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You’ll save yourself a 
lot of headaches by 
taking the time to learn 
how to do landscape 
lighting properly 
before stretching your 
business to support it.
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Irrigation & Green Industry

Instagram
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A learning opportunity

O
ne way that the landscape and ir-
rigation industry is unique is that 
there aren’t many other lines of work 
where you can decide to open up a 
completely new revenue stream al-
most on a whim. But that’s how a lot 
of contractors get involved in oppor-

tunities like landscape lighting.
There are a lot of skills that overlap with 

lighting and irrigation or landscaping. There 
are specific client goals to meet, but it’s of-
ten more an art form than a straightforward 
science. That said, if you forget the science, 
you’re likely to run into problems quickly. 

Many landscape professionals picked up 
the job with just a truck and a mower with-
out much direct experience otherwise. When 
you’re spending so much of your time work-
ing just to make ends meet, it’s hard to notice 
that you’re actually also learning. Over time, 
you’re teaching yourself what works and what 
doesn’t. You don’t stay in this business long 
without doing at least a little bit of that. 

With so much of the industry being a 
self-teaching experience, it’s easy to think 
that adding another option like landscape 
lighting shouldn’t be too difficult. And while 
it’s definitely possible to just pick up a kit and 
figure it out as you go, you’ll save yourself a 

lot of headaches by taking the time to learn 
how to do landscape lighting properly before 
stretching your business to support it. 

You probably did similarly with landscap-
ing skills without directly realizing it. Maybe 
you worked with a boss or mentor who was 
able to show you the ropes without as much 
of the personal stress, or you dug into a busi-
ness or horticultural program in school. 

Lighting landscape specialists tell me that 
often the best way to approach this as a con-
tractor is to reach out to other professionals 
and do what you can to learn from them. 
Maybe you can look outside your immediate 
region to find a new colleague, or get con-
nected through a professional organization 
like the Association of Outdoor Lighting 
Professionals. It might make sense to have a 
specialist subcontract lighting for you as you 
learn. That way you see what works for you 
and have a professional nearby in case you 
need a hand. Either way, you’re learning. 

The day-to-day landscaping life is a school 
of sorts, but there are all kinds of teachers 
available to make it easier if you look for 
them. Just because you can learn by trial and 
error doesn’t mean you should. Especially 
with a new potential new revenue stream, 
that could be a very costly education.  



FUTURE BUSINESS 
GROWS IN SILENCE

Today’s green spaces need modern care. Husqvarna’s lightweight, powerful and durable battery 
tools are long-lasting, quick to change and have zero direct emissions without compromising on 
performance. They are also much quieter than their gas equivalents so you can start earlier, finish  
later and get more work done – without disturbing the surroundings. More and more professionals 
are switching to Husqvarna so they can grab a piece of the action. Visit Husqvarna.us/demo to  
sign up for a free demo and you’ll see what we mean.

GET MORE DONE WITH LESS NOISE. HUSQVARNA PRO BATTERY RANGE.
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Investors Corner

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

    Last trade (7-14-21)  52-week low  52-week high; Source: Bloomberg.com

15.01g g gg
11.65

gg 18.30

g g 19.98gg
13.38

gg 21.77

g g 15.72

gg 19.17

g g 215.19gg
130.21

gg 246.69

gg
170.90

gg 400.34

g g 79.08gg
52.12

gg 87.27

g g 107.09gg
98.16

gg 123.66

g g 46.22gg
44.24

gg 61.23

g g 470.88gg
280.45

gg 478.67

g g 180.75gg
141.25

gg 254.34

g g 171.30gg
110.41

gg 206.26

g g 66.69gg
31.82

gg 70.68

g g 110.59gg
68.12

gg 118.13

g g 146.11gg
82.77

gg 147.82

gg
10.93

g g 350.77

STOCK
UPDATE

g g 50.09gg
37.79

gg 54.39

Makita Corp.  
(OTC: MKTAY) 

Koninkijke  
Philips NV
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SiteOne
(NYSE: SITE) 

Textron Inc.
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The Toro  
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(NYSE: TTC) 

Watts Water  
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(NYSE: BASFY)

BrightView  
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DuPont de  
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Pool Corp.
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POOL)

Boulder, Colorado-based Scythe Robotics, 
a commercial-grade autonomous robot-
ic solutions company for the landscaping 
industry, announced its $13.8 million in 
Series A funding led by Inspired Capital 
with participation from existing investors 
True Ventures, Zigg Capital and Lemnos, 
bringing the company’s total funding to 
$18.6 million. The new investment will be 
used to grow the company’s existing op-
erations in Texas, Florida and Colorado, 
while it expands with new customers and 

accelerates development of further prod-
ucts. The company was founded in 2018 
by Jack Morrison, Isaac Roberts and Davis 
Foster.

“To date, commercial landscape con-
tractors haven’t had a technology partner 
who enables them to keep up with demand 
and to operate emissions-free. We are that 
partner,” says Jack Morrison, co-founder 
and CEO of Scythe. “Our autonomous 
mower gives them the ability to grow their 
business while staying green. It’s designed 
from the ground up to be an order of mag-
nitude more reliable, more productive and 
safer than any existing machine by incor-
porating state-of-the-art autonomy with a 
rugged, all-electric design.”

The Scythe autonomous mower fea-
tures eight HDR cameras and a suite of 

other sensors to identify and respond to 
the presence of humans, animals and other 
potential obstacles. The machine, which is 
all-electric and was designed in-house, also 
captures property and mower performance 
data.

Scythe’s autonomous mowers are pro-
vided in a robot as a service model. Instead 
of buying machines outright, customers are 
billed by acres mowed. 

Scythe Robotics raises $18.6M in funding  
to grow robotic mower company

“Our autonomous mower gives them 
the ability to grow their business while 
staying green.” 

– Jack Morrison, Scythe Robotics
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Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 



One fixture, 
multiple lumen levels.

Our Variable Lumen Output (VLO) product line with Lumen Effects System 
allows you to switch between lumen outputs easily within one fixture – all with 

the use of the Magnetic Key. Giving you and your team the flexibility to adjust on 
location before or after the initial installation has occurred.

© 2021 Kichler Lighting LLC. All Rights Reserved.

Learn more at Kichler.com/VLO

The Advantage of our VLO Product Line

Lumen Effects System eliminates the need to 
mechanically adjust or open the fixture, supporting 
product longevity.

Flexible Lumen Levels allows you to set and adjust 
the lumen levels as the landscape needs change.

Sealed and fully encapsulated to safeguard from 
water ingression and the outdoor elements – helping 
to extend the life of the product.

Versatile IP66-IP68 rated design provides protection 
against dust particles and water including powerful jets 
or submersion, based on rating. 

4,000-to-6,000-volt system surge protection 
protects against power surges and irregularities, 
especially when paired with one of our transformers.

10-15 Year Limited Warranty. For details visit 
Kichler.com/Warranty

© 2020 Kichler Lighting LLC. All rights reserved.  |  STLD20013

See the entire VLO product line at Kichler.com/VLO

TROUBLE SHOOTING 

Fixture does not illuminate  Verify power connections. Review installation guide for installation problem. Ensure manual  
reset breaker has not been tripped.

Fixture flashes  Verify load calculations for the installation. Check voltage at affected fixture. Verify you are  
on 15V output tap. 

Fixture turns off  Verify power connections. Review installation guide for installation problems. Ensure manual 
reset breaker has not been tripped. Check voltage drop at fixture.

Fixture trips breaker  Check installation for a possible short or overload state. Isolate the identified short and replace 
affected fixture or remove fixture(s) installed in overload.

Fixture returns to original The fixture has to be powered on for 2 minutes after final adjust to exit programming mode. 
lumen output

LISTING
UL 1838 Issued: 2003/01/13 Ed: 3 Rev: 2015/01/13 Low Voltage 
Landscape Lighting Systems. 

CSA C22.2#250.7 Issued: 2007/11/01 (R2012) 

Ed: 1 Extra-low-voltage landscape lighting systems – General 
Instruction No. 1: 2008.

FCC Part 15, subpart B, Class B

DISCLOSURE
1.    Chip binning ranges: (2700K 80+ CRI: 3 step), (3000K 80+ CRI: 3 step). LED chip data measured in 

accordance to IES LM-80.

2.  Fixture has a 90% confidence luminous flux range to stated 3000K CCT target. Photometric  
(flux and color) data has been measured in accordance to IES LM- 79.

3.  Actual efficacy value can be calculated as follows: Lumen value divided by average power 
consumption. 

4. Do not extend beyond the recommended maximum run length. 

5. Recommend product be installed with 10 or 12 gauge wire. 

6.  Recommend 80% load/20% overhead rule for fixture load planning in reference to the power 
source. Calculating fixture loading this way provides additional resource for fixture adjustment 
and loss due to voltage drop due to wire run lengths. 

7.    We reserve the right to modify and improve the design of our fixtures without prior notice. We 
cannot guarantee to match existing installed fixtures for subsequent orders or replacements in 
regards to product appearance, CCT, or lumen output. 

8.  Damage caused by misuse (including use for an unintended application) or improper or incorrect 
installation, maintenance or repair, including failure to follow the applicable care and cleaning 
instructions, is not covered by our warranty.

ADVANCED PRODUCT SOLUTIONS  
(APS) & LAYOUT TEAM

Have installation issues or a product and 
location inquiry? We have you covered. Our 
APS team can provide you with technical 
guidance and professionally designed 
landscape lighting layouts free of charge. 

Visit Kichler.com/APS, reach out to us 
at layouts@kichler.com, or by phone 
Monday - Friday, 8:00 am to 6:30 pm EST, at 
844-KICHLER (844-542-4537) to get started.

VLO 12V LED Mini Wall Wash 16026

WARRANTY
Backed by our 15 year limited warranty.  
Visit Kichler.com/Warranty for details.
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 QUICK
 TAKES

Wayne Ulanski retires 
from	SVF	Flow	Controls
SVF Flow Controls, La Palma, 
California, announced that Wayne 
Ulanski is retiring as president of 
the valve and automation compa-
ny. Not only has Ulanski led the 
company, he has also written many 
white papers, articles and books 
throughout his career.

Ewing	opens	first	location	
in Knoxville, Tennessee
Phoenix-based Ewing Irrigation & 
Landscape Supply opened a new 
location in Knoxville, Tennessee, 
its first in the city. The nationwide 
distributor has three additional 
locations in Tennessee, in Nash-
ville, Murfreesboro and Cordova, 
with additional plans to expand in 
the state.

Hunter Industries releases 
newest	Corporate	Social	
Responsibility report
Hunter Industries, San Marcos, 
California, released its ninth- 
annual Corporate Social Responsi-
bility report. 

The company’s successes include 
the creation of a CSR communi-
cation team, the development of a 
CSR-focused employee training 
program and the implementation 
of energy and waste reduction 
projects.

Masuen	Consulting	names	
new	director	of	sales	and	
marketing
Masuen Consulting LLC, New-
port, Washington, added Jon Peters 
to its team as the director of sales 
and marketing. Peters joins with 
more than 30 years of sales and 
business development experience 
in agriculture, soil moisture sensing 
and irrigation central controls.

This month’s online exclusives
Read these articles available only on 
www.igin.com!

New	House	bill	to	potentially	
expand	seasonal	worker	
program
H.R. 3897 would allow 160,000 
seasonal workers every year among 
other changes.

Keeping	up	with	California
Green industry professionals collabo-
rate using smart water practices.

  Software

Hindsite names new CEO
HindSite Software, a business manage-
ment software for the field service industry 
based in St. Paul, Minnesota, announced its 
founder, David Crary, will step back from 
operations and take on the role of owner 
and chairman. Ted Rightmire will become 
CEO of HindSite. Rightmire brings ex-
tensive experience leading software devel-
opment teams and working with clients to 
grow their businesses.

“I cannot think of a better person than 
Ted to lead HindSite into the future and to 
continue the partnership with you that we 
value so highly,” says Crary.

  Irrigation

Underhill International Corporation mourns passing of Gary Underhill
Gary Underhill, founder of Underhill International Corporation, Irvine, California, 
passed away at the age of 84 on June 22, according to company President Ed Underhill, 
Gary’s son.

Ed provided Gary’s obituary, which partially follows:
It is with heavy hearts that we announce the passing 

of Hurshel Garrison “Gary” Underhill. Born in Wichi-
ta, Kansas, Gary passed away peacefully at the age of 84 
on June 22, 2021, in San Juan Capistrano with his loving 
wife at his side. Fittingly, on that day, every member of 
Gary and Dee’s family was together on a joyful vacation 
– the kind of gathering Gary most loved to plan with and 
for his family.

Upon completion of his service in the United States 
Navy, Gary began business school at Stanford University, 
which led to a career at Rain Bird Corporation in Glen-
dora, California, which Gary helped lead to global suc-
cess. With irrigation and water conservation as his two 

great passions, Gary left Rain Bird to establish his own irrigation company, Underhill 
International Corporation.

Gary was a lover of nature and ahead of his time as a water conservationist. He was an 
avid reader and learner throughout his life. Most of all, Gary loved his friends and family. 
There was always an extra seat at the table. His home was your home and when you left, 
you would be well fed over a meal that included a deep and meaningful conversation. 

Gary leaves his wife, Dolores “Dee” Underhill; three children – Charlene Underhill 
Miller ( John), Stephanie Bollenbacher (Michael) and Edward Underhill (Karina); six 
grandchildren – Katelyn Quintero (Matt), Garrison Bollenbacher (Bethany), Madison 
Underhill, Austin Underhill, Morgan Underhill, Matthew Miller; and one great grand-
daughter, Olivia Grace Quintero. Gary will live in our hearts forever as we all seek in our 
own lives to carry on his legacy and values. 

TO COME
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  Equipment

The Home Depot launches online  
rental reservations
The Home Depot, Atlanta, launched 
its new “Rent Online, Pick-up In Store” 
technology at its 1,300 rental locations.

From demolition tools like breakers 
and concrete saws to landscaping tools 
like tillers and sod cutters to trailers and 
moving vehicles, customers can now re-
serve and rent equipment online up to 30 
days in advance.

