers want with their lighting is con-
trol. They want to be able to adjust color 
and brightness, but most importantly, they 
want to be able to do it from their phones. 

“They want it in their phone, on an app 
and they want it easy,” he says. 

 Of course, this is all part of landscape 
lighting systems’ integration into the In-
ternet of Things. People increasingly ex-
pect to be able to manipulate all of their 
household systems, including irrigation, 
security, heating and air conditioning as 
well as their outdoor lighting through 
their smartphones. Thanks to lighting 
manufacturers staying on top of these 
trends, they can.

Color is another area where control is 
increasingly in demand. More and more 

of Wasson’s customers are requesting col-
or-changing LEDs for a variety of effects 
they want to create.

 He shared the story of one client who 
bought a bear sculpture at an auction to 
put outside. He wanted to bathe it in blue 
light whenever the Indianapolis Colts 
are playing — and he wanted to control 
it with Bluetooth. Done. Another client 
wanted his patio lights to glow orange 
when he throws his annual Halloween 
party. Wasson made it happen.

Sometimes customers aren’t even aware 
of the color control new LEDs have. Was-
son says customers can sometimes be wary 
of LED lights because they think they will 
give off a harsh, blue-tinted white light. 

“The lighting portion of
what we do is a smaller
portion of the business,
but it is a good accent to 
what we do because if I am 
designing a big project then 
the lighting is automatically 
budgeted into it.”

— Dan Wasson, Wasson Nursery

That was true of some of the very the first 
LEDs that came on the market, but with 
the newer generation of bulbs, that fear is 
no longer warranted. 

Lighting temperatures can now be 
changed to give LEDs that warm, in-
candescent-type glow everyone wants to 
achieve with their lights. 

With more companies offering land-
scape lighting, more homeowners are 

starting to see its value. Luckily for them, 
they won’t have to look very far to find 
someone to install it. 

As Wasson says, “The demand is there, 
but it is also about offering the client the 
whole package.” 

The author is editor-in-chief of Irrigation & 
Green Industry magazine and can be reached at  
kristinsmithely@igin.com. 
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I
 f someone asked me where they might find 
 a large contingent of middle-aged men, a 
 big chunk of them 50 and older, I would 
 say, “Go to any landscape industry gather- 
 ing — you can’t miss.” I’m kidding around, 
 but we all know it’s true. Which leads to the 

question, “Where are all the young contractors?” 
No endeavor can survive for long without 

attracting young people into it. Happily, there 
are some young people — including some very 
young people — who are already hard at work in 
their green industry careers, starting businesses 
while still attending high school, middle school 
and even elementary school. 

The next time you read a story lamenting 
how entitled and lacking in social skills the cur-
rent generation supposedly is, think back on the 

four industrious, focused and articulate teens 
and twenty-somethings we’ve profiled. To para-
phase a song they probably don’t know, “Their 
future’s so bright, they’ve gotta wear shades.” 

Pay attention; these just might be the future 
leaders of our industry.

The author is senior editor of Irrigation & Green Industry 
magazine and can be reached at maryvillano@igin.com.
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Only 13, Joe Troetti already has three
years of experience as a contractor,
having started his business at age 10.
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J
 oe Troetti’s love affair with landscape work star- 
 ted before he could walk, around age one. “I 
 would watch my Dad mow the lawn and get 
 mad because I couldn’t help him. So he built a 
 little seat for me on his push mower that I could 

ride on while he mowed.”
Troetti says, “I’ve always loved landscaping.” The 

owner of Troetti Landscaping, Danbury, Connecti-
cut, isn’t kidding; now 13, he already has three years 
in business under his belt, having founded the com-
pany at the ripe old age of 10. This past April, he won 
a local competition for the best business pitch. 

As soon as he could walk, he started being a real 
helper, and not just to his dad. At an age when most 
kids are busy playing Chutes and Ladders, “I would 
go to a neighbor and ask if there was anything I 
could help out with, like taking out the trash.”  

I asked him why he was so focused on helping 
others at such a young age. Was he prompted to by 
Mom and Dad? He says, “We live in a small commu-
nity of only about 30 people. Everyone here knows 
each other and we all kind of help each other out.” 
While he was enjoying working outdoors for free, a 
new idea began to dawn on him. “I slowly realized — 
at around age six or seven — that I could turn that 
into a business.” 

Once again, Dad had the answer. “When I asked 
him how I could expand what I was doing and make 
money at it, he suggested landscape work because 

Name: Joe Troetti

Age: 13

Company: Troetti
Landscaping

Location: Danbury,
Connecticut

Services Provided:
mowing, mulching

Quotable: “I want to go to 
college and get an arborist 
degree. I also plan to get 
multiple business degrees 
and study turf science.”

he’d done that himself in high school and college.” 
Soon, Troetti was mowing lawns and mulching, this 
time for pay. But, “although the moneymaking part 
was there,” he didn’t realize everything that being an 
entrepreneur actually entails. Fortunately, several of 
his neighbors are business owners. “I talked to them, 
and they started helping me get set up.” 

A 30-week class at a local Young Entrepreneurs 
Academy, geared toward middle- and high-school-
ers, helped too. It covered how to launch a business 
— “although I was already launched three years ago,” 
— and goes over the financial side. “It’s taught me 
how to set up my business in the absolute maximum 
way I could set it up. I’m going to be able to grow 
so much, once I’m able to drive.” (By the way, he’s 
not the youngest one in the class. That would be a 
10-year-old.)

Troetti isn’t letting a little thing like being too 
young for a driver’s license stop him. People in neigh-
boring towns want to hire him, and to service them 
this summer, he’s engaged a driver.

Even though he just got started, he’s already giv-
ing back to the community. Every month, he’ll look 
for someone in need and will take care of that per-
son’s landscape at no charge.  

The soon-to-be eighth-grader plans much more 
education ahead. Math is his favorite subject. When 
not busy doing extracurriculars, working in his busi-
ness or playing football (he also plays golf, basketball 

and baseball) he finds time to 
hang out with friends.

“I definitely want to do this 
the rest of my life. A goal I have 
is to become an intergalactic 
— I mean, interdisciplinary — 
landscaper, do exterior design 
and have a tree nursery.” 

That’s all? With his ambi-
tion and drive, it’s possible that 
someday he will be an interga-
lactic landscaper, perhaps the 
one who will plant the first crape 
myrtle on Mars. 

An example of some of Troetti’s mulching 
work. An entrepreneurship class and 
neighbors who are also business owners 
have helped him keep his business on the 
right track. Photos: Dorota Long

From Dad’s helper to business owner
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B
 arrett Weckel started mowing neighborhood 
 lawns at age 11 or 12. In 2008, he started 
 Young Entrepreneurs Landscaping, Cincinna- 
 ti. He recently graduated with a bachelor de-
gree in Entrepreneurial Studies from the Wil-

liams College of Business at Xavier University, an 
education that his business paid for. Now 25, he runs 
the business with partner and boyhood pal Nathan 
Record, 24. 

Weckel says he’s the sort that  “always sees the 
big picture, so seeing a project through from the first 
meeting to its final completion is kinda cool.”

From mowing, he soon added mulching, leaf 
cleanup and other services to his company’s menu. 
Now, Young Entrepreneurs does “pretty much every-
thing under the sun” for its roster of 1,500 clients. 

“We’re doing more in-depth transplanting and 
planting work now, but also drainage, some minor 
tree and irrigation work, and landscape lighting. And 
we’re also one of the bigger sod installers here now.” 

While Weckel could see the big picture ahead, 
others couldn’t always. “My parents are old school, 
from very humble beginnings, and strove to become 
white collar. When I told them I planned to do land-
scaping for a living, they said, ‘Well, you’re going to 
be nothing more than a lawn jockey, and you’re not 
going to make any money.’ So I said, ‘Watch this.’”

And they have. “We’ve doubled our business ev-
ery year. In 2016 we did $700,000, and last year, $1.4 
or $1.5 million.” Our goal this 
year is to bill about $1.8 million.” 
His mom helps out with office 
work at times and sees those big 
checks rolling in. Needless to 
say, those “lawn jockey” cracks 
have ceased.

It seems as if Weckel is well 
on the way to building a green 
industry empire. He recently ac-
quired another landscape com-
pany and will be building a new 
facility this winter. However, he 
says “I really don’t want to grow 
any more. You start to lose the 
personal touch, the ‘How’s your 

kid doing?’ kind of thing with your clients and your 
employees. Like, I know every one of my guys’ birth-
days.”

He adds, “When a client tells me, ‘I’ve got a spot 
over here in my lawn that needs attention,’ I can say, 
‘Oh, yeah, I know exactly what spot you’re talking 
about.’ If I get much bigger I can’t do that.”

Weckel has avoided traps that even older, more 
experienced business people fall into. “I think the 
reason for our rapid growth is that I never really fi-
nanced anything until last year; I’ve always paid cash.” 
His fleet consists of 12 used diesel trucks, ranging 
from 1999 models to the newest one, a 2003. “We get 
older trucks with low mileage cheap, then customize 
them from the ground up. This way I don’t have to 
take some job I don’t want just because I’ve got to 
make a credit card payment.” He tells the group of 
other young entrepreneurs he mentors to follow his 
example, saying, “Don’t become a slave to the bank.”

He also says, “Don’t be afraid to get in there and 
get your hands dirty. A lot of contractors will show 
up on a job site, roll down the window, point their 
finger, and then leave. But if my guys are struggling 
on a job, I hop down and get into the hole with them. 
You’re only as good as your guys are.”

 Weckel says he plans to retire by age 45. Even if 
he does, someone with this much energy is bound to 
keep doing exciting things throughout his life. We 
can’t wait to see them. 

Proving that parents aren’t always right

Name: Barrett Weckel

Age: 25

Company: Young
Entrepreneurs Landscaping

Location: Cincinnati

Services Provided:
custom masonry, hardscapes
designs, plantings,
cleanup, property
maintenance, irrigation, 
lighting, trees, and sod

Quotable: “I’ve always liked 
being outdoors hunting and 
fishing. I’m an Eagle Scout. 
I’ve always liked machinery, 
so it all kind of rolls together 
with that.”

