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Put me in, coach

“It’s a great testament to 
our industry that customer 
satisfaction and loyalty
are doing so well, even
with fewer workers to 
choose from.”

I love sports analogies. People can relate to 
them because many of us have played a 
team sport such as baseball or basketball 
at some point in our lives. So when Bay-
er Crop Science released the results of a 
football-themed survey of lawn care and 
landscape professionals, I was quite in-

trigued, to say the least. 
The results, “Touchdown Turf: What it 

takes to have a winning season in the lawn and 
landscape industry,” were the topic of a panel 
discussion during the Turf and Ornamen-
tal Communicators Association breakfast at 
GIE+Expo in October. The theme seemed to 
resonate with the lawn care professionals who 
participated in the survey, since according to 
the survey some 84 percent of respondents 
played a team sport in high school or college.

The big takeaway from the survey was that 
these lawn care companies overwhelmingly 
had loyal fan (customer) bases. However, four 
out of 10 respondents ranked a shallow bench 
(team) as the challenge that has the biggest 
impact on having a “winning season.” While 
it’s great to hear that these companies are get-
ting it right with their customer service, it’s a 
bit concerning that the labor pool is so thin. 

Irrigation & Green Industry is also con-
ducting a survey for its 2019 Industry Out-
look, and preliminary results are showing la-
bor to be a major issue. When asked, “Does 
your region offer enough qualified workers to 
meet your company’s needs?” the majority of 
respondents answered “no.” The results of this 
and the other survey questions will be part of 
a report in our January 2019 issue.

It’s a great testament to our industry that 
customer satisfaction and loyalty are doing so 
well, even with fewer workers to choose from. 
I think the credit for that should go to the 
owners of these businesses who maximize the 
productivity and strengths of their employees. 
Jon Cundiff, CEO of Weed Man, Kansas 
City, Missouri, addressed this during the pan-
el discussion, saying “We all have our roles; 
we can’t all be pitchers.” 

Cundiff makes a good point. If everyone’s 
a pitcher, then who’s going to catch the ball? 
Who’s going to protect home plate? A good 
coach knows where to best position his play-
ers and will reinforce the importance of work-
ing together as a team. That coach is bound to 
have a winning team on his hands. I hope that 
description fits you.  



HYDRORAIN.COM

WE HAVE THE TOOLS TO MAKE YOU

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

SMARTER & FASTER

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



• • MARKET WATCH

8            Irrigation & Green Industry     December 2018 www.igin.com

SiteOne posts double-digit 
growth in Q3

Investors Corner
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    Last trade (11-15-18)  52-week low  52-week high; Source: Bloomberg.com

 18.24

17.85

      33.37

SiteOne Landscape Supply Inc., Roswell, 
Georgia, announced earnings for its third 
quarter which ended Sept. 30, 2018, post-
ing increases across the board. 

Net sales for the third quarter 2018 
increased to $578.5 million, or 15 per-
cent, compared to $502.4 million for the 
prior-year period. Organic daily sales 
increased 5 percent compared to the  
prior-year period. Momentum from May 
and June continued into July, the company 
notes in a press release. However, it adds 
that market growth decelerated as the 
quarter progressed and was impacted by 
wet weather during September. Acquired 
sales growth was approximately $53.9 
million or 11 percent of the overall growth 
for the quarter. 

Doug Black, SiteOne chairman and 

CEO says, “The Site-
One team delivered 
double-digit topline 
growth, expanded our 
adjusted EBITDA 
(earnings before inter-
est, taxes, depreciation 
and amortization) margin and generated 
robust cash flow, despite weather and in-
flationary headwinds during the quarter. 
The combination of Hurricane Florence 
and an overall very wet September delayed 
our fall season and moderated our organ-
ic sales growth to 5 percent from a higher 
pace in May and June. “

He adds, “In addition, we continued to 
experience rising cost inflation in the quar-
ter and our teams remained focused and 
disciplined in working with our customers 

to pass through these higher costs. Given 
these conditions, we are very pleased to 
have delivered a strong performance.” 

Black continues, “Further, we contin-
ued to execute our acquisition strategy by 
adding four outstanding companies during 
the quarter and one more in October. With 
good underlying market demand and a 
healthy acquisition pipeline, we remain 
confident in the opportunities for SiteOne 
as we continue to execute our strategies and 
create a company of excellence.”  

“With good underlying market 
demand and a healthy acquisition 
pipeline, we remain confident
in the opportunities for SiteOne
as we continue to execute our
strategies and create a company
of excellence.” – Doug Black
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Why choose BOWSMiTH 
NonStop® Emitters?

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

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

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

- Doug Matthews, Logan Simpson Design

No Call Backs!
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  Irrigation

Utah governor declares state of emergency over drought
An extreme drought that depleted half of Utah’s reservoirs has 
prompted Gov. Gary Herbert to declare a state of emergency, 
according to a weather.com report. 

The declaration means drought-affected communities, agricul-
tural producers and others can begin the process of accessing state 
or federal resources, according to a press release from the governor.

The declaration comes on the heels of the state’s driest year 
on record, according to the National Oceanic and Atmospheric 
Administration. All counties in the Beehive State are reportedly 
experiencing some level of drought conditions.

Snowpack was at a record low last winter, and water levels at 
16 of the 49 major Utah reservoirs are currently below 20 per-

cent, according to the gover-
nor’s release. Eight of those 
are below 5 percent, the re-
port added.

The extended drought has 
hit tourism. Lake Powell, a 
popular recreational site, is 
only half full, and Gunnison 
and Piute reservoirs are near-
ly empty. The drought has 
even forced ranchers to sell 
livestock because of a loss of 
winter and summer pastures.

  Irrigation

President signs water infrastructure
bill into law
America’s Water Infrastructure Act of 
2018 was signed by President Donald 
Trump into law on Oct. 23. Included in 
America’s Water Infrastructure Act of 
2018 is the congressional authorization of 
the WaterSense program, which has saved 
American consumers a cumulative 2.7 tril-
lion gallons of water and more than $63.8 
billion on their water and energy bills since 
2006, according to the U.S. Environmental 
Protection Agency’s website.

The law changes WaterSense from its 
status as a discretionary program at the 
EPA to federal legal status, according to a 
press release from the AZ Water Associa-
tion. It now qualifies for annual appropri-
ations rather than relying on the EPA ad-
ministrator’s discretionary funds each year.

In addition to authorizing the Wa-
terSense program, America’s Water In-
frastructure Act of 2018 expands water 
storage capabilities and authorizes federal 
funding for water infrastructure projects, 
which leverages billions in water infra-
structure spending.

The Irrigation Association, Fairfax, Vir-
ginia, announced it was pleased with the 
passing of the bill. “We are excited to see 
the WaterSense program now authorized 
by Congress,” says IA Government and 
Public Affairs Director John Farner. “The 
IA’s membership, along with our coalition 

partners, should be commended, as years of 
advocacy efforts have culminated in legis-
lation that is signed by the president. We 
now look forward to working with elected 
officials to ensure WaterSense remains a 
strong, market-enhancement program for 
water-efficient technologies and services.”

©
 ju

sta
sc

; ©
 am

en
oh

i | 
ad

ob
es

to
ck

.co
m

Utah Gov. Gary Herbert has declared a 
state of emergency due to greatly depleted 
reservoirs from extreme drought.  

  Landscape

University of Pennsylvania switches to all-electric equipment
The campus at the University of Pennsylvania in Philadelphia is 
filled with flowerbeds, shaded walkways, turf areas and more than 
6,000 trees, and this fall semester, students have returned to a cam-
pus that is even more green and quiet, according to an article on 
the university’s Penn Sustainability webpage.

BrightView, Plymouth Meeting, Pennsylvania, a leading land-
scape services company, has been maintaining the landscape at 
Penn since the early 2000s and announced last year a commitment 
to begin deploying electric mowers and other equipment across 
the country.

The team that maintains the campus is now operating entire-
ly with low-emission electric mowers and hand-held equipment, 
according to the article. With each mower running an average 
of 300 hours per year, the team expects this will eliminate the 
amount of emissions equivalent to approximately 1,500 cars aver-
aging 12,000 miles each year. These numbers are based on findings 
from a recent study by the California Air Resources Board and the 
Environmental Protection Agency on emissions produced by lawn 
and garden equipment.

“This equipment significantly reduces the environmental im-
pact of maintaining our campus which includes noise-pollution,” 
says Craig Roncace, urban park manager for the university’s Facil-
ities and Real Estate Services Division.

While BrightView uses this equipment across the country, the 
Philadelphia team is the first to go 100 percent electric.
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 QUICK
 TAKES

Careless smoker causes 
equipment loss
Ralph Sambrano, a Fort Worth, 
Texas-based independent lawn 
care contractor for Lawn Love, 
had his trailer carrying about 
$5,000 worth of lawn care equip-
ment catch fire on his way home 
from work after a nearby driv-
er threw a cigarette out of a car 
window. 

A GoFundMe campaign was 
started for him, which raised 
its goal of $5,000 to replace the 
equipment.

California grant provides 
water-saving landscapes 
to three schools
Three schools in Southern Cal-
ifornia received a grant from 
the state of California to install 
stormwater management with a 
drought-tolerant landscape.

Costa Mesa landscape archi-
tecture firm, Nuvis, designed sev-
eral gardens at each campus and 
says there are many water-saving 
features of its projects. 

They include a sloping man-
made swale that holds rainwater 
until it can seep into the ground, 
native plants attract wildlife that 
help spread pollen and a perme-
able, decomposed granite path 
discourages runoff. 

Lehigh joins LandOpt
The LandOpt Contractor Net-
work has extended into Wap-
pingers Falls, New York, with 
Lehigh Lawns and Landscaping 
becoming the second LandOpt 
Contractor in New York.

A full-service professional 
landscape design, maintenance 
and snow firm, Lehigh Lawns 
and Landscaping provides prop-
erty solutions for both residential 
and commercial customers in the 
Hudson Valley area.

  Irrigation

College student uses technology to help campus save water
Marwan Madi, a junior at the University of Texas at Austin, 
is helping the campus reduce its water use by millions of gal-
lons every year, according to an article on KXAN.com. Madi 
has been working with UT’s irrigation and water conser-
vation program coordinator, Markus Hogue, to gather data 
about the landscape around the LBJ Presidential Library.

They use a drone fitted with a special camera that mea-
sures how much chlorophyll plants are producing, which 
shows how healthy the plants are. The camera discovers un-
healthy areas in landscapes before they are physically evident.

The information from the drone is combined with 12 
moisture sensors in the ground, revealing how much water is being lost back into the air 
instead of being absorbed into the ground where it can be used. The images produced help 
the pair know which areas need more water.

Now they’re ready to move into the next phase where Hogue will start reducing auto-
matic irrigation in specific areas around LBJ. After another year, they plan to have enough 
data to draw conclusions about how much water they can save. Madi’s goal is for 10 percent 
water savings, representing millions of gallons of water a year.

  Landscape

McHale Landscape Design makes acquisition
McHale Landscape Design, a high-end residential design-build landscape contractor op-
erating in Washington, Maryland and Virginia has announced its strategic acquisition of 
Green Gardens Inc., Clarksburg, Maryland. A definitive purchase agreement was finalized 
in September 2018.

The partnership combines two residential landscape companies in the Washington met-
ropolitan area, boosting McHale’s high-end residential design-build locations to five.

“We have always had the highest regard for Green Gardens and are honored to continue 
their legacy of providing quality landscape services to some of the most discerning clients 
and properties around Washington, D.C.,” says Kevin McHale, McHale’s president.

For more than 50 years, Green Gardens has offered residential landscape and mainte-
nance services to a substantial customer base. Green Gardens Principal John Austin says, 
“We are very excited to be able to offer all that McHale brings to our clients.” 

  Landscapes

LDI acquires NewTex
Landscape Development Inc., Valencia, California, has announced its maintenance di-
vision, Enhanced Landscape Management, has completed the asset purchase of Las Ve-
gas-based NewTex Landscape Inc. The purchase expands the operations of LDI, which has 
annual revenues in excess of $110 million in its California operations, into new territory.

NewTex owner Michael Martinez, who joins the ELM executive team as regional man-
ager, says the acquisition by LDI presents a great opportunity for the companies’ teams.

“I have had the pleasure of getting to know the LDI/ELM team over the course of the 
past couple years. What started as a relationship between companies working to develop 
and deploy new technologies turned into an opportunity for us to align and grow stronger 
together,” says Martinez.

NewTex, through the course of nearly two decades, has established a strong, local 
reputation for quality and customer service relating primarily to commercial landscape 
maintenance and tree service. The staff of approximately 120 employees of NLI is being 
retained, including field personnel and management. Soon, an expanded line of services 
will be added in the Las Vegas area including commercial construction, erosion control, 
hydroseeding and design.

A drone is  helping University of 
Texas at Austin irrigate efficiently.
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Jeff Carowitz advises landscape industry firms on marketing and business strategy.
He can be reached at jeff@strategicforcemarketing.com.
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MARKETING MATTERS

By Jeff Carowitz

Brake lights in the distance

You know the
saying about having 
all your eggs in one 
basket? Now is a 
good time to broaden 
the range of products 
or services that your 
company offers so 
you can appeal to a 
broader audience of 
customers. 

Y
ou’re driving along the road when you 
notice, off in the distance, the flicker of 
brake lights flashing on and off. Traf-
fic hasn’t stopped, but clearly there’s 
something going on. What do you do? 

Accelerate? Probably not. Slam on the brakes? Not 
that either. 

You become more vigilant looking for signs that 
you might need to make a correction. You’ve still got 
plenty of time to act, and if you pay attention, you’re 
sure to make intelligent and safe decisions.

You probably know where I’m going with this 
analogy. After a 10-year plus run of expansion in our 
industry, a few companies have gotten complacent, 
too accustomed to running on “cruise control.” You 
can do that for a while, but eventually it gets risky.

This is the time of year when I visit with clients 
to work on strategies for the coming season. When it 
comes to planning, some of my clients are naturally 
inclined toward a vigilant, wait-and-see approach; 
others are more full-speed-ahead. 

For both types of clients, I’m recommending a 
“flexible stance” strategy for greater nimbleness in 
2019. My system helps companies be prepared to 
capture the upside if the market keeps motoring 
forward — and to minimize the downside should 
it decelerate. 

