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Listen up

B
etween GIE+EXPO last month and 
the Irrigation Show this month, I’ve 
gotten to spend a lot of time hearing 
about new products in the market re-
cently. There are all sorts of trends to 
take away from both shows, whether 
we’re talking about autonomous mow-

ers or smart irrigation systems. 
This year, there was one phrase I kept hear-

ing over and over from sales representatives 
across the spectrum when talking about why 
a new product was designed a particular way. 
“We listened to our customers.”

I know that on some level that phrasing 
is part of a sales rep’s standard patter when 
they’re talking about new products, but it’s al-
ways encouraging to hear that manufacturers 
are paying attention to their customers. Rather 
than just building what they think is the big-
gest or most powerful machine out there, there 
are changes made for what the people who 
work in the field need in order to do the job 
well. That’s something that takes some time 
and conscious effort. 

It also reminds us that sometimes the parts 
under the hood aren’t actually as important as 
what the customer touches directly. That new 
engine will get the job done, sure, but is the 

machine comfortable to use for hours? Will 
it adjust to your movement on the job and fit 
into tight spaces? Will the controls be right 
where you need them in the moment they’re 
needed? Does the machine interact easily with 
your phone?

It’s tough to really direct your attention 
toward actively listening to customers in the 
busy season. But getting ready for the new 
season and winterizing can provide a chance 
to do so. It’s one thing to touch base with a 
customer when setting up new contracts and 
settling possible snow and ice removal work in 
the next few months. It’s another to really ask 
about service, and where things could go bet-
ter. Even if the answer isn’t extremely detailed, 
it could give some insight as to where the most 
visible parts of your work are to your customer 
and whether that’s where you want their focus 
to be.

All that said, make sure to enjoy your time 
with family and friends this holiday season. 
They’re the people who support you in doing 
the tough field work, and it’s important to re-
charge alongside people you care about. From 
all of us on staff at Irrigation & Green Industry, 
we hope you have happy holidays, and we’ll see 
you in the new year!  

Sometimes the parts 
under the hood aren’t 
actually as important 
as what the customer 
touches directly.



                                         LOW                LOW               ZERO               ZERO  
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Find a Dealer at:  www.meangreenmowers.com  
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Deerfield, Illinois-based Caterpillar Inc. re-
ported its first quarterly earnings decline in 
nearly three years and cut its full-year prof-
it guidance. Revenue in the third quarter 
declined in all of the manufacturer’s major 
business units with a 6% drop in sales and 
an 8% drop in profit per share. 

“Our volumes declined as dealers re-
duced their inventories, and end-user de-
mand, while positive, was lower than our 
expectations,” said Caterpillar Chairman 
and CEO Jim Umpleby. 

Caterpillar states the primary driver of 
the decline in sales and revenues was a $1.2 
billion movement in dealers’ inventories. 
Dealers decreased their inventories about 
$400 million during the third quarter of 
2019, after increasing their inventories 

about $800 million during the third quar-
ter of 2018.

Caterpillar isn’t counting on a turnaround 
in the near future. The company expects 
modestly lower sales in the fourth quarter. 
It anticipates dealers to continue reducing 
their inventory and end user demand to be 
flat citing “global economic uncertainty.”

The company says it remains focused on 
maintaining a competitive and flexible cost 
structure, including managing production 
levels. 
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“Caterpillar’s improved lead times, along 
with these dealer inventory reductions, will 
enable us to respond quickly to positive or 
negative developments in the global econ-
omy in 2020,” said Umpleby. “We are ex-
panding our offerings and investing in ser-
vices, including digital capabilities, to drive 
long-term profitable growth, while con-
tinuing to achieve our Investor Day targets 
for improved financial performance.” 
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Caterpillar experiences first quarterly  
earnings decline in three years

“Our volumes declined as dealers reduced their inventories, and  
end-user demand, while positive, was lower than our expectations.”