Weckel enjoys seeing a project through 
from concept to completion, as in this 
hardscape. Photos: Gary Kessler
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Barrett Weckel gives a lot of credit for his 
success to the people on his crew, saying, 
“You’re only as good as your guys are.”
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Andrew Ellis needed a way to
earn money that didn’t interfere 
with football practice. 
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Name: Andrew Ellis 

Age: 18

Company: A’s Lawn Service  

Location: Medina, Ohio

Services Provided:
Mowing, trimming, edging, 
trenching, mulching, bush/
shrub planting and removal

Quotable: “Some of the
football coaches joke around 
how I’ve had the whole team 
working for me.”

A
 ndrew Ellis started his green industry career 
 four years ago, at age 14. “I got started cut- 
 ting someone’s lawn in the neighborhood, and 
 then for a couple more people and then started 
 mulching and doing more actual landscaping 

stuff, like weeding and edging beds, trimming shrubs 
and putting stone in yards.” He doesn’t do any hard-
scaping yet but plans to start after college. 

Ellis’ business, A’s Lawn Service LLC, became 
“official” this past March, legally put in his own 
name, now that he’s turned 18. 

Having started with his dad’s zero-turn rider, he 
now owns two himself, having paid cash for a used 
model with his business profits. (He pays cash for 
everything his business needs.) The second was a gift 
from his parents. He also owns two trailers, a truck 
and some edgers, trimmers and blowers. 

The “Friday night lights” were the impetus for 
starting the business. “I played football and couldn’t 
really get a job elsewhere because of the practice 
schedule,” says Ellis. “So, I thought I’d mow lawns. 
My dad had a good lawn mower, and we had neigh-
bors who were willing to pay me to do it, so I figured, 
‘why not?’ ” 

I asked Ellis if his mom, an accountant, or his dad, 
a senior operations manager for W.W. Grainger, in-
fluenced his entrepreneurial bent. 

“In the beginning, no, but as my company has 
continued to grow, they’ve been a huge support along 

the way, helping me manage my money and with 
marketing and advertising,” he says. 

He’s already doing some professional-style adver-
tising, ordering uniforms for himself and his workers 
— and that was his idea, not Mom’s or Dad’s. “I just 
thought that if we’re going to be out working togeth-
er, we might as well be wearing similar things. It’s not 
really a uniform, it’s just shorts — I wear long khaki 
pants, myself — and a green Dri-Fit shirt with my 
company logo on the front and the phone number 
on the back.”

At present, he’s a one-man band, but has someone 
who helps him out when he needs it, and at times 
has hired some of his buddies from the football team. 

Ellis, who graduated from Medina High School 
in May, says he hasn’t thought too much about the 
future of the business, focusing on the next big thing 
ahead: attending Cuyahoga Community College in 
the fall. He’ll continue servicing his 33 mowing and 
20 mulching clients while he attends. 

Ever the practical businessperson, Ellis plans on 
living at home to save money, adding “I’d like to 
move out of the house, but I figure, why pay for 
housing if I don’t have to?” After community col-
lege, he’ll transfer to a four-year university where 
he’ll major in business and minor in horticulture 
and landscape design.

He says he’s not going to try out for the football 
team, so for now, the only uniform he’ll be donning is 

the one with his company’s logo 
on it. He has done some forward 
projection, though, saying, “I 
think my first step after college 
will be to find a building to keep 
all of my equipment in and kind 
of have my own little workshop.”

In his free time, Ellis is a 
typical teenager, going to his 
friends’ baseball games, hang-
ing out with his girlfriend and 
buddies, building bonfires and 
watching sports on TV,  espe-
cially football. In the meantime, 
his business will continue gain-
ing yardage.  

It all started with football

Ellis plans to study landscape design. 
Judging by this lovely yard, he’s sure to be 
an A-plus student. Photos: Lisa Pflaum
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D
 awson Borcherding needed a job, so the 
 15-year-old high school sophomore got one at 
 a local nursery. He didn’t know it then, but it 
 would put him on a path toward achieving a 
 major life goal. 

The new job dovetailed nicely with the entre-
preneurship class he was taking at the same time at 
Shawnee Mission West High School. “My teacher 
was incredible, had us writing up business plans. I did 
one for the idea I had, a nationwide urban gardening 
service that would do fencing, pest control, weeding 
and trimming. I entered it in the First National Bank 
Business Plan competition and won the top prize, a 
$2,500 scholarship.”

All of that combined success made Borcherding 
start thinking, “I can do this on my own.” He quit 
the nursery job and started Young Leaf.  “I decided 
to pursue my urban gardening service idea and found 
out pretty quickly there’s no market for it.” 

Shortly thereafter, he undertook his very first 
hardscape job: building three patios, a retaining wall 
with seating, a stone staircase and a French drain 
system — all of which he completed while doing 
a 40-hour-a-week internship at ARCO National 
Construction in Kansas City. “I found that I really 
enjoyed building that retaining wall and the other 
projects too. I decided that’s where the market is.”

Perhaps it’s because he is so young that he  
enjoyed the building process because it sounds  
arduous; he did the excavation 
part of it “hand digging it out 
with shovels” borrowed from 
Dad. “I just used what I had at 
the time, the two shovels, an 
axe, and a wheelbarrow,” he says. 
“After a year of working part-
time I was able to buy a trim-
mer, a chain saw and a backpack 
blower.” 

More jobs came his way, 
mostly via word of mouth, and 
by the visual advertising his ex-
cellent work produced. “My first 
project was in a cul-de-sac. By 
the end of the first year and a 

half, I’d done work at four of the six houses in it.”
He’s an unusually disciplined, goal-oriented 

young man, as are all of the future contractors in this 
story. I asked him if any of the money he’s made has 
allowed him to buy things typical 16-year-old boys 
salivate for, like a car, sports gear, or another musical 
instrument (he plays several)? Nope. 

“I kind of knew, even as a high school student, 
that most of the profits from my business would go 
to pay for college. I reinvested some of it back into 
the company, buying equipment. The other 10 per-
cent, I gave to my church.” (His dad’s a minister).

Borcherding, now a junior at Kansas State Uni-
versity, recently shut down his contracting business 
while he focuses on finishing his construction science 
and management degree and summer internship 
(the same one he did last year, at ARCO). “But my 
landscape and hardscape knowledge and experience 
will help me in my future career as a construction 
superintendent, because I will be working with land-
scaping contractors in the field from a logistics stand-
point.” He can already read blueprints. I wouldn’t be 
surprised if he eventually starts another landscape 
business. If he does … watch out!

Judging from this impressive group of young 
folks, our business has a bright future. Don’t be 
shocked should you find their names on a list of 
“weathiest landscape contractors in America” one of 
these days. 

Borcherding got a lot of work from people  
who were impressed by his work such as 
this hardscape. Photos: Logan Wassall

Name: Dawson Borcherding

Age: 21

Company: Young Leaf
Landscaping

Location: Overland Park, 
Kansas

Services Provided:
General landscaping,
hardscaping 

Quotable: “I’ve always been 
excited to work.”

His business is paying for college
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Dawson Borcherding plans
on becoming a construction  
superintendent after 
finishing college.
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better alternatives
to the dreaded performance review

I have often wondered why some of my green in-
dustry clients wince when I ask if they conduct 
regular performance reviews. I’ve learned over 
the years that the reason most do not is because 
they’re awkward, time-consuming and stressful.

The employee looks at them as a way to justify 
a well-deserved raise and the employer looks at 

them as a way to debate that raise. Put another way, 
it is often a lose-lose-lose situation for the employee, 
the company and the customers.

Yet it never ceases to amaze me how most com-
panies, if they do performance appraisals at all, con-
tinue to do them in an outdated way. Let’s take a 
look at why this may not be the best way to grow and 
develop your team.

A wasted opportunity
As employee engagement expert Bob Kelleher says, 
“Performance appraisals represent a significant op-

portunity for supervisors to build a 
mutual commitment with em-
ployees — a key engagement 
driver — but more often than 
not, this opportunity is wasted. 
That’s because performance ap-

praisals focus on trailing feed-
back, rather than leading feedback. 

In other words, managers don’t spend nearly enough 
time on the developmental side of the meeting.” 

Kelleher goes on to suggest that we need to shift 
our thinking about how we motivate and 
guide our team members. In es-
sence, that is the purpose of any 
appraisal, to help our employ-
ees tap their potential, develop 
their skills and improve their job 
performance.

Kelleher recommends we stop 
calling them performance appraisals 
or reviews and start calling them em-
ployee development plans. In other words, we need 
to think about the results we want our employees to 
achieve and put them into the form of incremental 
goals they can reach.

Think about the last time you felt stagnated in 
your company, position or career. Did you start 
thinking about greener pastures and begin looking 
for some other company to apply to? Our employees 
are no different. 

According to research, one of the top reasons em-
ployees will leave an organization is because they feel 
their professional growth has hit a wall. They don’t 
feel that the bus they are riding on is headed in the 
right destination.

An employee development plan can help team members
 build their skills and improve performance.

By  To m  B o r g
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Working toward goals
What do you think about this strategy? 
Instead of doing annual performance 
appraisals, consider replacing them with 
quarterly meetings to discuss the prog-
ress your employees are making toward 
achieving the four to six major goals you  
have mutually agreed upon over the next 
12 months.

Those goals should be set based on 
what the employee, the company and you as his su-
pervisor need to do over the next year so that he can 
fulfill his job responsibilities in the present and in 
the future. It should take into consideration the ca-
reer ladder he must climb or path he needs to take to 
move up within your organization. 

What kind of training or cross-training, resources 
or equipment will he need to accomplish the goals 
that are being set? And what type of support and 
encouragement will he need from you and the rest of 
the organization in order to succeed?

In addition to the four-times-a-year meetings, 
have regular, informal discussions on how he is doing 
and what he still needs from you to continue being 
successful. This could take the form of a quick chat in 
the hallway,  lunch room or on the shop floor.

This may also be a good time to give him instruc-
tive feedback on how he is doing now, and what he 
needs to start doing — or stop — to stay on track 
and make progress toward the goals you’ve set to-
gether. 

Showing you care
Remember the old-but-golden saying, “Your em-
ployees don’t care how much you know until they 
know how much you care?” You can 
show you care by taking the time to 
talk with them, guide them and coach 
them on their journey to becoming better at 
what they do. 

