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Take education to heart

I
’m told that there are two types of people 
in the world: those who read the instruc-
tions and those who completely ignore 
them. I’ve always been more of the type 
to read the instructions when trying new 
things.

There are times when you can work 
things out on your own, such as when I had 
to figure out how to build that second-hand 
weight bench I picked up earlier in the year. 
That was pretty straightforward.

But constructing a few extra pieces of  
office furniture shipped from IKEA? It seems 
easy enough, but every time I try to push my 
way through a project like that I end up with 
leftover pieces or part that doesn’t quite work 
correctly. 

When I’m working on something new, of-
ten I think the time spent reviewing instruc-
tions initially can save frustration later.

Landscape lighting is one of those areas 
where having a solid grasp on how to do it 
well before getting started can make a big 
difference. At the basic level, it doesn’t seem 
too tough. Some landscape lighting products 
come nearly ready to place into the custom-
er’s yard and forget about it. 

But something I’ve heard over and over 
from landscape lighting specialists is that 

there’s more to good lighting design than just 
placing an uplight under a tree and installing 
fixtures along a walkway. There’s the actual 
technical know-how of understanding the 
electronics and wiring. Beyond that, there’s 
an eye for strong design that takes time and 
experience to develop. It makes sense to start 
small and learn how each type of light can 
be used to build a full experience for the cus-
tomer. 

Everyone understands how enticing it 
can be to open up a new revenue stream that 
would reach an underserved market. But 
getting into it without doing at least a little 
homework sounds like a good way to guaran-
tee that you’ll be returning to the customer to 
make small fixes or replacements. That doesn’t 
leave anyone with a good feeling, especially 
when your brand and reputation are on the 
line.

If you’re looking at adding landscape 
lighting to your services, make sure you’ve 
got the right educational and design tools on 
hand. Get involved with associations, search 
out the education you need and maybe team 
up with a landscape lighting pro for your first 
few jobs to get things right. Sometimes it 
pays off to be the type to read the directions 
first.  

There’s more to good 
lighting design than  
just placing an uplight 
under a tree and 
installing fixtures  
along a walkway.
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Investors Corner
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Franklin  
Electric Co. Inc. 
(NASDAQ: FELE) 

Koninkijke Philips NV
(NYSE: PHG) 

Pool Corp.
(NASDAQ: POOL) 

Scotts Co., The 
(NYSE: SMG) 
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(NYSE: TXT) 
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(NYSE: TTC) 

Watts Water  
Technologies
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    Last trade (7-15-20)  52-week low  52-week high; Source: Bloomberg.com

Bayer announced a series of agreements that 
will substantially resolve major outstanding 
Monsanto litigation, including U.S. Round-
up product liability litigation.

The German company, with U.S. head-
quarters in Whippany, New Jersey, acquired 
Monsanto, St. Louis, the maker of the  
glyphosate-based weed killer Roundup, for 
$63 billion in June 2018. 

The U.S. Roundup resolution will bring 
closure to about 75% of the current Round-
up litigation involving about 125,000 filed 
and unfiled claims overall claiming the her-
bicide causes cancer.

The resolution also puts in place a mech-
anism to resolve potential future claims. The 
company will make a payment of $8.8 billion 
to $9.6 billion to resolve the current Round-
up litigation, including an allowance expect-
ed to cover unresolved claims, and $1.25 bil-
lion to support a separate class agreement to 
address potential future litigation.

“The Roundup settlement is the right 
action at the right time for Bayer to bring 
a long period of uncertainty to an end,” 
says Werner Baumann, CEO of Bayer. “It 
resolves most current claims and puts in 
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place a clear mechanism to manage risks of 
potential future litigation. It is financially 
reasonable when viewed against the signif-
icant financial risks of continued, multiyear 
litigation and the related impacts to our rep-
utation and to our business.”

The company says that extensive sci-
entific research indicates that Roundup 
does not cause cancer, and therefore is not 
responsible for the illnesses alleged in this 
litigation. Bayer stands strongly behind its 
glyphosate-based herbicides and that they 
are not carcinogenic. 
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Bayer announces agreements to resolve  
legacy Monsanto litigation

“The Roundup settlement is the right 
action at the right time for Bayer to 
bring a long period of uncertainty to 
an end.” 

 — Werner Baumann, CEO of Bayer

Sheila Fitzgerald / shutterstock.com
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UPDATE
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(NYSE: 
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BASF SE
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(NYSE: BGG)
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Holdings Inc.
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Nemours Inc. 
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FMC Corp.
(NYSE: FMC) 



SERVICE IS IN THEIR DNA. 
IS IT IN YOURS?
Through a network of volunteers, GreenCare for Troops provides complimentary basic  
lawn and landscape services to deserving military families with a deployed service member. 

BECOME A VOLUNTEER. 

Sign up now to show your gratitude and watch as your employees experience the joy  
of giving back. 

PROJECTEVERGREEN.ORG  /  888.611.2955
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– JOHNY CROOKS  
 Blades of Grass Lawn Care

Savannah, Georgia
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”MAKES ME HAPPY.

PRESENTED BY
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 QUICK
 TAKES
SavATree merges with 
Downey	Trees
SavATree, Bedford Hills, New 
York, merged with Downey Trees 
Inc. of Atlanta, a full-service 
company with offices in Norcross, 
Georgia; Savannah, Georgia; and 
Destin, Florida. 

This marks SavATree’s first 
entry into the Florida market and 
expands its Georgia presence into 
Savannah. Both Downey Trees Inc. 
and SavATree’s current Norcross 
branches will combine.

Horticulture	students	
donate plants to health 
care	workers
Students at Des Moines Area 
Community College, Ankeny, 
Iowa, provided about 1,500 con-
tainers of student-raised plants and 
flowers to health care workers and 
facilities for UnityPoint Health, 
Des Moines, Iowa.

The students, part of the 
college’s Horticulture Program’s 
Greenhouse Production II course, 
would traditionally have grown 
flowers and plants for a public sale 
that typically grosses more than 
$10,000. 

Virginia Green Lawn 
Care expands in 
Fredericksburg
Richmond, Virginia-based Virginia 
Green Lawn Care is moving to a 
new, larger Fredericksburg branch 
facility that will provide three times 
the space of the previous location. 

This expansion will allow for 
additional production trucks and 
inventory, as well as support the 
hiring of five additional service 
technicians in the near future. 
Virginia Green plans to expand 
their service offering for the area to 
include tree and shrub care, as well 
as perimeter pest control.

  Landscape

Trump suspends new H-2B visas
President Trump signed an executive order 
to suspend the issue of new H-2B visas, 
along with other temporary worker visas, 
through the end of 2020, according to an ar-
ticle from The Hill.

The order also applies to H-1B visas, 
H-4 visas, L-1 visas and some J-1 visas. The 
restrictions will remain in place for the rest of the calendar year and can be extended.

The order doesn’t apply to workers already in the U.S. and provides some exceptions in 
other cases, such as immigrants applying for visas to provide labor “essential to the United 
States food chain.” It also excludes those who the federal government determines “whose 
entry would be in the national interests.”

The visa restrictions will make more than half a million jobs available for workers already 
in the country, according to a senior administration official. Trump has also directed aides to 
work on longer term reforms to the immigration system.

The expanded restrictions follow an initial executive order in April that temporarily sus-
pended the issuance of new green cards, giving the protection of American jobs during 
unemployment in the pandemic as a reason. 

  Irrigation

K-Rain teams up with WaterLogic
Riviera Beach, Florida-based K-Rain 
Manufacturing announced that Water-
Logic LLC will be the representative com-
pany leading the company’s product sales 
in Minnesota, Iowa, Wisconsin, upper 
Michigan and the Dakotas.

The three-year-old WaterLogic is led by 
Rick Heidvogel, a 30-year turf and land-
scape irrigation veteran.

“We’ve built an organization centered 
around water technology and water effi-
ciency,” says Heidvogel. “Leveraging the 
engineering technology K-Rain brings to 
the market will positively impact the smart 
irrigation needs in my region.”

“Rick’s industry experience and 
long-standing relationships with specifi-
ers, distributors and contractors reflects his 
passion and understanding of the market,” 
says Chip Kah, K-Rain president.

WaterLogic will be actively promoting 
the use of K-Rain intelligent flow tech-
nology irrigation products throughout the 
mid-north.
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  Landscape

Sperber Landscape 
Companies partners with 
Greenscapes of Southwest Florida
Sperber Landscape Companies, West-
lake Village, California, expands its pres-
ence in the Florida market with its newest 
addition: Greenscapes of Southwest Flori-
da. The news of the Greenscapes partner-
ship comes after Sperber’s announcement 
in February that it had partnered with Top 
Cut Lawn Services, which services the 
Southeast Florida market.

With a history spanning 50 years, 
Greenscapes of Southwest Florida has built 
a strong commercial maintenance portfo-
lio in the state. Headquartered in Naples, 
Florida, Greenscapes President Linda Nel-
son will continue to lead the company.

“We know that by partnering with 
Sperber Landscape Companies, we are able 
to provide even greater resources to our cli-
ents and create even more opportunities for 
our team members and for the future gen-
erations to come,” says Nelson.

“The addition of Greenscapes comes 
with a lot of excitement for us as we build 
upon our presence in Florida,” says Rich-
ard Sperber, SLC managing partner. “Lin-
da Nelson and her management team are 
some of the best in the business. I’ve been 
impressed with their attention to detail on 
each project and how that has led to loyal 
and happy clients across the board.”
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  Equipment

ASV explores remote-control technology
Manufacturer of compact track loaders and skid steers ASV Holdings Inc., Grand 
Rapids, Minnesota, is exploring remote-control technology on its machines. ASV 
displayed a test model at a recent dealer meeting, allowing dealers to experience the 
feature hands on.

ASV dealers had an op-
portunity to try the feature for 
themselves on ASV’s RT-120 
Posi-Track loader. Dealers stood 
outside the enclosed operating 
area and directed the machine 
through many common tasks, 
such as avoiding obstacles and 
digging and hauling material.

As interest in the safety and 
convenience of remote-control 
technology grows, ASV con-
tinues to test new innovations 
and improve the company’s ma-
chines, allowing operators to do 

more work in more places. Remote-controlled machines are beneficial for complet-
ing tasks in difficult locations and can increase efficiency by reducing the number of 
crew members required. Instead of one driver and one spotter, the remote operator 
can fill both roles.

ASV has no immediate plans to integrate the feature into its machines at this 
time but will continue testing it and other technological advancements.
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  Landscape

Ruppert Landscape acquires select assets of Outside Unlimited
Laytonsville, Maryland-based Ruppert Landscape acquired select assets of 
Outside Unlimited, further expanding the company’s landscape management 
division in the Pennsylvania market.

This agreement includ-
ed the onboarding of team 
members from three branch 
operations and the pur-
chase of numerous trucks, 
trailers and equipment. 

Two of the branches 
have been merged with 
Ruppert’s existing King 
of Prussia and Camp Hill 
operations, and the West 
Grove location has become 
the company’s 26th branch. The West Grove landscape management branch is 
a fully functional operation with the original team and leadership intact. Jim 
Yannie, owner of Outside Unlimited, says he worked closely with leadership on 
the company’s transition to the Ruppert team.

Ruppert offered jobs to Outside Unlimited employees and has also offered 
their customers a continuation of their service agreements. Most of their cus-
tomers have chosen to transfer their contracts over to Ruppert.

“For us, this was an opportunity to expand our footprint in the Pennsylvania 
market with a company that had a great customer base and strong team,” says 
Phil Key, president of Ruppert Landscape.

  Landscape

BrightView Landscapes and Saluting 
Branches partner to care for America’s 
veterans cemeteries
BrightView Holdings Inc., Plymouth Meeting, 
Pennsylvania, entered into a national partner-
ship with Saluting Branches: Arborists United 
for Veteran Remembrance, a charitable founda-
tion that provides tree care services to nearly 70 
U.S. veterans cemeteries across the nation.

BrightView has joined the ranks of other 
Saluting Branches national partners as well as 
committing skilled landscapers and arborists for 
the organization’s national Day of Service this 
fall. Thousands of volunteers working under the 
supervision of the U.S. Department of Veterans 
Affairs and prominent local and national tree 
care and landscaping firms will gather Sept. 
23 to make needed improvements to cemeter-
ies providing a final resting place for America’s 
veterans.

“Saluting Branches is grateful for the com-
mitment that BrightView is making to our or-
ganization,” says Ben Cooper, Saluting Branches 
president. “The contribution they are providing 
will make it possible for us to support the thou-
sands of green industry professionals who ded-
icate their time and services to our cause. We 
appreciate BrightView sharing in our mission 
and commitment to serving veterans through 
this national day of service.”

The partnership is part of BrightView’s larg-
er commitment to those who have served in the 
U.S. military. Last fall the company launched 
BrightView Recognizing and Acknowledging 
Veteran Opportunities, an internal resource 
group that works to recruit, hire and retain for-
mer service members. BRAVO also supports 
groups and initiatives that celebrate military 
service and provides support for veterans tran-
sitioning out of military service, including com-
bat-disabled veterans.

An ASV RT-120 moves without an operator as part of the com-
pany’s exploration into remote-control technology.



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

By STaCie Zinn ROBeRTS

Make friends with Google

Customer 
convenience 
is just one 
reason to create 
a Google	My	
Business 
listing.

If you want to run a successful business, you’ve got 
to make friends with Google. A recent survey 
shows the average person Googles something at 
least three times per day, and some sources esti-

mate it processes more than 3 billion searches every 
single day. Think about that. Gone are the days when 
anyone relied on a phone book to find a vendor. Some 
275 million Americans have a smartphone in the 
palm of their hands, and 63% of all Google searches 
are initiated on mobile devices.

The most powerful tool you can harness in your 
marketing arsenal is Google. The first step to take 
in your relationship with this modern-day “Great 
& Powerful Oz” is its online platform called Google 
My Business.