“This new online technology saves pro 
and DIY customers time and trips to the store because they can conveniently check equip-
ment availability and reserve what they need in advance to get in and out of our rental 
centers more quickly than ever,” says Richard Porter, vice president of The Home Depot 
Rental. “For urgent needs at the job site or in the midst of that weekend project, customers 
can also check availability at multiple locations and make reservations on their phone or 
other mobile device.”

After piloting online reservations in the Atlanta, Charlotte and Houston markets, The 
Home Depot has made the system available to rental customers across North America.

  Acquisition

KKR to acquire home services platform Neighborly
Global investment firm KKR, New York, will acquire Neighborly, Waco, Texas, a provid-
er and franchisor of home service brands, from Harvest Partners. Financial details of the 
transaction were not disclosed. The transaction is expected to close in Q3 2021, subject to 
regulatory approvals and other customary closing conditions.

Neighborly has built a network of more than 4,800 franchises both in the U.S. and 
internationally.

“Today’s milestone is a strong validation of our business-building strategy and differ-
entiated ability to deliver essential home services,” says Mike Bidwell, president and CEO 

of Neighborly. “We are excited to em-
bark on our next chapter of growth 
with KKR’s support and global ex-
pertise and look forward to continu-
ing to be a partner of choice for both 
customers and franchise owners in the 
years to come.”

“In a large and highly fragmented 
industry, Neighborly stands out for its 
differentiated strategy of bringing to-
gether adjacent services under a diver-

sified and tech-enabled platform, and — most importantly — for its unrivaled dedication 
to customer service,” says Felix Gernburd, managing director at KKR. “We are thrilled to 
be investing in the Neighborly team as they continue to execute on their mission: enriching 
people’s lives by delivering amazing experiences.”

“We are pleased to have worked with Mike and his team to continue building the pre-
mier residential service provider providing services that consumers need to repair, maintain 
and enhance their homes,” says Nicholas Romano, partner at Harvest Partners. “Thoughtful 
investments in technology and human capital have resulted in a platform positioned for 
accelerated growth in the coming years.”

  Acquisition

ServiceTitan to acquire Aspire
ServiceTitan, Glendale, California, entered 
into a definitive agreement to acquire As-
pire Software, St. Louis, Missouri. The deal 
would represent ServiceTitan’s second ac-
quisition announced this year, following the 
company’s acquisition of ServicePro.

ServiceTitan also closed $200 million 
in Series G financing, led by new investor 
Thoma Bravo, a software investment firm, 
that values the company at $9.5 billion.

Founded in 2013 by Mark Tipton and 
Kevin Kehoe, Aspire serves commercial 
landscapers that collectively count more 
than 50,000 users and perform roughly $4 
billion in annualized transactions across 
landscaping, snow and ice, and construction. 
As a part of the acquisition, Aspire will con-
tinue to build its business in St. Louis with 
the support and investment of ServiceTitan.

ServiceTitan surpassed $250 million in 
annual recurring revenue in March, having 
grown more than 50% over the previous 12 
months. With the additional capital, Ser-
viceTitan will continue to invest in research 
and development, growth and customer ser-
vice, following the launch of the company’s 
customer support center in Salt Lake City 
in May. ServiceTitan is hiring across the 
board.

  Equipment

Central Boiler Companies named a top 
workplace in Minnesota
Greenbush, Minnesota-based Central Boil-
er Companies, parent company to Altoz 
outdoor power equipment, has been named 
one of the Top 175 Workplaces in Minne-
sota by the Star Tribune.

Central Boiler ranked 29th on the mid-
size company list. Only 6% of companies 
that applied received this recognition.

“Central Boiler provides many people in 
our area with not just a job, but a career,” 
says Matt Schaumburg, production man-
ager. “They care about their employees like 
family and invest in their safety, health and 
professional development. So, it is not a sur-
prise that they were ranked so highly in this 
competition.”
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Gary Horton, MBA, is CEO of Landscape Development Inc., a green industry leader for over 35 years with offices 
throughout California and Nevada. He can be reached at ghorton@landscapedevelopment.com.
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“W
ould you like fries with 
that?” Perhaps the most 
famous add-on pitch, 
ever. It’s easy, quick and 
most folks will go for 

those fries, especially with that savory salty scent sur-
rounding the burger spot of your choice.

Add-on sales pitches exist for a very logical rea-
son. They are the easiest way for retail sales venues to 
add high margin revenue dollars to their sales. How 
easy? The customer is already there, cash in hand. The 
customer already likes your products. The required 
effort to “add on” one more item, especially a smaller 
value item, is minimal. And the process is almost au-
tomatic as the customer is already in a buying mood, 
not “just looking.”

Maintenance contractors have long known that 
enhancements are where the money is. You’ve got 
the base maintenance contract. You already have the 
customer. They already apparently trust you, and you 
get to advise a captured client on additional goods 
or services they need or will benefit them. General-
ly, there’s no competitive bidding on enhancements 
because you’re the sole landscape service provider on 
the project — allowing you extra elbow room on your 
pricing.

This brings us to outdoor lighting. Few additions 
to landscapes upgrade the appearance and increase 
client satisfaction like quality landscape lighting. A 
gorgeous landscape that had previously been feature-
less and masked by darkness at night suddenly comes 
to vibrant life with the addition of well-designed, 
quality lighting. 

You know your client, be it for an initial landscape 
sale or for maintenance of an existing site. Adding 
lighting is natural to your client conversations and 
the upsell is particularly easy because the payoff is 
so obvious and beneficial. Increased security? Yes! 
Nighttime beauty? Absolutely. Safety for visitors 
in your yard? No one wants a trip-and-fall case to 
litigate. Outdoor lighting can be designed to cover 
an extremely wide range of client price points and 

Add-on sales 
pitches exist  
for a very 
logical 
reason.

preferences, allowing you to overcome any pricing 
objections that may arise.

There are dozens of reasons your clients should 
have outdoor lighting. You just need to explain and 
demonstrate the benefits. This is an ideal use for a 
notebook computer or tablet. Show customers be-
fore and after photos and demonstrate how lighting 
nowadays can be easily custom-controlled, timed, 
automated and animated. Lighting almost sells itself 
when properly demonstrated.

And more great news: Thanks to the advent of 
dependable LED outdoor bulbs, lighting costs less to 
install — fewer transformers, wire, etc., and it costs 
much less to run than ever before. Bulbs almost last 
forever so the hassle of clients complaining of burnt-
out bulbs is almost nonexistent.

What about improving your business results? You 
already have all the tools to add lighting to your ser-
vices. Your incremental cost of pushing lighting sales 
is almost zero. You maybe need a notebook and a few 
cut sheets explaining the benefits. Lighting is gener-
ally a modest add to existing jobs or sales, so tuck-
ing in enhanced margins are unlikely to upset any 
deal or relationship. Lighting upsells get bolted onto 
your jobs, which already have overhead costs covered. 
Nearly all your lighting sales margin drops right to 
the bottom line. Finally, lighting installs fast, so the 
dollars flow back to you quickly. 

There’s lots of ways to grow your business. Get-
ting brand-new customers every time is the tough-
est road to success. Instead, adding additional high- 
margin, valuable services like lighting installation 
and modernization to existing clients raises revenue 
and profits quickly and easily.

Next time you meet with a client, remember the 
extended warranty at the car finance desk or the 
$49.99 phone case at the Apple store. These folks 
know what they’re doing, and you should follow their 
example. 

Add-ons like lighting are the easiest way to im-
prove your bottom line without all the hassle of full-
on business investment and expansion. 

By Gary HOrTOn

A light upsell
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By Kevin Smith

Getting started

The landscape lighting business has been 
picking up steam for many years. More fam-
ilies are looking for enhancements to their 
outdoor spaces. When do they get to enjoy 

these spaces? Well, mostly in the evening hours and 
weekends. Lighting is now a key element for these 
outdoor environments. 

If you are a contractor and do not yet offer lighting 
for your projects, you may want to investigate add-
ing it to your services. Before you embark on this new 
venture, here are some steps to follow that can help 
with your decision:

Find a mentor. A mentor can help you understand 
what to expect by sharing their professional expertise 
and offering guidance and recommendations. Profes-
sional organizations often have mentors available, as 
does the Small Business Administration.

Consider costs. If you are currently a contractor, 
your startup costs could be rather minimal. More than 
likely, you own many of the tools to get started. Add-
ing lighting to your website and truck logos would be 
a minimal cost. In the startup phase, keep inventory 
low. Typically, your local distributor will have enough 
inventory on hand for you to at least start a job. Keep-
ing your initial costs low helps you make profit faster.

There are many opinions on advertising, so these 
are just the tip of the iceberg. Social media is a great 
and low-cost option to get your name out there. You 
may want to investigate some local business groups, 
like Rotary Club or your chamber of commerce. By 
becoming a member, you may have the opportunity to 
speak about your company and all your services. 

Assess your competition. It is important to 
know who is performing landscape lighting services 
in your area. Research other lighting companies and 
check out their process and service areas. This can help 
you find opportunities and formulate a game plan. 

It is a good practice to always show respect for 
your competitors. At some point, you may want to in-
troduce yourself to them. There is always a possibility 

of becoming friendly competitors. You may need each 
other’s help some day. 

Research licensing. Be sure to check out any 
additional license requirements. In many areas, an 
irrigation contractor’s license allows for the installa-
tion of electrical at 30 volts and below. Several states 
allow only a licensed electrician to install low-voltage 
landscape lighting, while other states have a special 
low-voltage license. This is the same license that Wi-
Fi and communication contractors carry. 

Because all states have different requirements, you 
should find out the license requirements relevant in 
your area. 

Research certifications. There are several or-
ganizations that can help you become certified as a 
landscape lighting technician or a landscape lighting 
designer.

The Association of Outdoor Lighting Profession-
als offers training and certification courses to become 
a Certified Low Voltage Lighting Technician or a 
Certified Outdoor Lighting Designer. The Interna-
tional Landscape Lighting Institute offers an inten-
sive course created by world-renowned landscape 
lighting designer Janet Lennox Moyer. 

Seek proper training. Seeking proper training is 
a great way to break into the business. Many land-
scape lighting manufacturers and distributors offer 
in-field and classroom training. Look for training that 
includes more than just product knowledge. While 
product knowledge is important, when you are new to 
landscape lighting it is best to find a class that offers 
the basics, as well as hands-on training. 

A good training class will teach design and instal-
lation techniques. Some partners may even accompa-
ny you on your first night demo and installation. 

The landscape lighting business is one of dedica-
tion and passion. If you are already a contractor in the 
green industry, consider offering landscape lighting to 
your clients. 

Seeking 
proper 
training is  
a great way  
to break  
into the 
business.
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Effective landscape lighting can create a 
strong emotional reaction for homeown-
ers. In many cases, they’re often looking 
for lighting to add a sense of drama to the 
property. One of the more practical uses of 

landscape lighting is to provide security both in path 
lighting and outdoor living spaces.

But a design focused on safety doesn’t have to skip 
out on aesthetics.

Solid landscape lighting practices create 
a security design that WOWS clients.

Safe
Sound

and

By Kyle Brown
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Using low-lumen lights spaced 
out along the perimeter of a 
property illuminates the space 
more effectively without harsh 
glare. Photo: Light It Right

START ON THE PATH
The first step in for a security lighting design for 
pathways is similar to many other landscape lighting 
situations, says Matt Carli, COLD, lead designer at 
Moonlighting Landscape Lighting Systems, Charles-
ton, South Carolina. You need to think about how the 
client is using the space.

“Our first thought is ‘How do you get in and out? 
What’s your main route into the house?’” Carli says. 

Clients will point out the front or side door, and that’s 
where the design starts. “Then I think about how you 
get from point A to point B.”

Andrew Thomas, COLD, CLVLT, owner of 
Viewpoint Lighting, Sacramento, California, tries to 
use early conversations on path lighting to educate 
the customer on what he sees as the main reasons to 
have a light on a path. It may seem counterintuitive 
at first, but his design philosophy is to remove lights 
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whenever possible. The first reason is to mark the be-
ginning and end of the path, points A and B. Second, 
a light should be placed to indicate changes in direc-
tion, and finally, any changes in elevation.

“If you’ve got a smooth, clear concrete walkway 
that’s 4 feet wide, with no steps or movement to it, 
you don’t need a lot of path lights,” he says. “My aes-
thetic approach is to only use those path lights where 
you need them.”

Thinking about how the area will be used is also 
important for working with outdoor living spaces, says 
Brandon Kuehler, CLVLT, COLD, president at Light 
It Right, Katy, Texas. Whether it’s still in construc-
tion or finished, get an understanding from the client 
about what the space is used for, and what they’d like 
to use it for. Identify the key points and gathering ar-
eas, and determine if clients plan to sit outside more 
often, or if they’ll be seeing it mostly from indoors.

That first design discussion with the client is also a 
great time for education, says Kuehler. “What they’ll 
say is, ‘I want to be able to see everything.’ From where 
you’re coming from in a design standpoint, you’re say-
ing, ‘It’s sometimes better if we can spread it out cor-
rectly and you’re not getting a lot of glare.’” A client 
looking for security lighting will often come in with 
multiple ideas, some that will just wash out the area. 
Kuehler always tells the client that their plan is doable, 
but his approach will be cheaper and better-looking 
with less glare. “I really try to educate them on that.”

The way that clients think of security lighting is 
to alert the homeowner or scare people off. Thomas’s 
approach is to guide the client toward thinking about 
an outdoor living space design that’s more aestheti-
cally pleasing, and then address remaining security 
concerns once that’s taken care of.

“My method is usually to ask, ‘How do we make 
the landscape presentable and usable, and so the client 
is happy with it?’” Thomas says. “Once we do that, we 
look at if the design addresses safety and security is-
sues. If it does that, then we stop.” Only if the design 
doesn’t cover those issues does he add lights to fill in 
the blanks.

SEE THE EFFECT
When lighting a sidewalk or walkway, landscape 
lighting professionals aren’t likely to just place lights 
alongside, says Carli. 