One of my clients shared with me how 
he’d used this approach with one of his managers, a 
hard-working, diligent individual, but one who some-
times did not think through well enough the way he 
was managing some of his direct reports. The de-
partment meetings he led were dry, uninspiring and 
ultimately unproductive, with no time allotted for in-
formal conversation or development of camaraderie.

With a little coaching from the owner, this man-
ager learned how to make his meetings more mean-
ingful and productive, and his new approach had 
a direct impact on his relationship with his team 
members. As a result, they became more engaged 

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

and started contributing more to the meetings. They 
helped identify what was needed to improve pro-
ductivity and took ownership of it. They were more 
motivated to follow through on the things that need-
ed to be implemented in order to get the results the 
company wanted.

Keep your mission statement current
When the goals you help your team members iden-
tify are in alignment with your company’s overall 
mission statement, they become even more powerful. 
This is why I constantly encourage my 
clients to make sure their mission 
statements are up to date.

Let’s talk about your green 
industry company’s mission 
statement. As a leader in your 
organization, it’s mandatory 
your mission statement is current 
and relevant, and there’s no better way to update that 
statement than by revisiting it on an annual basis. 
That’s the perfect time to get your leadership team 
involved. Remember, people don’t argue with their 
own data. When team members have a chance to 
be part of the process that creates solutions, they are 
more apt to take actions to ensure those solutions 
become reality.

A good time to tackle revising your mission 
statement is during an annual retreat held off-site. 
Holding it away from the usual workplace minimizes 
interruptions and builds camaraderie. I recommend 
bringing in an outside consultant to facilitate this 
project. That will allow you to be a participant and 

not have to worry about running the 
event and keeping it on track

By getting your team to clearly focus 
on shaping the future of your green industry 

business, you are tapping into 
their creative talents. As it has 

been said, “No one is as smart as all 
of us are together.” Everyone’s IQ goes up when 

we’re able to tap into each other’s intelligence.
So stop doing employee performance appraisals 

and start doing employee development plans. Then 
tie them into your revised mission statement, and 
watch your company begin to soar. 

There’s no better way to update your company’s mission statement than revisiting it on an annual 
basis. That’s the perfect time to get your leadership team involved. 

When the goals 
you help your 
team members 
identify are in 
alignment with 
your company’s 
overall mission 
statement they 
become even 
more powerful.
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No one goes into business with the in-
tention of failing. Sometimes a com-
pany owner is the victim of sheer bad 
luck, having been hit by a disaster 
beyond his control, such as a flood, 
a tornado or a deep recession. Usu-

ally, though, it happens because of a cascade 
of small (and not so small) miscalculations in 
running the business that destroy profitability 
until it becomes apparent that the only way out 
is to shut the doors. 

Though a landscape business may be one 

of the easiest types of small businesses to start, 
sustaining it is another matter. Tony Bass, a 
green industry consultant and educator, owner 
of Tony Bass Consulting, Fort Valley, Geor-
gia, and co-author of the “E-Myth Landscape 
Contractor” (E stands for entrepreneur), says 
the reason many contractors struggle is a lack 
of financial education. “Hardly a week goes by 
that I don’t have the chance to talk to someone 
who says, ‘I’m a terrific contractor. I can sell 
work, but man, that business side of it, keep-
ing track of accounting and record keeping, is 

Why landscape businesses fail...
and how to keep yours from being one of them

If  your business is sinking, there are lifelines
you can grab that can help you stay afloat. 

BY MARY ELIZABETH WILLIAMS-VILLANO
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kicking my butt.’”
Not having the needed financial prowess can spell 

disaster, no matter how good you are at landscaping 
or how much equipment you have. “I don’t care how 
many lawn mowers or skid loaders you own,” says 
Bass, “the failure to be able to read and understand 
a profit-and-loss statement and a balance sheet is 
sheer financial illiteracy. Unfortunately, there’s a tre-
mendous amount of it in the contracting industry.”

Bass says that may be rooted in the way in which 
many green industry businesses get started, with the 
thought: “Because I’m a competent technician in the 
landscaping field, that means I am instantly quali-
fied to run a landscaping company.” That’s a bit like 
saying “I’m a good eater, therefore I should open a 
restaurant.” 

Beyond the bushes
The experienced technician, builder or installer soon 
finds that the responsibilities of running a business 
are very different than his previous roles and respon-
sibilities. The burden of dealing with insurance, do-
ing advertising, marketing and accounting, maintain-
ing banking relationships and managing and hiring 
others takes up a tremendous amount of time.

“Virtually every landscape company struggles to 
a certain degree,” says Bill Arman, a green industry 
consultant with The Harvest Group. He agrees with 
Bass about the need for more financial literacy. “It’s a 
tough business, and that lack of business knowledge 
can really hurt,” especially as companies grow.

Hal Pruitt discovered this. He’d had no trouble 
running Cumming Lawn Service, Cumming, Geor-
gia, a company he’d started in 2000, when it con-
sisted of one truck and two to five employees. “But 
when we grew up and got to where we had three, 
four trucks and 10 to 12 employees, I realized I didn’t 
know as much about management as I thought.”

“I could sell the work, handle the office, the fi-
nances, but managing the people was what I had a 
really hard time with.” 

Jarrett and Kristin Culverhouse were in a simi-
lar boat. They started Care Free Lawn and Sprinkler 
LLC, Rapid City, South Dakota in 2001. The com-
pany does mowing, fertilization, installs irrigation 
and also does some hardscaping, and snow removal.

Things went pretty well until the Great Reces-
sion of 2008 hit the company hard. “We’d used cred-
it cards to pay off some debt, to pay our suppliers,” 
Jarrett says. “Then the interest rates went up.” Even 
though they never made a late payment, they nearly 
went bankrupt. Things were so bad he thought about 
getting out of the business and getting a job. 

About five years ago, the couple decided they 
needed help. They’d read Bass’ “E-Myth” book and 
attended one of his seminars.

“The year before that, we’d grossed $280,000. 
That sounds like a lot, but after paying expenses, it 
was barely enough to live on, and we hadn’t grown, 

we’d gotten stagnant,” Jarrett says. 
The seminar taught the Culverhouses how to bid. 

“How to come up with a number, after you figure out 
what your overhead is and what your basic wage is 
going to be. That really set off a light bulb in my head, 
because while I knew how long it took me to do cer-
tain things, I never really knew how to put every-
thing down on paper and make it work,” says Jarrett.

Bass also put the couple in contact with other 
contractors that had the same problem and some 
others who were “much better businessmen than I 
was,” says Jarrett. “I had to swallow some pride and 
take a look at what I was doing wrong.”

The very next year after the seminar, they turned 
“a very good profit, clearing $380,000. Now we’re 
pushing over $700,000 gross, and my wife and I can 
pay ourselves salaries.”

Rick and Nicole Longnecker married Jan. 1, 2005, 
and seven months later started Buds and  Blades, a 
maintenance-focused company in East Olympia, 
Washington, with a mix of 80 percent commercial 
and 20 percent residential contracts. 

They reached out to Harvest when they realized, 
as Rick puts it, they “knew where we wanted to go 
but didn’t know how to get there. It just seemed like 
we were always chasing our tail.” 

Where they wanted to go was to have from 
$750,000 to $1 million in sales. “At the time that Bill 
(Arman) came and talked to us, we were at about 
$300,000. He helped us get the right people and sys-
tems in the right places, systems for estimating, for 
tracking our gross margins. Budgeting — my wife 
and I sat down a million times to do a budget and 
weren’t sure we ever got it right. Now we have one 
that works for us,” Rick says.

It sure did. Following Arman’s advice enabled 
them to buy out another company. By the end of Jan-
uary 2016, they’d hit their goal of $1 million in sales. 

Both Bass and Arman agree that two main ingre-
dients for success are sales and the people you hire. 
Ironically, the same two things, flipped to the neg-
ative side, are also the main ingredients for failure.  

The price isn’t right
Bass says the number one reason most landscape 
businesses fail is because they price their work in-
correctly. “Pricing right is the first skill,” says Bass. “If 
you price right, it’s easier to keep your promises to 
your customers, employees, vendors and tax author-
ities. If you don’t keep promises to any one of those 
four groups, then you’ll be out of business before you 
know it. One of them will come and get you.”

You have to price so your company earns a profit, 
says Bass. Maybe you never used to have trouble with 
this, but the cost of labor went up between five and 
10 percent in 2017, and another 5 to 10 percent this 
year. If you’ve been using the same pricing methodol-
ogy for two consecutive years without increases, says 
Bass, your costs have probably gone up somewhere 

BUSINESS MANAGEMENT

“When we 
grew up and 
got to where
we had three,
four trucks  
and 10 to 12
employees,
I realized I 
didn’t know as 
much about 
management 
as I thought.” 
– Hal Pruitt,
Cumming Lawn Service
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up, I hired. That first year, in business, I probably 
went through 35 people. Most of them worked a day 
or half a day and walked out on me.” What he need-
ed was a process that would weed those people out.

With Bass’ help, he created a 71/2 minute video 
listing everything required to work for him. It makes 
it clear that he’s looking for high-quality people and 
that he does random and pre-employment drug test-
ing. That screens out a lot of applicants who wouldn’t 
have worked out anyway.

Rick Longnecker changed his hiring approach, 
too. “In this economy, you’ve got to be creative,” he 
says, and the Longneckers are, using Facebook and 
Indeed.com as resources. “Bill (Arman) says ‘Always 
Be Recruiting,’ so we’re always looking for people. 
He also said, ‘look for people who are hungry, hum-
ble, and honest.’”

Where Rick used to hire mainly by “gut,” with 
mixed success, he now looks at an applicant’s atti-
tude. “In the interview, we look at how they carry 

themselves. Were they on time? What do they say 
about where they worked before? What do they like, 
and dislike about landscaping? Can they work in 
the rain? In the heat? We’re not looking so much 
for skills and aptitudes because we’ll train them. But 
first, we want to see that they are trainable.” 

We hope that shining a light on some of the 
things that cause landscape companies to fail will 
help yours avoid that same fate. Knowledge is power, 
and by learning from the experiences of others we 
can hopefully sidestep some of their mistakes, as well 
as benefit from what they did right. Good luck. 