 — Jim Umpleby, Caterpillar chairman and CEO 
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End of the year is approaching fast and our dealers are stocked 
with inventory and ready for you.  Make sure you take advantage of 

awesome year-end deals plus any available tax incentives.

Visit Your Local Isuzu Dealer Today!

Isuzu 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.  Truck body represented herein is a product of Supreme.   Please see 
your tax advisor for tax advice. Please see your authorized Isuzu dealer for further details. © 2019 ISUZU COMMERCIAL TRUCK OF AMERICA, INC.

THE #1 SELLING LCF TRUCK 
IN AMERICA SINCE 1986
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 QUICK
 TAKES

Google buys land to use  
as tree nursery
An unlikely company is getting 
into the nursery industry: Google. 
The Mountain View, Califor-
nia-based company has purchased 
a 40-acre plot of land in Gilroy, 
California, for $2.1 million to grow 
landscaping vegetation for its new 
and existing properties.

In downtown San Jose, the proj-
ect Google Village at the Diridon 
Train Station that is estimated to 
create up to 20,000 jobs will report-
edly need a small forest-worth of 
bushes, shrubs and trees.

Design Outdoor joins 
SiteOne Landscape Supply 
SiteOne Landscape Supply Inc., 
Roswell, Georgia, has announced 
that Design Outdoor Inc. has 
joined SiteOne. Design Outdoor 
serves the greater Reno and Lake 
Tahoe, Nevada, markets with a 
single location focused on the 
distribution of hardscape products 
to landscape professionals.

“Design Outdoor has an 
outstanding culture built around 
customer services,” says Doug 
Black, SiteOne Landscape Supply 
chairman and CEO. 

PERC names Knoxville 
2019 Green Leadership City 
The Propane Education and Re-
search Council, Washington, D.C., 
designated the city of Knoxville, 
Tennessee, as the recipient of its an-
nual Green Leadership City Award.

The city was recognized for its 
adoption of clean, propane-powered 
mowers for its municipal landscape 
maintenance needs. Madeline 
Rogero, Knoxville’s mayor, accepted 
a $5,000 donation from PERC 
officials during a celebration event 
that will benefit Knoxville’s CAC 
Beardsley Community Farm, a non-
profit dedicated to promoting food 
security and sustainable agriculture.

  Irrigation

Workshop teaches UGA Extension agents best irrigation practices 
The University of Georgia Cooperative Extension program has traditionally helped farmers 
use water wisely, but now it’s helping county agents in urban areas of Georgia teach their 
clients how to manage water wisely in the landscape, especially through irrigation systems.

When UGA Extension Agent Rolando Orellana started the position of urban water 
management agent in the UGA Center for Urban Agriculture a year ago, he and his team 

realized this was a big need that needed to be addressed.
Orellana formed an advisory committee of industry professionals 
to get honest input. The committee agreed that irrigation training 

for urban landscapers is desperately needed.
With $9,800 from an internal UGA Extension Innova-

tion Grant and support from Georgia’s green industry, Orel-
lana developed an irrigation training specifically designed 
to educate UGA Extension agents in urban areas.

With advice from irrigation professionals across Geor-
gia, Orellana and Center for Urban Agriculture’s Greg  
Huber compiled toolkits for county agents to use when teach-

ing clients about irrigation usage, management and mainte-
nance. Hunter Industries donated irrigation supplies for the kits 

and helped train the agents, as did representatives from Rain Bird.
UGA Extension agents received irrigation kits that include 

fittings and parts for drip and spray irrigation systems, primers, glues, 
electrical boxes and controllers. County agents were taught a hands-on lesson on how an 
irrigation system is installed, operated and maintained.

The agents will now teach workshops to golf course managers, sports field managers, 
landscape installers, landscape managers, groundskeepers, garden curators and others.

In the future, Orellana hopes to install an irrigation system demonstration and research 
site on the UGA Griffin campus that will allow people to see different systems in action.