“We try to avoid path lighting when we can, just 
because we’re trying to go for the less visible fixture, 
or less visible technique,” he says. “We want you to see 
the effect, not the fixture.”

His designs generally start by looking at the sur-
roundings to see how he can get light to the ground 
without having it pool into sharp spotlights. One of 
the better options is to look for nearby trees.

“Usually our first method is that we want to go to a 
tree, anywhere from 24 to 40 feet up,” says Carli. “We 
try to shine a light down onto the ground plane to 
make that safer with a more natural look, as opposed 
to just having a row of path lights that lead you to the 
front door.”

That’s not just about aesthetics. Carli says you can 
get more light from a single well-placed fixture higher 
up than three path lights.

“If I can save the client a few dollars and add just 
one downlight as opposed to three path lights and 
make it just as bright if not brighter, that’s the route 
we’re going to go toward,” he says.

Using the tree’s height to your advantage can make 
an aesthetic difference as well, as the lower the down-

Make use of landscaping and 
structures like pergolas to 
avoid placing lights directly 
on the path while mimicking 
more natural lighting. Photos 
above and right: Light It Right

We want 
you to see 

the effect, 
not the 
fixture.

– Matt Carli, Moonlight 
Landscape Lighting Systems
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light is, the more likely it will make a hotspot on the 
ground, Carli says. The higher you are, the better you’ll 
be able to spread that light around. If you’re working 
with a 50-foot tree, placing a light at 40 feet will create 
a more gentle light than one placed about 10 feet off 
the ground. 

“At the lower height, you’ll have a really deliberate 
circle of light that doesn’t look natural,” he says. “It 
takes some perfecting of the craft and being comfort-
able with heights for a more successful design.”

Working with placing lights in trees means taking 
the proper safety precautions during installation, Carli 
says. 

“It’s definitely much easier to put a path light in 
the ground than it is to put a light in a tree, so bear in 
mind safety protocols,” he says.

Glare and overlapping lights can be a major issue 
for path lighting as well, says Kuehler. Make sure to 
use lights that have the proper shielding or shroud to 
keep homeowners from having to look directly at light 
sources. Frosted lenses can be useful here, or honey-
comb louvers. 

“Use the right fixture for the right project with the 
accessories that will help,” Kuehler says. “Too much 
light is not always a good thing, especially if you’re on 
a reflective surface.”

Keep in mind that you’re trying to emulate ambi-
ent outdoor light, just guided along a specific route, 
Carli says. While it may seem like a good idea to just 
place lights at regular intervals, it makes a stifled de-
sign.

“We don’t want to have a runway,” Carli says. 
“We’re trying to mimic natural moonlight through 
our downlight.”

Using nearby landscaping can serve a dual pur-
pose, he says. You can light up a pathway for safety 
while also making a focal point out of a key tree or 
shrub. It’s important to understand how a fixture 
throws out light, and the right spacing between them. 
A good rule of thumb is anywhere between 10 and 20 
feet will allow a transition of light to dark to make a 
design that’s more subtle.

Another effective approach is to stagger light in-
stallation back and forth from the left and right sides 
of the path, says Kuehler.

“It really draws your eye down the path,” he says. 
“A path is leading to some other space.”

With a more naturally spaced design, it allows 
the contractor to use that light to create focal points 
throughout the walk, and to bring attention with spe-
cific lighting to areas that require more care such as 
steps or changes in elevation, he says. Even with those 
installations, try to use products that will provide light 
effectively without having a large fixture in sight.

It also creates a rhythm in the lighting that can 
give the path a narrative and allow it to be more than 
just a walkway, says Thomas. Try not to approach path 
lighting just as a mathematical problem but more like 

a design element. “If there’s nothing to see between 
two points, let that light draw you in to the next area.”

Whatever you do, avoid placing lights directly into 
grass, Carli says. 

“That’s an easy way to make an enemy of a client,” 
he says. “They’re mowing their grass or weed-eating 
or their maintenance company is doing it, and they’re 
constantly knocking it over or breaking it.”

If you absolutely have to place a path light in the 
grass, use a heavier bollard light that can withstand a 
little more traffic, Carli says.

Beacon-style marker lights can be an option to 
avoid placing lights in grass, says Thomas. One of his 
best tricks for dealing with an area that needs a light 
but would require placement in sod is to develop the 
area into a landscaped bed. 

“I’m not going to put a light in the lawn,” he says. 
“Let’s carve up a three-foot strip, throw in a couple 
rocks and a couple plants. Now we have something 
interesting that breaks up the line of the path. It gives 
us a buffer so we can put the path light there.”

CRAFT YOUR STYLE
It takes practice to develop the skills to build a sig-
nature lighting design that satisfies clients, Carli says. 
Talk with other professionals who aren’t direct compe-
tition to pick up tips. 

While it can be helpful to the contractor to nar-
row their focus down to a single manufacturer, each is 
going to have its own strengths and weaknesses, Kue-
hler says. “I use different suppliers for different jobs,” 
he says. “It’s not a one-size-fits-all type of thing.” If a 
contractor sticks with just a single set of products, that 
limits some of the overall design options. 

“The customer is missing out, and I think there 
could be better products to design things the best way 
they can be,” he says.

Incorporate different lighting 
settings for clients to provide 
options between general 
aesthetic lighting and a more 
comprehensive view of the 
area. Photo: Light It Right

Use layers 
of lights 

to fill out 
a design, 

rather than 
a few high-

powered 
fixtures 

washing out 
the area.
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An outdoor living space design should use a focal 
point or accent to start with and build out from there, 
Carli says. A signature tree or decorative landscaped 
area can serve as an origin to develop layers of softer 
light to blend it together. Seating areas are critical to 
note so lighting is placed to avoid glare.

“You don’t want a fixture too high overhead, oth-
erwise you’re going to be looking into a light source,” 
Carli says. Look for structures that can be used to cre-
ate cover for the lights or introduce a small amount of 
café lighting to the design. Specify fixtures that will 
have proper shielding to avoid a “glare bomb.”

On top of shielding, some fixtures have options 
like frosted lenses that can diffuse the light effectively, 
says Kuehler. While you’re working with the seating 
area, also make it a point to take into account other 
viewpoints. If there’s a pool or water feature, make 
sure glare won’t be picked up off the reflection. A fire 
pit or other recessed area can put guests at eye level 
with fixtures in other areas without the right planning.

Make sure that any lights placed in the outdoor 
space are installed in such a way that they can be eas-
ily serviced in the future should the need arise, says 
Thomas. 

When developing a security lighting plan for an 
outdoor living space, it can be easy to overlap lights to 
cover every inch. That actually works against your goal, 
says Kuehler. A contractor can place just a handful of 
lights right on the house or the property to make it as 
bright as possible, but “you want to see people walking 
up, or see the dark spots in the yard. You’re better off to 
widen the perimeters and use lower lights and using 
more of them rather than a super bright light.”

Glare control in that design is also key, especially if 
the plan is to see more of the property, he says. Hiding 
the light source while keeping the light in a useful po-
sition will make a big difference for clients. 

It can be easy to try to compensate for using fewer 
fixtures by using brighter bulbs, but that exacerbates 
the problem, says Thomas. It can start a cycle of con-
tinuing to push for brighter lights to pick up the dark 
spots in the design, when what’s really needed is more 
layers of lower light.

Keep in mind that security lighting doesn’t have 
to always be on, says Carli. It’s often better to build a 
design that can operate different lighting sets as the 
client needs them. For some situations, the client will 
want general aesthetic lighting for the outdoor living 
space. Other times, they’ll want a more comprehen-
sive view of the area. Use a smart system or Wi-Fi 
controls to give the homeowner more direct control 
over their options.

Remember that even with security lighting as a fo-
cus, the outdoor living space is meant to be an area for 
relaxation, he says.

“When they’re in their outside spaces, they want 
that atmosphere,” Kuehler says. He suggests dimmers 
to help provide additional layers of control as the cli-
ent needs them. “If they’re so bright that when you 
turn it on it just lights up everything in the backyard, 
it’s kind of killing that whole atmosphere and ele-
gance that you were going for.” 

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

Avoid using harsh downlights 
on paths. Instead, place lights 
to indicate the beginning, end 
or a change in elevation or 
direction. Never place a light 
directly in the grass. Photos 
above and right: Moonlighting 
Landscape Lighting Systems
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T he volleyball court is a great 
place to earn a nickname. Pam 
Dooley says hers wasn’t a very 
intimidating one, but it was 
very appropriate. Her team-

mates on the Central, South Carolina-based 
Southern Wesleyan University volleyball 
team called her Plants. 

She earned the nickname because she 
knew a lot about flowers, shrubs and other 
photosynthesizing species. As a teenager, 
she worked alongside her grandfather at a 
local nursery in Indiana where she grew up. 
During college she enrolled in horticulture 
classes at nearby Clemson University.

In 1996, she got to put those horticulture 
skills to use at the Olympic Games in Atlanta. 
Her job was interiorscaping for the athletes’ 
accreditation center where the athletes would 
go to pick up their credentials. Dooley’s job 
was to care for the plants inside the center. 
Even though “Plants” herself wasn’t compet-
ing in the games, being up close to the ath-
letes was an incredible experience.

“It was like a dream job for me because I 
got to see all these teams and all these people 
coming through,” says Dooley. “It was just a 
really cool summer job.”

It was also Dooley’s first exposure to At-
lanta. She decided to move to the city in 2003 
where she began working for a family garden 
center with production greenhouses. 

“I knew plants very well and had a job 
opportunity to do account management for 
commercial property maintenance. I knew I 
would learn about two things I knew nothing 
about: irrigation and lawns,” Dooley recalls.

BILLS TO PAY
She worked for the commercial landscap-
ing company for two and a half years and in 
2005 was interested in going back to school 
at the University of Georgia, but she says, “I 
had bills.” 

She spoke to her partner, Michelle Nelson, 
who had just finished earning her master’s de-
gree in social work and said, “I’d really like to 
go back to school myself. But I know we have 
bills, so I am thinking about mowing lawns.”

When it came time to find a name for the 
new business, she didn’t have to look far. She 
recalled her nickname from her volleyball 
days and Plants LLC was born. About five 
years ago the company rebranded to Plants 
Creative. August 2021 marks the company’s 
16th anniversary. 

Plants LLC’s first customer was the real-
tor who sold the couple their house, Shane 
Little of Avenue Realty. “I’m thinking about 
starting a business. Can I mow your lawn?” 
Dooley asked him. 

Little would overpay for the service, tell-
ing Dooley to “just put that money on my 
account.” He also started including clean-up 
and landscape certificates to Plants LLC as 
part of his closing packets for his real estate 
customers. Little is still a Plants Creative cus-
tomer today. 

“The business was literally me with my 
garage sale push mower,” says Dooley of 
those early days.

GROWING THE BUSINESS
By 2008 Dooley had a few employees and 
was renting space for the business. Little 

PAM DOOLEY
Planting seeds

called her up one day saying, “Bring your 
checkbook, I found your new location.”

She put an offer on the property, located 
in Decatur, that same day. “We built out a re-
ally amazing building,” she says. 

The East College Avenue location in-
cludes a 1,500-square-foot office with a 
3,600-square-foot warehouse attached to it. 
The grand opening of that location was held 
in 2011. 

Plants Creative has 57 employees and is 
made up of three divisions: property care, 
construction and irrigation. About 90% of 
the business is residential. Irrigation is the 
newest division, which launched at the be-
ginning of 2021 under the name Hydrate by 
Plants Creative. 

“It’s just all about people and having really 
good people at all levels,” Dooley says. 

Dooley launched the irrigation division, 
she says, because subcontractors she hired 
were not applying sustainable technologies 
that she knew existed, such as smart control-
lers. They also weren’t educating homeowners 
on proper use of irrigation systems.

“I’m a big proponent of technology that 
helps with sustainability, that just allows peo-
ple to work smarter and allows homeowners 
to enjoy their landscapes more,” she says. “I 
envision it becoming a standalone company, 
which is why I branded it separately.”

Currently, the division mostly handles ir-
rigation for Plants Creative’s existing main-
tenance customers and new installations for 
the construction division. 

The company’s construction division is a 
full-service design-build operation. Plants 
Creative employs two designers and also 

The owner of Plants Creative grew her landscaping 
business in the Atlanta area and beyond.

By Kristin Ely



Pam Dooley picked up the nickname 
“Plants” in college and turned her love 
of flowers and shrubs into a thriving 
landscaping and irrigation business. 
Photo: Dani Weiss Photography



Above: Dooley built a revenue 
stream centered around au-
tonomous mowers. Right: Her 
team designs and maintains 
multiple kinds of properties. 
Photos: Plants Creative
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works with freelance designers to help with overflow 
business. The types of projects the division undertakes 
covers the gamut.

“We will do anything from simple enhancements 
to outdoor kitchens to patios,” says Dooley. “Over the 
last couple of years we’ve done more and more pools. 
They are the hot thing right now.”

Because pool contractors are in such high demand, 
Dooley says it is difficult for the company to make 
huge margins on pool projects when subcontracting 
the pool contractors, however. 

Plants Creative has been recognized locally and by 
the National Association of Landscape Professionals 
with awards for many of its landscape design and in-
stallation projects. 

“Of course those projects are spectacular, but I am 
sincere when I say it is just as significant for me to get 
that message from the homeowner who appreciates 
their new patio space, especially these last 18 months,” 
says Dooley. “The impact of what we do for people 
and families in the outdoors is off the charts right now 
because it’s so significant for mental health. Projects 
that impact people’s lives outdoors, whatever the size, 
are just as significant to me as the award winners.”

The property care side of Plants Creative offers 
four different packages of services. In June, Plants 
Creative launched a “Build Your Own Maintenance 
Plan” on the company website.

“It allows people to pick what level of care they 
want and based on just some messaging and storytell-
ing it generates a price, and that is what they will pay,” 
Dooley says. 