As part of planning for uncertainty, I encourage 
clients to be more strategic about what they’re doing. 
Recognize that good times lull us into complacency, 
and we stop challenging ourselves to do better. 

Here are a few things to think about while you 
work on your plan for 2019.

Precisely focus on the right things. Stop 
wasting time on things that don’t deliver value; you 
can’t afford to. If the market tightens even slightly, 
you’ll wish you could get that time back. 

Understand that every marketing initiative comes 
with two costs. The first is obvious; the time, effort 
and expense of doing a project. The second cost is 
the potential for missed opportunities. When you 

decide to pursue one thing, you’re making a choice 
not to pursue something else. Sometimes, it’s what 
you don’t do or ignore that hurts you.

I have one client who has a tough time with op-
portunity costs. His marketing team wants to spend 
time trying to make cutting-edge social media mar-
keting work, but after three years, there’s been little 
return on that investment. What my client needs to 
do instead is prioritize mailing out (and following up 
on) contract renewals for the coming season. The op-
portunity cost of working on “what we think is cool 
and might work” keeps drowning out the opportuni-
ty cost of “keeping the clients we already have who 
pay us regularly.” Opportunity costs are about choic-
es. Make sure your team is choosing the right things.

Diversify to lower risk. You know the saying 
about having all your eggs in one basket? Now is a 
good time to broaden the range of products or ser-
vices that your company offers so you can appeal to a 
broader audience of customers. Then, if one category 
of services sinks, another can make up for it.

When you’re considering which new services to 
add, prioritize those that offer stable revenue streams. 
For example, contractors should focus on mainte-
nance, repair and overhaul instead of bid work. Start 
working on your plan now to capture those clients 
while your competitors are ignoring them.

Avoid linear planning. Forecasts that say, “We’ll 
sell the same amount as last year, plus 10 percent,” 
need to be reexamined. Seldom does growth come 
in a steady, linear fashion year after year. Examine 
the macro-environment more closely to be sure it 
supports another year of gains. Many of the factors 
that have driven robust growth in our industry are 
now reversing direction or getting long in the tooth. 

More importantly, if you really want another 10 
percent, you’re going to need to do a lot of things 
differently and better. Be sure you can answer my 
usual question: “What will you do different so that 
you can grab that next piece of growth?” 



THE #1 SELLING LCF TRUCK 
IN AMERICA SINCE 1986

• CLASS-LEADING FUEL ECONOMY

• COMMERCIAL TRUCK CLASSES 3-6

• GVWR RATINGS 12,000-25,950 LBS.

• A DIESEL ENGINE AND A GAS ENGINE 
THAT IS ALSO CNG/LPG CAPABLE

• MULTIPLE WHEELBASES ACCOMMODATE 
BODY CHOICES 10-30 FEET IN LENGTH

Visit WWW.ISUZUCV.COM for additional information. 

Vehicle shown with optional equipment; some equipment is dealer installed. N and F-Series vehicles are assembled from component parts manufactured by Isuzu Motors 
Limited and by independent suppliers who manufacture such components to Isuzu’s exacting standards for quality, performance and safety.  Please see your authorized Isuzu 
dealer for additional details.  © 2018 ISUZU COMMERCIAL TRUCK OF AMERICA, INC.

Wishing you a wonderful 
Holiday Season!
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working trucks
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THE 2019 TRUCK LINEUP OFFERS A SAFER,
MORE EFFICIENT AND CONNECTED WAY TO TRAVEL.
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B Y  M A R Y  E L I Z A B E T H  W I L L I A M S - V I L L A N O

A landscape, irrigation or landscape maintenance contractor 
without a truck is like a sailor without a boat. It’s an essential 
tool that he absolutely needs to do what he does. He needs it 
to get his workers, tools and supplies to job sites; to pick up 
materials; to haul away trimmings; and he also might use it to 
pick up the kids from school. It’s not as if he can accomplish 
all these things with a bicycle. No, a good truck — or 12 or 

200 of them — are as important to his operation as his mowers, trimmers, 
blowers and other tools are.

A contractor buying one or several 2019 trucks will find them to be 
smarter, safer, quieter, more connected and more economical to run than 
ever, whether he buys a pickup, chassis cab or cab-over-engine model. The 
field includes diesel, gas, flex-fuel and “mild hybrid” pickups, an all-electric 
COE and a hybrid diesel/electric COE.

What are contractors looking for in their trucks? “They view these 
things as a tool,” says Dan Tigges, full-size truck product manager, General 
Motors. “They’re looking for great value for their money, at the total cost 
of ownership, the operating, repair and fuel costs, resale value and perfor-
mance. A lot of these guys spend many hours in these trucks, so they’re 
looking for a pretty comfortable truck as well.”

Dave Sowers, the head of Ram commercial vehicle marketing, says, “A 
certain amount of productivity is essential. They won’t even consider a ve-
hicle if it doesn’t do the job they need it to do. If it allows them to put a 
little bit bigger trailer behind it, that might be a consideration. After that, 
it’s efficiency and safety. The other piece is to have a socially responsible 
and environmentally responsible image, particularly in the green industry.” 

Benjamin Allen, COO of Lawn America, a lawn care company in Tulsa, 
Oklahoma, owns about 30 heavy-duty pickup trucks. Rounding out the 
fleet are several large trucks with custom box bodies built on Isuzu COE 
chassis so there’s no need to pull trailers. “The box trucks are easier and 
better for safety and liability reasons,” says Allen. “Younger men don’t know 
how to back up a trailer.” 

When he’s asked what’s most important to him, Allen says “price — 
getting a good deal.” Next is how much hauling capacity a truck has; it 
must be beefy enough to transport a 300-gallon sprayer. Allen’s workers 
probably appreciate the fact that he puts air conditioning into most of his 
trucks. “You need that here in Tulsa,” he says. “It gets hot in the summer 
here, into the 100s.” 

This model year sees a continued striving toward lighter frames with-
out sacrificing strength. Ford lightened up its F-Series trucks with  
military-grade, all-aluminum bodies a couple of years ago; GMC/Chevy 
have taken a “mixed materials” approach, including using high-grade alumi-
num to replace heavier steel in some parts of their truck bodies. Tigges says 
GM chose to go that route because “it can be expensive to get an all-alu-
minum truck repaired. You have to go to a body shop that specializes in ©
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Many trucks can
be converted to run 
on propane, liquid

petroleum or
compressed natural 
gas with the help

of aftermarket
conversion kits.
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aluminum where the labor rates are typically much 
higher.” Ram has also done some lightening up.

Backup cameras are now standard equipment 
for all vehicles over 10,000 pounds; in 2019, 
it’s possible to get an optional multiple-camera, 
360-degree view around one’s truck and trailer 
backup assistance.

And while self-driving trucks aren’t quite here 
yet, the safety technology that will eventually make 
that a reality continues to find its way into both 
heavy- and light-duty 2019 trucks. 

Look for forward collision alerts, lane departure 
and blind spot warnings, front and rear parking 
assistance, collision and low-speed-forward alerts. 
One truck has a new automatic trailer detection 
feature that knows how long your trailer is and will 
give the driver an alert if there’s anything beside it 
he might hit.

Contractors with teen drivers in the family can 
now get a package on some trucks that will let you 
limit how fast it will go, how loud the music can 
be, and will even let you lock out the more explicit 
SiriusXM channels. One truck will even tell you if 

you’ve left your toddler or four-legged best friend 
in the back seat. 

You’ll find plenty of connectivity and mobile of-
fice functions, often as standard equipment, such as 
Bluetooth, Wi-Fi with built in hotspots, 4G LTE, 
hands-free calling, Apple CarPlay, Android Auto 
and multiple USB ports. But you might not a see a 
CD slot any longer. As Ford states in its marketing 
materials, “In keeping with consumer trends, CD 
players are no longer available.” 

A telematics system, a fleet-management tool 
that keeps tabs on your trucks through a combi-
nation of GPS tracking and onboard diagnostics is 
available from most of the truck makers. It tracks 
and records exactly where your vehicles are, how 
fast they’re going and other information, and cross- 
references it with what’s going on under the hood.

We don’t have the space to list every single stan-
dard and available (optional) feature, powertrain, 
trim package, cab style, available bed lengths, or 
paint color, but we will give you the heads-up on 
the biggest news from each manufacturer, plus a 
little extra. So, keep on truckin’!

The great debate: Gas versus diesel
Some contractors swear by diesel trucks for their extra torque, long life and 
low maintenance costs. Diesel fuel also used to be much cheaper than gaso-
line. Others used to buy diesel trucks exclusively, but since the price of diesel 
went up, have switched to gas.

Benjamin Allen, COO of Lawn America, a lawn care company in Tulsa, 
Oklahoma, used to buy both types of trucks, but these days, sticks to gas. “It 
just wasn’t worth it to me to run diesel,” he says. “A gas truck is good for about 
150,000 miles, say around 10 to 12 years, then it’s pretty much shot. A diesel, 
I would have to run that up to 300,000 miles to get the extra money out of it 
that I’d have to pay to get it."

David Sowers, marketing manager at Chrysler Group LLC, Auburn Hills, 
Michigan, says, “Because of the new Tier 4i emissions regulations, the cost of 
entry for diesel is higher than it has ever been, and the cost of the fuel itself is 
higher, too. The people that still strongly consider diesel are the ones that fre-
quently tow or tow heavier weights, accumulate a lot of miles and keep their 
trucks for a while. For a heavy-duty pickup truck, a diesel engine option costs 
about $9,000 more than a gas engine.”

Brian Tabel, executive director of marketing for Isuzu Commercial Truck of 
America Inc. Anaheim, California, says gas is by far the more popular fueling 
choice. “The amount of miles a landscaper drives, in some cases, it doesn’t 
make sense for them to have a diesel. But for some, their whole fleet, or their 
business model, is diesel and they prefer to use it. When you go with diesel 
you can have a higher gross vehicle weight. That also helps. But for the most 
part, a 12,000-pound or 14.5 GVW truck works for them.”

As you can see, there are advantages and disadvantages to both gasoline 
and diesel power; one choice isn’t clearly “better” than the other. What you 
choose will depend upon the needs of your particular operation and the kinds 
of applications you use your trucks for.
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Brand: GMC 
Company: General Motors

Like its cousin the Chevrolet Silverado 
1500, the full-size GMC Sierra 1500 has 
also been completely redesigned. It’s also 
now larger in almost every dimension, 
including a longer wheelbase and longer 
crew cab body that offers about 3 inches 
more rear legroom than the previous mod-
el. And it, too, has lost some weight; it’s up 
to 360 pounds lighter than the previous 
model, thanks again to a mixed materials 
approach, including aluminum for the 
doors, hood and tailgate, with steel for the 
fenders, roof and standard cargo box.  

Highlights:
• “GMC-exclusive” and “industry-first” 

MultiPro Tailgate with six func-
tions and positions for enhanced 
second-tier loading and load-stop 
solutions is standard

• “segment-first” Multicolor Head-Up 
Display projects customizable data 
such as speed and fuel levels on the 
windshield so driver can keep eyes on 
the road, standard

• a GMC-exclusive, CarbonPro  
carbon-fiber cargo box, available on 
certain models, offers better dent, 
scratch and corrosion resistance

• HD upgrade of standard rear-vision 
camera, available for certain models

• rear-camera mirror that can function 
either as a traditional mirror or as a 
camera screen, available

• lane change alert with side blind- 
 zone alert,  available
• HD surround vision, available
• Traction Select System allows the driv-

er to choose from preset drive modes 
tailored for different terrain or weather 
conditions, standard

For more information:
www.gm.com

Brand: Ford 
Company: Ford Motor Co. 

Ford completely redesigned the F-150 in 
2015 and refreshed it in 2018, the main 
change being a loss of some 700 pounds 
from the chassis due to military-grade 
high-strength aluminum being used 
instead of steel in some places. 

The F-150 Limited got a redesigned 
interior for 2019, including real wood trim 
with ash swirl, and the Navy Pier uphol-
stery is now a Camel Back two-tone color 
scheme. A 3.0-liter Power Stroke diesel 
V-6 engine was added for the 2018 model 
year and is still available. 

Highlights:
• a high-output 3.5-liter EcoBoost V6 

engine, previously only available on the 
F-150 Raptor, is now available on the 
F-150 Limited. It kicks out 450 horse-
power and 510 pound-feet of torque, 
can haul a maximum payload of 1,520 
pounds and tow up to 11,100 pounds

• a high-flow dual-exhaust system, stan-
dard on F-150 Raptor and 2019 F-150 
Limited; not available for other trims 
or packages

• the “class-exclusive” Pro Trailer Backup 
Assist lets drivers rotate a knob to 
control direction, with the truck auto-
matically steering to follow the course 
selected; standard on Limited, optional 
on Lariat, King Ranch and Platinum

•  an integrated Trailer Brake Control, 
standard on King Ranch, Platinum, 
Raptor and Limited, available on XLT 
and LT. 

• 360-degree camera with split-view 
display with dynamic hitch assist to 
simplify the hitching process, standard 
on Limited, optional on XLT, Lariat, 
King Ranch and Platinum

For more information:
www.ford.com

Brand: Chevrolet 
Company: General Motors

The biggest news from Chevrolet is that 
it’s re-entered the medium-duty truck 
market it abandoned in 2009 by adding 
to its Silverado line. The 2019 Silverado 
4500HD, 5500HD and 6500HD are the 
result of a partnership with commercial 
truck manufacturer Navistar International 
Corp., Lisle, Illinois (formerly known as 
International Harvester Corp.). 

Both GMC and Chevrolet are 
introducing new full-size half-ton trucks 
this year; the ¾-ton and 1-ton trucks will 
be replaced next year, according to Dan 
Tigges, full-size truck product manager, 
General Motors. “The new light-dutys are 
all-new trucks from the ground up,” says 
Tigges. “We’ve made our cabs significantly 
larger and our box much more usable and 
bigger.” The new Silverado 1500 has been 
slimmed down; it’s some 450 pounds 
lighter than the Crew Cab V8s that 
preceded it due to the “mixed materials” 
approach. 

Highlights:
• all-new “segment-exclusive” power up/

down tailgate standard on High Coun-
try, available on LTZ

• HD rear-vision camera that is available 
on certain models 

• new HD surround vision that provides 
a 360-degree view around the truck, 
available

• rear-camera mirror that can function 
either as a traditional mirror or as a 
camera screen, available

• new Durabed with more cargo volume, 
standard. The short box offers 63 cubic 
feet of volume, up to 20 percent more 
than typical short boxes

For more information:
www.chevrolet.com
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Brand: Mitsubishi Fuso
Company: Mitsubishi Fuso Truck of 
America Inc.