  Equipment

Cub Cadet announces 2019 Unlocking Possible Award winner 
Cleveland based-Cub Cadet named Bulk Lawn and Garden Equipment of Middletown, 

Rhode Island, the winner of its inaugural Unlocking Possible Award. The honor recognizes 
an independent dealer in its national network who lives out the company’s purpose of un-
locking possible. The award is given to a dealer who goes above and beyond to support and 
contribute to its community every day.

In winning the Unlocking Possible Award, Bulk Lawn and Garden Equipment will re-
ceive $2,500 to further their charitable giving.

The Bulk family founded a nonprofit, the Three Angels Fund, in 2010 to honor three fam-
ily members – Eileen Bulk, Nan Bulk and Ann Pine – who died of cancer within 17 months 
of each other. In memory of those three women who had dedicated their lives to helping 
and caring for their families and friends, the fund’s mission is to aid others going through 
cancer treatment. Since 2010, the fund has generated more than $400,000 in aid that has 
gone directly back into the local community, 
including the purchase of comfort items for 
patients undergoing treatment and medical 
supplies not covered by insurance.

“We’re proud to honor Bulk Lawn and 
Garden Equipment with the Unlocking 
Possible Award as they generously affect the 
lives of people in their community,” says Tom 
Rossman, senior director of sales at Cub Ca-
det. “As small business owners, Cub Cadet 
independent dealers help to positively con-
tribute to their communities.”
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  Irrigation

EPA WaterSense to begin labeling soil 
moisture sensors

The U.S. Environmental Protection 
Agency’s WaterSense program plans to 
start labeling soil moisture sensors. These 
smart technologies can detect the amount 
of moisture in the ground beneath the 
landscape and override scheduled irrigation 
when plants don’t need water. SMSs can be 
stand-alone controllers or add-on or plug-
in devices that can be used in conjunction 
with an existing clock-timed controller to 
help it water more efficiently.

More than 28 million homes across the 
United States have in-ground sprinkler 
systems that typically schedule watering 
with a clock-timed device. To help combat 
water waste from landscape irrigation, the 
EPA’s WaterSense label helps consumers 
identify a variety of smart irrigation con-
trol technologies that reduce outdoor water 
waste by watering only when needed.

The EPA anticipates that, once the 
specification is finalized and these products 
can earn the WaterSense label, installing a 
WaterSense labeled SMS can save an av-
erage home with an automatic landscape 
irrigation system more than 15,000 gallons 
of water annually. SMSs, along with oth-
er WaterSense labeled irrigation products, 
will provide consumers with a variety of 
ways to reduce water waste outdoors and 
promote plant health.

The agency released a new WaterSense 
specification document that was available 
for public comment in November. Man-
ufacturers, retailers and distributors that 
produce or sell SMSs are welcome to join 
the program as WaterSense partners and 
begin applying to label or promote labeled 
SMSs once the specification is final, which 
the EPA anticipates by summer 2020.

  Equipment

Bobcat Company introduces 15 new compact tractors 
West Fargo, North Dakota- 
based Bobcat Company is go-
ing back to its roots in a big 
way with its new line of com-
pact tractors, attachments and 
implements.  The manufacturer 
has debuted 15 new models — 
ranging from 21 to 58 horse-
power — across four transmis-
sion types.

“Compact tractors are a nat-
ural complement to existing 
Bobcat compact equipment,” 
says Chris Knipfer, general 
manager, Bobcat compact trac-

tors. “In fact, many of our current customers who own loaders and excavators also own 
tractors. We now have a Bobcat compact tractor option for those customers.”

Every Bobcat tractor model comes standard with four-wheel drive, maximum 
maneuverability, a quick attach mounting system, a three-point hitch and rear power 
take-off. Select tractor models also offer steering brakes to improve maneuverability by 
helping maintain a tighter turning radius.
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  Landscape

Ohio city receives grant for organic turf care 
The city of South Euclid, Ohio, has received grant money that will allow it to carry 
out a demonstration organic land care program at Bexley Park, according to an arti-
cle on www.Cleveland.com.