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

from 10 to 20 percent in labor alone. You can see how 
much this could hurt a company whose profit margin 
is only around 10 to 20 percent.

Bass got Jarrett Culverhouse to see that he need-
ed to change the way he did job costing. “I used to 
track everything that I bought and how long we 
were on a property, and just put an hourly rate on it,”  
Jarrett says. “But sometimes that figure isn’t right, 
and if you undersell a job it means you didn’t quite 
recover your overhead. You need to be able to put 
a number to paper so that before you bid a job you 
know exactly how many hours it’s going to take to 
do it and how much your materials are going to cost. 
You come up with your equation, then add your prof-
it to it.” 

The first thing Bass had Pruitt do was go through 
his GPS records and look at the total time his crews 
spend on each property. He did a job cost for every 
site he maintains and discovered that he either broke 
even or lost money on over 50 percent of them.

Clearly, a price increase was called for. This pros-
pect terrified him, but to his relief, most of his cli-
ents stayed with him even after getting the increase  
letter. This single move alone added $23,000 to his 
bottom line.

Hiring the wrong people
If you’ve seen the movie “Glengarry Glen Ross,” 
you may recall the famous “A-B-C” sales ana-
gram: “Always Be Closing.” Arman’s version is 
“A-B-R” for “Always Be Recruiting.” To be suc-
cessful, you have to be able to attract, keep and  
develop the right people. At the same time, he  
realizes that right now, that’s as difficult to accom-
plish as it’s ever been in the history of landscaping. 

“Eight years ago it was an employer’s market,” 
says Arman. “Now it’s an employee’s market, and the 
guys that haven’t adapted to that are struggling.” 

Pruitt admits he had no idea how to hire, saying 
“I’d just run an ad and the first person that showed 

BUSINESS MANAGEMENT

Help is out there
Can’t afford to hire a consultant? There’s plenty of free or low-cost help out there for small 
business owners. 

SBDCs, Small Business Development Councils, typically work through universities in 
conjunction with the SBA, the Small Business Administration. You could have someone 
with a Master’s degree in accounting take a look at your books.

SCORE, the Service Corp of Retired Executives, is the organization through 
which former C-suite executives make their experience and advice available.

State and local landscape contractors’ associations have programs and 
seminars that are invaluable. You might need to become a member to take 
advantage of them. Why not join? You’ll meet veteran contractors who may 
have been where you are now, and benefit from their advice and mentoring.

Local chambers of commerce can be very helpful, as can community col-
leges where you can learn the basics of bookkeeping, accounting and business 
management at minimal cost. Many courses are held at night and on weekends.

ONLINE EXCLUSIVE

See a list of  other reasons why landscape businesses
fail at www.igin.com/why_landscape_businesses_fail. ©
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IRRIGATION FITTINGS

Anyone who’s ever done a jigsaw 
puzzle knows that every single 
piece fits in one spot, and one 
spot only, locking into place 
when the adjacent pieces match 
its contours precisely. Well, 

that’s not too different from the way irri-
gation fittings work. You need the correct 
connector for the specific situation you’re 
working with. 

Knowing which PVC or poly connec-
tor goes where and when and, maybe even 
more importantly, how it’s attached to a 
pipe is the sort of puzzle contractors who 
install sprinkler systems solve every day.

The newest kids in town: push-on fittings
Not a lot changes in this arena, so usual-
ly, asking “What’s new in fittings?” is like 
asking, “What’s the latest on the Earth’s 
rotation?” Probably the biggest develop-
ment in recent years was the advent of 
glueless push-on connectors for PVC and 

poly pipe.
“It depends on what we mean by the 

word ‘new,’” says Brent Mecham, CID, 
CLWM, CIC, CLIA, CAIS, industry 
development director for the Irrigation 
Association, Fairfax, Virginia, “Push-
on fittings came into the market around 
2014-2015. They’re limited to 3/4-inch and 
1-inch in size for irrigation, which are the 
most frequently used pipe sizes. For larger 
size pipes, like the 3- and 4-inch pipe used 
for commercial projects, they’re not really 
an option, but for a lot of residential type 
projects they certainly are.”

Their major advantage is that, while 
PVC cemented fittings need time to set 
up and cure before they are handled or 
pressurized, push-fittings can be handled 
and pressurized right away, making them 
must-haves for repair work. 

“Quite often, at trade events, we’ll hear 
from contractors who say, ‘You saved me X 
number of hours by having just a few of 

When putting together or repairing a sprinkler system,
you need the right fitting for the right type of pipe.

B Y  M A R Y  E L I Z A B E T H  W I L L I A M S - V I L L A N O
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IRRIGATION FITTINGS

Quality threaded, solvent-weld, 
gasketed , insert and push-fit 
irrigation fittings for both PVC 

and poly pipe are made by 
many different manufacturers. 
Whatever type is being used, it 

must be attached correctly.

p

PVC fittings are the most common type of fittings 
used in the installing and maintenance of 
irrigation systems. They include the solvent-weld 
and threaded fittings used for PVC pipe and the 
insert fittings used for poly pipe.  

Solvent-weld (glued) PVC fittings. The most 
frequently used type of fitting for connecting PVC 
pipe up to 2½ inches. Most are Schedule 40 PVC.

Threaded PVC fittings. These are also 
frequently used, particularly for connecting PVC 
pipe to a valve. They must be sealed, usually with 
Teflon tape or pipe dope (pipe thread paste), in or-
der to prevent leaks. Tape is a better choice if the 
connection should ever need to be taken apart 
or need to move slightly, as a swing joint might. 
Paste can leave bits that can clog components. If 
you must use paste, make sure it’s a Teflon paste.  
Many of the residential 1-inch valves have an 
option of either threaded connections or a glued 
connection; over 1½-inch and larger, they’re all 
threaded. The next biggest place for threaded 
connections is going into a sprinkler, whether it’s 
above ground and fixed or a pop-up.

Insert fittings. Used on poly pipe and so named 
as they are inserted into pipe rather than vice 
versa. They’re made of PVC, and though they 
have barbs inside, should not be confused with 
the barbed fittings used on swing or Funny Pipe. 
Once an insert fitting goes into a pipe it cannot be 
pulled out. They require that the pipe be double 
clamped on each side of the fitting in order to 
withstand the water pressure. Stainless steel 
clamps are used to secure these fittings,  either 
ear clamps, attached with a crimping tool, or 
screw clamps, that have an attached screw that is 
turned until it’s fully tightened around the pipe.

PVC gasketed fittings. As the name implies, 
these have thick rubber gaskets inside the socket 
that seals against the pipe. These fittings are 
called o-rings and sometimes are also referred to 
as push-on fittings, because, like the newer push-
fit connectors, they do not need any glue. One of 
their advantages is that a pipe can move slightly 
inside the fitting, providing a buffer for water 
hammer, particularly on long straight lengths 
of pipe. They require some special installation 
methods such as thrust-blocking to stabilize 
fittings such as elbows and tees.

PVC push-fit fittings. The glueless fittings that 
connect PVC and some special types of poly pipe. 
You simply push the fitting onto the pipe, and it 
locks in place via a  stainless-steel retainer ring. 
Double o-rings inside of the fitting seals against 
the pipe. Many manufacturers make them. 

(information courtesy of Kurt K. Thompson,  
 Kurt K. Thompson and Associates LLC)

THE MOST
COMMON
TYPES OF
FITTINGS 
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these on each of my trucks,’” says Matt Baker, vice 
president of sales operations, Spears Manufacturing 
Co., Inc., Sylmar, California. “Especially when there’s 
a bad enough leak that’s causing property damage; 
these fittings have come to the rescue in many of 
those situations.”

When I wrote about push-on fittings three years 
ago, the conventional wisdom seemed to be that 
push-on fittings were fine for repairs but not for put-
ting together a whole new system. I asked Mecham 
if that has changed.

“Yes, it has, and for a couple of reasons. Now that 
they’ve been in the marketplace for three or four 
years and are still here, that means there’s some field 
experience with them and they seem to be working. 
They’re kind of neat, and the price is coming down.”

Mecham says the current labor shortage is help-
ing make these fast fittings a lot more cost-sen-
sible. “You literally just push them on and you’re 
ready to go. You can probably do three, four 
times as many as a guy can using the traditional  
solvent-weld process. When you factor in labor costs, 
these fittings are now starting to make a lot more 
sense and are really, truly affordable, despite their 
slightly higher initial cost.” 

Kurt K. Thompson, CIC, CID, CLWM, CLIA, 
CGIA, CIT, CSWP, an irrigation consultant and ed-
ucator, owner of Kurt K. Thompson and Associates 
LLC, Lake Wylie, South Carolina, says push-fittings 
“are still primarily used for repairs on PVC pipe, par-
tially because of the cost perceptions. Also, the lim-
ited variety of fitting configurations — they’re only 
available for 1/2-, 3/4- and 1-inch pipe sizes — proba-
bly contributes to their limited use.” 

Quentin Rollins, owner of Rollins Landscaping 
Inc., Sandy, Utah, is one contractor who has put to-
gether entire systems using push-fittings. “We start-
ed using PVC-Lock (from Hydro-Rain, Salt Lake 
City) fittings about two years ago. They’d approached 
us four or five years ago, but still had some issues with 
the bite, which they’ve since fixed and cured. We try 
to use them on all our residential systems.”

Rollins adds, “They’re fast, clean, easy to use. They 
are a little more expensive, but their added benefits 
outweigh that.” However, he says they are still not 
acceptable for most of his commercial jobs.

There are a few new things to report. Hydro-Rain 
recently upgraded its Blu-Lock (for poly pipe) and 
PVC-Lock fittings. 

“Blu-Lock 3X came out last year,” says Alan 
Ence, North American sales director. “Where you 
used to have to use our proprietary pipe with our 
lateral three-quarter- and one-inch Blu-Lock fit-
tings, they now fit on anyone else’s high-density 
poly pipe. They are 30 percent faster to put on and 
can be removed and reused with our new tool. We’ve 
also added push-fit PVC-Lock valves and a push-fit 
manifold system that actually push right into those 
fittings.”