Fuso’s biggest news is the debut of the 
2019 Fuso FE Gas truck. It’s the only gas-
oline-powered truck that Fuso makes and 
is only available in the U.S. and Canada. 
Fuso is making it in the U.S. with its new 
brand partner Freightliner Custom Chas-
sis Corp., Gaffney, South Carolina.

The available models range from the 
FE 130 diesel with a gross vehicle weight 
rating of 13,200 pounds and a body/
payload capacity of 7,975 pounds, to the 
FE180 diesel with a GVRW of 17,995 
pounds and a body/payload capacity of 
12,490 pounds.

Highlights:  
• all 2019 Fuso FE trucks, both gas and 

diesel models, have new modernized 
interiors featuring heavy-duty driver’s 
seats with adjustable lumbar support 
and upgraded seating fabric

• Fuso makes the only all-electric COE, 
the eCanter.  This truck has a GVWR 
of 15,995 pounds

• buyers of Fuso FE Gas trucks will get 
free oil changes for the first five years 
or 75,000 miles, up to 10 oil changes. 
The dealership will also provide a free 
multipoint inspection with each oil 
change. Fuso is also providing two free 
additional years on this models’ Allison 
transmission

• all Fuso trucks come with a Verizon 
Connect telematics system and 12 
months’ free service

For more information:
www.mitfuso.com

Brand: Isuzu
Company: Isuzu Commercial Truck 
of America Inc.

Isuzu is being close-mouthed about any 
changes or updates to its Class 3, 4 and 
5 N-series and Class 6 F-Series COE 
trucks. Executive Director of Marketing 
Brian Tabel does say, “We’ll be announc-
ing that after the first of the year when we 
launch the 2019 model-year gas and the 
2020 model-year diesels. We’ll have some 
changes in the product lineup, but at this 
time I couldn’t share what those are.”

Tabel says that Isuzu’s lighter weight 
N-Series trucks, particularly the 14.5 
GVWR NPR-HD crew cab that has a 
6.0-liter V-8 engine and a body-and-
payload allowance of 8,442 to 8,503 
pounds is probably Isuzu’s most popular 
gas model among landscape contractors. It 
seats 7, with plenty of room for equip-
ment. 

The F-series, especially the FTR, is 
popular with tree-care companies. A 
woodchipper body was shown at GIE+-
Expo.

Highlights:
• Isuzu showed an all-electric N-series 

truck at the 2018 Work Truck Show 
in Indianapolis, but you can’t buy one 
yet. Tabel says that the truck is “a basic 
concept, not in production.” Five of 
them are being test-driven by Isuzu 
customers in different parts of the 
country

• a Verizon Connect telematics system is 
optional

For more information:
www.isuzucv.com

Brand: Hino 
Company: Hino Motors Sales  
USA Inc.

Hino has entered the U.S. Class 8 
heavy-duty truck market for the first time 
with the launch of its 2019 Hino XL Se-
ries. The series includes both Class 7 and 
Class 8 trucks. The series will be offered 
in straight truck and tractor configura-
tions ranging from a GVWR of 33,000 to 
60,000 pounds.

Hino’s medium-duty COE trucks, 
which range from the 155 with a GVRW 
of 14,500 pounds, to the 195 with a 
GVRW of 19,500 pounds, have added 
larger wheelbase options for 2019. 

All of these trucks have the same 
standard powertrain; a Hino JO5E Series 
diesel engine that produces 210 horsepow-
er and 440 pound-feet of torque, paired 
with an Aisin A465, 6-speed automatic 
transmission. A telematics system has 
been standard on Hino 155 and 195 COE 
trucks since the 2017 model year.

Highlights: 
• Hino XL7 and XL8 have electronic 

stability control (standard on tractor), 
collision mitigation systems, payload 
management suspension options, air-
ride cabs and driver’s seats, hands-free 
Bluetooth audio/calling, steering wheel 
controls, LED headlights, cruise con-
trol and air conditioning as standard 
equipment

• the 195h and the 195hDC are hy-
brid diesel/electric models, the only 
cabovers to have such an engine

• the XL series buyers get a one-year free 
subscription to Hino Insight Telemat-
ics. Insight Remote Diagnostics and 
Insight Case Management are free for 
five years

For more information:
www.hino.com
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Brand: Toyota 
Company: Toyota Motor Sales USA 

The mid-size Tacoma and the full-size 
Tundra remain pretty much unchanged 
for the 2019 model year, except for some 
minor interior updates. The TRD Pro, 
available in the CrewMax configuration 
only, has returned for both Tacoma and 
Tundra in an upgraded edition. 

In 2018, Toyota’s trucks added the 
Toyota Safety Sense active safety system, 
standard on all grades of Tacoma and 
Tundra. It includes a precollision system 
with pedestrian detection, lane depar-
ture alert with a sway warning system, 
automatic high beams and dynamic radar 
cruise control.

The rearview mirror with compass 
has been eliminated on vehicles that are 
already equipped with navigation systems.

Highlights:
• two additional USB ports in center 

console
• TRD Pro (CrewMax configuration 

only) returns to lineup, gets standard 
moonroof, new available Desert Air 
Intake, designed to provide the Taco-
ma’s 3.5-liter V-6 with cleaner air on 
dusty trails or protection against water 
ingestion during stream crossings, and 
a 1/4-inch thick aluminum skid plate 
with red TRD lettering, and a TRD 
Pro exhaust with black chrome tip.  

•  new SX package available on SR5 
double cab models in 4x2, 4x4 and 
4x4 FFV features exterior styling with 
color-keyed front grille surround, front 
bumper end caps and rear bumper

• privacy glass is standard on the SR

For more information:
www.toyota.com 

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

Brand: Ram
Company: Chrysler Group LLC

Ram has completely redesigned the half-
ton Ram 1500 for 2019, and now you can 
get it in a hybrid version. 

It’s been recreated lighter, longer, wider 
and quieter, with 120 pounds taken from 
the chassis and another 100 from the 
frame, while at the same time, adding 
more high-strength steel. The body is over 
50 percent high strength steel and the 
frame, 98 percent. 

The overall cab length increased by 
4 inches, creating an interior with 151.1 
liters of storage capacity. Models equipped 
with the 5.7-liter Hemi V-8 engine have 
an active noise cancellation system that 
cuts ambient sound down to 67.1 decibels. 
All the TorqueFlite 8-speed transmissions 
for the new Ram 1500 have been up-
graded and modified with more powerful 
control computers for improved efficiency.

Highlights: 
• larger payload and towing capacities 

than previous Ram 1500 models; it 
can haul 2,300 pounds and tow up to 
12,750 pounds

• all-new Frequency Response Damping 
shocks, standard

• “class-exclusive” air suspension that 
enhances fuel efficiency, improves ride, 
and gives greater off-road capability, 
load-leveling and entry/exit conve-
nience, optional

• new 4x4 off-road package includes 
suspension with one-inch lift, electron-
ic locking rear axle, tuned shocks and 
hill-descent control

• electronic locking rear differential is 
standard on 4x4 off-road package and 
Rebel, optional for all other models

• all-new SiriusXM with 360L personal-
ized listening experience, optional

For more information:
www.ramtrucks.com

Brand: Nissan
Company: Nissan Motor Co. Ltd.

A contractor who uses his truck for both 
work and home errands will welcome Rear 
Door Alert, a new standard safety feature 
on both Titan and Titan XD, from Nissan, 
that notifies the driver whenever he exits 
the truck if there is a child or pet in the 
back seat. Titan XD got a larger fuel tank 
for 2019.

Highlights:
• Fender Premium audio system with 

a 485-watt, 9-channel amplifier 
and Panasonic’s proprietary Acous-
tic Motion Control, duplicates the 
reverberation and ambience of original 
recordings; standard with 12 speakers 
on Crew Cab SL and Platinum grade 
levels; optional, with 10 speakers, on 
PRO-4X Crew Cab and King Cab 

• 7-inch touchscreen audio/IT display 
with NissanConnect, standard

• Apple Car Play and Android Auto 
have been added for the first time as 
standard equipment on all grades

• second USB media port standard on all 
trim levels

• outer grille with a high-gloss metallic 
black inner treatment, standard on SV 
grade, replaces previous chrome grille

• integrated gooseneck hitch with in-
side-the-bed plug; the plug is standard 
when the optional gooseneck hitch is 
selected

• available 360-degree camera system

For more information:
www.nissanusa.com
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CLOSE-UP PROFILE

T
here’s an interesting phenomenon 
that happens when someone first 
gets introduced to the green in-
dustry. They learn about the busi-
ness and meet the people in it. It 
doesn’t take long after getting a 
taste of it to decide they never 
want to leave it. That has certainly 

been the case for Cindy Code, executive director of the 
Cleveland-based nonprofit Project EverGreen, who is 
reminded daily of the kindness and generosity of peo-
ple in our industry. 

When she went to Ohio University to earn her 
degree in journalism, she never imagined her whole 
career would be built around our industry. But if you 
ask her, she wouldn’t have it any other way. 

“My background was really more in news report-
ing. I worked on the school newspaper in high school 
and college and I thought I would go into that area of 
journalism,” she recalls. But after graduating and re-
turning to her hometown of Cleveland to find a job, 
another avenue opened up. 

She received a call from a magazine publishing 
company that produced a landscape industry maga-
zine and wound up taking a job there. At the time, she 
says, “I thought it was going to be one of those jobs 
where I stayed there for a couple of years and moved 
on to something else.” 

Code ended up staying a little longer than a couple 
of years … 20, in fact. “That’s how I got into the 

landscape industry. I never had any other background 
in the industry nor any aspirations to go into it, but 
I’m so glad I did.” 

Though it wasn’t initially what she had envisioned 
for her career, she would not change it, “It’s turned out 
to be a great industry with just amazing individuals. 
It’s been a good fit for me,” she says. These days at 
Project Evergreen, she isn’t the one writing the stories, 
she’s giving people something to write about. 

Spreading the word
The green industry has no doubt left a lasting impres-
sion on Code. So much so that about 15 years ago, she 
and four others in the industry decided they couldn’t 
keep it secret anymore. They realized that people in-
volved in the industry already knew how special it 
was, so the existing communication channels were 
only “preaching to the choir.”  There had to be a way to 
show others how great it was, too.

As it turns out, there was a way. It took the form 
of Project EverGreen, which was founded in 2003. “It 
evolved from a group of individuals who all worked 
within the industry who wanted to share all the good 
that comes from the professional side of the industry,” 
Code explains. 

Often, Code would find herself having discussions 
with other communications professionals that felt the 
same way she did about the industry. “We’d talk to each 
other about what wonderful people work in the land-
scape industry or the wonderful services that suppliers, 

B Y  K R I S T I N  S M I T H - E LY

Under her leadership, Project EverGreen is
helping spread the joy of green spaces to communities

and families who need it.

Cindy Code
A LABOR OF L    VE



Cindy Code, executive
director, Project EverGreen, 
loves the green industry
and being able to share its
benefits with people all over 
the country.  Photo: John
Glover, John Glover
Photography
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distributors and end users provide to homeowners, 
commercial property managers and golf courses.”

Our industry regularly sees the economic and so-
cial benefits of green spaces. Whether it’s increasing 
occupancy rates and property values, reducing crime 
or simply brightening up a person’s day. So why has 
it seemed like all this good has been the best-guard-
ed secret?

Project EverGreen began as a national public re-
lations initiative to share the benefits of the industry 
with others. It was started by those in the industry, 
including Code. Another green industry communi-
cator, Den Gardner, became the first executive di-
rector of the organization. Code was on the original 
board and served as board president for two years. 

Around 2009, she left her position with the mag-
azine and branched out on her own. When Gardner 

retired from his position in 2011, Code then decided 
to take the reins as executive director. 

All those years of being involved with Project Ev-
erGreen made it a smooth transition for Code. “It 
had been a labor of love all these years. The transition 
was seamless and seemed like a good fit.” 

Bringing people together
Nowadays, Project EverGreen is doing tremendous 
things, expanding its role from providing PR about 
the benefits of the industry to spearheading the cre-
ation of those benefits with the help of communities 
all over the country. 

The organization’s mission of “bringing people 
together to make a difference in how our yards, 
parks and communities create a greener, healthier, 
cooler earth” is what drives the organization, Code 
says. A large piece of Project EverGreen’s mission 
is bringing people together. “Collaboration is just a 
huge part of our mission. It’s bringing together pri-
vate and public entities, local businesses, community 
groups and professional lawn and landscape con-
tractors to work to improve parks and public green 
spaces in urban areas.”

Often times people would like to volunteer and 
give back to their communities in some way, but  
simply don’t know how, according to Code. “Proj-
ect EverGreen provides the platform to help people 
achieve those goals.”

Project EverGreen has managed quite an array 
of projects, including community parks, sports fields 
and inner-city parks all over the country, in states like 
New York, North Carolina, Arizona, Texas, Florida 
and California. Its biggest project to date is in De-
troit, where Project EverGreen has spent the last 18 
months working with the community to make im-
provements to an 18-acre park. 

SO MUCH TO SHARE: Visit Project EverGreen’s website, www.projectevergreen.org, for more
information on its projects, a community playbook, resources that share the many benefits of green spaces 
and how to become a volunteer in the GreenCare and SnowCare for Troops programs.

Above, Cindy Code, executive director, Project EverGreen, is pictured working at 9/11 Memorial Garden on 
Liberty Island, New York, where volunteers repaired the damage from Hurricane Sandy. She presented a 
memorial plaque, at right, to the National Parks Service that maintains it. She can also be seen on p. 23 
with Detroit Mayor Mike Duggan, and Pingree Park neighbor Minnie Knox. Photos: Project Evergreen
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The organization does its homework in the cities 
where it takes on projects; it doesn’t just swoop in and 
take over. It is very much a collaboration with the 
community, according to Code. 

“We get to know the neighborhood surrounding 
the park or project, the needs of residents and the na-
ture of the community. We work with the people in 
it to help determine what’s needed to improve their 
parks and neighborhoods.” 