Community Services Director Keith Benjamin said the project will concentrate on 
two baseball/softball fields. At one of the fields, the grant money will be used for organic 
management practices, while at the field next to it, normal procedures will be used to 
care for the grass so that any contrast can be easily seen.

In both cases, pesticides will not be used, in accordance with a law city council ap-
proved in 2018 that forbids the use of pesticides on public properties.

South Euclid received the grant from yogurt and dairy company Stonyfield, Lon-
donderry, New Hampshire, to help the city train its landscaping staff and develop an or-
ganic land management plan for the future. Stonyfield 
is working with Beyond Pesticides, a national environ-
mental and public health group based in Washington, 
D.C., and Osborne Organics, a company in Marble-
head, Massachusetts, that provides technical resources 
to implement organic land management practices.

The grant includes $5,000 to help implement the 
pilot project at Bexley Park, as well as $15,000 worth 
of technical assistance from Osborne Organics and Be-
yond Pesticides.

According to the article, organic land care employs 
a “systems approach” to turf management, which inte-
grates three concepts — an understanding of the particular soil being treated and its 
biomass, sound management techniques, and the use of natural, organic products.

Benjamin says in the article that the ballfield treated through organic management 
practices will be ready for use next baseball/softball season. He adds that this is an 
educational project and hopes residents get involved and consider using some of these 
organic practices on their own lawns.



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

By STaCie Zinn ROBeRTS

What’s your story?

Telling 
a story 
works. 
I’ve seen 
it over 
and over.

E
veryone loves a good story. We tell stories 
to soothe our children to sleep, to relax 
with a movie on a Saturday night, to con-
nect with friends over a beer. In business, 
something as basic as what you name 

your company should tell a story too. 
To illustrate, let me tell you my story.
About 10 years ago, I had a dream that a friend 

who farmed citrus, cattle and turfgrass sod was tell-
ing me that the market had crashed in every com-
modity where he had invested. But on a lark, he said 
in the dream, many years ago he’d planted a grove of 
avocado, and don’t you know avocados are now sell-
ing for 10 times more than they ever had before? The 
thing that saved me, he said, was the thing I over-
looked. And I woke up. 

I thought about calling my friend and telling him 
to go plant a grove of avocados. (With the craze over 
avocados these days, perhaps I should have.) But 
what I realized was the avocado wasn’t for him. It 
was for me. The thing I’d overlooked, green industry 
marketing, was what was going to save me.

When I started What’s Your Avocado? Market-
ing and Public Relations in 2012, the choice of my 
company name was strategic. It tells a story that is 
wrapped around a concept. The concept is that every 
person, every product and every business has some-
thing about them that’s special. I call that unique 
element Your Avocado. When I work with clients, 
I help them find their avocado and express it in the 
marketplace in a way that’s authentic to them and 
drives sales.

Now, every time I meet someone and tell them 
my company name, they ask what it means. I tell the 
story. It’s so memorable that I’ve created a trigger to 
keep my company in the minds of potential custom-
ers. Lots of people have sent me avocado-themed 
gifts — avocado earrings, beach towels, Christmas 
tree ornaments — all because of my company name. 

Telling a story works. I’ve seen it over and over. 
When Eric and John Lefebvre were teenagers, they 
were just two kids with a lawnmower and a lot of de-

termination. Cutting neighbors’ yards eventually grew 
into a real business that, back in 1988, they named E 
and J Mowers Lawn Care located in Charlotte Coun-
ty, Florida. That name told a story. Eric and John will 
mow your lawn. Thirty years later, the brothers are now 
seasoned professionals with crews that hand-manicure 
the landscapes of beachfront estates, and the company 
rarely offers mowing services anymore.