What	is	Google	My	Business?
The last time you Googled a company, what hap-
pened? If you were on a desktop computer, on the 
left side of the screen you saw links to web pages that 
matched your search parameters. On the right side of 
the screen on the desktop, or at the top of the page on 
a mobile phone, did you notice the stand-alone box 
with the name of the business you searched? It in-
cludes a picture of the firm’s location as seen from the 
street and buttons to click on to visit their website or 
get directions. Perhaps you noticed store hours and a 
phone number to call? It was pretty handy, wasn’t it? 
That, my friends, was a Google My Business listing.

Google My Business is Google’s replacement for 
the phonebook. Not only that, your listing impacts 
how your business appears on Google Search and 
Google Maps. Part directory, part social media plat-
form, Google My Business allows business owners 
to capture the attention of potential customers long 
before they visit your website. In fact, if someone 
Googles you, a certain percentage of customers won’t 
even click through to your website if your Google My 
Business listing is complete. They can get directions to 
your location or even call you from right there. 

Customer convenience is just one reason to create 
a Google My Business listing. Information provided 

by Google itself states that one way to improve your 
local ranking on Google is to have a complete Google 
My Business listing. Considering that a Google My 
Business listing is free, there’s just no reason not to 
take the time to create it.

Setting up your listing
Even though Google sometimes seems like Big 
Brother, Google doesn’t actually know everything. A 
Google My Business listing doesn’t magically appear. 
You’ve got to set it up.

• Visit: business.google.com 
• Sign in to your Google Account, or create one. 

Be sure to sign up with your business email do-
main (example: JoeSmith@SmithLandscaping.
com), not your personal email. 

• Google will walk you through the steps to verify 
that you are the business owner. In most cases, 
Google will mail a physical postcard with in-
structions to complete the registration.

Optimize your listing
The best Google My Business listings have useful 
content that is updated regularly. Write a short de-
scription of your company along with descriptions of 
key products or services. Collect photos of your loca-
tion, job sites and finished projects. You’ll add these to 
make your listing more robust. 

Once you’re up and running, your Google My 
Business listing becomes the space where customers 
can leave Google reviews of your business and ask 
questions. Download the Google My Business app for 
your phone so that you can quickly reply to questions 
and thank folks for their reviews. If possible, continue 
to post photos as you might on your other social me-
dia pages, and update the listing for any changes in 
hours, services or products, because Google rewards 
businesses with higher search rankings when they do. 

But even if you set up a basic listing, you will reap 
the benefits when customers look for you online. So, 
go ahead and make friends with Google today.  



LARGEST INVENTORY in the USA
Well over 100,000 Brass Fixtures IN STOCK!

MAKE MORE MONEY. BUY DIRECT.

Become an AMP Pro today    /    amplighting.com/pro    /    813.978.3900 

$22.97
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EcoPro Spotlight
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Kevin Smith is the national technical support and trainer at Brilliance LED LLC, Carefree, Arizona, 
and can be reached at kevin.smith@brillianceled.com. 
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By Kevin SmiTh

Pioneers of landscape  
lighting – Part 2

The history of outdoor lighting is filled 
with interesting inventors and entrepre-
neurs. We learned last month about Frank 
Nightingale, the developer of garden light-

ing. The origin of the 12v lighting system is just as 
interesting.

The inventor of the 12v lighting system
William Jennings Locklin was born in Alhambra, 
California, in June 1921. Locklin was abandoned at 
a train station at the age of 3 months old. During his 
youth he made money by hunting coyotes for local 
ranchers. When the U.S. entered World War II, he 
joined the U.S. Navy. As you can imagine, Locklin 
had learned at an early age that perseverance is key, 
and the Navy was no different. He served as an elec-
trician’s mate on the USS Trepang attack submarine 
in the Pacific Ocean theater. 

He was known for his wiring expertise and ability 
to troubleshoot electrical issues. During his service, 
he was awarded a Bronze Star. 

After the war, Locklin returned to California, 
opened Locklin Electric in Colton and began serving 
the local area. Locklin learned about garden lighting 
from Nancy Nightingale Eppard and Bill Eppard, 
the daughter and son-in-law of Frank Nightingale. 
Since Locklin was a licensed electrical contractor, it 
was very easy for him to begin installing 120v gar-
den lighting. He began working on theater and stage 
lighting at the Redlands Bowl in Redland, Califor-
nia, where he learned many color-mixing techniques. 
He excelled in landscape lighting and became one of 
Nightingale’s biggest customers. 

Locklin was once called to a property to look at 
a potential lighting job, as the owner of the property 
was hosting an event for a special guest. After mak-
ing a list of materials, he visited his local distributor, 
but found that the needed material would not be 
available within the job’s time frame. Driving back to 
his shop he noticed the headlights of an oncoming 
vehicle passing him in the opposite lane. This gave 
him an idea. 

The next day Locklin gathered juice cans, funnels 
and mayonnaise jars. He painted them and installed 
12v automotive sockets and lamps. Transformers 
wound by hand and marine batteries would power 
the system. The job was installed, and the customer 
and his special guest, President Dwight Eisenhower, 
were very impressed. Eisenhower then invited Lock-
lin to his cottage to do the lighting there. 

Thus, the 12v lighting system was born. Locklin 
tried to encourage his fellow electricians to embrace 
12v lighting but most dismissed the idea at that time. 
He began visiting garden centers in the evenings and 
with the help of an old suitcase built up with a roller 
shade, plastic plants and a few fixtures, he demon-
strated shadowing and other lighting techniques. 
Eventually, landscape contractors became more in-
terested in the 12v system. In most states their con-
tractor license would allow them to work with elec-
tricity up to 30v, thus allowing a 12v lighting system 
installation without being a licensed electrician. 

Locklin began manufacturing fixtures and trans-
formers at his facility in Redlands, California. He 
was known for coining the phrase, “The effect of the 
light is seen, not the source.” 

He created a dark room that was completely land-
scaped. Here he could demonstrate different lamp 
combinations and effects with light. I can remem-
ber as a young guy attending his seminar, where I 
was bitten by the “lighting bug.” Locklin’s relation-
ship with contractors was unprecedented; he always 
took the time to talk one-on-one with his contractor 
customers, creating customers for life. If interested, 
check out his book titled, A Hobby Out of Control: Ten 
Life-Based Lessons for Young Entrepreneurs.

And trust me, there were many more “pioneers” 
that came after Nightingale and Locklin. All have 
made considerable contributions to the landscape 
lighting industry. There are so many more contrac-
tors and manufacturers who have been very creative, 
some using existing product and others creating their 
own. It is these creative and innovative minds that 
keep our industry alive and exciting! 

He was 
known for 
coining the 
phrase, “The 
effect	of	
the light 
is seen, 
not the 
source.”
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BRIGHT
Give clients a new way to see their 
landscape by adding lighting services.

ideas
By Kyle Brown
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A
lthough none of us clicked 
our heels together three 
times like Dorothy, we have 
all been at home more than 
normal this year. As a result, 
homeowners began spending 
more time looking at their 

yards than usual, which has translated into an av-
alanche of landscape and irrigation work for con-
tractors. As the season changes and the nights 
lengthen, those same clients will be looking for 
ways to enjoy their new outdoor living areas lon-
ger into the evening.

Adding landscape lighting services to your of-
ferings takes some work to do well, but it can be 
a great fit for clients looking for both aesthetics 
and safety.

Getting started
Working with distributors can be a good way to 
build an understanding of lighting options and 
products, says Kyle Adamson, owner of Red 
Oak Outdoor Lighting, based in Lexington, 
Kentucky. 

“They’ll have seminars and have manufactur-
ers come in to show you how to use their prod-
ucts,” Adamson says. “That’s a great way to get 
your foot in the door.” 

As you get more confident with your designs, 
you’ll start to understand the subtle differences 
between different fixtures and what they can ac-
complish, Adamson says. Once you dial that in 
and understand the scope of available fixtures, 
you’ll be able to make more informed choices 
about the lighting products that work best for you. 

When Kevin McRae, president of K2 Irriga-
tion Services in Asheville, North Carolina, start-
ed working landscape lighting into his offered 
services, he often went back to his distributors 
with his questions and ideas. 

“Just having a sounding board of someone 
who had done this gave me confidence in what 
I was doing and allowed me to present myself to 
my clients with confidence, even though I didn’t 
necessarily have the experience,” he says. 

Working with a group like the Association 
of Lighting Professionals can also be helpful in 
getting started, both in connecting with lighting 
professionals and finding training, Adamson says. 

“That made all the difference,” he says. “That’s 
why I’m still so involved in the organization.”

Completing a certification program can really 
jumpstart your education in landscape lighting, 
says Andy Thomas, owner of Viewpoint Light-
ing in Sacramento, California.

“The certification for installers is probably the 
best way to go, because you actually get a manual, 
a study guide that comes along with registering 
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for the exam. One of the biggest values of the exam 
is that study guide,” he says. “It’s an almost 90-page 
book on how to do lighting. That definitely gives you 
a leg up.”

A part of your research needs to cover the legal 
aspect as well, says Thomas. Depending on your lo-
cation, there could be licensing requirements or oth-
er rules regarding equipment and voltage, especially 
when used around water features.

Partnering with a professional in your area at least 
as you’re starting out can go a long way in developing 
your own expertise, says Matt Nicol, owner of Lights-

cape Outdoor Lighting in New Albany, Ohio. “Lean 
on expertise. You definitely want to have someone 
who has that experience.”

If you intend to develop lighting as a service, it 
might be worthwhile to hire a dedicated lighting 
professional or subcontract with one as you build 
your own experience, he says. 

“You want to hire somebody with experience in 
professional design and installation techniques,” 
Nicol says. While technique can be taught, some-
times an eye for design is something that someone 
either does or doesn’t have.

Strong lighting design starts with a focal point and moves outward into the other landscape elements with balanced lighting to fill in gaps.  
Always start by asking homeowners about the parts of the landscape they’d like to focus on. Photo top: Kris Miller/Style Life Photography,  
left: Viking Outdoor, right: Red Oak Outdoor Lighting
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It’s critical to gain an understanding of the basic 
elements of good lighting design, says McRae. For 
that, seeing is often better than explaining. He sug-
gests driving through local neighborhoods at night 
to get a feel for what looks good to you. Just as im-
portant, take note of lighting that doesn’t work aes-
thetically so you know what to avoid. 

Working with customers
Before Nicol even meets with a customer, he directs 
them to a form on his website that asks about some 
of their lighting requirements and wants, as well as an 
overall budget. That helps determine up front if the 
client is someone he can work with or someone he 
should pass on to another professional. 

He also does some research of his own by looking 
up the house online and getting an idea of what kind 
of program might work best. Once he has all of that 
information in hand, he sits down to have a beginning 
conversation with the client.

Selling lighting to customers takes a different ap-
proach than irrigation services. McRae says selling 
irrigation is more like selling an insurance policy to 
protect the investment they’ve made in the landscape. 
It’s a necessary part of managing a healthy green 
space, whereas lighting is always tied into something 
customers want.

“The key to selling landscape lighting is listen-
ing to your client,” he says. “Let them talk. Every-

one has a different reason why they want landscape 
lighting.”

Just approaching a client with a prepackaged 
program is a good way to get turned down, he says. 
While you can have multiple programs premade, it’s 
important to know why the customer is considering 
lighting before making any suggestions.

Switching from landscaping to lighting work re-
quired a different marketing tactic for Thomas, from 
being a contractor to being a designer. It wasn’t a 
change in how he actually did the work, but more a 
mental shift.

“The distinction is that you’re coming across as a 
designer,” Thomas says. “Anyone can wire up lights 
and stick them in the ground and call it a lighting 
system. A lighting designer is going to solve prob-
lems with unique solutions and make sure the client 
gets exactly what they want.”

Don’t sell fixtures like you might with an irriga-
tion system, says Thomas. Look for ways to use more 
creative language to sell the artistic angle and benefits 
of being able to enjoy the yard in a whole new way.

While Darren Wesley, owner of Viking Outdoor 
in Ellijay, Georgia, has catalogs and brochures handy, 
when he meets with a customer he usually leaves 
them in the truck and instead keeps the available 
fixture options simple to avoid special-order fixtures 
for the entire project. Have a few high- and low-end 
options for path lights, spotlights and deck lights 
available, and make those your trademark. 

“Occasionally, you do get those special projects 
where they’re going to spend $80,000,” Wesley says. 
“I’m going to pull out the catalog because I’m going 
to give you exactly what you want.”

Caitlin Johnson, project manager and landscape 
designer at Crystal Falls Inc. in Scottsdale, Arizona, 
says she discusses it with clients as if they were buy-
ing a car.

“We’re going to get you from point A to point 
B, but it depends on how much you want to enjoy 
the ride,” she says. Once you get customers thinking 
about entertaining family and friends in the outdoor 
living area, they get more emotionally invested.

There’s the scientific side of landscape lighting, 
understanding voltage and wiring needs, but that’s 
not what the client is looking for, says McRae. “The 
homeowner doesn’t care about the science behind it,” 
he says. “The end user cares about the art and the 
aesthetics of it.” More isn’t always necessarily better 
with lighting, either. Just placing 50 lights in a design 
doesn’t automatically make it look good.

It’s also important to get ahead of clients who are 
more apt to go to a big box store to try to do their 
own installations, says Wesley. He won’t stop a client 
from going that route, but he will ask how much time 
the client expects to put into the installation and 
what the warranty for that installation looks like if 
something goes wrong. He doesn’t get into the tech-
nical details of the customer’s plan but asks them to 

The key to  
selling land-
scape lighting  
is listening to 
your client.

 Let them talk.
Everyone has a 
different reason 
why they want 
landscape  
lighting.

— Kevin McRae
 K2 Irrigation Services
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take a look at the value of the home and think about 
whether it would be worth it to invest in a lighting 
system that fits the rest of the property.