Gluing: a two-step dance
What we call gluing is a two-step process involving 
two products: primer and pipe dope or pipe glue. 
Both primer and glue need to do the dance with their 
partners, as both are vital to a tight, leakproof seal. 

The primer softens the plastic pipe a bit, similar 
to the way a welding torch melts metal so that an-
other piece of metal can be attached to it. When glue 
is applied afterward, a chemical reaction occurs that 
tightly weds the fitting to the pipe with a bond that’s 
stronger than the pipe itself. That’s why the process 
should really be referred to as solvent welding. 

Mecham says, “If you do a poor job with solvent 
welding, you’ve actually created a very weak spot.” 
Unfortunately, he’s observed this quite often in the 
field, when technicians take shortcuts.

“There’s an ASTM (American Society for Test-
ing and Materials, an international standards organi-
zation) standard for the solvent-welding procedure,” 
he says. “If someone doesn’t follow that standard and 
a problem results, the manufacturer can come back 
and say, ‘You glued incorrectly, so there is no warran-
ty.’ Every manufacturer follows that standard, and if 
you don’t, that’s your liability.”

What kind of shortcuts is he talking about? Me-
cham frequently sees installations where someone’s 
decided not to use primer and just used the cement, 
and even a few where someone has used primer but 
no cement. “That’s crazy,” he says. Equally crazy, or 
maybe just lazy, is when someone glues the fitting 
but not the pipe, or the pipe and not the fitting. The 
standard is you apply cement to both.

Another gluing mistake is waiting for the primer 
to dry or letting it dry. PVC cement should be ap-
plied while the plastic is still wet and soft from the 
primer. “The cement should go on while the primer 
is still wet, but a lot of people don’t realize that,” says 
Mecham. “They think they’re saving time by putting 
the primer on back at the shop, but that doesn’t work, 
because the primer becomes too dry to create the 
chemical reaction.”

Mike White, irrigation service technician at 
Tri-County Irrigation and Plumbing Inc., Good-
field, Illinois, observes this in the field quite often 
while making repairs. “We’ve seen fittings you could 
literally just pull off because the water pressure over 
time worked them apart. It’s easy to tell if something 
was glued without primer, especially with purple 
primer; you don’t see any purple. With clear primer, 
it’s a little harder.”

Not everyone “gets” this process, apparently. “You 
hear guys on job sites saying things,” says White. 
“I had a guy tell me, ‘You know that primer’s just a 
scam. They used to use the PVC glue alone and it 
always worked fine.’ I always laugh when I hear that.”

Avoiding push-ups and other pitfalls
Fittings work great when they’re installed correctly. I 
asked Josh Posthumus, irrigation field service man-

Solvent welding, 
the right way
Kurt K. Thompson of Kurt K. 
Thompson and Associates 
LLC, says that while push-fit 
fittings do not need PVC ce-
ment, they aren’t foolproof. 
Push-fit fittings still require 
the same amount of care to 
make a solid connection as 
when you’re making a PVC 
cement fitting. The proper 
steps are: 

#1The pipe must be cut 
square with all burrs 

removed.

#2The pipe must be 
inserted completely 

to the bottom of the socket.

#3The pipe and fitting 
must be relatively 

clean, free of dirt and oil, to 
ensure the seal of the fitting 
makes complete contact 
with the pipe.

#4The pipe must align 
with the fitting to 

minimize the angle of 
deflection.
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ager at Carefree Lawn Sprinkler, New Lenox, Illi-
nois, “If someone has clamped together a system the 
right way, would it hold together for the next 30 or 
40 years?” He replies, “If done correctly, using stain-
less steel clamps, it should theoretically last forever.” 

However, he often finds insert fittings that haven’t 
been put on right. “A lot of people will cut the pipe 
short and won’t bury all of the barbs inside of the 
pipe,” says Posthumus. “A couple of the barbs will be 
sticking out, so when you go to clamp it, it’s not set 
all the way as it should be. It’ll come loose at some 
point in time, especially under high pressure.” 

That happens mostly when someone has been 
sloppy says Posthumus. “After they measure their 
cut, they see that they’re a little short and they say, 
‘Ah, the heck with it. I’ll just roll with it like that,’ and 
kind of pound the fitting in as best they can and hope 
for the best. It might last a couple years, but eventu-
ally it’ll give way, and then you’ve got a big problem.”

White wants you to know that spacing is im-
portant, and to “avoid push-ups” (sometimes also 
called “push-outs”). He’s not talking about ducking 
your Crossfit classes; he’s talking about the tendency 
glued fittings and pipes have to repel each other, like 

two magnetic north poles. 
“The fitting will start to reject the pipe and try to 

push itself back out of the coupling. Every so often 
you’ll see a guy that’ll put things together and then 
walk away, and you can see it start to push back out. 
Make sure you keep that pipe pushed into the fitting 
and hold them together. You only need to do it for a 
couple seconds.”

White frequently sees new systems that are in-
stalled as if it’ll never have to be taken apart or fixed.  
“Say it’s a 1-inch line you’re working with, and it’s 
got a 1-inch tee that comes off it and a valve and a 
lateral. If the valve is glued right against the tee and 
you ever have to replace that valve, you’ll also have 
to cut the whole tee out. It makes what should be a 
fairly simple repair more of a job.”

There are many, many types of fittings used in 
landscape irrigation, and we’ve only touched on a few. 
We hope what we have discussed here will help you 
put the pieces together the next time you’re puzzling 
out an irrigation system installation or repair. 

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

“When you factor
in labor costs, these 
push-fittings are
now starting to make 
a lot more sense 
and are really, truly 
affordable, despite 
their slightly higher 
initial cost.”

 – Brent Mecham,
Irrigation Association

Blow out the lines...
not your profits!

Before you rent or buy a tow-behind air compressor 
that’s overkill on power and your wallet, consider 
Vanair’s Viper™ for your irrigation needs. 
Available in gas and diesel, Viper™ air compressors deliver up 
to 80 CFM and 150 PSI of air power to blow out the lines of the 
largest irrigation systems. It is compact enough to fit into even 
the smallest pickup truck bed — making them an ideal solution 
for your application. The portability of the systems allows for 
easy interchange from one vehicle to another.

DON’T PAY FOR MORE AIR 
POWER THAN YOU NEED!

Vanair’s There >> 800.526.8817  vanair.com 

Shown with optional running gear
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together
REAPING THE REWARD

SUSTAINABLE LANDSCAPES

Residents of a Madison, Wisconsin, 
neighborhood are benefiting from
the city’s edible landscaping program 
in more ways than one. 
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I
’m not sure exactly when the phenomenon began. May-
be it was when millennials began moving into city cores 
instead of out to the suburbs as their parents did at 
their age. But somewhere along the line, neighborhoods 
in cities across the nation began developing their own 
pockets of culture within the larger metropolitan areas 
that they’re located within. They even came up with 

catchy names for these distinctive communities.
Was it designed that way to attract young people and 

families into the cities? Or did they move in first, with the 
hip shops and restaurants following, and the fun neigh-
borhood names like Hingetown and Birdland developing 
shortly afterward? Either way, from Detroit to Los Angeles 
and everywhere in between, small enclaves within large cit-
ies are becoming trendy and getting trendier by the minute. 

The Tenney-Lapham neighborhood of Madison, Wis-
consin, is a prime example. Over the last few years, many 
new specialty shops and restaurants have popped up along 
the streets there. Most of the folks that live in this five-
block-by-10-block neighborhood, on the east side of the 
state capital and along Lake Mendota, live in charming co-
lonial style brick homes built in the early 1900s. In 2017, a 
1,000-unit luxury high-rise apartment building opened its 
doors, bringing even more young professionals to the area.

The neighborhood is thriving for many reasons, its sev-
eral parks and proximity to the lakefront and downtown 

among them. It’s walkable, it’s bikeable, and in a few years 
it will also be edible. That’s because in April, a group of res-
idents, landscapers included, came together to plant cherry 
and pawpaw trees that entire neighborhood can enjoy. 

The idea was initiated by the Tenny-Lapham Neighbor-
hood Association. The group surveyed residents about the 
types of activities they wanted to see in their community, 
and the idea of a shared space for edible trees was one of the 
top responses. It wasn’t hard to get approval from the city 
because it encourages such activities.

“We went through the city of Madison’s edible land-
scaping initiative which allows either individual residents, 
community groups or neighborhoods to plant any type of 
edible landscaping on public property,” Tyler Lark, says 
TLNA vice president.

The association identified a piece of land owned by a 
water utility adjacent to a park with a well. The location fit 
the bill nicely, with its combination of good sunlight and 
underutilized land. “It looked like a good candidate where 
you could add some greenery and future shade and vegeta-
tion and also get something from it too in the form of some 
fruits,” Lark explains. 

Getting to work
The initial plan for the edible landscaping project called for 
the planting of six fruit-bearing trees — three cherry trees, 

SUSTAINABLE LANDSCAPES
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going the edible route is really attractive to 
a lot of the neighbors. It’s a way to get more 
bang for your buck and produce something 
of value that people can eat, share, enjoy 
and gather the community around.”

TLNA purchased the cherry trees from 
Jung’s Garden Center in Madison and the 
pawpaw trees were brought in from the 
Nolin River Nut Tree Nursery in Upton, 
Kentucky. To raise the money buy them, 
neighborhood residents held a party in one 
of the parks and asked for donations. 

Planting a future
The trees were planted on Earth Day, April 
21, 2018. Landscapers in the neighborhood 
and other residents, ranging in age from 
three to 65 pitched in to help.  It’ll proba-
bly be a few years more before they produce 
any fruit, and in the meantime, neighbor-
hood volunteers will tend to them. 

“A few landscapers who live and work 
in the neighborhood and garden enthusi-
asts are the core team that volunteered to 
be caretakers for the plantings, watering 
them and helping them get established,” 
says Lark. 

KNOW BEFORE YOU GROW
The city of Madison, Wisconsin’s Edible Landscape Program, which allows residents to plant edible land-
scapes on city-owned property can serve as a model for other communities interested in implementing a 
similar program. The city’s website, www.cityofmadison.com, outlines the full list of specific requirements 
that must be fulfilled in order to get a project approved there. The steps below are derived from those 
requirements, and though they are Madison-specific, the general procedure in other cities could work the 
same. And landscapers can lend their expertise to these projects.  