This is important, she says, because people in 
the community need to feel like they are part of the 
project if they are going to participate. “We want 
them to understand the services and why we’re do-
ing what we’re doing. This way, they can help keep 
their parks vital and vibrant long after Project Ever-
Green leaves.” 

Project EverGreen will find candidates for proj-
ects in a variety of ways. It has held contests where 
communities can nominate their parks. Sometimes 
businesses will reach out, wanting their employees 
to be involved with a project in the city where their 
company is located. Code says it can sometimes be 
hard to convince city officials that the projects won’t 
cost anything, in dollars, anyway. They require volun-
teers and their sweat, but that is all. 

“It’s a lot of work but it’s satisfying,” she says. 

Sprucing up Detroit
Code is pleased with the work Project EverGreen 
recently completed in Detroit, its biggest project 
to date. The Motor City has certainly had its fair 
share of negative headlines for years because of all 
the  blighted properties and a bankruptcy filing. But  
more recently, some positive press has come its way 
because of its revitalization efforts. Code says that 
what often happens with cities experiencing a renais-
sance is that the downtowns will improve while the 
neighborhoods lag behind. 

So Code and Project EverGreen decided to help. 
“We wanted to work with the city of Detroit. They 
were already working on a smaller park initiative 
to improve parks that were 5 acres and below. We 

wanted to help them tackle this big 18-acre project 
because we knew it would be far down on their list to 
improve,” she says. 

Before they settled on a location, city represen-
tatives took the Project EverGreen board around 
the city and showed them about 10 different parks 
that could be potential candidates for a project. They 
were all different sizes and different distances from 
downtown.

Code knew right away which park would fit the 
bill for a project. After working with the organiza-
tion for so long, Code says “you get a sense for which 
parks or which areas our efforts are going to make 
the biggest difference.”

The board came to Pingree Park, a two-block 
park in the middle of an urban area. “The park was 
almost telling its own story,” Code describes.

Half of the park was covered with trees and the 
other half was a sports area for kids to play on. Look-
ing at it, you could get a sense that it must have been 
a vibrant place back in its heyday, says Code. “You 
could tell that there was a love there that had been 
lost because it hadn’t been maintained.”

Code and her team started to get to know the 
people who lived in the community, many of whom 
have lived there for 50 years and are raising their 
grandkids in the same neighborhood. They told sto-
ries about the park that revealed a fondness for it. 
Building on her instincts, she says of Pingree Park, 
“It kind of picked us once we heard the stories.”

The next step was to enlist the help of local  
sports, church and community groups. The project 
also needed a team lead. Fortunately, Code has many 
landscape contractor friends from her years in the in-
dustry, so she reached out to them. Troy Clogg, own-
er of  Troy Clogg Landscape Associates signed on for 
the role. The local landscape contractor was one of 
several industry partners who volunteered time and 
supplies to the project. 

Then, it was time to get to work. About 200 
volunteers participated in each of the project’s two 
phases, the first phase began in the fall of 2017. The 

Detroit’s
Pingree Park
improvements
The improvements 
to Detroit’s Pingree 
Park through Project 
EverGreen were 
made in two phases. 
The project, which 
began in 2017 and 
was completed in 
2018, included the 
following repairs and 
enhancements:
• tree pruning
• grass aeration
• adding nutrients to 

the grass
• field grading
• ballfield repair
• bleacher and 

backstop painting
• seeding and 

spot-seeding
• mulching
• tree planting
• new natural play 

mounds 
• a new walking 

path

CLOSE-UP PROFILE
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second phase commenced in spring 2018. Among 
the many improvements that made a huge differ-
ence was tree pruning. The undergrowth had gotten 
so bad that you couldn’t even see across the park. 
But once the trees were cleaned up,  “immediately 
neighbors were looking across the park at houses 
they haven’t seen for so long, and they felt immedi-
ately safer,” says Code. 

A new walkway has created a friendlier environ-
ment by taking people walking their dogs or pushing 
their strollers further into the middle of the park to 

experience the trees and grass, and encourage them 
to interact with one another.

“If you know your neighbors, you look out for 
your neighbors, so it really creates this community 
vibe,” Code explains.

Now that Project EverGreen’s work is done, it’s 
up to the city parks department to maintain it and  
to the neighbors to continue to use and care for it. 
Because of Project EverGreen’s improvements, that 
job is much easier. 

Code explains that Project EverGreen really just 
sets the stage. “The work that we do is really just the 
beginning. The real story is creating these communi-
ty hubs in neighborhoods so that socialization is vi-

brant, and the neighborhood works together to help 
sustain and grow their park and their community.”

Project EverGreen also shares the environmental 
impact of its projects on social media and on its web-
site. To date, the organization has been involved with 
approximately 25 to 30 projects of various scopes and 
sizes. In addition to Pingree Park, there’ve been oth-
er notable projects, including a “pocket park” project 
complete with a vegetable garden in New York City’s 
East Harlem neighborhood, and a park in Durham, 
North Carolina, that had previously been vandalized 
and was considered unsafe.

Servicing the military
Doing all these projects may seem like a tall order, 
but Project EverGreen’s charity doesn’t stop there. 
It also partners with the industry to provide ser-
vices for military families. The nationwide program 
GreenCare for Troops, launched in 2006, matches 
volunteers from lawn and landscape companies with 
active-duty military families to provide free lawn and 
landscape services for the full length of the service 
member’s deployment. 

Families register online and select the services 
they need, while the volunteers register online se-
lecting the services they can provide, the number 
of families they’re able to service and the distance 
they’re are willing to travel. Then, the families and 
the volunteers are matched up. It’s sister program, 
SnowCare for Troops, launched in 2010, matches 
up snow removal volunteers with families because, 
according to Code, a lot of the lawn and landscape 
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Part of the job of 
Project EverGreen 
is sharing the good 
of the industry 
with others. These 
infographs show 
how volunteers 
with GreenCare 
and SnowCare 
for Troops help 
support military 
families. 

“Project Evergreen evolved from a group of
individuals who all worked within the industry who 
wanted to share all the good that comes from the
professional side of the industry.” – CINDY CODE
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Heroes Helping Heroes
As part of GreenCare and SnowCare for Troops, Project EverGreen has 
launched Heroes Helping Heroes, where the volunteers are those who 
have also served their country as veterans, active-duty military members 
or first responders. These volunteers have been continuing to serve in the 
form of providing lawn care, basic landscape or snow plowing services to 
families of deployed military personnel. 

“Not only have these individuals proudly served or are currently serv-
ing our country, but they are willing to go the extra mile and help military 
families during their time of greatest need,” Cindy Code, executive direc-
tor, Project EverGreen, says. 

volunteers who also have snow removal businesses 
“didn’t want to leave these families high and dry in 
the wintertime.”

Every year about 1,000 military families receive 
services from these programs. When a family mem-
ber is deployed, the other spouse is left to take care 
of the kids as well as the shopping, cooking, clean-
ing and bill paying all alone. GreenCare for Troops 
is designed to give the spouse left behind peace of 
mind, and to provide a serene and safe environment 
for the kids to play. Over the history of the program, 
more than 5,000 landscape contractors have provid-
ed their services for free to GreenCare and Snow-
Care for Troops. 

The people, the stories
After hearing about all the projects and programs 
Project EverGreen provides, you may be wondering 
how Code keeps up with it all. “We could use a few 
more hands,” she kids. 

Two program managers for the GreenCare and 
SnowCare for Troops programs, Ki Matsko and 
Nici Trem, are on staff, but it’s just the three of them 
working out of the Cleveland area office. The orga-
nization does get some outside help with its website 
and PR, and the board also is very involved. “Our 
board is nationwide, made up of people from all over 
the country. They are very active as well,” she says. 

The project work is the easiest part of her job, 
and the most fun. Code has learned a lesson or 
two from all those landscape contractors she’s in-
terviewed and visited with over the years. “It seems 
more than just a business, it is kind of a lifestyle 
for the majority of them,” she says. Through these 
interactions, she has learned the value of honesty 
and transparency and the importance of learning. 

In the communities where Project EverGreen 
works, Code tries to learn as much as she can about 
the people living there. She wants to understand 
what motivates them so she knows how Project Ev-
erGreen can make the biggest impact. 

“What I like most is meeting the people in the 

communities and learning their backgrounds,” she 
says. She hears stories from people who grew up in 
the Depression as well as from young people who 
have decided to come back and live in the same com-
munity as their grandparents. “Working alongside 
them, you just become family,” says Code.

One of the residents near Pingree Park recent-
ly sent her a picture of the family’s new dog and of 
the kids playing on the walking path that was just 
installed. She hears stories all the time about 
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GreenCare and  
SnowCare for Troops 
have put many a smile 
on the faces of active- 
duty military families 
during deployment by 
taking the stress of 
lawn care and snow 
removal away. Heroes 
Helping Heroes is  a 
new opportunity for 
military members 
to who want to 
volunteer.

greenCare for Troops volunteers who’ve done more 
than was asked of them, like installing new turf or 
putting in a swing set for a family. 

It’s a welcome reminder that there are plenty of 
good people still in this world. “So much positive is 
generated from the work we do,” she says. 

 Code feels she’d be remiss if she took all the cred-
it for Project EverGreen, however. “I am lucky to be 
the face of Project EverGreen, but so many people 
are involved in making it possible. It’s a huge labor 
of love by so many, whether it’s the people serving 
on our board, our volunteers or the in-kind donors.”

She adds, “I am fortunate to be the person to lead 
the charge.”  

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

What gets your employees up in the 
morning? More importantly, what 
drives them to do their best when they 
are at work? Do you know? Do you re-
ally know?

If your team members understand their purpose 
and how it relates to their on-the-job satisfaction, 
chances are you will have motivated and high per-
forming employees. They will have less conflict with 
their co-workers when they understand each other’s 
driving forces.

Eduard Spranger first defined six primary catego-
ries to define human motivation and drive in 1928. 
With TTI Success Insights’ additional research into 
Spranger’s original work, the 12 Driving Forces 
were established by looking at each motivator on a 
continuum and describing both ends. All of the 12 
descriptors are based on six keywords, one for each 
continuum. The six keywords are: 
1. Knowledge
2. Utility
3. Surroundings
4. Others
5. Power
6. Methodologies

When individuals are able to clarify and amplify 
some of the driving forces in their lives, good things 
can happen for them and their organizations. Let’s 

Understand what 
drives employees
using the 12 Driving
Forces that define 
human motivation.

B Y  T O M  B O R G 

take a closer look at these six areas from which peo-
ple derive the self motivation to do what they do and 
see how this can apply to the people on your team.

KNOWLEDGE – how a person accesses and 
uses knowledge. This area is divided into 
two ends: instinctive and intellectual.

•  Instinctive. This type of knowledge is driven by 
utilizing an individual’s past experiences, intu-
ition or gut feelings about something. The type 
of person who has this driver can be an integral 
part of your team because they have the capacity 
to size things up quickly and take action. 

•  Intellectual. This type of knowledge is driven by 
an individual’s opportunities to acquire knowl-
edge and discover the truth about something. 
This type of person loves to learn for the sake of 
learning. Someone with this type of driver can 
be a very valuable person to have on your team 
because they will go the extra mile to acquire in-
formation you need for a project or customer’s 
requirements.

UTILITY – how a person values practicality, 
usefulness and the ability to gain a return 
on all investments of time, talent and re-

sources. This area is divided into two ends: selfless 
and resourceful.
• Selfless. This type of utility is driven by a per-

What motivates your team members?
q

NUMBER

01

q

NUMBER

02
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BUSINESS TO BUSINESS

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

son’s desire for completing tasks for the sake of 
completion with little expectation of personal re-
turn. The type of person with this driver can be 
extremely important to your organization because 
of their belief to go the extra mile.

•  Resourceful. This type of utility is driven by the 
need for practical results, maximizing both efficien-
cy and returns on their investments of time, talent, 
energy and resources. The type of person with this 
driver can be a valuable addition because of their 
desire to do more and be more with the expectation 
of personal returns on all their investments.

SURROUNDINGS – the way in which beauty 
and sensory inputs in their surroundings 
impact and influence their experience. 

This area is divided into two ends: objective and 
harmonious.
•  Objective. This type of surrounding is driven by 

a person’s desire for functionality and objectivity 
of their environment. They don’t need or want 
any cushy surroundings. They prefer the basics. 
Give them a phone, a place to plug their laptop 
or iPad and a corner to work in, and they are 
good to go. They can tolerate a noisy and busy 
work area.

•  Harmonious. This type of surrounding is driv-
en by a person’s desire for the experience. They 
like subjective viewpoints and balance. Typically, 
this person will have pictures of their family in 
their work area and nice office furnishings. They 
dislike drama in the workplace and seek harmo-
ny. The person that has this driver as a dominant 
motivator can bring balance and calmness. ©
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OTHERS – how a person values giving, being 
of service and helping. This area is divided 
into two ends: intentional and altruistic. 

• Intentional. This type of others is driven by the 
desire to help others, but they do so for a specif-
ic purpose. They want to see some type of result 
or return on investment. The individual with this 
type of driver can be an important contributor to 
creating the kind of work environment that sets 
an example for keeping people accountable.

•  Altruistic. This type of others is driven by the 
desire to help others with no expectation of a re-
turn of the favor. They love to serve others and are 
compassionate and caring individuals. The person 
with this type of driver can be an important con-
tributor to making your culture one that people 
feel they belong and want to be part of. 

POWER – how a person values individuali-
ty, status, renown and personal influence. 
This area is divided into two ends: collab-

orative and commanding.
• Collaborative. This type of power is driven by a 

desire to be in a supportive role and contribute 
with little need for individual recognition. This 
type of person likes to get things done through 
people. They usually like to delegate and praise 
others for their role in the success of a project.

• Commanding. This type of power is driven by 
the desire of status, recognition and control over 
personal freedom. When they feel strongly about 
a situation, they will apply the “end justifies the 
means” concept. They are passionate about creat-
ing something that leads to an enduring legacy.
 

METHODOLOGIES – how a person locates 
meaningful and defined systems that 
align with their personal beliefs. This area 

is divided into two ends: receptive and structured.
• Receptive. This type of person is driven by new 

ideas, methods and opportunities that fall out-
side a defined system for living. This person may 
openly resist overly structured approaches and are 
always looking for new ways to accomplish rou-
tine tasks.

• Structured. This type of person is driven by 
traditional approaches, proven methods and a 
defined system for living. They honor systems, 
structure and tradition and typically will protect 
their principles and beliefs. They seek consistency 
in their life, organization and/or team.