A designer’s approach
Adamson starts his discussion with a client by asking 
about what the customer wants to illuminate. The 
front door makes sense, but do they also want to call 
attention to a statue or a particular part of the land-
scaping? Ask about how the outdoor space will be 
used, especially for backyard areas. 

Push back gently if the client tells you to just 
use your professional expertise to develop a design, 
Adamson says. “That’s always a train wreck,” he says. 
“You really have to communicate and make sure ev-
erybody’s involved.”

If clients don’t have any 
ideas to share, Adamson will 
sometimes give the addresses 
of other locations he’s worked 
on so they can drive past and 
see how a completed design 
looks.

Once customers have 
identified some focal points 
around the yard that are im-
portant to them, build out 
from those areas to create a 
more complete lighting de-
sign, says Thomas.

“Find or create that focal 
point, then fill in the gaps,” he 
explains. “Say it’s a fountain in 
the yard. The fountain should 
be the brightest part, and then 
everything kind of tapers 
away from that. It’s building 
to the crescendo of that focal 
feature.”

That also gives you an op-
portunity to upsell a client on 
lighting by providing more 
options surrounding those fo-
cal points, says Wesley. 

“Once they settle in on 
those couple of key areas, then 
I start talking about balance,” 
he says. “If we focus on just 
your Japanese maple, for ex-
ample, you’ve got some other 
areas over here, and that’s go-

ing to throw the visual off. What if I just put a couple 
of path lights over here to balance it out?”

Working through the design with the customer 
that way also gives you a chance to show off your 
expertise and give the customer reassurance that 
they’ve hired the right person, he says.

A good design uses a healthy balance of light and 
should be visually pleasing, Adamson says. 

“You don’t want to have shadows where you have 
a very bright light and then a very dark area,” he 
says. “You want it to be subtle and more uniform.”

Try to develop a design that keeps the actual 
light sources out of view, says Wesley. 

“As people pass by or come to your home, the 
first thought should be, ‘Wow, what a nice home,’” 
Wesley says, “rather than, ‘Wow, look at all the 
lights.’ There’s a huge difference between those two.”

It’s important to consider what the design looks 
like from inside the house as well, says Nicol. 

“You don’t want clients just being able to enjoy 
their lighting for the 30 seconds that they pull into 
their driveway,” he says. “It’s about creating scenes 
for the clients while they’re in their house as well.”

An easy mistake to make is using too many path 
lights compared to uplights in a design, Thomas 
says. The ratio in a stronger design should be closer 
to 10 uplights for every path light. Path lights are 
very visible and should be used conservatively to 
get the most effectiveness. You can avoid a “runway 
effect” by spacing the path lights out a little farther 
or staggering them, including changing heights to 
break up the monotony. 

Occasionally, McRae will do a nighttime demo 
for clients if they’re really struggling to understand 
what the finished project will look like, but it’s not 
something he does often. While it can be time con-
suming, they’re a great way to sell a job.

“I’m not sure if I’ve ever set up a demo and not 
sold the job,” McRae says. “Once they see it, that 
makes a huge difference.”

He only does demos for clients that really need 
the extra push, he says, and only during the times of 
the year when it gets dark early enough that he can 
do the demo reasonably early in the evening. He 
almost never pushes for a demo during the summer.

Instead of doing nighttime demos for potential 
clients, Nicol uses digital editing software to show 
what the house might look like with a full lighting 
program. 

“Lighting is an emotional sell,” Nicol says. 
“When I do an illustration for a client, I take pho-
tos and overlay lights where they’re going to go. “

Johnson uses 3D renderings to show clients what 
the property could look like with lights installed. 

Safety is another design factor to keep in mind, 
Adamson says. The property could have a particu-
larly dark area that could use a little extra light to 
put the client’s mind at ease.

It’s also important to make sure that pathways 
or trip hazards are well-lit while maintaining a bal-
anced design, he says. “It doesn’t have to look like a 
prison yard,” he says. “We can provide security and 
safety aesthetics without being harsh.”

For outdoor living areas, build the lighting into 
zones that can be controlled independently or on a 
dimmer, Adamson says. If clients are planning on 
having the whole family out in the backyard for the 

Try to develop a landscape 
lighting design that keeps 
the actual light sources out of 
view, but directs the viewer’s 
attention to the element 
being lit up. Photo: Viewpoint 
Lighting
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evening, they’ll want more light. But for an eve-
ning spent with a few friends having cocktails on 
the patio, more controlled light will create a better 
mood.

Avoiding common mistakes
One of the biggest problems for landscape and ir-
rigation contractors taking on lighting services is 
learning to avoid giving lighting projects away, says 
Warren. They can be so used to including services 
to try to beat a competitor’s price or offerings that 
it feels right.

“There’s no reason for that. None,” says Wesley. 
“That should be one place where they can make a 
lot of money.”

While landscaping and irrigation are things 
that customers need, lighting is different, he says. 

“They don’t have to have lighting. They want 
the lighting because they want to enjoy the land-
scaping after hours,” Wesley says. “That’s when you 
can charge the money and make that side business 
you’re trying to build a very profitable one.”

It’s an easy mistake to make, but not every 
corner of the house needs a light, says Adamson, 

especially if it’s left dark between the corners and 
the rest of the front of the house. More balanced 
placement built around a central focal point on the 
front of the house will make a better design.

Contractors should also put in the research on 
fixtures as they become more comfortable with 
lighting design, Adamson says. Depending on your 
design needs, you might find that the manufacturer 
you start with isn’t the one that works best or lasts 
the longest for customers. Be open to trying out 
different product lines. 

While it can be hard not to watch the bottom 
line, just choosing the cheapest products will cause 
more problems in the long run, says McRae. 

“What happens with those cheap fixtures is that 
you typically have failure,” he says. “Typically, you 
get what you pay for.”

This could be the ideal time to learn more about 
landscape lighting and add it to your business, 
while offering some much-needed enjoyment to 
those spending more time at home these days. 

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

One guideline 
for strong  
landscape  
lighting is to 

start with focal 
points and 
work outward
to fill in gaps 
for a balanced 
design.
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W
e’ve all known people who have gotten to a 
certain point in their lives and had the urge to 
make a change. For some, it’s buying the car 
they’ve always dreamed of, or traveling to a new 
destination or simply picking up a new hob-

by. Others find a way to reinvent themselves by making a big 
change and opening themselves up to brand-new experiences. 
Michael Deo is one in the second group, discovering his dream 
job in the outdoor lighting industry 15 years ago. After spend-
ing the first half of his career in the wood pallet manufacturing 
and recycling business, he decided that his second act was go-
ing to be much more creative. 

Deo went back to school to study landscape design and set 
out to do landscape design/build work. He was about four to 
five projects into his new career when he learned about land-
scape lighting.

“The light bulb went off in my head and I said, ‘Hey, this is 
really creative.’ I loved the results. I loved the effects. And from 
a business perspective, there’s not nearly as much competition 
in lighting than there is in design/build,” says Deo.

He changed his company’s name to NatureScape Lighting. 
Based in Millington, New Jersey, he owns and operates the 
business, primarily doing lighting designs for high-end resi-
dential projects, alongside his handful of employees. 

Client relationships
The real draw to this industry for Deo is the personal connec-
tion he’s built with clients over the years. 

“What we do for our clients is appreciated like nothing 
else I’ve ever experienced in my prior professions. That rela-
tionship that I developed with so many of my clients is just 
so satisfying,” he says. “The moment that I get to turn those 
lights on and watch the expression on the client’s face when 

Michael Deo
Shining a light on relationships

His secret to a rewarding career in the outdoor lighting 
industry centers on education and people.

By Sarah Bunyea

they see it come to light, there’s nothing like the satisfaction 
of the unveiling.”

His approach to business is, “To spoil our clients in any 
and every way possible.” This isn’t always possible in the world 
of construction, but they try their best. Part of this is achieved 
by client care. 

“We don’t just do a lighting installation and never return. 
We include three years of continuing care, where we’ll visit 
the client’s property twice a year for three years. And that’s in-
cluded with installation. They don’t pay a dime for that,” Deo 
explains.

After they’ve delivered the design and installation, they 
go to work on the relationship. They show up to make sure 
that their system is working perfectly and communicate when 
they’ve been there and what they’ve done. 

His most successful projects are the ones he’s been a part 
of from the early stages, when he’s able to work with the client 
on an accurate budget for lighting.

“The earlier the lighting designer is involved, the better the 
final outcome,” says Deo. “Set the client up for lighting early 
on, introduce them to it, plan for it, and you’ll have a much 
better lighting design because it was accounted for early on 
in the process.”

In the long run, Deo says the best clients will be the ones 
who are willing to pay for and see the value in a lighting de-
sign at the beginning of the project.

“It doesn’t need to be a lot of money, but if the client’s 
willing to write a check up front for a couple hundred dollars 
because they value your input as a lighting designer, you’ve 
begun a relationship that, as a designer or a contractor or de-
sign/build contractor, you already elevated your standing and 
increased the respect and therefore the potential cooperation 
with that client,” he explains.



Michael Deo is the president 
and owner of NatureScape 
Lighting in Millington, New 
Jersey, who has spent the past 
15 years educating himself 
about the art of outdoor 
lighting design. Coupled with 
the time and care he put’s into 
relationships with clients and 
allied industry profession-
als, Deo’s found a formula 
that’s given him a rewarding 
career. Photos: Nick and Kelly 
Photography
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Importance of education 
To be successful in this industry, Deo says you 

need to educate yourself as a professional. While 
many contractors can do lighting, fewer do it well.

“One of my favorite sayings is, ‘One light under 
every tree is not a landscape lighting design,’” Deo 
says. “There’s so much more that goes into it, and you 
can be so creative. The way to do that is by educating 
yourself and pushing the boundaries and really trying 
to do things a little bit differently than the next guy.”

The desire to learn more about the art form is 
what drove him to get involved with the Association 
of Outdoor Lighting Professionals, based in Harris-
burg, Pennsylvania. 

His first experience with AOLP was becoming 
certified as a Certified Low Voltage Lighting Tech-
nician. This eventually led to participating on com-
mittees, becoming a board member and serving in 
his position today as the president of the board of 
directors. 

Deo says the association’s primary driving force 
is education. Between certification opportunities, 
webinars, its annual conference, the networking and 
overall camaraderie, he says the value that’s offered 
by being a part of AOLP is tremendous.

A social network
Deo’s industry involvement doesn’t stop at AOLP, as 
he is a member of many other industry organizations. 
This fulfills not only the education factor he looks for, 
but it helps him meet and develop relationships with 
other professionals in the industry.

“The vast majority of our projects come to us by 
referral from other professionals. So whether it be a 
landscape designer, landscape architect or other affil-
iated associated professionals, many in my network 
have come to me through my association with the 
Association of Professional Landscape Designers,” 
he explains.

His involvement with APLD’s New Jersey chap-
ter satisfies his self-proclaimed “plant geek” interests, 
and it’s helped him tremendously in building a pro-
fessional network.

One of the most rewarding and unique experi-
ences of his career has been his involvement with the 
Mansion in May designer show house that’s orga-
nized by the Women’s Association of Morristown 
Medical Center. This fundraising event that takes 
place every other year brings together interior design-
ers and landscape professionals to beau tify a mansion 
that opens to the public during the month of May to 
raise funds for different causes at the hospital.

Deo started volunteering with the event in 2006, 
initially participating as a way to get NatureScape’s 
name out in the local community. But what he 
found was the people involved were genuinely in-
terested in doing something good and having fun 
while doing it.

“To see 25 or 30 interior designers each working 
on their own space and a dozen landscapers working 
on the design and building out a beautiful garden, 
and just this whole spirit of camaraderie was fantas-
tic,” he says.

Michael Deo’s goal is to 
spoil clients in every way 
possible. There’s nothing more 
satisfying for him than seeing 
the client’s expression when 
the lights are turned on for the 
first time. 

The Timber Frame Pool House 
The Timber Frame Pool House is a project Michael Deo, president and owner of NatureScape Lighting, 
was involved with from the very beginning of construction. He designed extensive lighting throughout 
the 5-acre property, including the landscape lighting that surrounds the pool and pool house, as well 
as the interior lighting of the pool house. Every fixture in the pool house is outdoor rated since it’s all 
exposed to the elements. This project required Deo to learn more about interior lighting so that the 
effects and the drama of the lighting truly flow from the interior to the exterior spaces.

Photo: Jeff Goldberg / Esto

“What we do 
for our clients is 
appreciated like 
nothing else I’ve 
ever experienced 
in my prior 
professions.”

— Michael Deo,  
NatureScape Lighting
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Over the years of being part of the 
event, he’s met landscape architects and 
even added clients who he’s met at the 
mansion. While it’s been a great public 
relations event for NatureScape, Deo says 
it takes years to get your name out there. 
When participating in these types of op-
portunities, he suggests viewing them as 
philanthropic endeavors, rather than mar-
keting opportunities. That way, any posi-
tive business outcomes that result are a 
pleasant surprise.

The value of connections
Developing a professional net work ear-
ly in your career is invaluable for lighting 
designers, says Deo. He credits this as the 
reason he doesn’t need to compete for retail 
leads, when a contractor needs a lighting 
designer, and he’s up against several others 
for the job. 

“From the very beginning I decided to 
direct my marketing effort and dollars to-
ward the professionals as opposed to retail 
direct-to-consumer type campaigning,” 
Deo explains. “I can’t stress enough the 
value of developing a professional network 
early. Make it a habit. Make it a good habit 
before you need to break a bad habit.”

If you make a dozen professional con-
nects, and each one of them gives you one 
project in a year, anything on top of that’s 
gravy, Deo says. Instead of relying on one 
architect to give you five projects, he rec-
ommends expanding your professional 
network, so you only need one good project 
from a handful of connections.