The pricing assumes that an autonomous mower, 
or automower, will be used. An account manager will 
visit the property within 24 hours to confirm, and as-
suming the property owner provided accurate infor-
mation, Plants Creative will get started. 

Plants Creative has been a dealer for the autono-
mous mowers through Husqvarna for the last three 
years. Sometimes the company will get requests for 

installation of the mowers only, but Dooley says it is 
their goal to install them as part of their maintenance 
contracts. The automowers currently only make up 
about 1% of the company’s maintenance clients. It is 
Dooley’s goal to have 50 automowers in operation for 
clients in 2021 and continue to grow it.

“It’s taken a lot of time to develop the support-
ive literature, training and buy-in with the team,” says 
Dooley. She adds that the automowers also create a 
difficult financial model because they can range be-
tween $1,500 and $3,500 and the mowers are only 
serving that one property versus a push mower that 
could handle more properties in a day. 

“The team is finally seeing it. You have to look at it 
holistically as part of our brand and you have to slowly, 
little by little just get traction with it,” she says.

The mowers are leased to customers on 12-month 
contracts. Dooley explains that the innovators who 
want the automowers are the same ones who want all 
the newest gadgets and don’t want to buy something 
outright that is going to be dated in a few years. 

“Like everything, technology is changing so fre-
quently.” Dooley says of the automowers.

The leasing aspect allows the client to upgrade 
their units. It took a few years to develop a solid mod-
el, according to Dooley. Introducing leasing as part of 
the program, she says, has proven to be effective. The 
units are purchased from Husqvarna and leased to 
Plants Creative from another company which Dooley 
says also helps with cash flow. 

Automowers are not a passing fad to Dooley. “It is 
here to stay,” she says.

The benefits, according to Dooley, are filling in the 
labor gap that exists in the industry and being able to 
charge higher margins for more detailed work that the 
mowers can perform. 

“It’s also super attractive for recruiting. I’ve add-
ed two team members who knew that that’s what we 
were about, and they were very excited to join the 
team and help move it forward,” she says.

“I’m a big 
proponent of 
technology 

that helps with 
sustainability, 
that just allows 

people to 
work smarter 

and allows 
homeowners 
to enjoy their 

landscapes more.” 
– PAM DOOLEY, 

PLANTS CREATIVE
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EXPANSION PLANS
In December 2020, Dooley decided to sell 
the East College Avenue location. During 
the pandemic, the design team was entirely 
remote and Dooley was in the office alone. 
She didn’t need that much space. She called 
up her old pal and customer, Shane Little.

At the same time, she’d also been want-
ing to expand into the North Georgia 
Mountains. Plants Creative has another lo-
cation about three miles from the East Col-
lege location, which was purchased in 2017. 
The Atlanta operations were consolidated 
into the that location.

Dooley’s banker had a client whom he 
said might be interested in the property. The 
banker connected them, and the space was 
under contract in two weeks.

“It was perfect for him, and it allowed 
us to consolidate into the other location. I 
took that money and invested in two acres, 
and we are building a new location in Blue 
Ridge. It allowed us to build that debt-free,” 
says Dooley. 

In Atlanta Dooley had built a strong 
leadership team, and the crews were also 
performing well. Blue Ridge has been al-
most like starting from scratch. 

“Expansion is hard,” emphasizes Dool-
ey. “Doing the expansion in Blue Ridge is 
almost like going back into startup mode.” 

She’s gone back to wearing many of her 
past hats, like being production manager 
and doing sales, but she says she also knows 
there is an abundance of opportunities.

Relationships and curiosity are two im-
portant values to Dooley and Plants Cre-
ative. “They drive everything that we do. We 
are so people-centric, whether it’s internally 
or externally. You have to always focus on 
doing the right thing and not being right, 
and there is a distinct difference between 
the two,” she says.

Curiosity is about learning, asking ques-
tions and not being satisfied and compla-
cent with the status quo. “That is so far from 
who I am,” says Dooley. 

Sometimes her team must reel her in, 
she admits. They tell her they like whatever 
the idea is that she comes up with on that 
given day, but they might need more time 
to implement it. 

An appreciation for nature is an aspect of 
Dooley’s personality that drives her. “There 
has to be some level of appreciation for the 
outdoors. I just don’t know how it could be 
any other way,” she says to be successful in 
landscaping. 

The aspect of the landscape and irriga-
tion business Dooley appreciates most is 
improving people’s lives. “I think the im-
pact on people is why we are strong in the 
residential market. I love creating outdoor 
experiences for people that improve their 
lives.”  

Kristin Ely is an award-winning writer who special-
izes in industry reporting for business publications 
and can be reached at kristinsmithely@gmail.com.
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BUSINESS TO BUSINESS

ISN’T ENOUGH
Why leadership

Your leadership team has just 
completed its latest training 
webinar on developing their 
management skills, yet some-
thing is missing. It’s clear that 

with some of your leaders’ individual teams 
there is something definitely wrong. Com-
munication is not as it should be and the 
overall culture of that leader’s group is not 
coming together. 

It gets more complicated. These teams, 
whose microculture is not working, inter-
act with other teams in your company, and 
this impacts communication with the rest 
of the organization and the overall culture 
of your enterprise.

If this scenario sounds familiar, you are 
not the only business owner or manager 
experiencing this quandary. Many business 

gurus will emphatically claim that if your 
leadership team is up to speed, everything 
else will take care of itself. The unfortunate 
truth is: It won’t.

Let me rephrase that last statement: 
Even if your leadership team is up to speed 
everything else won’t take care of itself. 

If communication with one or two 
teams is out of sync, it will have a powerful 
impact on the rest of your organization. 

If you are going to make progress in 
creating the kind of green industry com-
pany that can weather the challenges and 
seize the opportunities today’s business 
climate can bring, you must address two 
other critical areas. The two other parts of 
the formula for success that need to be rec-
ognized and addressed are communication 
and culture.

START TALKING
Communication within any business is a 
frontier fraught with opportunity for things 
to go wrong. According to business expert 
Barbara Bean-Mellinge, “With so many 
ways to communicate, from person-to- 
person to texting, being in the business 
world can feel like information overload. 
Between personal and business communi-
cations, it seems as if there’s a constant on-
slaught, and the only reasonable solution is 
to disengage. Employees that have pressing 
deadlines will ignore texts and phone calls, 
and many don’t check their email. Import-
ant messages about meetings, statistics and 
problems are sent but not seen.”

In other words, communication has be-
come more complex today. Ways to com-

Communicate 
and build culture 

to bring your 
team together.

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

municate that were meant to enhance our under-
standing and connection with others have actually 
created a complicated and frustrating disconnect. 

As a result, our listening skills are dulled by the 
overwhelming onslaught of interruptions and dis-
tractions that force their way into our lives.

It is like trying to have a conversation in a crowd-
ed and very noisy restaurant. It is almost impossible 
to concentrate or even want to engage with another 
person in a meaningful way. 

Now, back to your company. In its own unique 
way, might this be happening from time to time with 
your teams? If it is, begin to look for ways you can de-
velop the communication skills of your entire team. 
You don’t have enough time not to take the time to 
learn how to increase the communication skills of 
you and everyone else in your company.

Do you and your team members understand their 
own behavior styles? Do they know how to identify 
and work with others’ behavioral styles? What about 
their driving forces or motivators? Do you and your 
team members understand their own driving forces? 
Do they know how to identify and work with each 
of their peers? There are many excellent assessment 
tools available on the market that measure both of 
those critical areas. Do some research about them. 
Pick one assessment and use it for each person in 
your company. 

Hire a coach or a trainer to come into your com-
pany to assess and deliver skill-building strategies in 
the area of speaking, listening, behavior styles and 
driving forces. Make it a point to encourage your 
managers and employees to develop their skill sets 
on their own through audiobooks and videos. There 
is a plethora of knowledge and information available. 
But it is up to you, as the owner, to be the catalyst 
to make it happen. Remember, good communication 
doesn’t cost – it pays!

DEFINE CULTURE
In addition to leadership and communication, the 
third piece to the puzzle is your company’s unique 
culture. One way to define culture is what leadership 
guru Michael Kouly calls, “the sum of the behaviors 
of all its people.”

In other words, each one of your employees 
brings their own unique being to your workplace. 
This person and who they are is the direct result 
of their lifetime of personal and work experienc-
es. How you as a leader can take what they bring 
and create a space for it to be part of your overall 
company culture is the key to creating an organi-
zation that your employees want to be part of and 
thrive in.

How important is it to have a solid company 
culture? As Simon Sinek puts it, “Business cul-
ture matters. How management chooses to treat 
its people impacts everything for better or for 
worse.” How well does your company treat its em-
ployees and leadership team? Could it use some 
improvements? Why not ask your employees and 
leadership team for their honest and anonymous 
feedback? Once you know, you can respond ac-
cordingly.

According to the Society for Human Resource 
Management, “An organization’s culture defines 
the proper way to behave within the organization. 
This culture consists of shared beliefs and values 
established by leaders and then communicated 
and reinforced through various methods, ulti-
mately shaping employee perceptions, behaviors 
and understanding. Organizational culture sets the 
context for everything an enterprise does. Because 
industries and situations vary significantly, there is 
not a one-size-fits-all culture template that meets 
the needs of all organizations.”

Your company’s mission and vision statement 
are an integral part of creating and sustaining a 
culture that works to help your team understand 
the purpose of why your company exists. Mutu-
ally agreed-upon values are the building blocks 
that bond your employees together. Your culture 
illuminates and underscores the role each person 
plays to support that mission and vision statement. 

SHRM goes on to state that, “When an orga-
nization has a strong culture, three things happen: 
Employees know how top management wants 
them to respond to any situation, employees be-
lieve that the expected response is the proper one 
and employees know that they will be rewarded 
for demonstrating the organization’s values.”

Leadership is not enough. With it you need 
crystal clear communication and a vibrant culture. 
When you are able to do all three, you will be on 
your way to a balanced approach to running a suc-
cessful green industry company.

Email me to receive my free companion exer-
cise for assessing your company’s culture.  

Your 
company’s 

mission 
and vision 
statement 

are an integral 
part of 

creating and 
sustaining a 
culture that 

works to help 
your team.

Look for ways you can develop the 
communication skills of your entire team.
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Pelham McMurry uses photography to show 
off his extensive landscape lighting design. By Kyle Brown

Picture-perfect
Lighting

P
elham McMurry, president and 
founder of Light Up Nashville 
LLC, Madison, Tennessee, 
wasn’t expecting the lead for 
the biggest job he’s ever taken 
on to come a few days out from 

a planned vacation. But the winner of the 
Changing the Landscape Awards 2021: 
Lighting category sponsored by Brilliance 
LED is glad he took the time for the design.

When he went to meet with the proper-
ty handler, the project was framed as an out-
dated lighting system that was in disrepair.

“Instead of trying to piece it together 
and keep plugging along, they had come to 
the conclusion that it was time to replace 
the system,” he says. 
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Walking around the 220,000-square-foot area, he 
could see that the homeowner clearly had the means 
to work with an extensive lighting system, he says. In 
his world, clients don’t often have a solid concept of 
the costs involved in a high-end lighting project, espe-
cially in what he provides with brass fixtures and LED 
lamps. McMurry, who has 14 full-time employees un-
til the holiday lighting season, when he adds about 10 
more seasonal staff to keep up with demand, was frank 
with the handler about the price, who in turn went to 
the owner of the estate.

“The handler told me that (the owner) wanted me 
to design the system like I would if it were my home,” 
he says. “And so I said OK and went to work.”

It was the largest system install he’s ever done, with 
a total of 380 fixtures done in two phases, thanks to the 
vastness of the property and the landscaping involved. 

“It was really a dream project for us because ev-
erything was so well-manicured,” he says. “It’s really 
well-maintained and that makes a big difference for 
our work. If trees aren’t well-kept, a lot of time the 
light can get trapped and it doesn’t really go through 
the tree.” 

LAYERING IN LIGHT
When McMurry does his design work, he tries to 
plan in layers, he says. “You want to create layers with 
your lights, so you need depth, and this property had 
plenty of that,” he says. The property had multiple 
mature trees to work with, which is an uncommon 
sight in middle Tennessee where much of the area 
has been logged. Not only were there trees that were 
native to the area, it was home to fully grown Jap-
anese maples that were a much more uncommon 
sight. “It was a treat to have this house on the top 
of this hill that was encircled by mature woods. The 
palette we were working with was really ideal.”

As he developed his design, he walked the prop-
erty and asked about the usage of different areas 
while taking notes and photos. He spent time look-
ing for vantage points as people would be using the 
large circular driveway, the back patio or the woods 
behind it. “I’m looking for specific trees and land-
scape elements that are beautiful and will stand out.”

He presented his finished design plan to the es-
tate owner, and it impressed her so much that she 
signed with him on the spot without requesting 

The complete design for the 220,000-square-foot estate is the largest job McMurry’s team has taken on, 
with a total of 380 fixtures placed over two phases. Photos: Pelham McMurry
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any revisions, he says. He 
doesn’t do demos with his 
projects, and one on such 
a large property would’ve 
been too difficult any-
way. Instead, he uses a 
detailed overhead map of 
the property marking out 
his design, paired with 
photos from past projects 
used to illustrate what he’s 
aiming for. He tries to 
avoid talking about spe-
cific Kelvin temperatures 
and other details with the 
client but appeals to the 
visual response from the client directly through those 
photos.

“We can show the client what they’re getting,” he 
says. “Instead of seeing ‘340 lights’ written out on pa-
per, you see it visually. I think the takeaway from it is 
that it’s a well-thought-through design.”

That overhead plan also worked as a detailed 
staging schedule for his crew, who installed the lights 
over the course of about nine days, he says. “My 
crews know what fixtures go where because each one 
of these symbols indicates a specific fixture with a 
specific finish and lamp. There’s a lot going on. We 
don’t want to give all that stuff to the client because 
it’s more information than they need.” 

For a property of this size, McMurry wanted to 
avoid the worry that it would be lit up like a theme 
park with giant, bright lights to cover the large, open 
spaces. He says the best way to design is to use mul-
tiple light sources with low lumen outputs.