When you and your employees are able to identi-
fy and understand their motivators and what moves 
them to action, you can help them tap more of their 
potential to perform at their best.

Imagine if you knew what motivated your team 
members. If you did, you could do a better job of 
managing their ability to perform at their best. 
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LANDSCAPE DESIGN SOFTWARE

If you’ve checked out landscape design software re-
cently, you know that it keeps evolving constantly, 
adding ever-more options and functionalities. It’s 
become a powerful tool for time-pressed design-
ers who appreciate it not only for the efficiencies it 
provides, but also for its value as a client commu-

nications tool. 
Richard Fisher of Fisher’s Landscape Design in 

Clermont, Florida, has been in business for 35 years, 
and has used landscape design software for about 20 
of them. He says that using software has enabled him 
to close nearly 100 percent of his business proposals. 
Before he started using it, his rate was only 50 per-
cent. Double the amount of sales? Not bad!

“If the clients aren’t just tire-kickers who are just 
asking questions, I’ll sell a job to each and every one 
of them,” he says. 

That’s just one of the benefits of using software, 
Fisher says. Before he began using it, the process of 
explaining to a client how a finished design would 
look was much more cumbersome. 

“I used to carry around a bunch of books so I 
could show clients photographs, or I’d look images 
up on the internet,” Fisher says. “This saves a lot of 
time (not to mention back strain).”

The design software he uses, PRO Landscape, a 

Landscape
design software
not only helps 
you create
stunning
outdoor vistas, 
it helps sell 
them, too.

By
A n n e ma r i e
M a n n i o n

Click, drag, design!
product of Drafix Software Inc., Kansas City, Mis-
souri, like some similar products, creates an accurate 
3-D rendering and helps clients visualize how a de-
sign will look when completed. He can drop in spe-
cific plants, trees, bushes, grasses and hardscape ele-
ments (the program uses SketchUp for this) and get 
a client’s approval before any materials are ordered. 

“I can take my laptop, and if the customer says he 
doesn’t want that row of bushes, I just click and it’s 
gone,” Fisher says. 

Bob Pickering of R. Pickering Design Service 
LLC, Dallas, says software minimizes the potential 
for miscommunication. For example, a client says, “I 
want a palm tree here.” With about 2,600 species of 
palm trees available, it’s easy to see how a design-
er and a client might find themselves not quite on 
the same page. “You don’t want to order plants, have 
them arrive and hear a client say, ‘Oh, that’s what you 
meant? Well, I don’t like those,’” Pickering says. 

Other information the software provides includes 
the estimated cost of items, a materials list and plant 
information to help create a bid.

David Sloan, sales manager for PRO Landscape, 
says the software is updated yearly, adding new 
plants, materials and tools.

The program has a library of about 18,000 plants, 
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LANDSCAPE DESIGN SOFTWARE

such as plant fills, plant symbol outlines and combin-
ing and shadowing enable a more accurate vision of 
what the designer is creating,” says DeCell. “Clients 
can really see what the designer is envisioning.” 

A slow hand?
Using software saves a lot of time over drawing a 
plan by hand. “Something that takes 10 hours should 
take about two-and-a-half hours,” says Sloan. Even 
so, many landscape designers still prefer drawing 
plans by hand for a number of reasons. 

“Some folks are older and they’re nearing retire-
ment, or they’re just very comfortable with what 
they’ve been doing and they don’t want to learn 
something new,” says Sloan.

DeCell agrees that some customers are deterred 
by the thought of having to get up to speed with 
technology. “Designers moving from hand designs 
to CAD software are mostly concerned about the 
learning curve,” says DeCell. “We have also heard 
potential customers express their concerns about the 

Many programs to ponder
There are many other software programs for creating landscape 
designs besides the two featured in the story, Pro Contractor Studio, 
from Software Republic LLP, Hockley, Texas, www.softwarerepublic.
com and PRO Landscape, from Drafix Software Inc., Kansas City, 
Missouri, www.prolandscape.com. Here are three more you might 
check out.

Vectorworks Landmark, a product of the Nemetschek Group, 
a Munich, Germany-based company with U.S. headquarters in 
Columbia, Maryland, is a sophisticated program on the pricier side 
that involves a bit of a learning curve. It uses Building Information 
Modeling, which means a change in one part of a design is reflected 
in all the other parts. It’s added a long list of new features to its 2019 
edition, including 3-D site model sculpting, hardscape components 
and flyover sensitivity. www.vectorworks.net

Realtime Landscaping Architect comes from Idea Spectrum 
Inc., Bonney Lake, Washington. Realtime Landscaping Architect 
is the most advanced (and the most expensive) of the company’s 
three professional design programs; the other two are Realtime 
Landscaping Pro and Realtime Landscaping Plus. Architect lets you 
create 2-D and 3-D renderings including yards, gardens, swimming 
pools, ponds, decks, fences, patios and more. It contains 17,000 
objects, including 7,400 plants. www.ideaspectrum.com 

SketchUp and SketchUp Pro are products of Trimble, a Sunny-
vale, California-based tech company. SketchUp claims to be the 
“most intuitive, not to mention powerful, easy-to-learn 3-D drawing 
tool on the planet,” and that you can be productive with it in a couple 
of hours. However, it was not created strictly with landscape design-
ers in mind, but for anyone who needs to produce detailed drawings 
of projects, which includes engineers, game designers and others. 
It accesses 3-D Warehouse, the world’s biggest library of free 3-D 
models. www.sketchup.com/3Dfor/landscape-architecture

“I can take my 
laptop, and if 
the customer 
says he doesn’t 
want that 
row of bushes, 
I just click and 
it’s gone."

– Richard Fisher, 
Fisher’s Landscape 

Design

trees and other elements. One new tool allows users 
to more easily add a “soldier” course of pavers to a 
path or driveway, a move that previously was a four- 
to five-step process. You can also insert different 
circular paver patterns inside the design for a larger 
paver area. 

Sloan says the company relies on its user base 
to suggest improvements. “We don’t sit in a lab and 
magically come up with stuff. A lot of what we add is 
based on customer feedback.”

Fisher says one issue he’s had to confront is keep-
ing potential clients from taking his designs and then 
hiring someone else to complete the job. To solve 
that problem, he charges a 50 percent deposit for 
creating a plan. If the client hires him to do the work, 
he takes the plan fee off the cost of the job. 

How hard is it to learn?
When considering landscape design software, ease of 
use should be a prime consideration. If it’s too hard 
to learn, it’ll just take up space on your hard drive.

Pickering has been using Pro Contractor Studio, 
a product of Software Republic LLP, Hockley, Texas, 
for about 10 years. It’s a standalone design program 
that does not require any computer-assisted design 
software to operate. It installs directly on to a com-
puter and doesn’t need an internet connection to use. 
The software is optimized for any-size residential 
and medium-size commercial projects. 

Previously, Pickering had used Adobe Illustrator, 
which he says was more time consuming, and not 
tailored to the needs of landscape designers. It used 
to take him a full week to complete a single design; 
now he can produce four to five in that same time.

He’s been pleased with the support that Pro Con-
tractor Studio provides and says the software was 
easy to learn by watching some of the 80 tutorials the 
company has posted on its website. 

“I studied the tutorials, and I practiced and that’s 
how I learned,” he says. “You can be quick, you can be 
accurate, and you can still render a design artistically. 
I want people to look at my designs and say ‘Oh, this 
looks good.’”

John DeCell, a former irrigation contractor, is 
president of Software Republic, and the creator of 
Pro Contractor Studio. He says his program makes 
many aspects of project design much easier. 

“The software makes creating a design and calcu-
lating a materials list faster, more efficient and more 
consistent,” DeCell says. “Revisions are much easier 
by simply moving objects on the design screen ver-
sus erasing on a paper and redrawing. Calculating an 
area and/or the quantity of fill materials can be done 
in just a few mouse clicks. The software will quickly 
generate a complete and detailed symbol legend.” He 
adds that any visual elements that enhance a render-
ing are a benefit. 

It also makes it easier for the client to visualize 
what he’s going to be paying for. “Visual functions ©
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software’s ability to match their personal design style. 
This is something we focused on while we developed 
our software. The result is an easy-to-learn and very 
robust CAD engine specifically tailored to landscape 
and irrigation design.”

As much as some designers may be attached to 
hand-drawing their plans, Sloan says today’s con-
sumers expect convenience. “The technology is ev-
erywhere,” he says. “Consumers know it’s available 
because they see it on HGTV. It may not be exactly 
the same, but the concept is the same.” 

Garth Woodruff, program director for Environ-
mental and Landscape Design at Andrews Uni-
versity in Berrien Springs, Michigan, says teaching 
students to draw by hand is still very much a staple 
of the curriculum at his school. Students hand-draw 
designs until their third year when they are intro-
duced to CAD. Woodruff says the practice of hand 

drawing helps students learn to be creative, to gener-
ate ideas quickly and to not become overcommitted 
to any particular concept. 

“CAD doesn’t make a good design,” he says. “It’s 
just a tool that good designers use.” 

Woodruff says there are proponents of both CAD 
and hand-drawing and each has its benefits. 

“It’s easier with CAD to generate edits, to create 
multiple layers and to track information on a com-
plex project,” he says. “But some people still like the 
softness of hand-drawn work. The audience is divid-
ed on whether it (CAD) is right or wrong. I see a lot 
of firms using both.”

Sloan says many of his customers have not packed 
their pencils away permanently. “To keep the artistic 
flair of a design intact, some designers will go back 
and color in their plans with colored pencils.” That 
little finishing touch might even help sell a design.

LANDSCAPE DESIGN SOFTWARE

Landscape design software 
contains thousands of objects, 
including hardscape elements, 
plants, lighting fixtures, pavers 
and more. Clients can easily 
see what different design 
elements would look like. 
Photos: PRO Landscape

As-builts, Google Maps, photographs, paper plans and overhead images of a property taken by drone can be easily imported into many of the 
landscape design software programs currently available. Photo: Pro Contractor Studio
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Moving to mobile
Today, everyone expects everything to work through 
their smartphones. PRO Landscape has a cell phone 
app for home users, but not for professionals. “We 
looked at having that (for professionals), but the 
screens are too small to be productive and to be able 
to see anything properly,” Sloan says. 

Both PRO Landscape and Pro Contractor Stu-
dio will run on tablets. But Sloan says PRO Land-
scape still requires a trip to the desktop to finish a 
complex plan. “A tablet doesn’t have enough power to 
complete the process. You need to go to the desktop 
to do all the mathematical calculations.” 

Even so, both Sloan and DeCell say the future of 
their products is in helping designers do their work 
while they are on the move. And though he couldn’t 
release any trade secrets, Sloan says his company is 
working on making its software more mobile-device 
accessible. 

“I think mobility is the thing,” says Sloan. “Being 
able to make it more and more mobile is what every-
one wants. The more people feel they are not tied to 
their desks the better off they feel they are.” 

DeCell says that’s where his company is headed, 

too. “As far as hardware compatibility is concerned, 
we see our software moving to mobile devices (An-
droid and iOS) in the near future,” he says. “We have 
many projects in the queue to improve the program’s 
functionality. The biggest addition would be the abil-
ity to import plans directly from mapping services 
such as Google Maps.” 

Sloan says PRO Landscape can already import 
Google Maps, scans or photographs of a physical 
paper plan or even an overhead image of a property 
taken by a drone. 

While CAD will never replace good design, 
Woodruff believes that it has improved communica-
tion between designers and clients. “CAD is clearly 
taking charge of design communication,” he says. 

When it comes to finalizing a design, the ex-
perts agree CAD is helping designers and clients 
save time, be more efficient and move forward on a 
project in harmony. “It helps the client see what the 
designer is proposing,” Sloan says. “Like they always 
say, a picture is worth a thousand words.” 

Annemarie Mannion is a Chicago-based freelance writer who 
covers business, technology and the environment.

“Being able to 
make it more 
and more
mobile is what 
everyone 
wants. The
more people 
feel they are 
not tied to 
their desks, the
better off 
they feel they 
are."

– David Sloan,
PRO Landscape
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MOWER SAFETY

MOWING
MINDFULLY

Keeping your employees safe while mowing is a matter
of education, reinforcement and vigilance -- and there
are plenty of resources available to help you do it.



A big commercial mower is an 
awesome thing to behold; 
a magnificent piece of ma-
chinery, made of many hun-
dreds of pounds of metal, 
with sharp blades that whirr 
at very fast speeds. When 

all that mass and cutting power is un-
leashed on an expanse of turf, a beauti-
fully mowed landscape is the result.

When it’s unleashed on human flesh, 
however, grave injury can follow. And 
so, we read stories like this all too fre-
quently: “Landscaper seriously hurt af-
ter riding mower flips.” Accidents like 
that happen when someone is mowing 
a slope with a zero-turn rider, and the 
mower flips over and pins him down. 
That alone can be a paralyzing or even 
fatal event. When it happens in a body 
of water, even a shallow one, the result 
is nearly always tragic. Yet this sort of 
accident is completely preventable. 

A rollover isn’t the only serious ac-
cident one can experience while work-
ing with commercial mowers. Fingers 
and hand amputations, eye injuries and 
burns are also common. These too, are 
avoidable.

Training
How can accidents that cause pain, suf-
fering and loss of productivity be pre-
vented? One word: Training. People on 
mowing crews work only as safely as 
they’ve been trained to. A good, com-
prehensive program of instruction is 
absolutely essential, whether it’s done 
formally in a classroom setting, out in 
the field or a combination of both.

At Corion Landscape Manage-
ment Inc., Ferndale, Washington, the 
onboarding process for new employees 
starts by going through the training 
provided by Greenius, the London, On-
tario-based company that has a number 

of training programs geared towards 
green industry personnel.

“They watch some online videos and 
then take tests on what they’ve learned,” 
says President David Arnold. “Mower 
safety is part of that. The second step is 
hands-on training from the crew lead in 
the field. We go through that process all 
the way from how you properly start the 
equipment to how you stop it and ev-
erything in between.”

“At some point, once we believe 
they’re fully trained, they then have to go 
through a certification process. So, they 
get some initial training, some teaching 
out in the field, and then they have to 
prove that they’ve reached the mark.”