“Landscape architects, landscape design-
ers, general contractors, landscape design/ 

build companies, so few of these other al-
lied professionals have the time to educate 
themselves on the finer points of lighting,” 
he says. “Somebody who chooses to pursue 
outdoor lighting as their niche will be so 
far advanced and be able to be such a valu-
able resource to these other professionals 
that they become indispensable.”

When looking to the future of Na-
tureScape, Deo says his focus is, “more 
about people. It’s more about the collabo-
rative effort of designing with clients and 
the collaborative relationship with other 
allied professionals. It’s bringing on em-
ployees who will become junior designers 
that I can help to grow them into being 
able to put together a lighting design that 
will still be identifiable as a NatureScape 
project.”

This increase in the quality of design is 
what Deo believes will benefit the industry 
as people begin to see what the lighting 
industry, and the green industry in gener-
al, does to improve the lives of people and 
outdoor living spaces. 

“It takes an artist to do lighting well, 
and it takes an incredible amount of car-
ing and attention to detail to make it last,” 
says Deo. “When lighting is not viewed as 
a commodity and an unskilled trade, and 
people in general are more appreciative of 
the design and the thought process that 
goes behind a really good lighting project, 
I think that’s what’s going to move the in-
dustry forward.” 

The author is digital content editor of  Irrigation & 
Green Industry and can be reached at sarahbunyea@ 
igin.com.

Photos: Michael Deo

A detail-driven patio
Michael Deo, president and owner of Nature- 
Scape Lighting, began working with a client 
who wanted to replace his wood deck with a 
stone patio. Because Deo referred the land-
scape designer and contractor for the job, he 
was able to have a lot of freedom with the light-
ing design. The beauty is in the details on this 
project, as he was able to implement lighting 
in areas including the patio steps and in the 
arbor above the outdoor kitchen. Deo says this 
project was a creative success because he was 
able to work on the design alongside the other 
professionals from day one.
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• Control dimming

• No minimum load

• Up to 200 watts
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BUSINESS TO BUSINESS

H
ave you ever answered your office phone 
and found a very upset and angry client, 
who begins to vent at you over a recent in-
teraction with one of your frontline work-
ers? Unfortunately, it happens over and 
over again each and every day in the green 
industry. 

Truth be told, some green industry com-
panies don’t spend a lot of time, if any, teaching their 
frontline team members how to effectively interface 
with their customers. Using a football analogy, I have 
always told my clients your frontline personnel are 
the “final five yards” of your company.

Everyone else on your team can do everything 
right, bringing the ball down the 95 yards of the field. 
But, if at that point, the ball handler fumbles the ball, 
the whole team is in deep, deep trouble.

BUILDING CUSTOMER TRUST
George and Michael LaForest, father and son team 
and co-owners of Apartment Services in Livonia, 
Michigan, know firsthand the importance of having 
your foremen and frontline workers interface effec-
tively with customers. In a recent interview with 
George, he explained how important it was to build 
trust from the very first encounter.

“Two initial touch points with our clients that we 
emphasize are the appearance and cleanliness of our 

READY TO 
IMPRESS

trucks and our employees being in uniform,” George 
says. “Many of our clients are cemeteries, and with 
that comes two sets of customers: the cemetery man-
agers and the mourners visiting a gravesite.”

Their employees show respect and compassion for 
those who are visiting their loved one’s gravesite by 
not blowing grass in the direction of that person, or 
simply not mowing that area until after that person 
has left.

If someone approaches them for information 
about where to find a particular gravesite, they will 
patiently listen to them, and then very courteously 
direct them to the office or to the proper person. 

If the property managers want to vent about 
something they feel is not right, George’s frontliners 
will stop and patiently listen.

If there is any damage to a cemetery marker or 
gravestone, it is reported immediately to the ceme-
tery office, where action is taken to repair or replace 
it immediately. Even when workers notice damage 
they were not responsible for, they will also report it 
to the cemetery manager. This builds trust and pre-
vents the crew from being blamed for damage they 

Empower your 
frontline team 
to CONNECT 
EFFECTIVELY
with customers.

BY TOM BORG

the first step is often to just 
listen to the customer.
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Tom Borg is a team 
performance and customer 
experience expert who 
works with green industry 
organizations and their lead-
ership teams to help them 
connect, communicate and 
work together better without 
all the drama through his 
consulting, training, coach-
ing, leadership instruments 
and job benchmarking 
tools. To ask him a question, 
please call 734.404.5909, 
email tom@tomborg.com or 
visit his website at: www.
tomborgconsulting.com.

did not commit. If there is any type of a complaint 
regarding their crew or their work, it is addressed 
within 24 hours. The foreman will keep in contact 
with the manager until it is completed.

Building trust, cultivating and keeping solid re-
lationships with their customers has been extremely 
important to Apartment Services’ success. It has been 
the cornerstone to growing their company in an ex-
tremely competitive market.

The lifetime dollar value of each one of your cli-
ents is enormous, yet it is so easy to lose them over 
a simple incident. It is imperative that you do ev-
erything possible to ensure a positive experience 
each and every time each one of your team mem-
bers interacts with them. You can’t afford to leave it 
to chance.

IMPROVING CUSTOMER IMPRESSIONS
It has been said your frontline team gets only one 
chance to make a good impression with clients and 
customers. But literally every day they are making a 
new impression, each building on the last one. Let’s 
take a look at how you can develop your team to ef-
fectively interface and engage with clients and help 
them develop a positive customer relations building 
experience.

The first step to build the people skills of your 
frontliners is to create a structured approach that 

your leadership team will use to teach their employ-
ees the best way to interact with their customers. 
Don’t skimp in this area.

A structured approach doesn’t have to be formal. 
Manuel Gonzales, a production manager for the 
Brightview Landscape Services branch located in 
Pleasanton, California, recently shared some of his 
insights on training their frontliners with me.

One of the approaches he takes is to match the 
skills and work ethics of each team member to the 
type of job they will be working on. That way, they 
find the employees enjoy their job more and it results 
in better performance with lower turnover.

Gonzales spends regular time with each one of 
his employees on the four crews he manages. He uses 
the “walk and talk” method. This means, he walks 
along with his employees on the job site, answers 
questions and teaches a specific skill set and mindset. 
He helps them to use the specific situations as learn-
ing opportunities.

He makes it clear to them that one of his goals is 
to teach his people something that is going to help 
them in their overall career.

When it comes to interfacing with their clients 
and customers, one of the things Gonzales teaches 
his team members is to first listen to the customer. 
He says, “Many times, the concern can be resolved 
quickly by just responding to the client’s need to be 
heard. Refraining from interrupting the person can 
be a very effective tool in getting all the facts.”

He reminds them that good eye contact with 
the client or customer is critical. Establishing trust 
and rapport is much easier when nonthreatening eye 
contact is maintained throughout the conversation. 

The next step Gonzales teaches is to do what they 
can to solve the problem. If that is not possible, they 
should call him. Many times, using the video chat 
feature on their phone, some of the problems where 
a second pair of eyes is needed can be resolved easily.

The evidence that his approach works are the reg-
ular comments they get from property managers that 
tell him his crews are “easy to work with.”

When you stop to think about the cycle of ser-
vice that your customers experience when they do 
business with your company, it is critical that the 
approach your frontline personnel use is professional 
and reassuring to the people you serve.

As always, it comes down to the last person the 
customer has contact with. If that last impression is 
positive or negative, it depends on the employee. Re-
member, in the eyes of your clients and customers, 
your frontliners are the company.  

the lifetime dollar value of each 
one of your clients is enormous, 
yet it is so easy to lose them over 
a simple incident.
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DISTRIBUTORS

UP
TEAMING

Use these 5 TIPS to build a 
stronger relationship with your 
distributor.

BY LEE CHILCOTE
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I
t’s easy for landscape and irrigation contrac-
tors to foster strong relationships with their 
clients. They connect with them regularly on 
the job and depend on good communication 
with them to succeed. When that relationship 
is strong, it can be easier to do solid work, even 
when dealing with obstacles.

The same is true of the connection between 
contractors with their vendors. It’s not just about 
purchasing products and getting the best rates. It’s 
a partnership that shares expertise and insight, and 
can often save the contractor money. As projects 
are planned, contractors should be able to rely on a 
vendor to act as backup to help make good prod-
uct choices and to make sure those products work 
correctly.

“When it comes time to get them delivered, we’re 
there on site, helping the contractors to put them in,” 
says Wayne McFarland, operations manager at ASP 
Enterprises. Because ASP is knowledgeable about its 
products, it often has the expertise to troubleshoot 
problems that come up. The company supplies hard-
scape, stormwater management, erosion control and 
landscaping products, among others. Sometimes a 
client is able to stay on top of knowing exactly which 
products they need. Other times, it’s the result of a 
surprise at the job site. Either way, “They call us and 
we make a recommendation,” McFarland says. 

ASP does more than simply supply the products 
to get the work done. They’re seen as a partner in 
making sure contractors get what they need and that 
the job goes smoothly. “The phone rings, the sales-
man pops out to the job to recommend a product, 
and within an hour or the same day they’ll have the 
product there and they can keep building, keep mov-
ing on,” says McFarland. Timing is everything when 
getting supplies to a job site, and staying in commu-
nication with vendors throughout the project can 
keep things running on schedule. 

This is just one example of how dealers and dis-
tributors work with irrigation and green industry 
contractors to help them succeed. Here are some 
tips and advice distributors offer contractors to keep 
these working relationships strong. 

CREATE STRONG RELATIONSHIPS 
Everything starts with developing a con-
nection with your vendor beyond just 
being the person you buy parts from, 

says Chad Fisher, sales manager for Longhorn Inc., 
an irrigation materials and outdoor lighting supply 
company in Dallas.

“It’s all built around the relationship,” Fisher says. 
“Once you have the relationship in place, you know 

there’s communication and 
some mutual respect and 
understanding.”

That can mean check-
ing in on a contractor with 
a site visit to see where 
they are with a particular 
project or just “listening 
and finding out what the 
guy needs and how we can 
better serve him.”

Keeping those com-
munication lines open 
will help a distributor get 
to the bottom of an issue 
quickly, whether it’s pric-
ing, service or application, 
he says. 

Talking about the is-
sues a contractor is facing 
is a great way to take those 
relationships past the stage 
of just buying parts, Fish-
er says. Once you team up 
to take on a problem for 
a homeowner, it’s difficult 
to come away without 
thinking of the vendor as a 
friend or partner in the industry.

McFarland also puts a lot of weight into the 
power of a strong relationship. “The more you have 
a relationship with someone, the more you’re going 
to trust them,” he says. 

 UNDERSTAND THE VALUE-ADD
When ASP consults with clients, it of-
ten trains them on new products and 
specifies products for job sites. McFar-

land encourages contractors to call him before in-
stalling new products. 

“When we sell a product, especially one that 
a contractor has never seen before, we want to be 
on the job site that first day, helping them put it in 
properly,” says McFarland.

If products aren’t installed properly, it will often 
not perform as expected and cause issues for the 
contractor. To avoid problems or customer disap-
pointment down the road, he suggests consulting 
with a supplier on installation trips, even if the job 
is running on a tight timetable.

A value-add can also be working with a custom-
er to make certain that a tough-to-find needed part 
is available or ready earlier than another source can 
get it, Fisher says. 

One way distributors add 
value is by making site visits 
to assist contractors installing 
new products. Photos: Long-
horn Inc.
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Sometimes the added value is less tangible and 
more based on experience. One benefit to working 
with a distributor is the ability to take advantage of 
expertise from across different parts of the industry, 
says Fisher. Longhorn leverages that when possible 
to get the best information on various parts from 
pumps to landscape lighting to central control. 

“We’re able to shift around and let (contractors) 
work with a guy who specializes in that area,” Fisher 
says. “We’ve got guys who are experienced all across 
the board in the industry.”

With a broader range of expertise available, a dis-
tributor can find a solution the contractor hadn’t yet 
considered.

“Sometimes we can think outside the box with 
those experts in different fields and get them a solu-
tion that will work for their problem or application 
on the job site,” Fisher says. A distributor can take a 
look at a contractor’s situation from a different per-
spective and suggest a product that might be a better 
fit for the customer’s needs.

 
GOOD COMMUNICATION AND 
PROJECT SCHEDULING
McFarland recommends that contrac-
tors stay in close contact about their 

timelines to ensure that the materials arrive on time 
and to avoid delays. 

“We have to deal with factories, which are going to 
just-in-time delivery,” he says. “They don’t have a big, 
huge inventory. When I order something from the 
factory, it’s typically a seven- to 10-day lead time. If we 
have a special order, we beg contractors to tell us when 
they’re going to start so we can have it here for them.” 

Overcommunication is the best approach, espe-
cially when a contractor has an issue, Fisher says. Use 

different communication methods across text, email 
and phone calls to make sure the vendor knows what 
you need and when you need it. Distributors know 
that they need to respond to a customer’s messages 
as quickly as possible to get a problem resolved and 
are often working on a solution in the background as 
soon as the message is received.

“We try to be mindful when we’re dealing with 
the customer to be as concise as possible and reply 
as promptly as possible so they have all the details as 
quickly as they need them,” he says. Sometimes that 
means a quick note back and forth asking for clarifi-
cation on specific items. With the specifics in hand, 
vendors can get information back to the customer so 
they can decide what the next action item is.

 
UNDERSTAND SUPPLIERS’ COSTS
Contractors sometimes underestimate 
the costs of distributors’ inventory and 
overhead, yet it’s part of the value that 

they provide. “We have what we consider to be a huge 
inventory, so we have to make a certain margin just 
to cover our expenses every month,” McFarland says. 