“When I’m designing a system, I’m always think-
ing about layers,” he says.

As an example, along the tree line in the woods 
behind the patio, he doesn’t just use several bright 
lights shining into the trees. Instead, he added sev-
eral dimmer lights fanning out into layers in stages 
of 30 yards or so, decreasing the lumen output as he 
went.

“It’s hard for the eye to pass through one bright 
source of light,” he says. “We want to make sure that 
it’s experienced the right way. That’s the kind of de-
tail you have to go into to pull off a good lighting 
composition.”

When working with a large property especially, 
creating layers and being cognizant of lumen output 
means always erring on the side of lower output, he 
says. 

TAKING ON CHALLENGES
The property was so large that McMurry broke up 
the installation over a few steps using the aerial de-
sign, he says. Starting at the roundabout, they worked 

McMurry walked the property 
taking notes and photos to lo-
cate structure and landscape 
elements to highlight in his 
design. 

THE HANDLER 
TOLD ME THAT 
(THE OWNER) 
WANTED ME 
TO DESIGN 
THE SYSTEM 
LIKE I WOULD 
IF IT WERE MY 
HOME. AND 
SO I SAID OK 
AND WENT TO 
WORK. 
– Pelham McMurry, 
Light Up Nashville

Changing the Landscape Awards 2021
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in sections, which helped them manage the workload 
as well as the required wiring. 

“It made it easier. The guys knew what the work-
ers were doing for the day, and as they finished each 
section they moved on to the next. It was clearly 
beneficial for us to do this and detail the wire runs 
for them so everybody was on the same page and we 
were able to efficiently install the system.”

Breaking a large project like that up into smaller 
chunks has worked out for McMurry, as the number 
of errors has been much lower, he says. “It can be 
overwhelming even with a 100-fixture system, trying 
to digest that and get it done correctly.”

One particularly nerve-wracking part of the 
installation was the set of lion statues on 

limestone pedestals that the estate owner 
had purchased in Berlin and brought 

to the States in the 1980s. If he 
had lit the lions from the ground, 

the pedestal would block most 
of the light and cast shade on 
the lower part of the statue. 
The limestone shelf itself was 
also not a cheap investment. 
He carefully drilled into the 

shelf and wired up through it for an inset light, tak-
ing photos of each individual step to illustrate the 
complex process to his team.

“Like anything else, we did our homework,” he 
says. “By the time we put the game plan together, 
I was very comfortable with it, and we executed it 
quite well.”

CAPTURING THE IMAGE
Once the install was complete, there was one step left 
for McMurry: photography. He’s been taking photos 
of his lighting work since he began doing holiday 
lighting in 2021, starting as part of an effort to reach 
a higher-class client. 

“I realized a long time ago that I needed pro-
fessional quality photographs of my work in order 
to sell the type of clients that I do today,” he says. 
“What we sell isn’t something you need, it’s some-
thing you want. The type of clientele that gravitates 
toward this is usually well-educated, affluent people, 
and you can’t sell those people by scratching a num-
ber on a napkin. It just doesn’t work that way.”

He didn’t want to spend his evening doing light-
ing demos, so he decided to put a portfolio together.

McMurry prefers to use 
multiple low-lumen lights in a 
staggered layout to add depth 
to the landscape without 
washing out the view.

THE PROJECT USED 380 FIXTURES 
FOR A LAYERED LIGHTING DESIGN 
SHOWING OFF ELEMENTS SUCH AS 
MAJESTIC LION STATUES.

Changing the Landscape Awards 2021
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He started with a much cheaper camera than 
what he uses now and read everything he could on 
nighttime photography, “and then I practiced a lot,” 
he says. He asked other experienced photographers 
for advice. Before his start in holiday lighting, he 
came from a marketing background, so he under-
stood the value and impact of a visual image in sell-
ing a product. 

He also learned how to edit photos to accentuate 
his work properly and made certain the photos were 
easy to access on his website to help sell potential 
clients on the beauty and quality of his work.

“I knew it was necessary to grow the compa-
ny,” he says. “If someone is going to spend $10,000 
or $50,000 with you, you have to give them proof. 
Without the examples of my work, that would’ve 
been very difficult to do that.”

It also makes sense to take photos of the project 
when he comes back through the finished instal-
lation, as he’s already spending time checking the 
work, he says. He brings crew members along some-
time to show them how to make small adjustments 
for a better result and also to train them to look for 
additional ways to improve the project.

“I’m going to be out there looking at these proj-
ects at night, because I want them to be perfect,” Mc-
Murry says. “Many times, I’m out there making sure 
lights are adjusted or fine-tuned. If I’m going to take 
the time to go out and look at the project, I might as 
well be photographing it.”

The photography has paid off for him repeatedly 
with clients in bringing in new opportunities. Leads 
that come in through the website frequently men-
tion specific photos that drew them in, he says. “It’s a 
big part of my website and attracting clients who are 
looking for a company. We want to show them our 
work because it’s compelling.”

It also gives him an excuse to continue to build 
rapport and get instant feedback after a finished 
project with a client, who will often join him as he 
walks the ground taking photos.

“I get a lot of joy out of it,” McMurry says. “It’s 
always fulfilling to see their reaction and talk about 
how much they love it. I love that part about what 
we do.” 

The author is the editor-in-chief of Irrigation & Green Industry 
magazine and can be reached at kylebrown@igin.com.
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It’s a wild time in the irrigation and landscape 
industry. Supply chain shortages, rising material 
costs and labor shortages are squeezing the al-
ready high-stakes seasonality of landscape and 

irrigation work. 
Supplier support can make or break a job, espe-

cially when an emergency arises. The efficiencies a 
wholesaler provides directly impact the bottom line 
and even your reputation as a contractor. 

Developing a successful relationship with your 
distributor shouldn’t fall to the bottom of the to-
do list.

Partner up for profit
Use these  7 tips to build a distributor 
relationship that pays off.

These seven contractor tips will help build a part-
nership that will benefit your business.

          Minimize fire drills 
Remember Aesop’s fable, “The boy who cried wolf ”?

As a joke, the young shepherd claimed a wolf was 
eating his sheep. After sounding the false alarm one 
too many times the villagers ignored his plea for help. 
When the wolf actually appeared, no one responded 
to his call for help. 

“Even though it might be an emergency, try not 
to expect same- or next-day service all the time,” 
Tom Dudich says. He is the service manager at 
Chapel Valley Landscape Company based in Wood-
bine, Maryland. “There are times I need to cash in a 
favor but don’t do it often.”

1

BY Katie Navarra
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Partner up for profit
Suppliers, like the villagers in the fable, are jug-

gling a lot of priorities. The reality is they service hun-
dreds of customers and interface with manufacturers 
to have the stock you need. There will be times when 
you need to call in a favor to fix a problem for a cus-
tomer. But you can’t make everything a rush request.

          Meet in person
Even as COVID has proven it’s possible to conduct 
sales transactions virtually, face-to-face meetings 
still cultivate long-lasting, mutually beneficial rela-
tionships.

“You have to show your face more than once a 
year,” says Scott Todd. The Rochester, New York-
based contractor operates Innovative Irrigation Solu-
tions. “Some guys place one big order at the begin-

2

ning of the year but you need to stop in a few times 
throughout the year.”

Stopping by the distributor periodically gives 
them a chance to make a personal connection. They 
may know you by name, phone number or email, 
but meeting in person supports the development 
of trusting relationships. Showing up also sends a 
clear message that the relationship matters to your 
business.

          Create a value exchange
As a contractor, you want the best price, the materials 
and support to get any job done. Distributors benefit 
from the revenue of each sale, but meaningful rela-
tionships are deeper than dollars and cents.

Another way to encourage stronger connections is 
by creating a value exchange. That may look like en-
couraging peers to bring their business to your store 
of choice. That also means making the most of addi-
tional benefits like design services.

“They’ll often do the design for free if you buy the 
product from them, so taking advantage of that ben-
efit adds value to their visibility in the industry too,” 
Todd says.

          Stay in touch
Suppliers order inventory and hire staff based on their 
customer volume. Those decisions are made on his-
torical purchases but also through ongoing conversa-
tions while being open, honest and in frequent com-
munication. Candid conversations help them better 
plan for materials and services for you and their other 
customers.

“I work with our distributor on a daily basis,” Du-
dich says. He has five technician teams on the road 
each day and maximizes their time on the job site by 
making sure they have the materials needed. “I’ll text, 
call or email orders and schedule deliveries. All that 
helps develop trust.”

Technology makes it easier than ever to commu-
nicate needs but can quickly get out of hand without 
a process, leading to misunderstandings, headaches 
and frustrations. Establish a communication plan 
with your sales rep so that it supports an effective 
business partnership, one with fewer shortages, more 
on-time deliveries, fewer rush shipping costs and best 
of all, fewer problems for you.

3

4

“I’ll text, call or email orders 
and schedule deliveries. All 
that helps develop trust.”  
– Tom Dudich, Chapel Valley Landscape
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          Negotiate fair pricing and terms
Every penny matters to the bottom line. You have 
employees to pay and overhead to cover; distributors 
also have to generate revenue to stay in business. Un-
derstanding how suppliers set price points is key to 
negotiating fair prices and terms that benefit both 
parties.

The best pricing is a bit difficult to negotiate, es-
pecially given the high level of support that Robert 
Kerns, CID, CIC, CLIA, looks for. As the president 
of Custom Turf Inc., Finleyville, Pennsylvania, he rec-
ognizes that no business can have all three legs of the 
stool: best quality, best service and best price. He relies 
on purchase volume and leaning on distributors ac-
cordingly and negotiates mutually beneficial pricing.

“We do purchase some ‘safer items’ online and en-
joy the cost savings,” says Kerns. “We do not, howev-
er, overlook the necessity for strong distributor sup-
port. In the long run, these relationships have made 
us a more efficient operation.”

In wholesale price negotiations, the volume 
speaks. The more you buy the increased opportunity 
for leveraging steeper discounts and more generous 
payable policies. Pricing matters but added perks like 
cash discounts and special account terms arguably 
provide greater opportunities to developing a win-
win relationship between contractors and suppliers.

“We have a very strict accounts payable policy of 
paying on time or even ahead, taking advantage of 

5 payment discounts offered,” he adds. “With this pol-
icy, we command the best terms.”

Smaller contractors do not have the buying pow-
er to leverage steep product discounts on their own. 
Teaming up with a like-minded business owner to 
jointly plan and order stocking inventory can give 
both a leg up in achieving a sales volume that quali-
fies for a discount.  

          Establish expectations
No one is a mind reader and every person brings a 
different approach to the business table. It’s easy to 
take for granted or assume everyone is on the same 
page. Without establishing a clear set of expectations 
from the start, it means things can quickly go awry.

Be honest with suppliers about the size of your 
business and discuss how frequently you need mate-
rials, what matters most to you in a business relation-
ship and the support you need to do the work, says 
Dudich. Over- or under-selling the size of your busi-
ness to a sales representative can erode relationships.

Talk with distributors about what is most import-
ant to you and your business model. In the Maryland/
metro D.C. area, Dudich has two main concerns, and 
the price isn’t one of them. Location and inventory 
levels are the two most important wholesaler attri-
butes. Even if a sprinkler head is 5 cents more at one 
supplier than another, he will opt for the closest store 
to save as little as 15 minutes of drive time to pick 

6Distributors 
benefit from 
the revenue 
of each 
sale, but 
meaningful 
relationships 
are deeper 
than dollars 
and cents.
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up parts. He works with multiple distributors in the area, and he is 
candid when they ask about purchases.

“Pricing tends to work itself out. One might charge a few cents 
more for a head and a few cents less for a valve, so it offsets it,” he 
says. “You’ll find out quickly if the price is lopsided.”

In some markets, price might be a moot point. In Todd’s area 
there is only one irrigation distributor with a storefront. With only 
one gig in town it’s tough to negotiate on pricing alone. It’s either 
buy it there or pay exorbitant shipping fees from out-of-town sup-
pliers.

“I’ve been there so long I just go with the flow and trust they are 
treating me fairly,” Todd says. “I’ve done some comparative shop-
ping and they are within reason in the past, so I trust them.”

          Ask for product help
Distributors have incentives for stocking and promoting specif-
ic items. Many products are well-engineered and time-tested. 
However, redesigns and new releases are common as the industry 
strives to improve efficiencies. Even the most reputable brands 
can experience hiccups with production that lead to failure in the 
field. 

“Distributors will of course offer up the lines they carry and 
support. We tend to have better relationships with distributors 
who are stubborn enough to only support the best industry prod-
ucts,” Kerns says. “We lost a distributor relationship when they 
wouldn’t go to bat for us with a manufacturer issue. And it was an 
issue the industry was well aware of.”

Todd considers input from his suppliers but experiments with 
new products on his lawn before installing them on the job. It’s 
not a lack of trust, but as an industry veteran with more than three 
decades of experience, he has more technical experience than any 
of the distributor staff. 

“I do my own research before I pursue anything or buy some-
thing I’m not familiar with. It’s too expensive if it doesn’t work,” 
Todd says.

Two-way street
Neither contractors nor distributors would be in business without 
one another, and their interconnectedness is essential for surviv-
al. Contractors look to their suppliers to give them a heads up on 
trends, cycles and when a good deal is being promoted to help them 
maximize their investment. Professionalism is contagious and re-
spect grows from it.

“Act the part and a good distributor will follow. So will custom-
ers, employees and anyone we associate with in our lives,” Kerns says.

It boils down to integrity, honesty, reputation and professional-
ism on both sides of the counter, he says. Both parties understand 
and appreciate the mutual benefit of working together. Both enti-
ties are in business to earn a living and so what truly makes a great 
relationship goes well beyond pricing.

“Working in the industry, we all have an understanding of the 
regional distributors and their reputations,” Kerns says. “We enter 
these relationships carefully knowing they need to be a reflection of 
the way we conduct business and our reputation. We nurture these 
relationships to be long term with mutual respect and loyalty.” 

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

Make a
statement

Show an intention to build a diverse workplace 
with a meaningful mission statement.