Terry Minerd is operations manager 
at Linnemann Land Care and Land-
scaping Inc., Columbia, Illinois. Train-
ing there starts by going through a book-
let with all the new hires. “Then we take 
them out in the field,” says Minerd. “We 
work with them on the machines they’re 
going to use, make sure they know what 

they are doing and what the safety rules 
are for those pieces of equipment.”

Because people are often injured 
while cleaning clogs out of mower 
decks, Linnemann has a rule about 
making sure the mowers are completely 
turned off and the keys are out of the 

B y  M a r y  E l i z a b e t h  W i l l i a m s -V i l l a n o

A good, comprehensive 
program of instruction 
is absolutely essential, 
whether it’s done
formally in a classroom 
setting, out in the field 
or a combination of both.
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ignition before reaching a hand into the deck. “If it’s 
really, really clogged up, we ask them to pull apart 
the spark plug wire so that it can’t start.”

Commercial mower manufacturers are well aware 
of the value of this sort of training. Ted Walker, di-
rector of engineering at Walker Manufacturing, Fort 
Collins, Colorado, says, “The most important ele-
ment for mower safety is operator education. Most 
mowing-related injuries are the result of unsafe op-
erating practices; things that are warned against in 
operator’s manuals and on equipment safety labels.”

Walker points out that there is a wealth of safety 
information to be learned in the manuals and other 
materials provided with any mower — but first, you 
have to read it. “Too often, the operators never see 
the manual or receive little training on how to op-
erate the mower safely.”

Saying “I lost the manual” isn’t a good enough 
excuse anymore. Most manufacturers have down-
loadable operator’s manuals on their websites or will 
send you a replacement paper one free of charge.

Training also means retraining. Anyone can for-
get something or get careless. Periodic refreshers 
are needed, even for old-timers. A mandatory safe-
ty meeting that every person on the mowing crew 
must attend before the start of the season, no matter 
how experienced someone may be, would reinforce 
the message that safety is a high priority at your 
company. Weekly tailgate meetings should cover 
safety topics as well.

“Put those gloves back on, please!”
When someone joins the staff at Chapel Valley 
Landscape Co., Woodbine, Maryland, he is given 

some special items. “Of course, we issue personal 
protective equipment: eye protection, ear protec-
tion,” says Safety and Compliance Manager Bruce 
Parks. “We give them gloves and encourage them 
to wear them.”

Setting rules is one thing; getting people to 
comply with them is another. Crew leaders can get 
pushback on something as simple as keeping gloves 
on. “Some of the guys complain about wearing 
gloves, because it’s harder to manipulate some of 
the controls and stuff,” says Parks. “But they need 
to wear their PPE at all times, and the gloves are 
part of it.”

Parks mentioned the Occupational Safety and 
Health Administration’s “competent person” rule. 
“Every job site has to have a competent person 
present. OSHA describes that as someone who can 
not only recognize any hazard but has the authority 
to stop the job and correct it. We try to drive that 
home with our supervisors.” 

But, as he puts it, “People are people. Sometimes 
I’ll be on a job site and I’ll see a guy doing some-
thing hazardous or not wearing his PPE. I’ll have to 
go to that supervisor and say, ‘This is your job. Why 
aren’t you doing your job?’ Very often, he’ll say, ‘That 
guy won’t listen to me.’ Well, then that person needs 
to get a written warning. If you’ve ever supervised 
people, you know that it’s just a never-ending battle 
to try to keep them in line.”

Sometimes, people have worked at other com-
panies where supervision was lax and fell into bad 
habits, such as zip-tying down throttles or other-
wise defeating operator presence controls. “On the 
older mowers, you could disable that stuff,” says 

MOWER SAFETY

Discharge chutes should never be left off or in an up position. They protect bystanders from flying debris. Photo: Hustler Turf Equipment

“The most 
important 
element for 
mower safety 
is operator 
education.”

– Ted Walker,
Walker Manufacturing
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Parks. “Back in the old days you could tie a bandana 
around the presence control that was on the handle. 
Those controls are so integrated now that it’s really 
difficult to disable them.”

To get people to comply with safety rules, some 
companies offer incentives, such as end-of-season 
bonuses for maintaining a safe work record. Hav-
ing negative consequences for breaking safety rules 
works too. At Chapel Valley, “if you damage a piece 
of equipment or if you’re negligent and you damage 
somebody’s property with a mower or a vehicle, the 
first time, you’ll get a warning, and you will have to 
pay up to the first $250 of the damage,” says Parks. 
“The second time, you’ll get another warning, but 
you’ll pay up to $500. The third incident within a 
three-year period would be the same fine and/or 
potential termination.” Serious accidents involving 
injury will require a drug test.

Despite those consequences, Parks says it’s still 
sometimes quite difficult to keep safety rules en-
forced. “Sometimes people will say, ‘Well, I’m going 
to go to work for your competitor because they’re 
not going to charge me $250 just because I did 
something foolish.’” And with today’s labor short-
age, there may be a tendency to keep an unsafe op-
erator on the job because a company simply doesn’t 
have anyone to take his place.

Preventing rollovers
All of the mower manufacturers are aware of the 
rollover problem. Most rider mowers have a roll-
over protection structure, more commonly known 
by its acronym “ROPS.” It consists of a roll bar 
that extends above the operator and a seat belt. 
The rollbar is often called “the ROPS,” but the seat 
belt is also an integral part of the system. “For the 
ROPS system to be effective, the rollbar must be 
in the raised position (many roll bars are hinged 
and can be lowered to allow the machine to fit 
into enclosed trailers or under other areas with low 
clearance), and the operator must use the seat belt,” 
says Walker.

“In the case of machine rollover, the seat belt 
will retain the operator within the protective zone 
created by the ROPS,” says a spokesperson for John 
Deere, Moline, Illinois. “Lower a folding ROPS 
only when absolutely necessary and then immedi-
ately return it to a raised position. If a ROPS rollbar 
is folded down, do not wear the seat belt. There is 
no rollover protection when a ROPS rollbar is in 
the down position.”

ROPS rollbars are often put in down position 
to go under a low-hanging tree branch — and left 
there for the rest of the mowing session or the day. 
That’s where crew leaders, or whoever is in charge 
of enforcing safety rules, must keep a close watch 
to make sure people are following the company’s 
safety edicts — and enforce consequences for those 
who aren’t.

What does OSHA say?
The Occupational Safety and Health Administration has some guide-
lines on riding-mower safety. This statement appears on the webpage 
titled “Dangers of Rollovers of Riding Mowers,” (www.osha.gov/dsg/
riding_mowers/index.html) “Employers are responsible for providing 
workers with training before they can operate any lawn mowing equip-
ment. Training ensures that each operator is competent to operate a 
riding mower safely. It must be provided in a language and vocabulary 
that workers can understand.” The list of topics that should be covered 
in training sessions includes:
 
 How to properly use the ROPS system rollbars, guards, seat belts 

and shields, and that they are to be used at all times
 
 Surveying the terrain for obstacles or hazards in the path before 

beginning to mow
 
 Reading and understanding the owner’s manual
 
 Decreasing speed when the mower is traveling down slopes or 

around sharp corners 
 
 Being alert when backing up or working in low-light conditions
 
 Not mowing from side-to-side when operating mowers on unlevel or 

sloped ground
 
 Always mowing slopes in the up-and-down direction
 
 A review of stability and rollover hazards associated with operating 

riders on loading ramps, wet surfaces and areas near dropoffs, re-
taining walls, embankments and anywhere there is or could be water 

 
 To use all required personal protective equipment at all times, includ-

ing hearing and head protection, safety glasses and work boots, and 
to avoid wearing jewelry and loose-fitting clothing that can easily 
become entangled with moving parts 

 
 Never carry passengers on a riding mower 
 
 Always start the mower from the driver’s seat, never while standing 

beside it. Keep both feet on the machine at all times while it is on  
and running

 Never place the mower in motion until a worker is ready. Putting the 
mower in gear unintentionally could cause it to jerk forward without 
any warning

 
 Never mount or dismount a mower while it is running, as there may 

be enough space for an operator’s toes to pass under the mower 
housing and be struck by the blade. Perform proper shutdown proce-
dures before dismounting

 
 Never stop or start a riding mower suddenly when it is going uphill  

or downhill 
 
 Avoid all sudden starts, stops or turns

MOWER SAFETY
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had recognized that the quality of the turf 
was bad enough that it could potentially 
cause debris to be thrown.”

“So we told the client, ‘Guess what — 

Hitting the slopes more safely
String trimmers are the usual go-to for mowing steep slopes, but it’s time- and 
labor-intensive. Some mowers are designed just for this purpose. The tractor-style 
rider mowers from Ventrac, manufactured by Venture Products Inc., Orrville, Ohio, 
can mow slopes as steep as 30 degrees. All the units have low centers of gravity, 
and some have dual wheels.

Still another alternative is to use an unmanned slope mower such as one of the 
units made by Spider. These units are able to mow slopes as steep as 55 degrees. 
They were invented in 2003 by a road-building contractor in the Czech Republic. 
Part of his contract was to maintain the steeply banked roadsides he’d just paved 
for a year afterward. Unable to find the right tool, he went out to his garage and, 
with the help of a cousin, built the first unit from scratch. He realized he had some-
thing marketable, and in 2004 he brought out the first production model. 

The mowers have health and safety benefits beyond avoiding rollover acci-
dents. “In Europe, the regulations are quite strict regarding exposure to hand-arm 
vibrations, and how long you can use certain machines,” says Peter Driver, Spider’s 
public relations manager. That’s made them highly marketable in Europe. In the 
U.S., the mowers have been purchased by energy companies with large solar 
farms and the Daytona International Racetrack among others. 

Spider’s mowers are operated via a remote-control console similar to a drone’s, 
with the person controlling it standing safely a few feet away. Why remote control 
and not robotics? “Just imagine a robotic mower working on the side of a freeway, 
following its programmed pattern,” says Driver. “What happens when there’s a 
wreck on the freeway and a fender or wheel goes flying into the long grass? The 
mower is going to hit that object and probably be destroyed, or knock that object 
back into the road, possibly causing more accidents.” 

If you mow lots of steep slopes, you might consider buying a dedicated slope 
mower from Ventrac www.ventrac.com or Spider, which has U.S. distribution 
through a company called Slope Care in Orlando, Florida, www.slopecare.com.

There are mowers such as this one made by Spider that are built just for mowing steep slopes. The operator steers it 
with a remote control console similar to those used for drones.  Photo: Spider

Corion required rollbars be kept in the 
up position. “The only exception is when 
they’re underneath a tree on flat ground,” 
says Arnold. “However, once they’ve 
mowed around that tree, they’re required 
to put the rollover bar back in place and it 
is to remain there at all times.”

Of course, it’s best to prevent rollover 
accidents from happening in the first place. 
Walker says, for zero-turn style machines, 
this means using extra caution when op-
erating on slopes, and never operating in 
areas where a loss of traction could result 
in the mower going over a steep embank-
ment, a retaining wall, or into a pond or 
lake shoreline. 

In fact, he cautions that rider mow-
ers should never be operated close to 
embankments or retaining walls, even if 
the areas are flat, as embankments or re-
taining walls can give way and result in a 
rollover. 

“One of our branches is in Norfolk, 
and there’s water all over the place,” says 
Parks. “I’ve been in some of their meet-
ings, and one of our managers there con-
stantly talks about how you need to be re-
ally, really careful when you’re on a slope 
anywhere near water where you could 
possibly slide in.”  

OSHA’s rollover prevention page 
states that “the safe operation of a riding 
mower is similar to the safe operation of 
a motor vehicle — drive defensively and 
expect the unexpected. Employers should 
train workers to operate the mower as if 
there were no ROPS in place. A protective 
structure is not unlimited in its ability to 
protect the operator.” And finally, it con-
tains a statement that you might consider 
emblazoning on a big sign that everyone 
can see every day: “Agility and quickness 
do not ensure invincibility.”

Missile launch
Rollovers aren’t the only hazards involving 
mowers. Rocks or hunks of debris can get 
picked up by mower blades and hurled at 
buildings, vehicles and people. “That hap-
pened recently, at a large shopping-mall 
project we were doing,” says Parks. “I got 
a call from the client’s property manager 
saying, ‘Your guys were out here mowing, 
and a transit bus was going by and a rock 
shot out from one of the mowers and hit 
the bus.’”

“A couple weeks later, we were at that 
same site. I said to the grounds manager, 
‘You need to see what’s going on here.’ I 

took him to where the accident happened, 
showed him how the turf was in really 
poor shape — the grass had deteriorated 
and the ground was full of rocks. Nobody 
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we’re not mowing there anymore. We’ll 
remediate that area, mulch it and resod it, 
but we can’t mow it anymore because we’d 
be putting the public at risk.’”

Parks says he tells his company’s mow-
ing crew members not to be afraid to 
speak up when they run into this type of 
thing, to feel free to approach a manager 
and say, “‘We can’t mow that area, it’s too 
dangerous.’ That’s where you need your 
‘competent person’ to step up and make 
sure the client understands.”

The bus incident could have been so 
much worse. A missile of any kind flying 
out of a mower is like a stray bullet; de-
bris can be propelled outwards at speeds 
as high at 200 mph. Any object zooming 
that fast could take out someone’s eye or 
cause other serious injuries.

This is why there are guards on dis-
charge chutes. So why do these accidents 
happen? The chutes can get clogged, es-
pecially when mowing wet grass, and 
operators will take them off so they don’t 
have to keep stopping to clear them. This 
is a dangerous practice, and not just car 
windows are at risk when it is done. Any-
one walking, biking or driving by could 
be hit.

“Bystanders, especially children, can be 
hurt by flying debris,” says Walker. “Young 
children should be taught to stay well 
away from mowers,” Walker says.

Thankfully, defeating or disabling safe-
ty features on mowers is getting harder 
all the time, thanks to the companies that 
make them. “Our mowers are designed so 
that the discharge chute will automatically 
return to the down position unless you are 
physically holding it up — which you’re 
not supposed to do,” says Seth Hershberg-
er, product safety engineer at Excel Indus-
tries Inc., Hesston, Kansas, the manufac-
turer of Hustler and Big Dog mowers.

Finally, there’s nothing inherently 

dangerous about commercial mowers; 
when used properly, they are like any oth-
er tool. 