ASP helps contractors save money by ordering in 
bulk, warehousing products and spreading shipping 
costs across their customers. When the distribu-
tor brings in a truckload of products, the customer 
doesn’t have to pay freight on every single one, Mc-
Farland says. Without a local supplier, the contractor 
would have to call the manufacturer directly and pay 
higher freight rates. “With us ordering it, there’s val-
ue and much lower freight, because we can share it 
among all the jobs,” he says.

McFarland says he tries to impress upon his cus-
tomers that ASP is more than just a middleman. 
“We want the contractor to see the value that we’re 

Communication is key to getting the most out of a 
distributor relationship. Distributors often have a range of 
expertise available on staff that can help contractors find 
outside-the-box solutions for customer problems. Staying 
in touch with distributors gives contractors the best 
chance of tracking down parts when they’re needed.

ONCE YOU HAVE 
THE RELATIONSHIP 
IN PLACE, YOU 
KNOW THERE’S 
COMMUNICATION 
AND SOME MUTUAL 
RESPECT AND 
UNDERSTANDING.” 
– CHAD FISHER, 
LONGHORN INC.
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bringing,” he says. While a middleman just marks up 
a product and sells it, distributors bring value through 
service on the job site. 

Fisher says to keep in mind that vendors are 
dealing with similar costs and concerns, too.

“Distributors are dealing with overhead, insurance 
and price increases just like you are,” he says. It goes 
back to finding solutions for customers that are mu-
tually beneficial. “We’re in business together.”

 
GET THE WHOLE QUOTE 
When contractors are looking at cost, it’s 
important to keep the earlier value-adds 
in mind, says Fisher. 

As the contractor, think “What am I really getting 
for the price?” he says. Will the contractor be there 
for you when an issue comes up? Is the distributor 
a reliable source for the parts you need most often? 

McFarland recommends contractors keep distrib-
utors in the loop when they’re bidding on jobs. They 
should carefully read the cost estimate, and make sure 

they know which products are being included in the 
bid. Double-checking availability and cost with the 
distributor before taking the bid to the customer can 
prevent confusion as the job is completed. 

McFarland encourages customers to stick to the 
terms of their accounts as best they can. It helps the 
supplier and keeps the relationship strain-free.

If customers are running into issues with bills,  
especially in relation to dealing with the shifting 
market this year, it’s important to talk with your sales 
rep, Fisher says. Tell them what you’re going through 
and ask if there’s anything that can be worked out. 
When the communication is open, they’ll always try 
to find a solution that works for both parties. 

“It’s hard to work with them when the commu-
nication is not there,” Fisher says. “We really want to 
help the customer when we can and work through 
these things.” 

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

DISTRIBUTORS 
CAN BRING 
ADDED VALUE TO 
A RELATIONSHIP 
THROUGH BROAD 
EXPERTISE AND 
ADDITIONAL 
RESOURCES.
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Bringing design

HOME
By Kyle Brown

T
he Sutley Sanctuary, just outside Frankfort, Kentucky, is 
filled with waves of colorful flowers, trees and grasses. Lo-
cated near Benson Creek, it provides eight acres of cer-
tified wildlife habitat to support local animals and birds. 
Thanks to design by Andrea Mueller, owner of Inside Out 

Design in Frankfort, it’s built mostly around plant species native to the 
Kentucky region.

The clients, who were moving to Kentucky from their Alaska home, 
were referred to Inside Out Design through a neighbor, Mueller says. 
They wanted an open, natural space with a focus on native plants that 
would attract wildlife. Mueller worked with them remotely on designing 
the space in multiple phases. 

The first phase focused on planting about 100 native trees on the 
property to create a buffer. As the homeowners saw native plants incor-
porated into the design, they were excited to go even further, Mueller 
says.

“He drove a lot of the design, which was great. And the more they kept 
learning about native plants and the more I showed them, the more they 
got excited about it,” she says. “It just grew into this awesome thing.”

The second phase included the hardscaped back patio area with an out-
door kitchen and seat wall, as well as a waterfall element and landscape 
lighting. 

A certified wildlife habitat, the Sutley Estate’s landscaping design 
featured native plants throughout each of its four phases. The 
entire property is home to about 90 different species of plants, each 
chosen to create an environment that supports the wildlife and pol-
linators. Even the non-native plants selected for the design provide 
something for local animals and insects. Photos: Inside Out Design

Native plant choices turned 
this Kentucky property into 
a wildlife habitat.
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The third phase brought in even more native plants focused on prairie grass-
es, Mueller says. A 6,000-square-foot garden was developed with plugged prairie 
grass and more native trees placed alongside the prairie gardens. The fourth phase 
brought in native plantings around a new circular driveway and some additional 
areas seeded with prairie grass. 

Choosing native options
For the prairie grasses, Mueller used a blend of options, including multiple types 
of switchgrass, joe pye weed, sweet coneflower and mountain mint. 

“I love to use mountain mint because it provides this nice mass with a white 
silvery color,” Mueller says. 

Throughout the phases, she encouraged incorporating more cultivated spaces 
into the design. 

“We took out a lot of the front yard and made it into habitat,” she says. 
Reducing the amount of turfgrass in the yard provided more areas that could 

support the local wildlife, which was a main focus of the clients. As a side ef-
fect, it reduced the overall amount of mowing area and made much of the yard 
more functional for the clients’ use. Hardscaping a circular driveway in the front 
provided accessibility options and gave the customers more room to work with 
in the back. 

The front yard incorporated plants that would support pollinators, such as 
beardtongue and asters. It also features a lot of spring bloomers such as native 
phlox, golden alexanders and azaleas. The design is supported by shrubs and trees 
throughout that will provide cover and food for caterpillars and butterflies, such as 
button bush, spice bush, winterberry holly and viburnum.

One set of plants, including blueberries, passion vine, trumpet honeysuckle and 
Virginia creeper among others, was designed to specifically attract wild turkeys. 
Within three months of planting, the birds were spotted on the property, enjoying 
the comfort of the habitat.

Overall, the property is now home to about 90 different plant species. Of those, 
about 80% are native plants, Mueller says. 

But even the non-natives that she chose for the property were picked because 
they help support the habitat.

“One of the plants I love using that’s non-native is Millennium Allium,” she 
says. “Bees and pollinators love that plant. It’s not native, but it’s beautiful, and 
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it provides bloom, so I put that 
right at the entrance.”

She also incorporated a 
non-native hydrangea that at-
tracts and supports insects and 
provides another strong burst 
of color, as well as something 
that might feel like a more tra-
ditional design choice, she says.

One of the biggest chal-
lenges Mueller faced with the 
design was working with the 
heavy grades of Kentucky hills 
on the property. 

“Everything is hilly, which is beautiful, but it  
always does provide some challenges,” she says. 
Mueller brought in heavy equipment for rolling and 
excavating the backyard to provide the right setting 
for the hardscaped outdoor living area. 

While most of the plants have done well in heavy 
clay soil, she’s done a couple replacements on a few 
non-native plants that struggled a little bit. But even 
with the overall success, she doesn’t just expect all na-
tive plants to handle that soil well. Contractors still 
need to work to choose the right plants for the soil.

“Natives can also get a bad rap because people will 
try to put woodland plants in full sun locations or 
vice versa, and then they wonder why it didn’t work,” 
she says. 

Getting	educated
While Mueller doesn’t exclusively use native plants, 
she does try to find ways to build them into her de-
signs whenever she can. 

“I think natives are obviously important because 
they have co-evolved with all of the species here in 
Kentucky,” she says. 

Non-native species can be useful, but customers 
and contractors might not be aware of just how inva-
sive a particular non-native species can be, she says. 
This can be a particular struggle for homeowners 
who go to garden centers and assume that the plants 
sold there work well with native plants just because 
they come from a horticulture professional.

Another reason that using native plants can be 
important is that they provide ecosystem balance, she 
says. A native tree or plant is already set up to support 
local wildlife, including pollinators like insects and 
birds. Non-natives can seem like an easy switch, but 
some local species depend on particular types of trees 
and plants to thrive. She references Doug Tallamy, 
professor of entomology and wildlife ecology at the 
University of Delaware and author of Bringing Na-
ture Home, as he equates installing non-native plants 
to putting fake flowers in your yard because they’ll 
attract the same number of beneficial insects.

Mueller continues to use non-native plants in 
her designs, but more sparingly, to help support local 
biodiversity. 

“By planting natives, we’re supporting the species 
and supporting the whole ecosystem,” she says.

When Mueller is building a design that balanc-
es native and non-native species, she likes to bring a 
strongly textured plant or bloom.

“Aesthetics are important, but you can still achieve 
that with native plants,” she says. “You just have to 
know a little bit about them.”

She makes her plant decisions by judging bloom 
time, then finding the right textures for the project.

One rule that she follows is to avoid invasive spe-
cies altogether, especially as they can even be toxic to 
some local wildlife, she says. Part of the initial process 
in this project was identifying and removing invasive 
plants that were already on the property, such as gar-
lic mustard, winter creeper and Japanese honeysuckle.

“It’s learning about each plant and knowing 
whether it’s good for your region or not,” Mueller 
says. “It really depends on where you are and know-
ing how plants react in your area.”

Knowing the difference between native, non- 
native and invasive plants can be difficult, as that 
range will change throughout the U.S. She encourag-
es contractors to use online resources to build an un-
derstanding of what plants are native to their region 
and which plants pose the biggest threats invasively. 
She relies on the Missouri Botanical Garden, which 
provides listings and backgrounds on many different 
types of plants in the region. She also uses resources 
from the Kentucky Garden Club, which publishes a 
listing of native alternatives for invasive species, and 
the Kentucky Invasive Plant Council, which she uses 
to help guide those plans. Landscape contractors can 
look for local versions of those resources to develop a 
knowledge base of native plants and invasive species. 

Even if the majority of a contractor’s designs 
don’t center around native species, it’s useful to know 
about the most common invasive offenders in your 
area, she says. 

Building	excitement
A common landscaper complaint about working with 
native plants is that it can be tough to find the right 
texture or colors to provide a pop. Mueller says she 
felt the same way when she started working more na-
tives into her repertoire. But she began leaning on her 

By planting 
natives, 

we’re 
supporting 
the species 

and 
supporting 
the whole 

ecosystem.”
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resources to find more options for some of the plants 
she commonly used in designs, discovering a variety 
of native plants became part of her usual repertoire. 

“I would say to learn more about your native 
plants,” Mueller says. “I’m still discovering plants that 
are new to me.”

One technique she suggests to incorporate 
them better is to try out one new native plant in 
each design you work on. That way, the entire land-
scape isn’t riding on how familiar you are with that 
particular plant, and you can see how well it works 
alongside some of your other regular choices and in 
different settings.

“Introduce a new plant every project and take a 
chance on it,” she says. 

Mueller also likes to test out new natives on her 
own property before using them in a design to get a 
feel for what works best and how it looks throughout 
its life cycle and in different climates.

Using native plants as a main part of her design 
work hasn’t significantly changed how she approach-
es a job, she says. Just because the work highlights 
natives doesn’t mean that the customer expects less 
in the final experience.

“It’s still design,” she says. “You’re still assessing 
sunlight, soil conditions, orientation and screening. 
And you’re applying all the same design concepts 
such as texture and color.”

Developing designs that provide a stable habitat 
while being aesthetically pleasing for clients is a main 
goal for Mueller. 

“For me, pretty is not enough,” she says. “I feel 
like we need to do more with our gardens, because 
we can be pretty and functional.”

Working with native plants, especially in a situ-
ation like the Sutley Sanctuary, gives her designs an 
extra edge by bringing in wildlife and pollinators, she 
says. That brings a “lived-in” quality to the space that 
helps the homeowners feel surrounded by life.

“It really has enriched their lives because they go 
outside every day and they see butterflies and bees,” 
Mueller says. “It is about helping the environment 
and balancing that ecosystem, but it’s also about get-
ting people excited to be outside and engage with 
their landscaping.” 

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

The Sutley 
Sanctuary design 

uses about 

90 

different plant  
species, about 

80% 

of which are  
native picks.
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Build your business by promoting diversity 
in the workplace.
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DIVERSITY

You’ve undoubtedly been hearing about inclu-
sion and diversity a lot lately, and with all of 
the other challenges this year has brought, 
you might be getting to a point where you 
just want to gloss over the issue. 

But now is the right time to focus on inclusion 
and diversity in your business. After all, they’re more 
than just the latest hot topics. They are an oppor-
tunity that can be seized in an effort to make your 
company better. 

But what can you do? The idea of even getting 
started in making actionable changes can feel over-
whelming. It’s an important issue that is worth more 
than some quick tips, but we all have to start some-
where. One of the best places to start just may be a 
closer look at your business, including not only your 
hiring process but what you do to nurture an inclu-
sive environment.

Words can make a difference
According to Sharon Jones, a lawyer by training and 
a diversity consultant who specializes in providing 
diversity and inclusion consulting, sometimes exclu-
sion happens unintentionally. It’s not like business 
owners set out to only hire certain individuals, but 
even something as seemingly innocuous as a job ad 
may inadvertently exclude people from the hiring 
pool due to language used.

“For instance, you might say that no women ever 
apply for the jobs you advertise, but have you some-
how implied you need to be a ‘strong man’ to get the 
job?” questions Jones, founder and CEO of Jones Di-
versity with offices in Chicago and New York. “The 
language used in your job ads should be able to be 
perceived neutrally.” 

Kelly Dowell, a green industry consultant and 
marketing expert who grew up working at her dad’s 
lawn and landscaping company, Dowco in St. Louis, 
agrees and says that it goes beyond just your job ads, 
but your company’s culture — or what she calls its 
“backbone.” In other words, even if you make im-
provements to your hiring process and make job ads 
more neutral, if your website paints a different pic-
ture, it’s not going to matter.

“You want to hire people who have researched 
your company and know what you’re all about,” she 
says. “But if they’re doing that and they don’t see peo-
ple that look like them — such as having minorities 
or women in leadership roles — are they really going 
to want to apply?”