#1 Getting started. The city says groups should plan ahead, because the permitting process could  
 take two to three months. This step also includes identifying a location and determining if the land 

is city-owned. The city website has a map, which shows all city-owned land and which department owns 
it, whether it’s the parks or engineering department, or a stormwater or water utility. In Madison, there is a 
designated staff person for each department with which an interested party can discuss the particulars of 
a project, such as how much space it will take up and what should be planted where.

#2 Develop a plan. Before deciding on a planting plan, the city advises considering the site’s sur-  
 rounding vegetation; figuring out how city staff will mow around the plants and beds; determining 

how the site is currently being used and any safety concerns. The plan should include a diagram showing 
the size and the location of the proposed planting area; a description of the genus and species of each 
plant, their locations and approximate heights at maturity; and a diagram showing the location and size of 
any signage. A maintenance plan should also be developed. 

#3 Apply for a permit. First, the interested party needs to create an online account with the city.  
 Once it is activated, you can apply for the permit by filling out the online application. You’ll need 

the exact address, street name and zip code of the proposed project. The planting and maintenance plan 
should be attached to the application. Once it is submitted, you’ll receive a confirmation email, and a city 
employee will be in touch within five to seven business days. The city of Madison has a food policy coordi-
nator who assist with the process if needed.

consisting of two semi-dwarf Meteors and 
one Montmorency; and three varieties of 
pawpaw, PA Golden 1, Peterson Allegheny 
and Halvin. 

“We thought pawpaw would be inter-
esting because it is something most folks 
haven’t been exposed to,” says Lark, who 
wasn’t familiar with them at first, either. He 
describes the fruit’s taste as something of a 
cross between a mango and a banana, and 
thinks it will be a “fun, unique and new fla-
vor” for people to try.

The cherry varieties were selected for 
their tartness and suitability for inclusion 
in pies. “The main thing with the edible 
landscaping approach is it’s just a nice way 
to put to good use some underutilized land 
and have something fun and productive 
come from it as well,” Lark says.

Trees in general are an appealing addi-
tion, especially since the emerald ash bor-
er has made its indelible mark on the city. 
“We’ve lost a lot of street trees and trees 
planted in terraces and general canopy cov-
er,” Lark says. “I think there is broad interest 
in increasing the number of plantings and 
landscaping and vegetation, and the idea of 
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Granted, six trees don’t sound like a 
lot, but TLNA decided to start small. 
“The thought is that was a good place to 
start, and if it’s successful, maybe next year 
we can come back and expand it a little,” 
says Lark. “Maybe we’ll put in some edi-
ble shrubs or berry bushes or something 
to make it more of a hub, a central loca-
tion for people to come out and see some 
unique fruits or unique bits of landscaping 
that they might not have been exposed to 

or otherwise been aware of.”
With all the bricks and mortar that 

have sprung up in the neighborhood lately, 
adding trees will provide some balance. 

“We’re a neat area just east of the capitol 
that’s really seen a lot of revitalization and 
redevelopment going in,” says Lark. “Right 
across the street from where we put in these 
fruit trees, there are brand new high-rise 
apartment buildings, and three or four ma-
jor residential or commercial developments 

within a block or two that have all gone up 
in the last year or so. It’s a nice way to bring 
some more greenery and landscaping to 
help balance that new development.”

The fruit trees won’t just be nice for the 
current residents; this is the type of gift that 
will keep on giving for years and even gen-
erations to come. As Lark explains, “It’s a 
project the residents can pass on long be-
yond their time in the neighborhood.” It 
reminds him of an old saying, “The best 
time to plant a tree is 20 years ago and the 
next best time is today.” 

Those who live in Tenney-Lapham to-
day leaving a gift to the residents of tomor-
row. Maybe the fruits of their labors will 
inspire others to do the same. Landscapers 
like you can play an integral role in encour-
aging and assisting with edible landscaping 
projects in your community.  

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

Residents of all ages in the Tenney-Lapham neighborhood of Madison, Wisconsin, help plant cherry and pawpaw trees 
on Earth Day 2018. The project was possible because of the city's edible landscape program.
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Now is the time to start planning for when you can 
stop working in your business and start working on 
your business. And one of the best places to do that 
is the Green Industry Expo in Louisville, Kentucky.

GIE+Expo is the industry’s largest trade show. 
Whether you’re just starting out or have a multimil-
lion-dollar operation, you should consider attend-
ing. Here’s why:

1Learn the latest industry trends. Robotic 
mowers, UTVs, outdoor living, battery equip-
ment — before you see them in the field, you’ll 

see them in Louisville. Hundreds of exhibitors will 
be taking up booth space inside and outside the ex-
hibit hall, and it’s where manufacturers reveal their 
latest models. You’ll get an edge on your competi-
tion at GIE+Expo.

2Test drive the latest equipment. Once you’ve 
checked out the newest zero-turn mower, skid 
steer or UTV inside, step out the back door 

and take it for a spin in the 20-acre demonstration 
area. At GIE+Expo, you can try before you buy. 

3Get top-notch training and education. 
Thanks to OPEI’s partners at the National 
Association of Landscape Professionals, the 

Interlocking Concrete Paver Institute and the Na-
tional Hispanic Landscape Alliance, you’ll have ac-
cess to stellar education from the country’s brightest 
minds. Need help with sales? Done. Looking for 
ways to operate your crews more efficiently? Check. 
And many NHLA sessions are offered in Spanish. 

Americans are increasingly unsure about 
which fuel to use in their outdoor pow-
er equipment and other non-road engine 
products like boats, snowmobiles 
and motorcycles, and misfuel-
ing is occurring at increasing 
rates, says a new nationwide 
research study.

According to the research, 
conducted by The Harris Poll 
on behalf of the Outdoor Power Equip-
ment Institute, Alexandria, Virginia, an 
ever-increasing number of outdoor power 
equipment owners are using the wrong 
type of fuel in their products. In 2018, 11 

Look before you pump
More midlevel blend fuels are now available, causing confusion and misfueling at the gas pump.

FIVE REASONS TO ATTEND GIE+EXPO 
You’ll learn what’s new while having fun along the way.

What you need 
to know before 
you go

What:
2018 GIE+Expo

When:
Oct. 17-19, 2018

Where:
Louisville, Kentucky

More info and to
register:
www.gie-expo.com 

When you get there:
2018 GIE+Expo will 
likely be the biggest ever. 
Exhibit sales for this year’s 
GIE+Expo have surpassed 
last year’s record-setting 
show. With 20 acres of 
outdoor demo space and 
hundreds of exhibitors, it’s 
the place to be if you’re in 
the green industry.

4Network with colleagues. GIE+Expo brings 
together thousands of contractors from across 
the country, giving you the opportunity to share 

information and find solutions to common problems. 

5Hear Bob Ballard. There’ll be a special keynote 
address from Dr. Robert Ballard, the former na-
val commander who discovered the remains of 

the Titanic while searching for two sunken nuclear 
subs for the U.S. Navy. He’s since done pioneering 
work with National Geographic and as director of the 
Woods Hole Center for Ocean Exploration. He’ll 
speak on “Science, Exploration, and the Miracles of 
Human Achievement.”

GIE+Expo is more than a trade show, it’s an ex-
perience. You’ll see things you can’t see anywhere else, 
and learn things you need to know. And, you’ll get  
away from your business for a couple days. If you’re 
in the landscape, hardscape, or construction business, 
it’s the place you have to be.

percent reported using E15, E30, E50 or 
E85 to fuel their equipment, up from 7 
percent in 2015.

“What goes in your car or pickup truck 
may not be safe to put in your lawn mow-

er,” says Kris Kiser, OPEI 
president and CEO. “With 
mid-blend fuels becoming 
more widely available, con-
sumers are being put at more 

risk and making unintended mistakes. 
Pump labeling and consumer educa-

tion are inadequate. As long as ethanol 
receives artificial market incentives to 
promote its use, more stations will sell it. 

We’re concerned about consumer safety 
and choice.”

Manufacturers of outdoor power 
equipment, snowmobiles, motorcycles and 
boats are working to better educate con-
sumers that most products are designed 
and warranted to run on E10 (fuel with 
10 percent ethanol) or less. However, it’s 
the governments’ responsibility to reduce 
confusion at the pump. It’s also illegal to 
use fuel with more than 10 percent etha-
nol in any outdoor power equipment. 

So remember, when you and your 
crews are out filling up — “look before 
you pump.”
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Connect
with TurfMutt
Learn more about
TurfMutt, the Outdoor
Power Equipment Institute 
and the benefits of the 
living landscape on
Facebook, Twitter, YouTube 
and Instagram @TurfMutt. 
Follow Lucky’s adventures 
at www.turfmuttblog.com. 

Building on three seasons of success with the 
Emmy award-winning show “Lucky Dog” on 
CBS, the Outdoor Power Equipment Institute’s 
TurfMutt will sponsor a new show on broadcast 
television this fall. 

The new show, produced in partnership with 
Litton Entertainment and Hearst Television, will 
tell the stories of families looking to adopt a new 
pet. But before they can bring their furry friend 
home, TurfMutt is there to make sure the living 
landscape is pet-friendly, environmentally appro-
priate and purposeful for the family. 

“Nature starts at your back door, and the  
living landscape plays an important role in the 
lives of people and their pets, no matter where 
they live,” says Kris Kiser, OPEI president and 
CEO. Turfgrass, trees, shrubs and flowering 
plants provide habitat for pollinators and wild-
life, cool the air, produce oxygen and sequester 
carbon. And in a city, the living landscape reduces 
the urban heat island effect and slows runoff.”

The OPEI Education Foundation created 
the TurfMutt education program in 2009, and 
it continues to spread its message about the  

OPEI’s TurfMutt sponsors new broadcast TV show 
Tune in this fall for a new show focusing on the value of the living landscape to pets, 
their families and the environment.

environmental benefits of the living landscape to 
children, teachers and families through its educa-
tional partnerships and broadcast television.