If your company is in need of a training 
program, you are in luck. Excellent train-
ing materials are available on OSHA’s 
website at www.osha.gov/SLTC/land-
scaping/safetyprograms.html and from 
the National Association of Landscape 
Professionals’ Safe Company Program, 

available at www.landscapeprofessionals.
org/nalp/nalp/safety-risk-management/
safe-company-program.aspx. You can also 
hire a company like Greenius to handle 
your company’s training program. Here’s 
to many safe seasons ahead! 

The author is senior editor of Irrigation & Green 
Industry magazine and can be reached at  
maryvillano@igin.com.
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Irrigation podcast returns to the airwaves
The Bringing Water to Life podcast is back! The newly revamped 
podcast debuted on Oct. 22, with new episodes to be added twice 
a month. 

The podcast is still hosted by Irrigation Association, Fairfax, 
Virginia, Government and Public Affairs Director John Farner, 
but this season will take a new direction in focusing more on is-
sues relating directly to agricultural, landscape and turf irrigation. 
Joining Farner are two new co-hosts: Irrigation & Green Indus-
try Editor-in-Chief Kristin Smith-Ely and Irrigation Today Ed-
itor-in-Chief Anne Blankenbiller. The podcast will continue to 
feature other contributors, such as IA Industry Development Di-
rector Brent Mecham, CID, CLWM, CIC, CLIA, CAIS.

“I’m excited to get back on the air after a brief hiatus,” Farner 
said. “The Bringing Water to Life podcast is a great way for us 
to reach subscribers of Irrigation & Green Industry and Irrigation 
Today magazines, as well as IA members and anyone interested in 
learning more about irrigation. I hope the new format will be as 
successful as our first series.”

The podcast will be released on various podcast delivery chan-
nels, such as iTunes, Google Play, iHeartRadio and Spotify, among 
others. Each episode will be approximately 20 to 25 minutes. For 
more information, go to the website at www.bwtlpodcast.com.

The Outdoor Power Equipment Institute, 
Alexandria, Virginia, partnered with the 
Kentucky Humane Society to host Mutt 
Madness, a dog adoption event for at-
tendees of GIE+Expo. The event was held 
during the show at the Kentucky Exhibi-
tion Center Oct. 18.

Kris Kiser, president of OPEI, said, “We 
are taking the definition of ‘show dog’ to a 
whole new level. Thousands of GIE+Expo 
attendees drive to Louisville for the show 
and can bring a dog home with them. Af-
ter all, who knows your yard the best? Your 
dog. And who makes your yard possible? 
The contractors, manufacturers and land-
scapers who attend GIE+Expo. It’s a win-
win for everyone.”

The event’s biggest moment was when 
OPEI’s education platform, TurfMutt, 
and the trade show awarded a donation of 
$10,000 to the Kentucky Humane Society 

to support their work in animal rehabilita-
tion, rescue and adoption.

TurfMutt is an educational program 
used to teach thousands of educators 
and students across the country 
about the importance of proper-
ly caring for plants and trees in 
their communities, backyards, 
parks and schools. 

Kiser and TurfMutt have been 
an on-screen education voice on 
CBS’s Lucky Dog television show and are 
a part of a new broadcast television show 
that debuted in October on the CW Net-
work called Ready, Set, Pet. 

Mutt Madness is a fun and fitting 
event at GIE+Expo since it helps bring 
awareness about making outdoor spac-
es safe and eco-friendly homes for pets. 
OPEI and many attendees both antici-
pate Mutt Madness becoming an annual 

Mutt Madness sponsored by OPEI was a ‘pawsitive’ success

event at the trade show.
“We are thrilled to see these wonderful 

dogs find new homes. Ten rescue dogs were 
adopted at our inaugural Mutt Madness 
event, and even more dogs from the show 
found their forever homes over the week-
end,” said Kiser.

Kris Kiser, president of OPEI, kicked off the Mutt Mad-
ness event by presenting the Kentucky Humane Society 
with a donation from TurfMutt and GIE+Expo. 

$10,000
Amount awarded
 to the Kentucky

Humane
Society

ASCA traveled to Seattle for Snow Academy
The Accredited Snow Contractors Association, Valley View, Ohio, traveled to Seattle 
Nov. 6 to host Snow Academy, a half-day education conference on running a snow 
and ice management business. The program helps companies that are looking to grow 
their business and improve their profitability by providing valuable sessions on subjects 
relevant to the industry.
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OPEI launches program to bring awareness about misfueling 
power equipment
The Outdoor Power Equipment Institute, Alexandria, Virginia, and the National Marine 
Manufacturers Association, Chicago, launched “Protect Your Power,” a consumer education 
program in response to President Donald Trump’s announcement in early October intend-
ing to expand the sale of gasoline containing 15 percent ethanol (E15) from a seasonal ban 
to year-round availability. 

Outdoor power equipment (as well as UTVs, ATVs, boats, snowmobiles, motorcycles 
and other small engine equipment) is not designed, built or warranted to run on higher 
ethanol fuel blends, such as E15. OPEI has long advised and educated consumers to remain 
vigilant about properly fueling power equipment.

Kris Kiser, president and CEO of OPEI, says that “fuels containing more than 10 per-
cent ethanol can damage or destroy outdoor power equipment and other small engines.” 
Kiser states that fueling with E10 or less gas is the best way to protect outdoor power 
equipment and keep it running strong. He advises people to read their owners’ manuals for 
guidance on correct fueling for any equipment or small engine product rather than choosing 
fuel based on price. 

Research supports the need for more consumer education to protect equipment from 
misfueling, notes Kiser. According to annual research conducted by OPEI with the Harris 
Poll, an increasing number of outdoor power equipment owners are using the wrong type 
of fuel in their products. In 2018, 11 percent of consumers reported using E15, E30, E50 or 
E85 to fuel their equipment, up from 7 percent in 2015.

Kiser says, “Unfortunately, the small warning stickers placed on fuel pumps are not 
enough to prevent misfueling and do little to educate consumers. Consumers need to be 
vigilant year round when it comes to fueling and remember that E10 or less is always best 
for outdoor power equipment.”

For more information, visit www.lookbeforeyoupump.com.

GIE+Expo 2018 was bigger 
and better than ever
Where were you Oct. 17-19? For a large 
portion of the industry, the answer was 
Louisville, Kentucky at GIE+Expo. Spon-
sored by the National Association of 
Landscape Professionals, Fairfax, Virginia, 
the Outdoor Power Equipment Institute, 
Alexandria, Virginia, and the Professional 
Grounds Management Society, Baltimore, 
and held in conjunction with Hardscapes 
North America, this year’s convention in-
cluded indoor and outdoor exhibitions, 
workshops and entertainment. 

Organizers are still tallying up the fi-
nal numbers, but they anticipate it being a 
record breaking year. An official statement 
from the GIE+Expo and HNA Media Of-
fice to Irrigation & Green Industry states, 
“While final attendee numbers aren’t avail-
able yet, every indication points to the 2018 
show being bigger than ever on all fronts, 
according to show management. Partic-
ipation from all segments of the industry 
was strong. Add to that the synergy that 
was generated by the new Wednesday for-
mat, as well as a record number of exhibits 
– both indoors and out – and GIE+Expo 
2018 was a resounding success.”

Attendees could test out the newest equipment on more 
than 20 acres of outdoor demonstration area.

Tree care professionals climb to new heights 
Thousands of tree care professionals gathered Nov. 8-10 in Char-
lotte, North Carolina, at TCI Expo, the world’s largest tree care 
industry conference and trade show. Sponsored by the Tree Care 
Industry Association, Londonderry, New Hampshire, arboricul-
ture professionals from around the country came together to net-
work, learn new skills as well as discover the newest products in 
the industry. 

On the show floor, attendees could compare equipment and 
evaluate products from hundreds of exhibitors. The expo offered 
dozens of educational seminars and hosted forums and roundtables. 
Live demonstrations took place, including on a 30-foot demo tree 
at the center of the exhbit hall floor.

SIMA hosts Snow Safety Week
From Oct. 22-26, The Snow & Ice Management Association, 
Milwaukee, Wisconsin, hosted Snow Safety Week, sponsored by 
BOSS Snowplow, Caterpillar and Ram Trucks. Snow Safety Week 
is an effort to provide quality, helpful information to snow removal 
professionals on a variety of safety-related topics.

SIMA held daily Facebook Live events and online webinars, 
hosted by a variety of industry experts, as well as offered access to 
online training programs and raffled off free giveaways. A couple of 
topics those who tuned in learned about include assessing opera-
tions and creating a hands-on snow safety program, tips on how to 
conduct effective peer ride-along training and proper safety meth-
ods when operating around a plow.



Judith M. Guido is chairwoman of Guido & Associates,
a business management company. She can be reached at 
judy@guidoassoc.com.
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A
s customers and markets change, so should your 
business strategy. In fact, it should constantly be 
evolving. My favorite definition of strategy is at-
tributed to Michael Porter, the globally recognized 
business thought leader who simply defines it as 

“creating a unique and valuable position involving a set of dif-
ferentiating actions.”

Remember, if you don’t act in a way that is different from 
your competition and valued by your core customers, you’ll be 
seen as just another commodi-
ty, to be bought on price alone. 
But there’s more to strategy than 
simply identifying differentiat-
ing activities that are meaningful 
to customers. 

The companies that really 
scale up are the ones that back 
up their differentiated brand 
with a guarantee. It’s the guaran-
tee that really matters to the core 
customers and attracts them to your company so that they’ll 
buy from you at a profit. But it’s a promise that if not kept could 
hurt your company and help the competition. 

So why then would anyone want to make a promise that 
could put his company in jeopardy? There are lots of reasons to 
do so. For starters, a meaningful guarantee helps align the entire 
team behind key goals and empowers them to act in unpre-
dictable ways on the things that really matter to customers. It’s 
a mechanism that brings out the best in a team and has them 
acting in unexpected ways that are unique to your organization.

Because a guarantee empowers all individuals within the 
company to keep the promise, it creates a level playing field. It 
evenly distributes power so that everyone feels equal and can 
make a real difference in their respective roles. It significantly 
increases collaboration and strengthens communication among 
team members.

Lastly, the guarantee should be tied to team members’ per-
formance and the company’s goals. That carries with it both 
rewards and risks. When the promise is kept, the rewards ben-
efit the team and the company; when it’s broken, it helps the 
competition. Since less than 10 percent of the companies in 
our industry have a truly differentiated brand promise backed 
up by a guarantee, offering one is a great way to stand out from 
the competition. 

By Judith Guido

A ‘guaranteed’ strategy for 
your business

The companies
that really scale
up are the ones
that back up their
differentiated brand 
with a guarantee.



SUBSCRIBE OR RENEW TODAY!
www.igin.com/subscribe/L1V8M 

for the
information-craving,
revenue-seeking,
hard-working
landscape professional.
(and everyone who loves free stuff.)



NIGHT LIGHTING

42            Irrigation & Green Industry     December 2018 www.igin.com

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

By Kevin Smith

Put your ‘signature’ on it

L
ighting manufacturers have done a great job in bring-
ing us some fantastic specialty fixtures. Using these 
types of fixtures can become a lighting designer’s sig-
nature on his installations. I’m sure that many of you 
have a certain favorite fixture in mind that sets you 

apart from the competition. If you don’t, consider some of the 
following options for creating your own distinctive job signature. 

Perforated lanterns: Whether you call them twinkle lights or 
star lights, perforated fixtures provide a magical look. Hanging 
versions of these fixtures have graced the branches of many a tree 
across the country. However, these fixtures are not just for trees. 
Pathway lights can be created by mounting the hanging versions 
on garden lantern stems. I have used these in flowerbeds and they 
look wonderful. They can also be mounted above bar areas and 
tables as pendants. 

Cutout bollards and sconces: In recent years, several spe-
cialty fixture companies have brought to market some outstand-
ing four-sided cut bollards and customized sconces. These fix-
tures are created by water jet, plasma or laser cutting processes. 
Bollards can be varied in height with the light source at the top. 
The laser cut can be done in a variety of different standard and 
customized patterns. These fixtures provide a dual effect; the im-
age the cutout makes is seen in silhouette and a dramatic shadow 
of the cutout is projected on the ground. 

Sconces can also be given cutout patterns. In many cases, 
manufacturers will allow you to submit your own designs and 
light source requirements. This opens the door for you to pro-
vide fixtures that suit your customers’ individual styles. Sconces 
can be used to frame entry portals and architectural columns and 
can even be custom cut with the customer’s street address. Many 
contractors use an address number sconce as their signature on 
an installation.

The tiki torch and light: Tiki torches have been a staple of 
the American backyard since the 1940s, with the Tiki torch and 
electric light combo first appearing in the early 1960s. It’s a great 
example of a “specialty fixture.” The top can be filled with citro-
nella or lamp oil and lit with a lighter. The stem has a built-in 
socket for an electric down light. These fixtures are ideal for path 
lighting around swimming pools or garden areas. They can also 
be placed on either side of a waterfall to provide a soft down light.  
You can achieve some very creative, exotic looks with these. 
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1LED landscape light. The new Landscape 
Grand 12V Accent from WAC Land-
scape Lighting, Port Washington, New 

York, is the latest addition to the WAC 
family of landscape accent lights.

UL 1838 and IP66 rated for wet loca-
tions and protection against high-pressure 
water jets, the factory-sealed watertight 
luminaire is crafted of corrosion-resistant 
aluminum with bronze on black finishes.
Operating on a 9-15V system, the LED 
Grand Accent can be used as an up or 
down light.

Available in 2700K, 3000K and 4000K 
color temperatures, the luminaire includes 
continuous adjustable, lockable beam 
angles indexed from 15 to 60 degrees and 
continuous adjustment brightness control. 

Options include single or double stem 
mounts, a 5-inch long shroud, a surface 
mount flange/stake, a guardian mount, a 
gutter mount bracket and a tree mount 
junction box.

WAC Landscape Lighting
www.waclandscapelighting.com

3Compact track loader. ASV Holdings 
Inc., Grand Rapids, Minnesota, offers 
the large-frame, radial-lift Posi-Track 

RT-75 compact track loader. The RT-75 
features efficient hydraulics and a high- 
capacity cooling system.

The patented Posi-Track undercarriage 
provides the industry’s highest ground 
clearance, lowest ground pressure, best 
traction and longest track life. The ma-
chine features ASV’s patented Posi-Track 
rubber track suspension. 

The dual-level suspension of the RT-75 
features both suspended wheels and axles, 
which conform to the ground. The RT-75 
comes standard with 18-inch-wide tracks. 