Dowell says one of the landscaping industry’s 
greatest complaints is a lack of labor. But what if 
you’re doing something to unintentionally limit your 

potential labor pool? Whether business owners in-
tend to or not, it’s not uncommon for them to hire 
people “like them,” Dowell says, and that even ex-
tends to people who “look like them.” But diverse 
representation on your leadership team and across 
your company can be such a strength. When you hire 
people who aren’t just like you, you can expand your 
company’s horizons in so many ways, including your 
customer base.

Diversity at the leadership level 
Thinking about fostering diversity amongst your 
leadership team is so important. Jones says that when 
“measuring the diversity of your company you must 
do it at all levels.”

“It’s not enough to look at your laborers and say 
that you encourage diversity,” she says. “In order to 
build a truly inclusive workplace, you need to look at 
diversity in your leadership roles too. This is so im-
portant to business operations as a diverse leadership 
team is going to bring a broader lens at which to look 
at things. As a whole, it will ultimately improve your 
business by encouraging a more diverse perspective.” 

Dowell points out that you should still look at 
qualifications and skills. Nobody is saying you should 
hire someone just to be able to say you’re a diverse 
company. But you should broaden your view of the 
pool from which you hire. 

It may also mean setting your own team members 
up for success. Hiring from within brings many ben-
efits. You’re choosing someone who already knows 

Building diversity in the 
workplace includes leadership 
roles as well. A diverse 
leadership team will ultimately 
improve the business by 
encouraging broader perspec-
tives. Photo: Kingstowne Lawn 
& Landscape
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your company and is committed to it. But if you’re 
looking to promote field staff and help them rise 
through the ranks into leadership positions, you may 
need to put the structure in place to allow them to do 
so. Only looking at individuals with a degree auto-
matically shuts the door on a lot of individuals who 
never had the opportunity to attend school.

“My advice is to always look from within when 
you can,” Dowell says. “Can you offer some manage-
ment or leadership coaching that might make one of 
your field staff members a great fit for an opening you 
have now or in the future? There might be someone 
on your team who has great skills to offer — they’re 
hardworking, loyal and work great with other people. 
But where else would they have had the opportunity 
to learn the leadership skills if not given the chance? 
How can we allow minorities to climb the ladder if 
we’re not giving them the tools they need to be suc-
cessful?” 

That’s something that Krisjan Berzins, president 
and CEO of Kingstowne Lawn & Landscape in Al-
exandria, Virginia, has taken to heart. Berzins says 
that his leadership team, which has far more women 
than men and includes a Latina woman, became more 
diverse organically and by promoting from within. 

“I think diversity has to come from a place that is 
authentic and genuine, which happens when you’re 
not just out to check a box but to make sure you’re 
including all candidates in the search and hiring 
process,” Berzins says. “Diversity is what makes our 
country great and unique — it is a melting pot of so 
many people of different walks of lives and cultures, 
and I think diversity can be a great strength of your 

business too. It allows you to consider so many more 
perspectives and ways of doing things that you may 
never have thought about.” 

Bettering your business, now
As you reflect upon improving your hiring process 
and being more inclusive, you should also spend 
some time thinking about your company culture. Do 
you have a workplace where your current employees 
feel comfortable? Are you taking steps to foster an 
inclusive environment? Jones says it’s important to 
approach this seriously if you want to make changes 
that will move you forward as a company. She adds 
that it has to be more than just “watching a 30- 
minute video and feeling like you’ve done your part.”

One thing that Jones recommends is uncon-
scious bias training (also referred to as implicit bias 
training), which can help people to identify certain 
thought patterns that they have which may make 
them biased without even realizing it.

“Most people don’t have conscious discriminatory 
thoughts,” she adds. “But there are unconscious pat-
terns that have an impact on the way that we think, 
regardless of our intentions. Unconscious bias train-
ing allows us to start to unpack this and disrupts our 
thought patterns.”

Jones recommends Harvard’s Implicit Associ-
ation Test at implicit.harvard.edu/implicit, which 
measures attitudes and beliefs that people maintain. 
It’s free and has been used by millions. Jones says that 
from a “self-awareness standpoint,” this test can be a 
powerful place to start, though it may be uncomfort-

Build 
structures 
in your 
company to 
develop and 
promote 
field 
staff for 
leadership 
positions.

Make sure company infra-
structure supports field staff 
who are looking to grow into 
leadership roles. Provide 
management or leadership 
coaching to prepare them for 
future success. Photos: Kings-
towne Lawn & Landscape
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able to confront. But it’s what you do next 
that really matters.

“After taking a test like that and walking 
away acknowledging that you have some 
bias, the next thing you need to ask is, what 
can I do to make sure I disrupt those pat-
terns at work?” Jones says. “The first step is 
self-awareness, but the second step is what 
you do about it. This is where education is 
so important.” 

Being open to new ideas and different 
ways of thinking is such a big piece of this. 
But in doing that, it helps to try and look 
at your company from a different lens. Are 
you truly supporting your team with re-
sources that will help them succeed? For 
the landscape and irrigation industry, it 
can’t be ignored that a large percentage of 
the labor force is made up of Latinx indi-
viduals. If you’re not looking closely at what 
those individuals need to succeed at your 

company and ultimately rise through the 
ranks if that’s something they want, then 
you may need to reevaluate your processes. 
Do you offer resources in both English and 
Spanish? Do you have someone who is bi-
lingual on the leadership team? 

Berzins says that he has spent a lot of 
time thinking about how his company can 
continue to cultivate a climate of inclusiv-
ity, and that has meant looking at the way 
in which his leadership staff can reflect the 
values, language and culture of the compa-
ny as a whole. 

On top of that, Berzins says that con-
tinuing to make hiring choices that are not 
just about landscaping skills but also about 
finding people who have integrity and 
character must be intentional.

“We can teach the landscaping skills, 
but if we want to have people who are in-
clusive and welcoming and who are sup-
portive, it does mean that you’re bringing in 
the right people in the first place,” Berzins 
says. “We can say we don’t tolerate racism 

or that we want to be inclusive of all peo-
ple, but we also need to hire people who 
help support that positive culture we want 
to create.” 

“I think that for a lot of people, these 
issues do require stepping out of their com-
fort zone,” Dowell says. “But we have to 
do that. This shouldn’t just be an initiative 
for 2020 because it’s a so-called hot top-
ic. Business owners and leadership teams 

need to start thinking outside of the box 
and contemplating solutions that are sus-
tainable for their company for the long run. 
It might be rough, and it might be uncom-
fortable. But it’s a must if you’re someone 
who truly wants to move forward.” 

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

“We can say we don’t tolerate 
racism or that we want to be 
inclusive of all people, but we 
also need to hire people who 
help support that positive 
culture we want to create.” 
– Krisjan Berzins,  
Kingstown Lawn & Landscape
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F
or a green industry entrepreneur, the ex-
citement of starting or owning a business is 
connected to thoughts of using your passion 
to tap into a fertile market. It’s dreaming 
about new services to offer and researching 

the best ways to market and sell to new custom-
ers. And of course, you can’t forget the importance 
of finding the best equipment to do the job right.

Somehow regulations and compliance don’t tend 
to top the list. But they are just as important. 

When it comes to successfully running a land-
scape or irrigation company, the first order of business 
is making sure your business is in compliance with 
applicable regulations and requirements. But devel-
oping and implementing a comprehensive safety plan 
that also adheres to proper chemical and water use 
requirements requires navigating multiple federal and 
state agencies, along with a lot of research, advance 
planning and documentation. 

Staying safe
As an employer, the Occupation Safety and Health 
Administration mandates that it is your duty to assess 
each work site for any and all hazards in order to pro-
tect employees from harm, whether you employ one 
person or 500. 

In a plant, factory or other work site contained 
within four walls, the hazards are fairly 

predictable from day to day. Howev-
er, when work sites vary, as is com-
mon in landscape and irrigation, 
the hazards are ever-changing, 
says Jeffrey Lancaster, found-

er and CEO of Lancaster 
Safety Consulting based in 
Wexford, Pennsylvania. 

REGULATIONS

“When you go out to different sites, the hazards 
change based on the site,” Lancaster says. “It can be 
heat, it can be weather. If it is the first time out to a 
particular job site, the employer has the requirement 
to assess the job site for hazards, develop a safe work-
ing plan, and train your employees on that plan.” 

While OSHA standards and regulations are simi-
lar across all states, employers in some states are sub-
ject to slight variances or modifications. Lancaster says 
that’s because about half of OSHA offices are federally 
run while the other half are governed by an office on 
the state level. OSHA also offers QuickTakes, a free 
newsletter that is distributed twice monthly and in-
cludes information on compliance assistance, outreach 
activities, training and educational resources, and the 
most updated information about enforcement actions. 

Lancaster suggests that every employer assign 
an employee to stay on top of current requirements. 
A safety consultant who is well-versed on OSHA 
standards for a specific business can also serve as an 
invaluable resource. That consultant can quickly go 
down the list of standards and determine those that 
should be included in that company’s safety plan.

“It can save a ton of time and second-guessing,” 
Lancaster says. “The employer has to have a written 
safety program, and while there are some exceptions 
for small employers, it is common sense and easier 
on the employer to have a written program in place. 
OSHA can conduct an inspection at any time, and if 
a safety plan isn’t available, you can be cited. OSHA 
101 is to find out what regulations pertain to your op-
eration, develop custom written safety plans for those 
regulations, train workers on those regulations and 
document the training.” 

If employees are using pesticides or fertilizers in the 
field, the protocol falls under OSHA’s hazard commu-
nication standard, and an employer needs to provide 

Know the 

rules Stay ahead of 
regulations by KEEPing 
informed and mak ing 
your voice hearD..

By 
Lauren 
Sable 
Freiman

Andrey Popov /  
stock.adobe.com
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somehow properly communicate the safety expecta-
tions before he or she begins work.” 

Once training is complete, employers need to 
document that training took place. That can be as 
simple as having a 
sign-in sheet. If an 
employee chooses 
not to follow their 
training and gets 
hurt on the job, 
Lancaster says an 
employer should 
have documenta-
tion that proper 
training did take 
place. 

“Happy workers are more productive,” he says. “If 
employers can avoid accidents and injuries and work-
ers compensation claims, that’s where their profitabil-
ity comes from.” 

Smart water and chemical use
In addition to complying with OSHA standards by 
providing a SDS for each chemical that employees 
will use, federal law requires that any person who ap-
plies or supervises the use of pesticides be trained in 
accordance with Environmental Protection Agency 
regulations and certified as a private or commercial 
applicator through each state or territory where they 
do business. As with OSHA standards, state require-
ments can vary from federal requirements. 

In California, the use of pesticides is governed by 
the California Department of Pesticide Regulation, 
which has a comprehensive system for certifying and 
licensing landscapers who intend to use pesticides as 
part of their business. 

a Safety Data Sheet for each chemical and provide 
training on the safe handling of those chemicals. 

OSHA also requires landscape and irrigation 
companies to provide personal protective equipment 
to each employee, which requires the employer to 
assess each workplace and determine what PPE is 
needed for the tasks at hand. Then it is the employer’s 
responsibility to provide training on proper use of the 
PPE and all other safety standards. 

According to Lancaster, OSHA has a broad ac-
ceptance of how training takes place. That means it 
can take the form of a casual training session wherever 
and whenever it works best. It can take place on the 
job site, where a new hire is closely supervised and 
encouraged to ask questions. Or, it can be held in an 
air-conditioned classroom with a PowerPoint presen-
tation. Lancaster says that most of his clients offer 
an annual, thorough safety training or review. If the 
business operates seasonally, this annual refresher is 
especially important. 

“A large percentage of injured workers are work-
ers who haven’t been completely or properly trained,” 
Lancaster says. “Employers have to be disciplined and 
understand up front that when they bring someone 
new on, regardless of their experience, they have to 
receive site and employer-specific training. It is always 
a challenge because of the changing workforce, where 
people abruptly quit and you have to hire others.” 

Language barriers are also a key issue in commu-
nicating a safety plan and in providing proper and 
complete training. 

“You may have a sophisticated plan in English, 
but if you hire a non-English speaker, how do you 
acknowledge that an employee understands the pro-
gram?” John Farner, government and public affairs di-
rector for the Irrigation Association, Fairfax, Virginia, 
says. “If there is more than one language, you must 
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According to DPR’s Craig Cassidy, there are dif-
ferent certification and licensing levels depending on 
the types of pesticides to be applied. DPR’s website 
offers a wealth of information detailing the process of 
obtaining the proper licensing. 

“New regulations are continual-
ly updated on our website,” Cassidy 
says. “Licensees are also required to 
take continuing education courses and 
take exams to maintain their licensing 
and certification. Certificate holders/
licensees are also trained on under-
standing and following product labels, 
which are approved by the EPA and 
legally enforceable.” 

DPR also requires reporting for 
some types of pesticide applications, 
and reporting guidelines and require-
ments are covered in licensee training. 

While regulations for using pesti-
cides are more widely applicable across 
regions, when it comes to water usage 
and regulations, there is variation by 
state, by region and by water district. 
Therefore, contractors working in 
many regions or water districts will 

want to become familiar with the regulations in each 
area.

“If you’re a landscape contractor and you cover a 
wide area, you could deal with 13 to 15 different water 
districts,” says Nate Adams, water reliability planning 
manager for the Santa Margarita Water District in 
Southern California. “After a rain event you have to 
suspend irrigation for 48 hours, across the board for 
California. But some districts limit the days of the 

Make a change
When it comes to lobbying for change, John Farner, government and public affairs 
director for the Irrigation Association, Fairfax, Virginia, says working with competitors 
to present a unified voice is a great way to educate policymakers.

“It can be informal,” Farner says. “There is nothing wrong with working with 
competitors to sit down with city council or local water providers to educate them. 
You can do this on your own, through associations like the Irrigation Association at 
the national level, or through other trade organizations to elevate your trade through 
advocacy.” 