TurfMutt is a U.S. Green Building Council 
partner, and the program’s curriculum is featured 
in the USGBC Global Learning Lab. TurfMutt is 
also featured on the websites of the U.S. Environ-
mental Protection Agency, the U.S. Department 
of Energy and the Center for Green Schools. 
Through a partnership with Scholastic, Turf-
Mutt’s STEM (science, technology, engineering 
and mathematics) curriculum has reached 68 
million students, teachers and families, teaching 
them how to save the planet one yard at a time.

The show’s talent and production team will 
be on hand at the 2018 Green Industry Expo in  
Louisville, Kentucky, in October to debut the 
show to the professional landscape contractor 
community. The title has not been announced yet.

“The living landscape provides many physi-
cal, social, and environmental benefits and we’re  
excited to continue TurfMutt’s outreach with our 
partners at Litton Entertainment and Hearst 
Television,” Kiser says.

p

COMING SOON

Kris Kiser, president and CEO of the 
Outdoor Power Equipment Institute, 
left, and Brandon McMillan, host of CBS’ 
Lucky Dog, sit with rescues Dottie and 
Lucky during filming. 



Judith M. Guido is chairwoman of Guido & Associates,
a business management company. She can be reached at 
judy@guidoassoc.com.
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By Judith Guido

Don’t forget to come up
for air (aka cash)

I
t’s time to reinforce the importance of managing cash,  
especially at this midyear point when business is robust. 
This is the time of year when I see many companies  
taking their eyes off their cash-conversion-cycle strategies in  
order to focus on “more important” things. 

 But cash conversion is and always will be one of the  
pillars of success for any company and shouldn’t be ignored. The  
presence of cash is the oxygen that fuels your growth, and the 
lack of it will stunt it. Let’s see how effectively your cash is 
working for you.

By way of review, the cash conversion cycle measures 
how long it takes for a dollar you spend on anything such as  
equipment, payroll, rent, marketing or subcontractors to make 
its way through your business and back into your pocket. We 
always want to accelerate that rate, which means focusing on 
activities that will get that dollar back into your pocket faster. 

How do you do that? By focusing on the four critical  
activities that affect your cash.

1The first activity is your sales cycle, meaning how long it 
takes to sell your product. Do you know how long your sales 

cycle is? If not, make certain to map it out.

2Next is the production or inventory cycle, or how long it 
takes to make your product or get the inventory you need 

to do it.

3Third is the delivery cycle, which is the time it takes to de-
liver your service or complete your project.

4Last, but certainly not least, is the billing and payment 
cycle. No surprises here; the faster you bill and collect pay-

ment, the better off you’ll be.

Now that you know the four key activities that have a  
significant effect on your cash, do the following: explore with 
your team the best way to improve and shorten each one of 
the cycles. Discuss methods to eliminate mistakes from  
occurring in each cycle. And lastly, come up with ways to  
improve your business model and P&L (profit and loss). For  
example, try billing twice a month instead of once,  or  better   
yet, get prepayments for your services.

I promise, the time you spend on these activities will breathe 
new life (and cash) into your business for years to come. 

Phone: +1 619 562 3100                                             

© 2018 Evoqua Water Technologies LLC, Neptune-Benson LLC

Irrigating with Innovation in Mind

www.olsonirrigation.com         

• Emitters
• Micro-Spray
• E-Z Ell® Pre-Assembled 

Swing Joint



SUBSCRIBE OR RENEW TODAY!
www.igin.com/subscription

for the
information-craving,
revenue-seeking,
hard-working
landscape professional.
(and everyone who loves free stuff.)
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Kevin Smith is the national technical support and trainer at
Brilliance LED LLC, Carefree, Arizona, and can be reached at
kevin.smith@brillianceled.com. 

By Kevin Smith

A picture is worth 
a thousand words

Y
our outstanding landscape lighting jobs deserve to 
be photographed, whether it’s a certain section or an  
entire property. 

I’m no professional photographer, but through 
trial and error, I’ve been able to take some great night 

shots that have graced a few manufacturers’ catalogs. I would like 
to share a few tips. First, before taking pictures of a property, have 
the customer sign a release to avoid any legal issues.  

Buy the right equipment. Purchase a camera that will allow 
you to change lenses. A specialist at a camera shop or major re-
tailer will be able to direct you to the best equipment to fit your 
needs and level of ability. He can also educate you on the correct 
camera settings. Many shops may even rent you a camera to try 
out. A tripod and a remote trigger will also be required.

Prepare during the day for the night. Visiting the site 
during the day will allow you to set up everything you’ll need. I’ve 
used marking flags to indicate where to place my tripod. Take a 
picture of the area during the day for a day-and-night compari-
son photo you can show to a potential customer.

Take them before twilight. Begin shooting well before 
dark. When the sun begins to set, the colors in the sky will 
change rapidly. The best night photos are taken while there is 
still some light. Some of the best evening photos used in ads 
have a rich cobalt blue sky. They were taken while there was still 
light present.

Market yourself with your photos. Once you have a port-
folio, start showing your photos to future customers to win more 
jobs. With an electronic tablet, you can provide specific examples 
and ideas at a lighting consultation with a new customer. 

Gain recognition. Many landscape associations offer awards 
for landscape lighting photographs. And, some manufacturers 
have photo contests for projects involving their products. Both 
could lead to some national recognition and future referrals.

Hire a pro? Working with a professional photographer is a good 
option, too. Many are also skilled in video and some in taking 
drone shots. These tactics are well worth the money and are a 
great way to win more jobs in the future. I’m looking forward to 
seeing all your great jobs in pictures. 

Edge with Ease

1.

2.

3.

Aluminum Edging

As easy to install as...

MADE 
IN THE 
U.S.A.

Professional Grade Edging
surelocedging.com

1.800.787.3562Recycled Material

Steel Edging

®

Plastic Edging

Aluminum & Plastic 
Paver Edge
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CONTACT YOUR ACCOUNT
MANAGER FOR MORE DETAILS.

GROW YOUR BUSINESS
BY PLACING AN
AD TODAY!

www.igin.com

Jim Dempsey
440.657.0909 • jimdempsey@igin.com

Alan Scott
703.559.0532 • alanscott@igin.com
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1Battery-powered chain saw. Milwau-
kee Tool, Milwaukee, has introduced 
the M18 Fuel battery-powered chain 

saw, with a PowerState Brushless Motor 
capable of delivering 150 cuts per charge. 
The 33-inch tool is equipped with a 16-
inch Oregon brand bar and chain and an 
automatic oiler. 

A newly designed Redlink Plus Intelli-
gence package ensures maximum perfor-
mance under load and also protects against 
overloading and overheating. 

The chain saw is powered by a new 
M18 Fuel RedLithium High Output HD 
12.0 battery that provides 50 percent more 
power, runs 50 percent cooler and delivers 
33 percent more runtime than the M18 
RedLithium HD 9.0 battery. 

Milwaukee Tool
www.milwaukeetool.com

2Drip emitters. The Bowsmith NonStop 
emitter design, patented in 1974 by 
Bowsmith Inc., Exeter, California, is 

based on the Pressure Cascade Principle. 
It allows the emitter to tolerate large 
amounts of suspended solids in irrigation 
water without clogging and without the 
need for fine-mesh filter screens.

The emitter’s NonStop Continuous 
Flushing Action really works, even under 
conditions that quickly clog other emit-
ters, according to the company. With only 
a 30-mesh filtration, they have operated 
successfully with water containing heavy 
concentrations of sand, silt, iron/bacteria 
“slime,” calcium carbonates and even algae 
and moss. This means reduced plant stress 
and loss, a lower capital investment in 
filtration equipment and lower labor costs 
for overall system and filter maintenance. 

They’re available in single and 
multi-outlet models with flow rates of 0.6, 
1,  2 and 3 gallons per hour.

Bowsmith
www.bowsmith.com

3Rider mowers. Kubota Manufacturing 
of America, Gainesville, Georgia, 
recently introduced the six-model 

Z700 Series of professional rider mowers. 
They’re powered by Kawasaki’s FX or 
Kohler Command Pro engines and dual 
Parker TorqPact HTG 14 transmissions 
for extra torque and power on the ground. 
Each model features a durable eight-gauge 
steel 48-, 54- or 60-inch deck that is 6 
inches deep for greater stability and an 
efficient, high-quality cut. 

All six models are available with premi-
um adjustable suspension seats that allow 
3 inches of vertical travel and 6 inches 
of fore and aft travel. Other ergonomic 
features include wide operator stations 
and premium adjustable suspension seats 
for comfort and reduced fatigue. They’re 
available now at Kubota dealerships.

Kubota
www.kubotausa.com

SUPPLIER IN THE NEWS
John Deere Power Products celebrates 30th anniversary
The John Deere Power Products facility, located in Green-
eville, Tennessee, is celebrating its 30th anniversary this sum-
mer. This once-small satellite factory has become the highest 
volume facility in the John Deere enterprise.

It’s the manufacturing home for the 100 Series lawn 
tractor and residential ZTrak zero-turn mowers. Since 1988, 
Power Products has earned many awards for safety and 
manufacturing excellence, which the company says it owes to 
its team-oriented culture. Fourteen employees have been at 
Power Products from the very beginning.

“Since 1988, John Deere Power Products has been driven 
to produce top-quality lawn care equipment with a high level 
of employee engagement,”  says Jeff Hollett, factory manager. 
“Our commitment to these two goals has played a critical 

role in reaching our 
30-year anniver-
sary.” Greeneville 
employees volunteer 
at day care centers, participate in the Backpack Program for 
city schools that provides food to 1,500 at-risk children each 
month, participate in landscaping projects, and donate to the 
annual food drive.

“It has been good to be part of something that started 30 
years ago,” says Tony Moyers, a team leader in manufacturing.

To celebrate the anniversary, Power Products is hosting a 
social gathering complete with live music, catered food and 
fun and games on Aug. 3. Longtime employees will be hon-
ored, and all will be celebrated in honor of this milestone.



www.igin.com                 August 2018    Irrigation & Green Industry          53

GREEN INDUSTRY MARKETPLACE • •

Green Industry Marketplace is a
great way to increase your profits.
Cost friendly • Special attention • Great visibility

Contact your account
manager for more details.