BrzozowskiBY Carol
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A company’s mission statement defines 
the very purpose of the existence of 
a business, the values for which it 
stands, what it intends to accomplish 
and the benefits it seeks to provide to 

its various stakeholders, says Richard Weinberger, 
CEO of the Association of Accredited Small Busi-
ness Consultants, Austin, Texas. 

“To a certain extent, a mission statement per-
sonifies the business,” says Weinberger. “Sometimes 
a mission statement is confused with a vision state-
ment that describes where the business wants to 
be in the future. Occasionally, these statements are 
combined.”

“If an organization wants to be relevant to new 
customers and attract its future leaders and work-
force, whether you are refining your current mission 
statement or crafting one from scratch, it is im-
perative to incorporate language that sets the tone 
on where your company stands and where it wants 
to go with diversity, equity and inclusion policies,” 
notes Patricia Gaitan, a certified diversity and in-
clusion consultant based in the Washington, D.C.- 
Baltimore area.

For companies in the irrigation and green indus-
try, a mission statement that reflects diversity and 
inclusiveness can reap positive benefits, points out 
Richard Lehr of Lehr Middlebrooks Vreeland & 
Thompson, Birmingham, Alabama. 

Lehr works on diversity issues with several com-
panies and industries to help them develop policies 
and conduct diversity training. He also serves on the 
National Association of Landscape Professionals’ 
Diversity and Inclusion Council.

Properly implemented, diversity and inclusion 
are defined broadly beyond just protected class status 
such as race, gender, national origin and sexual orien-
tation, notes Lehr. It covers life experiences and back-
grounds such as economic, educational, geographical, 
political, family, historical and philosophical. 

“There are two essential employer outcomes 
through such a diversity and inclusion culture. Note 
I don’t say policy, but culture — a way of doing busi-
ness,” says Lehr.

“First, if there is workforce engagement, then di-
versity as I describe it leads to varying perspectives 
on issues, concerns and strategies at work,” he adds. 
“That has great value not only to recruitment and re-
tention, but also to the direction of the business. This, 
in turn, translates to customer service.”

“The term ‘diversity’ in diversity, equity and inclu-
sion means a lot of things to a lot of people, especially 
to native and non-native English speakers in the ir-
rigation and green industry,” Gaitan points out. “‘Di-
versity’ to those who might resist it altogether should 
be positioned as more than just an issue about race 
and gender. The true impact of an effective DE&I 
program through education is growing or enhancing 
one’s emotional intelligence, cultural sensitivities and 
empathy to welcome diversity of thought, experienc-
es and perspectives.”

Build buy-in
Successful DE&I policies ensure that all employees, 
regardless of what positions they hold, feel heard, 
accepted and through professional development and 
mentoring have a shot at moving to leadership posi-
tions if they show the potential, Gaitan says.

That requires buy-in from upper management be-
cause if an organization does not have the resources 
to hire consultants or staff to implement DE&I pol-
icies and programs, “moving your organization in a 
progressive and inclusive direction is futile,” she adds.

A policy or mission statement can be crafted in 
such a way that reflects current company objectives 
while showing potential employees the company is 
moving in a progressive and inclusive direction.

“What should be avoided is language that ap-
pears to favor one protected group over others,” Lehr 
points out. “That’s a risk of illegal discrimination as 
the focus is equality of opportunity, not equality of 
outcome.”

The hiring process should include a notice to appli-
cants with the company’s expanded EEO policy, says 
Lehr, adding the company’s broad inclusion and non-
discrimination statement welcomes applicants and  
indicates the company makes employment decisions 
regardless of economic, educational, geographical, 

statement
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political, family, historical and philosophical 
factors that augment protected class status 

factors such as race, gender, national ori-
gin and sexual orientation.

In writing an inclusive mission state-
ment, use specific wording to describe 
the area of DE&I work on which the 
company is focusing or implementing, 
says Gaitan.

With the word “diversity” having 
different meaning to different people, 

examples may include gender pay equity 
studies; unbiased training for talent acquisi-

tion personnel; race relations, intersectionality and 
allyship; inclusive succession planning; multiethnic 
interview panels; people with apparent and nonap-
parent disabilities job fair; and veterans, military and 
their families community engagement.

A mission statement does not have to be lengthy 
and complex. What is most important is getting the 
point across to the intended targets, Weinberger says.

“Can employees and customers remember it? 
Do they understand it? Is the company achieving its 
mission?” he adds.

A mission statement can help a small business 
achieve its goals when expectations are established 
and met, Weinberger says. 

A DE&I mission statement should not be a 
political message to clients or the workforce, Lehr 
points out.

“Rather, it’s cultural,” he says. “It says ‘Here is who 
we are as a company and our uniqueness and culture 
translates to exceptional customer service.’”

Assessments, research, analytics and infrastruc-
ture of a DE&I program, its policies and strategic 
planning are critical before getting into any mission 
statement language, notes Gaitan.

“It may take years for a company to feel it is ready 
to incorporate DE&I language into its mission 
statement or organization’s website, but that should 
not keep you from letting your employees and re-
cruits know that DE&I is important to the future 
of the company’s culture and that you have a plan,” 
she adds.

A growth opportunity
In putting a new mission statement effectively into 
action, Lehr suggests starting with training leader-
ship team members in awareness of “not just men-
toring those who are ‘like’ leadership team members, 
but the training should also discuss implicit/uncon-
scious bias, including how to define, identify and 
self-regulate it.”

“This cannot be a blame discussion, but rather a 
growth opportunity. Then roll this out to the work-
force,” Lehr says.

To achieve its goals, the mission statement must 
transcend mere distribution among company em-

ployees and become ingrained in the company’s cul-
ture, Weinberger notes.

“Mission statements have to be ‘lived’ by everyone 
in the company — small business or large enterprise,” 
he adds. “All employees, top down and bottom up, 
should practically have the mission statement mem-
orized so anyone can recite it or paraphrase it with-
out having to give much thought to what it contains.”

Each employee should know how their individual 
jobs contribute to achieving the company’s mission, 
Weinberger says.

“Owners and managers must exhibit their com-
mitment by continuously demonstrating that they, 
along with all employees, use the mission statement 
as a guide that helps achieve goals and objectives,” 
he adds.

In creating a meaningful mission statement that 
will encourage current employees, Lehr suggests pe-
riodically recognizing, celebrating and reflecting “on 
the remarkable variety of who we are, such as through 
foods, sports, and national and state holidays.”

“For example, I suspect most employers in the in-
dustry will not take Juneteenth as a holiday,” Lehr 
says. “However, on that day, discuss with the work-
force its significance and connect that to the environ-
ment in which we all can work and live today.”

It is always important to offer employees an op-
portunity to grow, voice their opinions and raise their 
concerns, notes Gaitan.

“That is what inclusivity and belonging is all 
about,” she adds. “Conduct surveys and listening ses-
sions, and consider doing them in your employees’ 
native language as well, on a variety of topics under 
the DE&I umbrella, and allow for them to remain 
anonymous if they choose. Also, consider tuition 
reimbursement programs, group discounts or incen-
tives on language courses and GED certifications.” 

Once a DE&I program bears fruit, highlighting 
employees’ success stories using testimonials and 
posting special recognitions through signs inside 
break rooms, insertion notes in paycheck envelopes, 
e-newsletters or text group messages on a platform 
such as WhatsApp pays off with positive employee 
attitudes, productivity, loyalty and word-of-mouth to 
support the recruitment and employee referral pipe-
line, Gaitan points out.

In promoting the policy in a way that benefits 
from such efforts, Lehr suggests including the state-
ment on the company’s website, on job proposals and 
when taking bids from subcontractors.

A company’s mission statement should be prom-
inently displayed for employees and customers alike, 
says Weinberger.

“The display keeps employees on track thinking 
every day about the vital role they play in achieving 
the company’s ultimate mission,” he adds. “Dis-
playing a mission statement in a reception area or 
owner’s office is not nearly as effective as displaying 

It is imperative 
to incorporate 
language that 
sets the tone 
on where your 
company stands 
and where it 
wants to go with 
diversity, equity 
and inclusion 
policies. 
–  Patricia Gaitan,  

consultant
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it in areas where employees normally gath-
er — work areas, break rooms, conference 
rooms, among other areas. If employees are 
expected to live by the mission statement, 
then displaying the statement is a constant 
reminder of their mission.”

When customers, some of the most 
important stakeholders, see a mission 
statement prominently displayed, it lets 
them know what the business is trying to 
achieve, Weinberger points out.

If a commitment exists and DE&I 
plans and programs are in place and work-
ing, integrating a DE&I narrative across 
all internal and external communication 
channels from management to branding, 
recruitment and onboarding materials will 
be key, notes Gaitan.

Incorporating language on your com-
mitment to DE&I initiatives and best 
practices within your organization is as 
important as any other value or guideline, 
says Gaitan. Stating the standards you fol-
low on your marketing materials or equip-
ment can help you stand out among your 
competitors.

“Showcasing your organizations’ DE&I 
efforts through traditional PR, social me-
dia and recruitment engagement is ideal 
too, but you first have to make the list,” she 
adds. “Submitting your company’s profile, 
DE&I policies and programs with stats 
on its success to annual indexes and sur-
veys such as Bloomberg’s Gender-Equal-
ity Index, the Human Rights Campaign’s 
Corporate Equity Index and DiversityInc’s 
The 2021 Top 50 Companies for Diversi-
ty provides a great opportunity to formally 
announce your accomplishments to broad 
audiences and serves as a great recruitment 
tool.” 

Carol Brzozowski is a freelance writer with a spe-
cialty in environmental journalism based in Coral 
Springs, Florida. She can be reached at brzozowski.
carol@gmail.com.

It can take time to 
develop language 
about diversity into its 
mission statement, but 
employees need to know 
there’s a plan in place.
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A
s the landscaping and irrigation industry re-
turn to normalcy from the pandemic, pur-
chasing decisions are being reanalyzed just 
like every other operational function follow-
ing an unexpected 2020. 

For industry professionals, when it comes to tren-
chers, several questions come to mind. When should 
you rent, and when should you buy? What do you 
need to know before you purchase? How do you max-
imize your budget to get the most for your money?

Along with the obvious questions and circum-
stances of purchasing a piece of equipment, industry 
veterans suggest considering all the market angles, 
even low-probability situations, as the best way to 
make that equipment purchase worthwhile. 

Reasons for rental
As with any equipment purchase, often the best op-
tion seems to be renting before you buy and to hold 
off on purchasing until there is a steady, long-term 
demand. However, if you have ongoing projects, in-
dustry professionals say purchasing a trencher from 
the start may be the best option to save money, time 
and energy.

According to Kevin Birk, operations manager at 
Todd’s Services, Ann Arbor, Michigan, that special-
izes in landscape and irrigation, if a company is doing 
more than 20 systems a year, they need to take a hard 
look at buying a trencher.

“That is a good defining line of when it is time to 
buy,” says Birk. “But when you buy you always have to 
keep into consideration repair and maintenance costs 
and add them into your costs before purchasing.” 

Similar to other kinds of equipment, looking at 
the overall return on cost is a good strategy to deter-
mine whether purchasing is a better option, says Andy 
Larazin, operator of Phoenix-based Larazin Services, 
which offers landscape and trenching services. 

“A good rule that I always follow is that if I can 
use it three to five times and it already pays for itself, 
then just buy it from the start and do not waste time 
playing games with renting trenchers,” says Larazin. 
“At the same time, do not overlook buying a used 
trencher from an equipment rental company that has 
a good reputation. That can be a quality investment.”

Larazin has provided trenching services in sev-
eral states over 35 years and says that no matter the 
market, the mentality should be the same. Look for 
a good deal on a trencher to buy before continuing to 
rent the same trencher over and over again. He adds 
that with new technology and selling platforms, land-
scapers should not limit themselves to their particular 
city or state and conduct in-depth research to try to 

Weigh your options and plan ahead when  
deciding whether to rent or buy a trencher.

find the best deals without boundaries. Looking on-
line or connecting with other communities through 
colleagues could provide an undiscovered opportunity.

“Buying equipment like trenchers and finding 
good deals is not a big game of ‘hide-and-go-seek’ 
like it used to be back in the day, so do not treat it 
like it is,” says Larazin. Once you make a purchase, 
make sure that clients know that you have that ser-
vice available for both short-term and long-term 
jobs. Keep demand coming in to make that purchase 
worthwhile.

Lazarin says it is common to underestimate rental 
costs, including time lost due to equipment pickup 
or even the fact that the trencher may be out of stock 
and unavailable to rent when needed. 
Local rental companies may not have 
trenchers in a large enough size need-
ed to do the specific job or may have 
low inventory and often sold out. An 
additional cost is ensuring that both 
truck and hitch are adequate to tow 
the trencher. He recommends that all 
costs be taken into consideration, and 
no cost is too small to count. 

“There is no blanket law for every-
one, but buying usually makes more 
sense,” says Larazin. “If you do end up 
buying a cheap trencher and do not 
use it much, just make sure you are 
keeping up with the maintenance. If 
you are not, then it could break down 
on you, and you are back to square 
one in the renting versus purchasing 
dilemma. When you are focused on that back-and-
forth and not actually offering or marketing your 
services, you are having a negative impact on your 
bottom line in two different ways at the same time.”

Before you buy
Before buying a trencher, Larazin highly recommends 
landscapers sit down and write down a list of the 
exact features they are looking for including trench 
depth and width and machine hydraulic supply flow, 
all variables that factor into the cost of a trencher. 

Birk suggests that landscapers contact their col-
leagues in the industry, look for good reviews from 
them and let that be their guide. From those notes, 
you get more insight into what features and design 
works best for you. For example, Birk prefers a diesel- 
powered trencher that you sit and drive to operate, 
instead of walking along side. 

“I am reluctant to buy any brand that I don’t know 
someone who is a long-time user of it with minimal 

“Track where your 
demand is coming 
from and what 
jobs are being 
requested.”  
– Andy Larazin, Larazin Services



issues,” says Birk. “We are a part of a forum of 10 
contractors across the United States and we share 
user stories. That helps guide a lot of our purchasing 
decisions.” 