While trade associations are working on your behalf, Farner encourages business 
owners to keep the lines of communication open and to reach out with specific pain 
points or feedback.

“Continue your relationships with trade associations and let them know what 
kind of challenges you are facing with regulations,” Farner says. “Don’t assume 
professional trade staff know everything. They don’t always know how one specific 
regulation affects every business out there. That will inform us how to become better 
advocates on behalf of the industry.” 

week that you can water, and you have to know the 
differences if you want to stay ahead.” 

In terms of water usage, staying ahead means 
knowing how often you can water in a particular area 
and how much water a particular landscape needs, 
and then setting up an irrigation system to meet those 
needs within the parameters of the water district’s 
regulations. While companies aren’t required to keep 
records of their water schedules, they are incentivized 
to install efficient systems with budget-based rate 
structures. 

Adams says that becoming familiar with water 
regulations also allows contractors to educate their 
clients on local rebate programs.

“One role they can play is to make sure clients 
know about the different rebate programs their dis-
trict has for efficient irrigation products so they can 
install efficient products and their client can receive 
monetary offsets,” he says. 

Make your voice heard
While regulations and standards are set up across 
multiple agencies to protect the community at large, 
businesses and workers, sometimes those regulations 
can have unintended or unnecessary consequences on 
the industry. 

In 2010, when Texas began to experience a drought 
more severe than they had seen in generations, early 
regulations cut off all irrigation to landscapes, green-
houses and nursery operations, effectively stopping 
business in its tracks. 

Contractors can help by educating customers 
about local rebate programs for efficient irrigation 

products. Photo: Santa Margarita Water District

Contractors need to keep 
track of water regulations 
across any water district in 
their coverage area. Photo: 
Santa Margarita Water 
District
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REGULATIONS

“The response to the drought was going to decimate the industry,” 
says Farner. “The Texas landscape industry did a great job responding 
along with like-minded organizations to educate state officials and 
water providers on what this would do, and through this effort creat-
ed the Texas Water Smart program.”

In order to have a voice in issues that impact your business, Farner 
says the first step is to understand which agency has oversight, then 
work with like-minded entities to educate those agencies about what 
you do and how it benefits the community.

“First, know who is regulating you,” Farner says. “Then work with 
other companies to make sure those oversight agencies understand 
the landscaping industry and the intricacies involved.” 

Educating policymakers about the landscape industry can prove 
very effective on a wide variety of issues, especially drought planning 
and labor issues. Every jurisdiction should have a drought plan, and 
in different stages of drought, those policies could impact the instal-
lation of new plant material or the irrigation of existing material. This 
is where education can pay dividends. 

“Make sure those governing bodies who develop the drought 
plans understand the importance and value of what landscapes bring 
to the table,” Farner says.

As you work to build on the success of your business, don’t dis-
count the importance of putting a focus on compliance and regula-
tion. Being aware of these issues and the agencies involved can not 
only benefit your employees and help you avoid non-compliance 
penalties, it also enables you to have your voice heard to help shape 
future policy development. 

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

Make sure those governing bodies 
who develop the drought plans 
understand the importance and 
value of what landscapes bring  
to the table. 

-- John Farner, Irr igation Association

“
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GIE+Expo designs show 
with added safety precautions 
GIE+Expo, the international landscape, outdoor living and equip-
ment exposition, will be held as planned this year Oct. 21-23 at the 
Kentucky Exposition Center in Louisville, Kentucky. 

The Outdoor Power Equipment Institute, Alexandria, Virgin-
ia, is actively working with its tradeshow partners — the National 
Association of Landscape Professionals, Fairfax, Virginia, and the 
Professional Grounds Management Society, Forest Hill, Maryland, 
— to design a safe and responsible event that will offer program-
ming and education that directly addresses the challenges faced by 
the COVID-19 pandemic.

“Our partners and our longtime show management are work-
ing hard to create and ensure the safest experience for attendees 

and exhibitors,” says Kris 
Kiser, president of OPEI. 
“The affected conference and 
meetings, facilities, hotel and 
food preparation and trans-
portation industries also are 
undertaking a significant ef-
fort to develop protocols to 
operate safely in response to 
the pandemic.”

Kiser points out that 
GIE+Expo is fortunate-

ly held at the KEC, as it has been the last 38 years. The venue is 
flexible with multiple outdoor areas and buildings, allowing show 
organizers to spread out events and attractions.

Despite potential changes to the show’s design and layout, Kiser 
says, the tradeshow remains the industry’s “family reunion.” 

“We are saddened and frustrated by the pandemic situation and 
the ensuing losses we have faced but there is a need to learn from 
this, and GIE+Expo’s leadership has pledged to offer programming 
that will do just that,” he says. “This year’s show offers a once-in-
a-lifetime experience for businesses to get together and learn from 
one another about a once-in-a-lifetime scenario.” 

Visit	www.gie-expo.com to register.

Registration for LANDSCAPES 
2020 is now open
The National Association of Landscape Professionals, Fairfax, Vir-
ginia, announced that LANDSCAPES 2020 is taking place Oct. 
20-23, in Louisville, Kentucky.

Attendees can stay 
on top of the latest 
trends and strategies and 
sharpen their competi-
tive edge at more than 50 educational sessions delivered by thought 
leaders and industry experts. The event is also an opportunity to 
connect with peers at networking events and education sessions, 
see the newest state-of-the-art equipment at GIE+Expo, and take 
home actionable insights. 

Because of COVID-19, LANDSCAPES will look a bit differ-
ent this year, and NALP says it will incorporate current government 
guidance on social distancing and safety protocols.

Visit www.landscapeprofessionals.org to register.

Hardscape North America 
postpones show till 2021

Due to the current concerns and uncertain-
ties of the pandemic, the Interlocking Concrete 
Pavement Institute, Chantilly, Virginia, post-
poned the Hardscape North America trade show 
until October of 2021. Earlier this year, the ICPI 
board of directors also committed to continuing Hardscape North 
America in conjunction with the GIE+Expo through 2023.

Hardscape North America is known for attracting thousands to 
a dynamic event that includes one-on-one interaction, networking, 
hands-on demonstrations and social gatherings.

“Because we cannot currently guarantee the experience our at-
tendees and exhibitors have come to expect, our board has decided 
to postpone the in-person event for 2020 and set our sights on how 
we can best serve our audiences this year,” says Charles McGrath, 
ICPI executive director. “And we’ve already begun planning for an 
even bigger and greater HNA trade show and learning event along-
side the GIE+Expo in 2021.”

“Our partners and 
our longtime show 
management are 
working hard to create 
and ensure the safest 
experience for attendees 
and exhibitors.”  
— Kris Kiser, president of OPEI
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HNA now accepting entries for  
annual awards program
Entries for the 2020 Hardscape North American Awards are now being accept-
ed. The annual awards program honors outstanding residential and commercial 
hardscaping designs for walkways, patios, pool decks, outdoor living kitchens and 
living spaces, and driveways, as well as commercial plazas and streets.

Award winners will be recognized during a virtual HNA Awards Recognition 
Presentation on Oct. 22 and will be featured in  Interlock Design magazine, the 
HNA website and several other industry publications.

“We’ve been pleased to recognize many impressive projects through the years,” 
says Marshall Brown, board chair of the Interlocking Concrete Pavement Insti-
tute, Chantilly, Virginia. “The number of competitors grows each year from across 
the United States and Canada, and we’re always excited to recognize the excep-
tional workmanship, creativity and collaboration between designers, manufactur-
ers and installers.”

Eligible projects include projects in the following categories:
• Clay Brick
• Clay Brick – Permeable
• Concrete Paver
• Concrete Paver – Permeable
• Segmental Retaining Walls
• Combination of Hardscape Products
• Porcelain Paver
• Natural Stone
• Outdoor Living Features
• Vintage Installation
All entries, except the Vintage Installation category, must have been completed 

between Nov. 1, 2016, and June 30, 2020. Projects are juried by industry experts 
for their excellence in design, quality, compatibility and construction. The entry 
deadline is Sept. 4.

The HNA Awards are produced by the Interlocking Concrete Pavement In-
stitute and endorsed by the National Concrete Masonry Association, Herndon, 
Virginia, and Brick Industry Association, Reston, Virginia.

Visit	www.hardscapena.com for more information.

IA announces annual 
award recipients
The Irrigation Association, Fairfax, Virginia, an-
nounced the recipients of its annual awards. These 
awards honor those who have made significant con-
tributions to the irrigation industry, and each recip-
ient recognized this year is a true changemaker who 
has made unique and meaningful accomplishments 
toward furthering the industry and promoting effi-
cient irrigation.

Brent Q. Mecham, CID, 
CLWM, CIC, CLIA, CAIS, is 
a recipient of the 2020 Industry 
Achievement Award. Mecham 
has been part of the irrigation 
industry for more than 45 years 
and is considered one of the 
most respected resources on 
landscape irrigation in the United States. He re-
cently retired as the IA’s industry development di-
rector, a position he held since 2007. Mecham was 
a major part of the success of the certification and 
education programs, taught irrigation courses for 
over 20 years, and has been extensively involved in 
the standard and codes process for irrigation equip-
ment and practices.

Lynda Wightman is a re-
cipient of the 2020 Industry 
Achievement Award. Wight-
man retired from Hunter In-
dustries after 35 years with the 
company. She was the 13th 
employee hired at Hunter and 
spent her career focused on el-
evating the industry through volunteer leadership 
and education. Wightman served on the boards 
of numerous landscape organizations. She leaves 
behind a strong legacy of impacting the industry 
through volunteerism and a dedication and com-
mitment to irrigation education.

Stephen W. Smith, PhD, 
FASIC, CAIS, CLIA, is 2020’s 
Innovator Award recipient. 
Smith is being recognized for 
his work toward the creation 
and development of the Irriga-
tion Innovation Consortium lo-
cated in Fort Collins, Colorado. 
The IIC represents years of work and dedication by 
Smith to secure the monetary support and public 
and private participation to see this project from 
the initial concept to what it is today. Smith’s work 
paved the way for this collaborative project focused 
on accelerating the development and adoption of 
water-efficient irrigation technologies and practices.

NALP accepting nominations for 2021 
Young Entrepreneur of the Year Award
The National Association of Landscape Professionals, Fairfax, Virginia, is now 
accepting nominations for its Young Entrepreneur of the Year Award. This award 
recognizes a member of the National Association of Landscape Professionals who 
has demonstrated entrepreneurial spirit and initiative, ensured advancement of 
the landscape industry by actions and endeavors, and serves as a shining example 
to current and future young entrepreneurs. The recipient will be recognized at the 
National Collegiate Landscape Competition. This award can be self-nominating 
or nominated by a peer.

Qualified nominees must fulfill several guide-
lines, including being 40 years old or younger and 
having a minimum of three years in the land-
scape industry. The deadline to submit a nom-
ination is Aug. 20. For more information, visit  
www.landscapeprofessionals.org.
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1Mower. Mean Green Mowers, Ham-
ilton, Ohio, introduces the Rival, the 
latest mower in the new Evolution 

Commercial Series. The Rival offers up to 
seven hours of continuous mowing time, 
the choice of a 52- or 60-inch deck, speeds 
up to 11.5 mph and horsepower compara-
ble to a 36-hp gas mower. 

Mean Green’s Impulse Drive System 
achieves improved power and weight- 
carrying capability and instant torque from 
the start with speeds of 0 to 11.5 mph in 
1.3 seconds. With an ultra-low center of 
gravity and engineered battery config-
uration located just 8 inches above the 
ground, the Rival is stable on slopes up to 
20 degrees.

The Rival’s SmartDeck rapid height 
deck lift system can be operated with the 
push of a button or foot pedal, elevating the 
deck within 2.8 seconds. 

Mean Green Mowers 
www.meangreenproducts.com

2 Plant growth regulator. Arborjet Inc., 
Woburn, Massachusetts, announces its 
Shortstop 2SC plant growth regulator 

for use on both trees and shrubs. The prod-
uct has Environmental Protection Agency 
approval and may be used with multiple 
applications, such as a soil drench applica-
tion for trees and for shrubs and as a foliar 
spray for shrubs.

When applied, Shortstop 2SC regulates 
plant growth, while also producing thicker 
and waxier leaves, increased fibrous roots, 
and healthier looking plants. These sec-
ondary effects have shown to decrease leaf 
scorch due to drought, show less damage 
after construction and provide an increase 
in disease suppression. 

The addition of the shrub label allows 
one product to now be used to suppress the 
growth of both trees and shrubs. 

Arborjet Inc. 
www.arborjet.com

SUPPLIER IN THE NEWS
Caterpillar Foundation donates $1 million to social justice organizations
The Caterpillar Foundation, Deerfield, Illinois, the philan-
thropic arm of Caterpillar Inc., announced a commitment to 
help fight racism and social injustice.

The Caterpillar Foundation is donating $1 million split 
evenly between The Equal Justice Initiative and the NAACP 
Legal Defense and Educational Fund Inc. 

The Equal Justice Initiative is com-
mitted to ending mass incarceration 
and excessive punishment, challenging 
racial and economic injustice, and 
protecting fundamental human rights 
for the most vulnerable in our society. 
The NAACP Legal Defense and 
Educational Fund Inc. seeks struc-
tural changes to expand democracy, 

eliminate disparities and achieve racial justice in a society that 
fulfills the promise of equity for all Americans.

“Caterpillar supports the fight against racism and injus-
tice,” says Chairman and CEO Jim Umpleby. “Caterpillar and 
the Caterpillar Foundation look forward to working with the 
Equal Justice Initiative and the NAACP Legal Defense and 
Educational Fund to help build a better world.”

The Foundation will continue investing in community 
programs that address the destructive effects of racism and the 
fight for equal justice.