The ASV undercarriage has undergone 
a complete transformation from a closed 
design to an open-rail and drive-sprocket 
design. The RT-75 features a Cummins 
2.8-liter turbocharged diesel engine. The 
75-horsepower engine produces 221 foot-
pounds of torque.

ASV Holdings Inc.
www.asvi.com

SUPPLIER IN THE NEWS
Hinkley Lighting partners with Deckorators on new deck lighting line

2Electric fuel-injection mowers. Grape-
vine, Texas-based Kubota Tractor 
Corp.’s 2018 commercial mower in-

troductions include three new models with 
EFI added to Kubota’s Z700 family of 
gasoline zero-turn mowers. The Z751KWi 
with a 48-inch deck, Z781KWi with a 
54-inch deck and the Z781KWTi with 
a 60-inch deck. The new EFI models in-
clude electronic fuel injection systems that 
adjust the high-pressure fuel delivery for 
optimum power and fuel efficiency.

The new mowers are equipped with 
Kawasaki EFI engines. Other features 
on the new EFI models include 24-inch, 
low-profile tires for reduced ground 
pressure and tire roll; a large 3.5-inch 
LCD engine monitor and a dial throttle 
control for precise engine management; a 
new style suspension seat and a deck step 
indicator for improved comfort and easy 
operator entry; and a 12-volt outlet to 
charge and power 12V devices.

Kubota Tractor Corp.
www.kubotausa.com

Hinkley Lighting Inc., Avon Lake, Ohio, a manufacturer of 
indoor and outdoor lighting products, and Deckorators, Prai-
rie du Chien, Wisconsin, a manufacturer of outdoor decking 
products, have teamed up to present Deckorators by Hinkley 
Lighting, a new line of low-voltage deck lighting fixtures 
jointly developed by both companies.

The collaboration between Hinkley Lighting and Deck-
orators, a subsidiary of Universal Forest Products, is the first 
of its kind for both companies. The new product line was 
launched at DeckExpo in Baltimore in October. 

“Our partnership with Deckorators moves us into a new 
channel of distribution,” says Doug Prexta, landscape lighting 
sales manager for Hinkley. “We’re thrilled to bring dealers 
and contractors design-forward deck lighting options we 

know their customers will love, especially with outdoor living 
projects on the rise.”

Deckorators by Hinkley Lighting includes a selection of 
12-volt LED post cap, step light and deck sconce options to 
coordinate with Deckorators’ composite decking and railing 
products. The offerings include The Luna Collection, consist-
ing of 4-inch post caps in black and white finishes to match 
Deckorators’ ALX Pro railing products; 2.5-inch post caps 
in textured white, matte black and satin black finishes to co-
ordinate with Deckorators’ ALX Classic railing components; 
2.5-inch post caps in a brushed titanium finish to match 
Deckorators’ ALX Contemporary railing products and step 
lights in bronze and satin white finishes. All options offer a 
five-year warranty on LEDs and manufacturing defects.
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SUPPLIER IN THE NEWS
Weathermatic acquires Signature assets

4Hedge trimmers. Part of the AP Series 
line of Stihl battery products, the 
HSA 94 R and HSA 94 T hedge 

trimmers are designed for professionals 
looking for lightweight, quality perfor-
mance tools to prune and sculpt hedges 
quickly and efficiently. 

Featuring commercial-grade, brushless 
electric motors, these quiet, energy- 
efficient hedge trimmers deliver ideal 
speed and run times. Both offer instant 
start technology and feature a variable 
speed throttle trigger with three perfor-
mance levels for a range of blade speeds. 
The ergonomic handle is equipped for 
making cuts in any direction, allowing for 
efficient and comfortable use.

With no on-board battery slot, users 
connect externally via a connecting cord 
using the Stihl AR backpack battery, 
shifting the battery weight to the back or 
hips for optimal weight distribution and 
user comfort during long work days. Users 
also have the option of using the Stihl AP 
battery belt or Stihl AP backpack battery.

Stihl
www.stihlusa.com

5Electric secateurs. The new electric 
secateurs from Bahco, part of Snap-on 
Industrial Brands, Kenosha, Wis-

consin, feature an ergonomic design and 
powerful performance for repeated use 
by professional landscape gardeners and 
growers, according to the company. 

The two new models of electric seca-
teurs, part numbers BCL21 and BCL22, 
include the precision Bahco Pradines 
cutting head. They each have a brushless 
engine with motor cooling system.

The optical trigger controls opening 
of the cutting head by detection of the 
finger position on the trigger and delivers 
precise control of progressive opening. 
They are designed to easily switch between 
half-open and wide-open blades without 
additional push-button or other unnatural 
manipulation.

Snap-on Industrial Brands
www.snaponindustrialbrands.com

6Residential lawn mowers. Honda Pow-
er Equipment, Alpharetta, Georgia, 
introduces the newly redesigned HRX 

Series of lawn mowers. The HRX Series 
now features the powerful new GCV200 
engine that delivers 10 percent more 
power and torque than the GCV190 it 
replaces, along with design and technolo-
gy features that produce a clean, smooth 
cut. The redesigned Honda HRX lawn 
mowers are the first Honda mowers to 
incorporate this all-new GCV200 engine.

In addition to the new GCV200 en-
gine that cuts taller and thicker grass with-
out stalling, the redesigned Honda HRX 
Series lawn mowers feature a streamlined, 
innovative engine layout that makes it 
easier for the user to fill the fuel tank, 
monitor and change the oil and access the 
spark plug and air cleaner. The mowers 
also have a modern styling — reflecting 
similar sleek, aerodynamic designs that can 
be seen across other Honda product lines.

Honda Power Equipment
www.powerequipment.honda.com

Weathermatic, a Dallas-based manufacturer of smart irri-
gation technology, has announced its acquisition of certain 
assets and substantially all of the intellectual property of 
Signature Control Systems, a Peoria, Illinois-based irriga-
tion technology manufacturer with a full line of irrigation 
components for residential, commercial, golf and institutional 
installations.

The announcement was made by Mike Mason, president 
and CEO of Weathermatic. “By joining forces with Signa-
ture, customers of both companies will benefit from a broader 
range of smart irrigation products and world class quality 
and availability to help meet the increasing demand for more 

efficient irrigation systems. We envision outstanding opportu-
nities to further expand product lines, while developing new 
technologies for professional water managers both here in the 
U.S. and abroad,” he says.

Brian J. Smith, president and CEO of Signature Control 
Systems says, “Weathermatic uniquely checked all the boxes 
for us in a partner with their commitment to the industry, 
financial strength, global presence and company culture, 
which is exemplified by their Save Water | Give Life social 
cause serving those in need with clean water. Our entire team 
and family are excited about the future as we capitalize on the 
growth ahead of us.”
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SUPPLIER IN THE NEWS
AriensCo completes purchase of Brillion Iron Works property

7Electric ZTR mower. Hamilton, Ohio-
based Mean Green Mower’s EVO-
72 is the largest and most powerful 

all-electric zero turn mower to date, 
according to the company. It features a 
72-inch mulching deck with four cutting 
blades. 

The mower can travel at speeds up to 
12.5 mph. Its low center of gravity allows 
it to hug hill sides for unprecedented 
stability, says Mean Green. 

The EVO-72 has a nine-hour run time 
with up to six Mean Green lithium battery 
capacity and comparable 38 horsepower. 
An operational savings of $9 per hour can 
be realized with the mower, according to 
the company. It also produces minimal 
noise and has zero emissions.

Mean Green Mowers
www.meangreenproducts.com

8Commercial snowblowers. Contractors 
have a new option to clear snow faster 
with Power Max HD commercial 

snowblowers, now available from The Toro 
Company, Bloomington, Minnesota. 

Power Max HD commercial snow-
blowers were designed with deep, heavy 
snowfall in mind. The larger impeller, 
larger displacement engines and taller 
chute increase the throw distance to up to 
60-plus feet. In addition, the new double 
deflector design provides a more precise 
throw at a greater distance. Clearing 
widths of up to 32 inches, the auger hous-
ing is also tipped back slightly to increase 
snow intake.

Other key features include the  
anti-clogging system, which regulates 
snow intake to minimize clogging while 
maximizing the impeller speed for power-
ful performance.

New Power Max HD commercial 
snowblowers are available in 28-inch and 
32-inch clearing widths. 

The Toro Company
www.toro.com

9Lighting controller. The all-new Luxor 
controller from San Marcos, Califor-
nia-based FX Luminaire is described 

by the company as a next-generation 
lighting control device that represents the 
future of lighting design.

In addition to incorporating zoning, 
dimming and color into a single controller, 
Luxor can now create up to 40 distinct 
themes and comes preset with convenient 
calendar-based programming, timed 
sunrise and sunset offsets and dual 15V 
outputs.

The Luxor app provides total cloud-
based remote system control, as well as the 
ability to set schedules from a smartphone. 
Optional wireless control is available with 
the use of the add-on Wi-Fi module or 
pre-installed LAN module.

Luxor is compatible with Luxor 
Satellites, Cubes and ZD MR-16 LED 
lamps. The addition of these accessories 
transforms Luxor into a complete outdoor 
living space control system. 

FX Luminaire
fxl.com

Brillion, Wisconsin-based AriensCo has completed the pur-
chase of the former Brillion Iron Works property through the 
formation of a new company, Brillion Works LLC, focused 
on the redevelopment of the 140-acre property located in the 
city of Brillion, according to a press release. 

The company will take the lead on redevelopment of the 
Brillion, Wisconsin property over the next several years. Ini-
tial plans call for development zones that will include light 
manufacturing, commercial and residential areas. AriensCo is 
currently renovating one of the buildings on the site and estab-
lishing a third facility in the city dedicated to manufacturing 
and order fulfillment.

“We are ready to write the next chapter for Brillion and 

there are 
many exciting 
possibilities 
due to the size, 
location and 
nature of the 
property,” says 
Dan Ariens, chairman and CEO of AriensCo. 

The BIW operations were shut down unexpectedly in 
September of 2016, leaving a large, potentially blighted area 
in the small community. AriensCo began working on acquisi-
tion of the property in November 2017.

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

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

www.agcirrigation.net.
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JANUARY 22-25
Sports Turf Manager’s 

Association Conference 
and Trade Show,

Phoenix,
www.stma.org

JANUARY 24-26
NALP Leaders Forum,

Noord, Aruba,
www.landscapeprofes-

sionals.org/leadersforum

FEBRUARY 2-7
Golf Industry Show,

San Diego,
www.golfindustry 

show.com 

FEBRUARY 5-8
ProGreen Expo,

Denver,
www.progreenexpo.com 

FEBRUARY 6-7
Landscape Industry 

Show,
Ontario, California,

www.clca.org/lis/lis2019
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Know before you throw
Make sure your snow throwers are in 
good working order and fueled with E10 
fuel or less before you go out to clear your 
customers’ walkways. (Source: OPEI)

Try these ‘birdscaping’ ideas
for your avian-loving clients
Do you have customers that like bird 
watching? You can help attract these small 
wonders to your clients’ backards. Birds 
have many benefits. Not only are they fun 
to watch and listen to, they help control 
pests and are critical to our ecosystem. 

Here are a some suggestions that will 
help you  to get more birds flocking to 
your clients’ landscapes: 
• Incorporate native plants – Native 

plants provide food sources for birds, 
especially insects that have co-evolved 
with the plants.

• Use a variety of plants – Birds will 
flock to where the food is, and more 
plant species means more insects. A 
larger variety of insects will attract 

more birds.
• Pick out good 

nesting plants – 
Dense plant va-
rieties with many 
twigs provide good 
nesting sites for birds. 
Plants of various heights 
also provide room for 
roosting and protection from winter 
winds.

• Add water features – Incorporating 
water, especially moving water, to a 
landscape will attract birds that may 
not be drawn to feeders alone. 

(Source: NewsTribune, La Salle, IL)

A splash of color
While many people have spring and 
summer in mind when envisioning their 
yards, landscapes can provide sparkle 
and color year-round. 

Your clients who want to see more 
than white in the wintertime may want 
to install winterberry bushes. Just ask 
HGTV whose website says, “Holly ber-
ries do stage a dazzling scene, especially 
in a snowy landscape.”

Of course don’t forget to help your 
clients deck the halls with some lighting 
in the evening, but give them some color 
to enjoy during the daytime. With a little 
bit of snow dusting the red berries, your 
clients will spread holiday cheer that the 
whole neighborhood can enjoy.

The new word of mouth
85% of consumers trust online reviews from strangers as 
much as personal recommendations from people they know, 
and 87% of consumers say that a business needs a rating of 
3 to 5 stars before they will use them.

(Source: BrightLocal)



Ewing is social!



C

M

Y

CM

MY

CY

CMY

K

IRRIGATION&GREEN_MAG.pdf   1   4/26/18   11:12 AM


	IGIN_12-18_01
	IGIN_12-18_02
	IGIN_12-18_03
	IGIN_12-18_04
	IGIN_12-18_05
	IGIN_12-18_06
	IGIN_12-18_07
	IGIN_12-18_08
	IGIN_12-18_09
	IGIN_12-18_10
	IGIN_12-18_11
	IGIN_12-18_12
	IGIN_12-18_13
	IGIN_12-18_14
	IGIN_12-18_15
	IGIN_12-18_16
	IGIN_12-18_17
	IGIN_12-18_18
	IGIN_12-18_19
	IGIN_12-18_20
	IGIN_12-18_21
	IGIN_12-18_22
	IGIN_12-18_23
	IGIN_12-18_24
	IGIN_12-18_25
	IGIN_12-18_26
	IGIN_12-18_27
	IGIN_12-18_28
	IGIN_12-18_29
	IGIN_12-18_30
	IGIN_12-18_31
	IGIN_12-18_32
	IGIN_12-18_33
	IGIN_12-18_34
	IGIN_12-18_35
	IGIN_12-18_36
	IGIN_12-18_37
	IGIN_12-18_38
	IGIN_12-18_39
	IGIN_12-18_40
	IGIN_12-18_41
	IGIN_12-18_42
	IGIN_12-18_43
	IGIN_12-18_44
	IGIN_12-18_45
	IGIN_12-18_46
	IGIN_12-18_47
	IGIN_12-18_48
	IGIN_12-18_49
	IGIN_12-18_50
	IGIN_12-18_51
	IGIN_12-18_52