Larazin and industry professionals stress that 
users need to check compatibility with the machine 
that is going to be powering the trencher attachment 
and if the hydraulic needs of the trencher are going to 
be standard flow versus high flow. Hydraulic versus 
manual adjustment is an issue that needs to be tak-
en into consideration as well as matching the cutting 
teeth to the soil for future replacement purposes.

Larazin suggests using a frequency calendar to 
track how often trenching jobs are being requested, 
which could serve as a valuable tool in identifying a 
built-in demand for ongoing trenching services in a 
specific market. 

“Do not make up an imaginary demand or unreal-
istic expectations,” says Larazin. “If you have any hes-
itation on the decision to purchase or rent a trencher, 
track where your demand is coming from and what 
jobs are being requested.”

When buying a used trencher, Larazin recom-
mends not judging a trencher by its cover. Wear and 
tear marks, dents and scratches have nothing to do 
with actual engine performance, and used trenchers 
can be smart investments. He suggests carefully ex-
amining all parts of the trencher from the engine to 
the tip of the trencher boom. If possible, knowing the 

type and geographic location 
of soil the trencher has been 
working in will also give the 
prospective owner a good idea 
of the level of use. It’s useful 
to ask questions when possible 
and never to make assumptions 
on prior use. 

“Asking questions now will 
save you time and money lat-
er,” says Larazin. “The rental 
process is convenient and now 
there are more four-hour rental 
rates as well as all-day, sunup 
to sundown rental rates. But if 
you end up buying a trencher, 
just know that paying attention 
to it when you are not using it 
is just as important as paying 
attention when you are using it 
in the field.”

Digging in
Making sure there’s enough 
available work to justify a 
purchase is one of the major 
variables that industry profes-
sionals need to take into con-

sideration before making any equipment purchase. 
That’s especially true for a piece of equipment that’s 
used more sparingly on jobs, like trenchers. 

Another angle to consider is maintenance. No 
matter what condition you purchased a trencher 
in, you want it to be ready to go when you need it. 
Taking the time to do your homework and keep it 
well-maintained will make a difference. As with a lot 
of other equipment, winter is a great time to sit down 
and get familiar with your purchase.

“The winters are a prime opportunity to perform 
maintenance to minimize long-term cost of repairs 
and new parts,” says Birk. 

He uses the winter to complete maintenance 
tasks including full hydraulic services, oil changes, 
sharpening blades and tire replacements. 

“For some reason, tire maintenance often gets 
overlooked with trenchers, and that can lead to reoc-
curring costs that really eat into your profit margin,” 
says Birk. “Tire maintenance is the foundation of our 
operations, including using dual tires for more bal-
ance to prevent tip-overs to inflating our tires with 
foam for better performance. We switched over to 
that about five years ago and haven’t had a flat tire 
since because it adds more weight.” 

He says this level of attention to detail with their 
trenchers has allowed for more continuous opera-
tions during their busy spring and summer seasons 
and eliminated the need to always be on the lookout 
for purchasing new trenchers.

“We have old trenchers that work well due to this 
strict winter maintenance schedule,” says Birk. “We 
have eliminated the age factor and increased the per-
formance value. It makes life a lot easier for us with 
fewer surprises.” 

Rodric Hurdle-Bradford is associate editor for Irrigation & Green 
Industry and can be reached at rodric@igin.com.

Make certain to understand the correct way to maintain and repair 
a trencher to minimize downtime during the season. Photo: The Toro 
Company

A list of the exact features 
needed in a new trencher, 
including details like trench 
depth and width and machine 
hydraulic supply flow, can 
be helpful before making a 
purchase. Photo: John Deere

Consider 
repeated rental 
costs, including 
time lost in 
equipment pickup 
or waiting for 
availability.
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Landscape and irrigation industry professionals faced multiple 
challenges in the past year. Whether it was due to the pandem-
ic or an increased workload, two trends held steady for almost 

everyone: Prices were rising and supply was getting tight.
When faced with the struggles of increased costs and vanishing 

product, contractors should remember they have an industry ally that 
can lend a hand: the distributor.

Strong distributors are going to maintain a keen sense as it relates 
to the global commodity supply markets and production trends with 
product manufacturers, acting as eyes and ears for what’s happening 
in the supply chain, says Brian Rowan, vice president of category 
management for SiteOne Landscape Supply, Roswell, Georgia.

“Some things are going to be difficult to forecast precisely,” he 
says, “but the distributor should really be working hard on behalf 
of the contractor to provide guidance on timing and supply issues 
before they actually happen.”

The goal is to communicate about issues before they happen so 
the contractor can discuss those concerns with clients. Rather than 
just listing the new increased cost to customers as they come in, 
there’s a conversation in advance with insights about the market’s 
outlook, he says. The best distributors are always looking for more 
updates to help keep customers informed, leveraging strong relation-
ships with manufacturers.

“A strong distributor is going to have the resources to bring in 
more inventory to stay ahead of any pending issues that might come 
down the road,” to take care of customers in the case of a supply 
shortage, he says. That can be especially helpful if contractors don’t 
have the space to keep extra supply on hand.

BRAINSTORMING TOGETHER
When working with a distributor, keep in mind that they don’t like 
price increases any more than you do. “Those are out of our control,” 
Rowan says. “This isn’t something that’s fun for anybody, and supply 
and pricing issues often evoke strong emotions in any business en-
vironment.” While it’s no picnic, there’s no better time than a price 
increase to develop your relationship with your distributor. Be clear 

about your problems, and a good distributor will go out of its way to 
try to help. That could mean suggesting different products or more 
efficient practices. “They might have solutions or things they could 
do to help you that they otherwise wouldn’t present to you unless 
they understand what you’re trying to do.”

For instance, a price increase is a good excuse to calibrate your 
equipment to make certain that you’re getting the most out of your 
purchases, he says. With some equipment like a spreader or sprayer, if 
you haven’t calibrated it, you might be putting out more product than 
necessary. Pulling that output in line could offset the price increase. 
A reputable distributor won’t just help calibrate the equipment, but 
also lend a hand in figuring out how much product you actually need 
to do a job well.

Another way that distributors can assist contractors is through 
innovation and connecting contractors with new technologies that 
can save money, Rowan says. That can mean products that reduce the 
number of visits necessary to a customer’s property to improve on 
fuel costs or finding a more efficient chemical or equipment that will 
increase the number of properties a crew can handle. “This is really a 
good time to look at innovation so you can keep your product costs 
and labor costs down, as well as other variable costs such as fuel,” he 
says. 

A strong distributor relationship always starts by talking, he says. 
Especially during the first few times you work with a distributor, 
make the conversation less about product and price and more about 
what you’re trying to do. 

“The more a good distributor knows about what you’re trying 
to accomplish, the more different approaches they might be able to 
take,” he says. At some point, you have to talk about cost, but starting 
at the stage where you’re working together to solve a problem will 
let the distributor know which options will be best for you to choose 
from. “Start off with the understanding where the distributor can add 
the best value and help you understand what your needs are.”

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

Call for 
BACKUP

Team up with distributors to tackle tough supply and price issues.

 BY KYLE BROWN

SUPPLY
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Coleman Garrison named IA 
government and public affairs director
The Irrigation Association, Fairfax, Virginia, hired 
Coleman Garrison as its new government and public 
affairs director. Garrison takes on this role following 
John Farner, who was with the IA until May 2021.

Garrison comes to the IA with 12 years of expe-
rience working in government and legislative affairs. 
He most recently worked as the director of govern-
ment affairs for the National Association of Con-

servation Districts, where he managed the association’s government affairs and 
worked with congressional staff on regulatory and legislative actions and other 
priorities impacting the association.

“We are very excited to have Coleman on our team,” says Deborah Hamlin, 
CAE, FASAE, CEO of the Irrigation Association. “His vast government affairs 
experience and familiarity with our industry will ensure that irrigation’s voice in 
Washington, D.C., and across the country continues to be strong on policy deci-
sions impacting our members.”

Garrison’s past experience also includes working in the offices of three mem-
bers of Congress. He has been involved in policy efforts and campaigns designed 
to cultivate congressional relationships. His accumulated experience will support 
the continued development and success of the Irrigation Association.

“In his first few weeks, Coleman has already demonstrated a solid understand-
ing of agricultural and organizational issues, and he is eager to learn more about 
the residential and commercial irrigation business to best serve our landscape seg-
ment,” says Hamlin. “He looks forward to getting to know our members in the 
coming months.”

OPEI	hosts	2021	annual	meeting
The Outdoor Power Equipment Institute, Alexan-

dria, Virginia, held its 2021 annual meeting re-
cently in Kohler, Wisconsin, with 120 members 
and guests reconnecting in person at the Amer-
ican Club.

Keynote sessions focused on technology in-
novation, the political landscape and leadership, 

as well as industry updates on GIE+EXPO and 
the TurfMutt Foundation’s ongoing messaging on the 

importance of “backyarding.” The event featured record- 
setting sponsor support, including for the annual Karen Wil-

liams Invitational golf tournament.
“Our record sponsor support, and the significant member attendance is ev-

idence that the industry is back and bodes well for EXPO this October,” says 
Kris Kiser, president of OPEI and the TurfMutt Foundation. “We have several 
in-person meetings slated at our Alexandria headquarters building and are look-
ing forward to a successful trade show this fall in Louisville.”

The OPEI board of directors met in conjunction with the event, approving the 
2021-22 board slate and adding Mike Clancy, CEO of Chervon North America, 
as a new member of the board.

The full 2021-22 executive committee comprises: Chair Tom Duncan, exec-
utive board member, Positec USA; Vice Chair Joe Wright, president and CEO, 
Excel Industries Inc.; Secretary/Treasurer Brian Melka, group president – power, 
Kohler Co.; Immediate Past Chair Rick Olson, chairman and CEO, The Toro 
Company; GIE+EXPO Show Chairman Dan Ariens, chairman and CEO, Ari-
ens Company; and Kris Kiser, president of OPEI.

Bill Nelson Scholarship Endowment 
names 2020 recipients
The Bill Nelson Scholarship Endowment awarded 
four scholarships totaling $8,000 to its 2021 class of 
recipients.

Those chosen for the 2021 awards are: Abigail 
Wehler of Mount Morris, Illinois; Karly Kruse of Li-
tchfield, Illinois; Leslie Lingo of Nashville, Arkansas; 
and Varsha Karthikeyan of Tualatin, Oregon.

The BNSE is an educational charity designed to 
advance the academic pursuits of employees and the 
children of employees who work for member compa-
nies of the Outdoor Power Equipment Aftermarket 
Association, Alexandria, Virginia. Since 2000, the en-
dowment has awarded 65 scholarships totaling more 
than $137,000 to high school and college students.

Scholarship recipients for this year represent 
Blount International, Husqvarna and Dometic Ma-
rine; they were chosen from among 19 applications 
received.

The BNSE is governed by four Trustees: Sue 
Chaney, K-C Sales; Britton Harrold, Husqvarna; Ed 
Nelson, Rotary Corporation; and Jim Paugh, NGK 
Spark Plugs.

The BNSE Trustees would like to extend their 
appreciation to all the outstanding scholarship ap-
plicants and their affiliated OPEAA member com-
panies.

ASLA elects 35 members 
to its council of fellows
The American Society of Landscape Architects, 
Washington, D.C., has elected 35 of its members to 
become ASLA Fellows. The election, according to 
CEO Torey Carter-Conneen, is based on members’ 
“exceptional contributions to the landscape architec-
ture profession and society at large.”

Election to the ASLA Council of Fellows is 
among the highest honors ASLA be-
stows on members and is based on 
their works, leadership/manage-
ment, knowledge and service.

ASLA Fellows will be elevated 
to the council during a special inves-
titure ceremony at November’s 2021 
Conference on Landscape Architecture in 
Nashville, Tennessee. Additional informa-
tion about the 2021 Class of Fellows, as 
well as previous ASLA Fellows, is avail-
able on the Council of Fellows webpage.
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Registration opens for 13th WaterSmart 
Innovations Conference and Exposition
The WaterSmart Innovations Conference and Exposition opened 
its full conference registration. The show is scheduled for Oct. 6-7 
at the South Point Hotel and Conference Center in Las Vegas. 

The 2021 edition of WSI signals a return to an in-person, face-
to-face event. 

“We’re excited to welcome back professionals from across the 
country and around the globe to the world’s premier urban water- 
efficiency conference,” says WSI Program Chairman Doug Ben-
nett. “We look forward to seeing familiar faces and welcoming new 
participants to this important event.”

Each full conference registration includes admission to the Water- 
Sense Partner of the Year Awards luncheon Oct. 6, hosted by the 
Alliance for Water Efficiency and the U.S. Environmental Protec-
tion Agency’s WaterSense Program.

WSI will feature a full slate of comprehensive professional ses-
sions in a variety of tracks and an Expo Hall showcasing water- 
efficient products and services. Several pre-show workshops, avail-
able for a separate fee, are scheduled for Oct. 5. 

The Southern Nevada Water Authority is presenting WSI in 
partnership with the Alliance for Water Efficiency, the Amer-
ican Water Works Association, the U.S. EPA’s WaterSense 
Program and other forward-thinking public- and private- 
sector organizations. For more information or to register, visit  
www.watersmartinnovations.com.

LANDSCAPES 2021 registration opens
The National Association of Landscape Professionals, Fairfax, Vir-
ginia, opened registration for LANDSCAPES 2021, an education 
and networking event for landscape and lawn care contractors. The 
event takes place Oct. 19-22, 2021, at the Omni Louisville Hotel 
and Kentucky Expo Center in Louisville, Kentucky, and is held in 
conjunction with GIE+EXPO.

The education lineup, which includes 
nearly 30 sessions, provides takeaways 
from industry experts that help remove the 
guesswork from running a landscape main-
tenance, design-build, lawn care or irriga-
tion business.

Sessions delivered by industry experts and company owners share 
real-world examples and strategies. 