Through its existing U.S. Matching Gifts Program, the 
Caterpillar Foundation is also matching employee and retiree 
donations to eligible organizations that are most important to 
them, their families and the communities in which they live 
and work in the fight against racism and social injustice.

3 Tractor. Kioti Tractor, a division of 
Daedong-USA Inc., Wendell, North 
Carolina, recently added a new model 

to its popular CK10SE series of tractors. 
The CK2610SE HST Cab offers the same 
quality and comfort the series is known for 
in a lower horsepower option. 

The CK2610SE model features a 
24.5-hp engine with hydrostatic transmis-
sion and a factory-installed cab with A/C 
and heat. The cab features a panoramic 
view with standard front and rear window 
wipers. The Tier 4 compliant Kioti diesel 
engine combined with the premium cab 
offers powerful performance in a quiet 
work environment.

The CK2610SE HST Cab incorporates 
a standard rear three-point adjustment 
lever. Dual rear remote valves also allow 
for accommodation of a wide variety of 
implements. 

Kioti Tractor 
www.kioti.com
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SUPPLIER IN THE NEWS
John Deere to begin new operating model
Moline, Illinois-based John Deere is implementing a new 
operating model to accelerate its integration of smart technolo-
gy. The Deere Smart Industrial strategy will be concentrated on 
three areas: production systems, technology stack and lifecycle 
solutions.

The company is developing an alignment of products and 
solutions around production systems roadmaps to capitalize on 
Deere’s knowledge of its customers and how they work. The 
new production systems structure enables the company to drive 
an integrated product roadmap and related investments that 
span all aspects of a customer’s jobs.

John Deere is making investments in technology as well as 
research and development that deliver intelligent solutions to 
Deere customers through an intuitive technology stack made 
up of hardware, embedded software, connectivity, data plat-

forms and applications. The 
Deere family of smart ma-
chines, systems and solutions 
unlocks customer economic 
value through enhanced 
precision, automation, speed 
and efficiency.

Lifecycle solutions focus on the enterprise integration of 
Deere’s aftermarket and support capabilities to more effectively 
manage customer equipment, service and technology needs 
across the full lifetime of a John Deere product.

Deere will devote research and investment dollars to the 
most promising and profitable opportunities, and it plans to 
dramatically accelerate the speed it brings priority technology 
to market to drive value creation and capture it more quickly.

6 Skid-excavator. Mecalac, Norfolk, 
Massachusetts, introduces its newly 
updated MCR series line of crawler 

skid-excavators. The series includes three 
models: 6MCR, 8MCR and 10MCR, 
providing the swiftness of a skid steer with 
the 360-degree rotation of an excavator for 
versatility and improved travel speed.

The new MCR series features a 
hydrostatic transmission and a dedicated 
pump that drives the motor. Each of the 
three machines is capable of travel speeds 
up to 6.2 mph. The MCR series include 
Mecalac’s patented quick coupler, CON-
NECT, which allows operators to quickly 
transition between attachments without 
leaving the cab.

MCR units combine Mecalac’s 
three-part arm and a 360-degree rotating 
ability. The three-part arm can be tucked in 
allowing for extra mobility, resulting in true 
zero-turn radius.

Mecalac 
www.mecalac.com

5 Lighting. WAC Landscape Lighting, 
Port Washington, New York, intro-
duces its new Landscape Adjustable 

Beam Wall Wash Luminaire engineered 
to illuminate exterior spaces with integrat-
ed LED modules for maximum energy 
efficiency and a tough die-cast brass or 
aluminum construction.

The Adjustable Beam Wall Wash pro-
vides a lumen output ranging from 200 to 
1,550 lumens with a range of 3-25 watts of 
LED power, with onboard integral bright-
ness control. The LED luminaire delivers 
continuously adjustable NEMA architec-
tural beam distributions featuring multiple 
proportion options, with a uniform beam 
wash of light. 

Multiple flexible options are available. 
Choose from 2,700K or 3,000K color tem-
peratures and 12-volt or 120-volt system 
options. 

WAC Landscape Lighting 
www.waclighting.com

4 Charger. Delta-Q Technologies, Burn-
aby, British Columbia, Canada, has in-
troduced its latest sealed charger with 

the RQ350 for electric vehicles, outdoor 
power equipment and industrial machines. 
This new 350-watt charger was designed to 
meet automotive levels of product reliabili-
ty, improving machine run times.

The RQ350 has an IP66-sealed die-cast 
enclosure that can tolerate harsh appli-
cation environments and includes the 
integration of CAN bus. Delta-Q offers 
reliability and design flexibility to original 
equipment manufacturers integrating on-
board chargers. The new charger features 
over-voltage protection from the AC line 
and is compliant to a variety of worldwide 
regulations such as UL, FCC B/CISPR-14 
and UNECE R10.

The RQ350 also benefits from Delta- 
Q’s library of validated charge profiles that 
can be specified for each charger. 

Delta-Q Technologies 
www.delta-q.com
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9 Lubricant. ASV Holdings Inc., Grand 
Rapids, Michigan, introduces the Elite 
line of high-performance, heavy-duty 

lubricants.  The new engine oil, hydraulic 
oil and grease products are extensively 
tested for use in optimizing ASV equip-
ment and allow operators to do more work 
in more places.

The Elite line includes four premium 
products: ASV Elite 5W-40 heavy-duty 
full synthetic engine oil, ASV Elite 10W-
30 heavy-duty engine oil, ASV Elite zinc-
free 46 multi-viscosity hydraulic oil and 
ASV Elite Green Grease NLGI 2. 

The Elite line is Tier 4 Final approved. 
The products suit all conditions: heat, cold 
and maximum load and performance. The 
hydraulic and engine lubricants hold up to 
extremely high and low ambient tempera-
tures all year long. Products are available 
in grease tubes, gallon jugs, pails and drums 
exclusively through the ASV dealer network. 

ASV Holdings Inc. 
www.asvi.com

SUPPLIER IN THE NEWS
WorkWave releases green industry-specific software

7 Topdresser. Turfco Manufacturing Inc., 
Minneapolis, Minnesota, has intro-
duced its new larger-capacity, midsized 

CR-8 topdresser, designed for tow-behind 
use with minimum 30-hp tractors. It comes 
equipped with a 2-cubic-yard capacity, 
self-cleaning, galvanized steel hopper and 
patented Turfco WideSpin technology for 
precision-controlled, edge-to-edge spread 
up to 45 feet in width. 

The CR-8 can handle material includ-
ing lime, sand, wood chips, compost, stones, 
soil conditioners and grass clippings. The 
three-position hand-held switch allows 
users to start attachments before turning on 
the conveyor belt.  

The CR-8 rolls on a four-wheel-drive, 
walking high beam suspension system that 
minimizes the impact of the 12-foot long, 
1,421-pound (empty weight) machine on 
the ground. 

Turfco Manufacturing Inc. 
 www.turfco.com

8 Fountain. Kasco, Prescott, Wisconsin, 
has redesigned its 2hp-7.5hp J Series 
fountains. The redesign allows for sim-

pler installation and increased performance 
and pattern definition while maintaining 
the same cost of current models.

New and improved features of the 
redesign include increased water flow for 
large laminar patterns, no increase in power 
(amp) usage and the new three-tier Balsam 
pattern as a standard offering.  Kasco has 
also reduced the number of parts, the 
hardware needed and the steps required to 
assemble, with a one-piece tapered float, 
twist-lock nozzles and snap-on light clips 
(purchased separately). 

All 2hp units come standard with 
a three-year warranty with an optional 
extended five-year warranty available, while 
all 3hp and larger units now come standard 
with a five-year warranty. 

Kasco 
www.kascomarine.com

Holmdel, New Jersey-based WorkWave, a provider of cloud-
based software, released an industry-specific solution: Work-
Wave Service Lawn and Landscape. This solution was designed 
in conjunction with WorkWave’s current landscape custom-
ers to ensure that the software would enable them to drive 
increased efficiency and profitability, while offering a superior 
digital experience for their teams and customers.

With WorkWave Service Lawn and Landscape, users will 
utilize applications that feature industry-specific terms and 
designs, service set-ups and helpful content that will 

• improve digital presence and drive new sales through online 
booking, where customers can get quotes and book services 
online and access details from any mobile device.

• become more efficient by letting customers know when 
their landscaping crews are on the way via text, updating 

customers on the job sta-
tus, having them confirm 
appointments, and know-
ing where field employees 
are when they start a job 
through geotagging.

• save time and improve 
cash flow with integrated 
payment options, such as 
the ability to email customers or send an invoice with an 
electronic payment link after a job is complete and take 
payments digitally.

• access the software via one universal license, giving teams 
the flexibility to use WorkWave Service whether they are in 
the office or on the go.
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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.

Text "cut" to  
33988 US or  
33433 Canada*

Call 800-776-7690 or visit billygoat.com

*Data rates may apply
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GREEN INDUSTRY  MARKETPLACE • • 

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

BioFertilizer, Soil & 
Root Inoculant 

                        PLANT 
MAINTENANCE

Granules
Sustainable BioFertility for Turf & Ornamental

Face 
Masks

60% OFF

“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

For more information, go to 
www.irrigationshow.org.

Take advantage of these digital opportunities

IA University
Nov. 30-Dec. 4

Online classes offering 
course curriculum for 
irrigation professionals

Industry Insights for Landscape
September 2020-March 2021

Weekly webinar series on today’s  
relevant topics

Sponsored by

PLUS
IA UNIVERSITY
INDUSTRY INSIGHTS
NEW PRODUCT CONTEST
AND MORE



IT’S JUST AS IMPORTANT TO STAY CURRENT  
ON WHAT IS HAPPENING IN BETWEEN ISSUES.  

Check out our  
newsletters!

Weekly Newsletter
Packed with up-to-date 

information and articles to help 
contractors stay in the know

— WEEKLY —

Product Roundup
Showcases the latest and most 
innovative products available to 

the landscape industry
— QUARTERLY —

Video Vault
Provides product demonstration 

and instructional videos from 
landscape industry suppliers

— QUARTERLY —

Subscribe online:  www.igin.com/subscribe/L2V0DA

®

Receive industry  
news and insights 
straight to your inbox.
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HELP WANTED PRODUCTS

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.

Contact your account manager  
for more details.

Grow your business by
placing an AD today!

®

www.igin.com

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

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

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

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



• • BRANCHING OUT

50            Irrigation & Green Industry     August 2020 www.igin.com

New Jersey teens give back 
to community through 
their lawn care business 
Matthew Sullivan, a 14-year-old from Morris 
Township, New Jersey, who started a lawn care 
business last year, has experienced a boost in de-
mand in lawn care since the coronavirus pandemic 
began, according to an article on nj.com.

He’s expanded his business by employing other 
13- and 14-year-olds for mulching, weeding, leaf 
blowing, planting and fence painting. The busi-
ness, Leaf-It To-Us, donates 10% of its proceeds to 
a local Morris food drive.

In June, Sullivan and his partners Christian 
Vander Groef, Eric Ottaiano and CJ Piccola, pre-
sented local charity Help MorrisNOW with a $500 
check.

Though the company had originally been donat-
ing proceeds to St. Jude Children’s Research Hos-
pital, it switched to a local cause in its community 
this season.

Sullivan predicts that the company has made 
more than $8,000 total since its inception last sum-
mer and $5,000 since this April. Last year, they 
completed around two to three jobs a week. This 
year, they’ve scaled up to two jobs a day.

They plan to keep the landscaping business run-
ning as long as they can while maintaining their 
charitable giving.

AQUASCAPE AND AQUASCAPE 
ARTISTS OF THE YEAR INSTALL 
A WATER FEATURE FOR 
SHAQUILLE O’NEAL 
A team of  Aquascape Inc., St. Charles, Il-
linois, employees and Aquascape Artists of 
the Year installed a 22-by-50-foot ecosystem 
pond with a 70-foot stream for NBA Hall of 
Famer Shaquille O’Neal at his Atlanta home. 

The water feature project required 85 tons 
of moss rock and 35 tons of river rock. The 
pond is 3 feet in depth and pushes 25,000 
gallons of water per hour. Standout features 
of the pond include a 25-inch architectural 
block wall with a gas fire pit and three stacked 
slate sphere fountains flowing into the water-
falls and stream. One fountain sports a Su-
perman symbol as an homage to one of Shaq’s 
many nicknames.

A	CLOSER	LOOK	AT	THE	PAYCHECK	
PROTECTION	PROGRAM
The Paycheck Protection Program is a loan program that originated from the 
Coronavirus Aid, Relief, and Economic Security Act in response to the economic 
strain placed on businesses. The Small Business Administration disclosed an up-
date on the program that shows

• 4.9 million loans have been approved for a total of more than 
$521 billion.

• the program has about $132 billion in funding remaining.
• the average loan size is $107,000.
• 86.5% of all loans were for less than $150,000.
• applicants in California received the most money overall with 

$68.2 billion, followed by Texas at $41.1 billion and New 
York at $38.3 billion.

(Source: Small Business Administration, as of June 30) 

Did	you	know…
A soil moisture sensor can prevent overwatering 
and save an average home more than 15,000 
gallons of water annually. That’s more water than 
the amount in a 14-by-28-foot	swimming	pool.

One broken sprinkler head could waste 
up to 25,000 gallons of water and 
$90+ over six months. That’s equivalent 
to almost 600	bathtubs full of water.

(Source: Ewing Irrigation & Landscape Supply)

Photo: Leaf-It To-Us

Photos: Aquascape



A place to grow.

Brought to you by irrigated landscapes.
www.irrigation.org



Follow us on 
social media:

800.343.9464 | EwingIrrigation.com

Fall is right around the corner. 
Are you prepared for the Overseed season? Ewing offers 
three-way seed blends selected for their excellent 
performance in field trials. These seed bags are part of the 
EMPRO brand offers a consistent quality at a great value 

The Seed to Meet Your Needs

Are you ready to 
OVERSEED your turf?
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