Jim Dempsey
440.657.0909
jimdempsey@igin.com

Alan Scott
703.559.0532
alanscott@igin.com

TAKE YOUR
PROFITS TO A
NEW LEVEL

www.igin.com

“I’ve never had a problem with a  
callback on Bowsmith emitters in my  

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

- Doug Matthews, Logan Simpson Design

Why choose BOWSMiTH 
NonStop® Emitters?

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

No Call Backs!

Best in the World Against Clogging
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5EFI engine option. Vanguard, Milwau-
kee, has expanded power options 
for the Scag Turf Tiger II zero-turn 

commercial mower with the addition of 
the 37-gross-horsepower, 993-cubic-centi-
meter EFI Big Block V-Twin engine. 

This model was already powered by 
Vanguard’s 35-gross-horsepower, 993-cc 
Big Block V-Twin engine without EFI. 

Vanguard engines also earned new 
placements on select Ferris, Wright and 
Walker mower models. 

Vanguard’s EFI engines offer fuel sav-
ings up to 25 percent, increased horsepow-
er and alcohol stale-fuel resistance, which 
helps prevent fuel degradation, as well as 
improved load pickup and reliable starting, 
according to the company.

Vanguard
www.vanguardengines.com

4Pressure washers. Greenworks Com-
mercial, Mooresville, North Carolina, 
has introduced its new Greenworks 

Elite pressure washers, the 13A 1800 and 
the 13A 2000 to the independent dealer 
channel. 

Both the 13A 1800 and the more pow-
erful 13A 2000 pressure washer models 
feature 13-amp universal motors with 
120-volt AC systems. Each model has 
an open-frame design, an on-board soap 
tank, a quick-connect wand and a 35-foot 
power cord with a built-in ground-fault 
circuit interrupter (GFCI) to reduce the 
risk of shock. 

Operators of both models can adjust 
the concentration and intensity of the 
wand’s nozzle to 15, 25 or 40 degrees. 
At the 15-degree setting, the nozzle can 
create a 15-foot wide sheet of water at 
very high pressure; the 40-degree setting 
creates a much wider spray window at 
lower pressure. 

Greenworks Commercial
www.greenworkselite.com

6Rechargeable heated gloves. This Sep-
tember, Milwaukee Tool, Milwaukee, 
will launch its USB Rechargeable 

Heated Gloves. They’re constructed of 
lightweight, wind- and water-resistant 
Gridiron Ripstop Polyester and are 25 
percent lighter for maximum mobility. 
Palms and fingers are 100 percent leather 
for extra dexterity and durability. An 
extended cuff helps keep debris, water and 
snow out. Smartwipe index fingers permit 
the use of touch-screen devices.

The gloves fully heat in 21/2 minutes, 
with heat extending to the fingers and 
backs of hands and feature low, medium 
and high heat settings. 

The M12 RedLithium USB battery 
has twice the capacity of three AAA alka-
line batteries, can be charged over 2,000 
times and provides power for up to six 
hours of continuous runtime. 

The kit includes the gloves, two 
RedLithium USB battery packs, two 
controller/chargers, a heavy-duty charging 
cord and a wall plug. The battery is cov-
ered by a two-year warranty.

Milwaukee Tool
www.milwaukeetool.com

SUPPLIER IN THE NEWS
SiteOne acquires Boston-based Landscape Express
SiteOne Landscape Supply Inc., Roswell, Georgia, a national 
wholesale distributor of landscape supplies, has announced 
the acquisition of Landscape Express. Started in 1994, 
Landscape Express is a leading distributor of hardscapes and 
landscape supplies with four locations in the Boston metro-
politan area.

“We are very excited to welcome Landscape Express 
to the SiteOne family. Landscape Express is an excellent 
company with a very talented team, and they share our values 
for delivering quality products and exceptional service to their 

customers,” says Doug Black, chairman and CEO of SiteOne. 
“They are a perfect complement to our current irrigation, 
agronomics, landscape lighting and nursery products business 
in Massachusetts.” 

Black continues, “This is a great step forward in providing 
our customers with the broadest range of products and exper-
tise along with convenient locations, world-class service and 
industry-leading partnership in order to ensure their success. 
This is our eighth acquisition in 2018 which demonstrates the 
continued momentum of our market growth strategy.” 
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www.billygoat.comTake the chore out of the chore with Billy Goat!

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

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

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

NEW! 
LasEr CLad 

CuTTiNG 
BLadE!

† Data rates may apply
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Outstanding Protection for your Critical Irrigation, 
Electrical and Plumbing Components 

for over 25 years

STRONGBOXTM

TAKING ON THE ELEMENTS
Landscape  
enclosures 

for every  
application

800.729.1314strongbox.com
®MPS Series  

Stainless Steel 
Metered Enclosure

StrongBox™, Cinch-Tie™, Twist-Brace™, Cinch-Belt™ and QuickPad™ are registered trademarks of VIT Products, Inc.  ©2018 VIT Products, Inc.

NEMA TYPE 3R Rated

Our weekly newsletter and product roundup newsletters deliver
the latest industry news and product information directly to your inbox.

Sign up at: www.igin.com 

Stay informed between issues.
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BUSINESS BROKER

Advertise in the IGIN classifieds today! Contact Alan Scott at alanscott@igin.com / 703.559.0532

We Provide: Training • Support • Marketing • Products • Experience

Average Gross Sales
(after year 3)

$203,582
Average New

Residential Sale

$1,490
Average Net Profit

39%
Average Closing Rate

53%
Average Daily

Production
(3-man crew)

$2,539

How Would You Like to See Numbers Like This?

The Christmas Decor System will teach you how to:
Generate More Revenue • Operate More Efficiently • Lower Operating Costs

Call 1.800.687.9551 for a No-Obligation Territory Analysis - See the Potential in your Market!
We operate in 325 Markets in the U.S. & Canada - The True Pioneers of the Holiday Decorating Industry

www.christmasdecor.net/franchise

We Provide: Training • Support • Marketing • Products • Experience

TOP DOLLAR
for

LANDSCAPE ROUTES
We Have Cash Buyers

Sell all or Part/Large or Small
Fast Sell/No Listing Fee

Free Valuation
Sell Your Route Today!

John Hawke/CABRE 01846694
Spring Board Pool Route Brokers

1-888-998-7665

PRODUCTS

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

Industry’s weekly e-newsletter
at www.igin.com.

Visit www.igin.com today!
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CLASSIFIEDS • •

HELP WANTED

AD INDEX • •

WATCH YOUR
PROFITS
GROW!

Advertise in
Irrigation & Green

Industry today!

JIM DEMPSEY
jimdempsey@igin.com

440.657.0909

ALAN SCOTT
alanscott@igin.com

703.559.0532

Irrigation & Green Industry 
offers several ways to reach 
your target audience in print 
and online. Our sales team 
will work directly with you 

to get your brand in front of 
decision-makers. With an 

abundance of options for any 
budget, our sales team can  

help you develop an advertis-
ing program tailored to your 

individual business goals.   

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.
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SEPTEMBER 24-28
CitiesAlive Green Roof  

& Wall Conference,
Brooklyn, New York,
www.citiesalive.org 

OCTOBER 3-5
WaterSmart  

Innovations 2018,
Las Vegas,

www.watersmart 
innovations.com

OCTOBER 4-6
2018 Landscape Show,

Orlando,
www.thelandscape 

show.org

OCTOBER 10-11
The 2018 Long Beach 

Landscape Expo, 
Long Beach, California

www.landscape 
online.com

OCTOBER 17-19
GIE+Expo,

Louisville, Kentucky
www.gie-expo.com

In summer, landscape workers 
are at increased risk of develop-
ing serious, even fatal heat-re-
lated illness. Follow these tips 
from the Occupational Safety 
and Health Administration. 

1Drink water. Even if you aren’t 
thirsty, OSHA recommends 

taking a drink of water every 
15 minutes. Supervisors should 
equip their crews with coolers 
of water containing enough for 
everyone to last all day.

2Watch out for each other. Diz-
ziness, headache, sweaty skin, 

fast heart rate, nausea, weak-
ness and cramps are signs of 
heat exhaustion. Symptoms of 
heat stroke, which can be fatal, 
include red, hot, dry skin, high 

body temperature, confusion, 
fainting and convulsions. Get 
help immediately if you notice a 
crew member displaying any of 
these symptoms.

3Rest in the shade. Sitting under 
a tree or in an air-conditioned 

truck cab can help your body 
cool off during breaks. 

4Wear a hat and light-colored 
clothing. Dark colors trap heat 

more easily than lighter colors. 
A hat also helps keep the sun 
at bay. 

5Know where you are working. 
If you have to call 911, it will 

help first responders if you can 
tell them the exact address and 
city you’re located in.

Giant hogweed has reportedly been confirmed in three Virginia counties this 
seeason. It’s also been spotted in New York state, but experts at Virginia Tech and 
the Virginia Department of Agriculture and Consumer Services say that there is no 
evidence that the hazardous weed with its corrosive sap is spreading widely.

When exposed to skin, the sap from a giant hogweed plant can cause severe 
skin and eye irritation, painful blistering, permanent scarring and even blindness. 
It’s easily confused with lookalike plants such as Queen Anne’s lace, except that 
this plant can grow up to 15 feet tall with leaves 5 feet across.  If you think you’ve spotted 
giant hogweed, avoid skin contact. Take a digital photo of the leaf, stem and flower and contact the authorities. 

Giant hogweed not a GIANT 
problem ... yet

DID YOU 
KNOW?

Windows open,
especially at

highway speeds,
increase drag and 
result in decreased 

fuel economy of
up to 10 percent.

(Source: gasbuddy.com) 

HEAT IS NO LAUGHING MATTER
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Follow us on 
social media:

800.343.9464 | EwingIrrigation.com

Make managing your site’s water simple and effective 
with products at Ewing Irrigation & Landscape Supply.

 • Wi-Fi controllers
 • Soil moisture sensors
 • Water efficient sprinklers and nozzles
 • Low-volume drip irrigation
 • Rainwater harvesting and stormwater management
 • Water auditing kits
 • And more!

We’re here to help. Products and service you can rely on.

Shop at our open-warehouse locations, buy online or have 
your products delivered.

When it comes to saving water, 
we can help.

More than 200 locations nationwide and growing.
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