The conference enables peer learning during specialty-focused 
roundtables, Breakfast with Champions and multiple networking 
events.

“LANDSCAPES 2021 provides the essential education that 
landscape and lawn care CEOs, decision-makers and key team 
members need to improve their sales, operations and ultimately the 
bottom line,” says Britt Wood, CEO of NALP.

LANDSCAPES 2021 lead partners include John Deere, Cater-
pillar and Bayer.

To register, visit www.landscapeprofessionals.org.

Technician Week | Virtual Classes
Sept. 13-17, 2021

Take review courses and  
become certified all in one week. 

Technician Week will include a set of virtual classes specifically 
for landscape irrigation technicians, with a certified irrigation 
technician exam offered in person in Fairfax, Virginia, on Friday. 

Register now!  www.irrigation.org/technician-week



• • PRODUCT SPOTLIGHT

46            Irrigation & Green Industry    August 2021 www.igin.com

1 Safety gloves. Brass Knuckle Safety  
Products, Alpharetta, Georgia, a 
member of Volk Enterprises family 

of companies, introduces its SmartShell 
cross-functional safety glove.

The SmartShell BKCR4499 glove is 
made of ultra-high-molecular-weight poly-
ethylene with ANSI cut level A5 protection 
on the palms. Its strength-to-weight ratio 
is 8 to 15 times higher than steel, and its 
thermoplastic rubber padding is soni-
cally welded to the back of the glove for 
protection from contusions, smash injuries, 
pinch-point injuries to fingers and other 
impact hazards. The gritty black nitrile palm 
coating offers wet grip and the bright lime 
green shell offers high-visibility safety.

SmartShell naturally shapes to the con-
tours of the hand and flex points, helping 
to ensure maximum comfort and increased 
compliance. For extra durability, Smart-
Shell is double-stitched in high-wear areas.

Brass Knuckle Safety Products 
www.brassknuckleprotection.com

2 Herbicide. RightLine LLC, Malden, 
Missouri, launched its first sulfen-
trazone combination product with 

RightLine Sulfen Southern herbicide. 
By combining sulfentrazone with the 

herbicide imazethapyr, the new herbicide 
expands the list of weeds controlled beyond 
straight sulfentrazone products. While 
sulfentrazone alone controls many sedges 
and kyllinga, the addition of imazethapyr 
expands label claims to include purple nut-
sedge and a total of more than 50 weeds.

Sulfen Southern is labeled for use 
on many warm-season turfgrass species 
including Bermuda grass, zoysia, buffalo 
grass and centipede and can be applied to 
golf course fairways and roughs, sod farms 
and athletic fields, as well as residential, 
commercial and institutional lawn areas. 
For added convenience and efficiency, 
RightLine Sulfen Southern is packaged  
in a 64-oz. bottle.

RightLine LLC 
www.rightlineusa.com

SUPPLIER IN THE NEWS
Takeuchi compact excavators and track loaders receive lowest cost of ownership award
Atlanta-based Takeuchi-US’s compact excavators and compact 
track loaders were recognized as having the lowest cost of 
ownership in their machine categories for 2021 by Equip-
mentWatch, a database and information provider for the con-
struction and heavy equipment industries. EquipmentWatch’s 
Lowest Cost of Ownership Awards leverage third-party, 

unbiased data to 
identify equipment 
that is projected to 
offer the lowest cost of 
ownership in the next 
five years.

2021 marks the 
fourth year of Equip-
mentWatch’s Lowest 

Cost of Ownership awards. According to EquipmentWatch’s 
methodology, cost of ownership is defined as the actual cost 
to own an asset per month, week, day and hour. Total cost of 
ownership looks beyond the initial acquisition price to consider 
the value and profitability of equipment over time.

Takeuchi’s compact excavator product line includes 14 
machines, and it offers five compact track loaders.

“We take a great deal of pride in designing, engineering and 
building quality equipment that people can depend on — not 
just for today, but also for the years ahead,” says Jeff Stewart, 
president of Takeuchi-US. “Receiving these awards for our 
compact excavators and track loaders is extremely gratifying. 
It shows our current and future customers that purchasing a 
Takeuchi machine is a wise choice that can help improve not 
just their productivity, but also their ROI.”

3 Curb roller. Curb Roller Manufac-
turing, Fairview, Kansas, introduces 
its first modular screed system, the 

patent-pending Lynx Screed. 
This alternative to completing flat-

work provides a series of linkable screed 
pipes to accommodate concrete pours in 
varying widths from 3 to 22 feet. The Lynx 
modular system removes the need for 
purchasing dedicated pipe lengths to offer 
easy adaptability for a multitude of pours. 
Its aluminum design decreases strenuous 
set up, shipping costs and transportation 
requirements.

The Lynx modular screed system, 
compatible with the manufacturer’s Eel and 
Batt screeds, is available in two packages: 
one consisting of three 7-foot pipes and 
one containing a 5-, 7- and 9-foot pipe. 
The system can also be customized to 
include any 3-, 5-, 7- and 9-foot length 
combination up to 22 feet.

Curb Roller Manufacturing 
www.curbroller.com
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Kicking it  
Back into Gear

Test, compare & buy new products • Explore the latest technology 
Network & learn from experts and peers
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SUPPLIER IN THE NEWS
John Deere offers JDLink connectivity service at no additional charge
Moline, Illinois-based John Deere is improving the ability 
for customers to maximize machine performance and uptime 
through updates to the JDLink platform. Starting July 14, 
2021, customers no longer needed to renew their JDLink 
connectivity service subscription and could enable it on any 
compatible machine in their organization at no additional 
charge. Once customers enable connectivity, they can select 
to automatically activate all future compatible models, further 
streamlining fleet management. 

“John Deere has offered telematics for well over a decade 
and the boost in machine monitoring and machine uptime has 
been an overwhelming benefit to our customers,” says James 
Leibold, product marketing manager, connected solutions, John 
Deere. “With the next phase of our JDLink offering, we are 
making it easier for customers to manage their fleets. Instead of 

needing to keep track 
of renewal dates by 
each machine, owners 
and fleet managers 
can look at monitor-
ing their equipment 
holistically and can 
focus on what’s 
important — keeping their job sites running.”

The JDLink service enables customers access to data such 
as machine location and utilization, time in idle, fuel level, 
upcoming maintenance and machine alerts, all from a web or 
mobile platform. Beyond machine monitoring, the JDLink 
solution also enables John Deere Connected Support, enabling 
the dealer to remotely identify critical issues.

6 Fuel products. Kawasaki Motors Corp., 
U.S.A. Engines Division, Grand 
Rapids, Michigan, is launching two 

ethanol-free fuel products specifically 
optimized for OPE applications. These two 
additions include Ktech Blend Pre-Mixed 
2-Cycle Fuel + Oil and Ktech Ethanol- 
Free 4-Cycle Fuel.

The Ktech Pre-Mixed 2-Cycle Fuel + 
Oil product is engineered to avoid the in-
herent issues attached to pump fuel that is 
formulated for the transportation industry.  
It is available in quart, 1- and 5-gallon cans, 
as well as 54-gallon drums.

The new unleaded Ktech Ethanol-Free 
4-Cycle Fuel is formulated for long life du-
rability of 4-cycle small engines and 2-cycle 
when mixed with oil to engine manufac-
turer specifications. Kawasaki developed 
the fuel to aid in reducing costly repairs, 
equipment downtime and user aggravation.  

Kawasaki Motors Corp. 
www.kawasakienginesusa.com

5 Underground guidance system. Subsite 
Electronics, Perry, Oklahoma, intro-
duced the Marksman HDD Guidance 

System for use by underground profession-
als. Designed specifically to provide perfor-
mance in high-interference environments, 
the system offers a range of frequencies in  
a single beacon.

Marksman scans usable frequencies, 
selecting the best choice to avoid inter-
ference. Its increased beacon power signal 
improves performance at extended depths, 
and dual power mode provides consistent 
performance across housing sizes. Marks-
man offers two choices of user interface: 
Classic View or the new Marksman View 
featuring intuitive graphics and clear data 
and a single toggle control (no extra but-
tons or triggers).

The Marksman HDD has integrated 
GPS standard plus Bluetooth compatibility 
with a preferred GPS device. 

Subsite Electronics 
www.subsite.com

4 Flow sensor. Creative Sensor Tech-
nology, Lincoln, New Hampshire, an-
nounces its latest addition, the FSI-T 

Series flow sensors now available with a 
scaled pulse output. 

The 1-, 1½- and 2-inch flow sensors are 
now available as SP3 models with a 1 pulse 
= 1 gallon output signal making them ideal 
for use with all Hunter Hydrawise con-
troller models. Users can now measure drip 
zones as small as 0.2 gpm up to turf rotors 
with an output of 160 gpm with Creative 
Sensor Technology’s expanding family of 
SP3 flow sensors while still incorporating 
the company’s impeller technology. 

The FSI-T Series includes 240 psi 
working pressure rating, and friction loss at 
a full flow averages 0.20 psi. These models 
will be backed by Creative Sensor Technol-
ogy’s lifetime electronics warranty.

Creative Sensor Technology 
www.creativesensortechnology.com
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Cutting Edge Performance
from Billy Goat! 
A Hardscaper’s dream:  
18" or 24" Sod Cutter 
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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Protect your Pets
Attention pet owners: Protecting your pets from ticks and fleas and bad weather 
is one thing, but according to Jo Cosgrove, landscaper at www.trees.com, there are 
also a few plants to watch out for that can be harmful to pets.

 Aloe vera – While it is perfectly safe for humans, it is not appropriate for 
a dog’s system. Saponins in aloe leaves can bring on vomiting, diarrhea, lethargy, 
tremors and general central nervous system depression.
 

 Amaryllis and daffodils – These flowers, if ingested, can cause intestinal 
spasms, low blood pressure, salivation, tremors, vomiting, diarrhea and even cardiac 
arrhythmia.
 

 Baby’s breath – The bouquet filler will cause vomiting and diarrhea.
 

 Begonia – This common plant contains needle-shaped crystals of calcium ox-
alate called “raphides” that can cause severe inflammation and irritation to any tis-
sues, causing vomiting and excessive salivating as the body tries to purge or dilute 
the irritant. 
 

 Sago palm – This common houseplant that is adored for its tropical aesthetic 
can cause liver failure and death in severe cases when ingested by pets. All parts are 
extremely toxic.
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FLOWER	POLLENS	IMPROVE	
HONEYBEE	HEALTH
A study by U.S. Department of Agriculture’s Ag-
ricultural Research Service scientists has identi-
fied four nutritional compounds found in different 
flowers that have been directly proven to enhance 
gut health of honeybees, boosting their immune 
system and increasing lifespan.

“We found that feeding caffeine, kaempferol, 
p-coumaric acid or gallic acid — all nutritional 
compounds found in the nectar and pollen of var-
ious flowers — improved the abundance and di-
versity of bacteria in the honeybees’ gut,” explains 
entomologist Arathi Seshadri, who is with the 
ARS Invasive Species and Pollina-
tor Health Research Unit in  
Davis, California.

These beneficial nu-
trients are found in a 
wide variety of flow-
ers, and Seshadri 
says it reempha-
sizes the need for 
flowering habitats 
that can provide 
bees with access to a 
rich diversity of pollen 
and nectar sources.

MOST POPULAR PETALS
Spring Hill Nurseries, Harrison, Ohio, surveyed 
Americans across the United States to ask them 
which flower they plant in their garden most. Out 
of a list of 20 flowers to choose from, these budding 
beauties were the top 5 most grown flowers overall:

1. rose
2. sunflower
3. daffodil
4. hydrangea
5. peony

Solving the mystery of the firefly
Did you spend summer evenings capturing fireflies 
in a glass jar when you were young? You probably 
wondered where these insects came from and why 
they are such a huge part of summer evenings.

Despite their name, fireflies aren’t flies. They are 
a part of the Lampyridae beetle family, and they 
appear in late May or early June, often disappear-
ing around September.  Like all beetles, fireflies 
have a complete metamorphosis, meaning they 
develop from eggs, to larvae, to pupae, to adults. 
Fireflies can spend up to two years as larvae, while 
their lifespan as adults only lasts a few weeks.

During the day, nocturnal Lampyridae can be 
found resting on vegetation or tree trunks. Once evening falls, they begin mating 
behavior, which results in the spectacular light show that we all know and love. 
During this time, the males will fly through the air and emit light from specialized 
organs on their abdomen to get the attention of the females. If the female is in-
terested, she’ll reply with a flash of her own, attracting the male toward her. Each 
species has a specific flash pattern that differs in number, duration, and intervals 
between flashes.
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At the Blue Counter and Beyond  
Ewing’s blue counter has been the cornerstone of how we serve you with supplies, information, camaraderie and a place 
to lean on after a long day. But our support goes beyond the blue counter. Here at Ewing, whether you’re a new pro or an 
industry vet, your business is our priority. It’s the reason we’ve been at it for 100 years and why we’ll continue to be here. 

FOR ALL YOUR BUSINESS NEEDS

LEAN ON US

Your Partner, On and Off the Job Site
	 n	 ProAdvantage contractor rewards program  
  (see brochure for details)
	 n	 On time delivery services
	 n	 Field consultations
	 n	 Education and training classes, webinars and resources
	 n	 Project estimating and take-off services
	 n	 Online account management tools
	 n	 And more!
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5111
Output: 45 to 365 lm 
Voltage: 12v
Finishes: Black, Bronze
Construction: Brass, 
Aluminum 

5011 / 5012
Output: 50-1160 lm
Voltage: 12v, 120v 
Finishes: Black, Bronze
Construction: Brass,
Aluminum 
 

DREAM IT, SOLVE IT

ACCENT FIXTURES

Grand Accent Mini AccentAccent

5211 / 5212
Output: 740-2000 lm 
Voltage: 12v, 120v 
Finishes: Black, Bronze
Construction: Brass, 
Aluminum 

P E R F ECT
EVERY TIME

Adjustable Beam Angles

Adjustable & Continuous Lumen Output

Multiple Kelvin Temperature options
(2700K, 3000K & 4000K)
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