A couple of years ago, Eric and John realized that 
their company name no longer reflected the scope 
of their business. The story no longer fit. So, they 
changed it. E and J Mowers became Green Leaf 
Solutions, a name that tells a story of a high level 
of expertise offering a variety of landscaping services. 
They rebranded with a new logo for their business 
cards, shirts and trucks, and they launched a website.

The results were immediate. Some folks joked 
that they must be putting the company up for sale 
because of the new, fancy image. But most of the re-
actions were positive, saying they presented a more 
professional appearance in line with the high-quality 
work they do. In a tight labor market, the new name 
and story helped them to recruit more skilled talent.

My firm recently branded a new Bermudagrass 
for Oklahoma State University and its licensing 
agent, Sod Production Services. The grass is the most 
cold-tolerant Bermuda on the market. We wanted 
the name to reflect the variety’s main attribute but 
also harken back to its roots at OSU. The name we 
came up with was Tahoma 31. The number 31 refers 
to the number used to identify it during a decade of 
research. Tahoma is a Native American word that 
sounds like Oklahoma but means “frozen water.” The 
name tells a story. It conveys a message about the 
product’s benefits, and it sounds good too.

What does your company name say about you? 
How can you optimize the story you tell to inform 
your customers about your products or services?

I’d love to hear how you tell your company’s story 
and learn about Your Avocado. Feel free to shoot me 
an email at stacie@whatsyouravocado.com or con-
nect with me on Twitter @whatsyouravocad.  
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NIGHT LIGHTING

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

The year in review

I t’s hard to believe that December is here, and 
another year has passed. I trust it has been a 
profitable one for you. Hopefully the ground in 
the East has not quite frozen over and a few 

more lighting jobs can be installed! Let’s take a look 
back at some of the lighting highlights of 2019 that 
are worth revisiting.

In January and February, we explored ground 
mounting devices such as spikes, mounting posts, 
mounting boxes and tree mounts. All ground 
mounts are designed to hold the fixture vertical and 
keep the metal from touching the ground, avoiding 
corrosion and damage to the stem. Sometimes the 
traditional spike is not enough to provide a proper 
secure mount. Soil type and weather are two fac-
tors to look at in determining the correct ground 
mount choice for your area. Tree mounts can come 
in a variety of styles such as canopies, boxes and tree 
rings. Mounting lights in trees is often met with 
controversy because the fixtures put some stress on 
a tree. When in doubt, consult with your custom-
er’s arborist. It is a good practice to exercise caution 
when mounting fixtures into trees. Avoid trees with 
thorns and powerlines running through them.

In April we looked in on the effects of LED 
lighting on bugs. During the summer months, the 
flying insects can make outdoor living unbearable. 
Halogen, incandescent and fluorescent light sourc-
es all have the potential to attract flying insects, due 
to the light wavelength and the heat generated by 
the lamps. With the rise in West Nile virus cas-
es, people are more carefully selecting their light 
sources. In studies relating to this subject, it has 
been determined that the lighting wavelength and 
proper thermal management of LED light sourc-
es can successfully reduce the attraction of insects. 
Insects process light differently than humans. But, 
like us, they seem to have a particular “taste” in the 
lights that attract them. We now know that the 
warmer the wavelength the fewer insects are at-
tracted.

In May we discussed the importance of the 
lighting demo. There are two common styles of 
demonstration: virtual installation and single  
vignette. Both are great ways to sell and learn 
about beam angles and proper fixture placement. 
Local manufacturer reps will be able to help you. 
Many carry demo equipment with them. Bring-
ing the factory rep with you on the demo can give 
your customer a sense of solidarity. Reps can also 
teach you some tricks of the trade. Contractors that 
have been doing lighting for many years rarely per-
form evening demonstrations. Most rely on high- 
resolution photographs of previous jobs to educate 
the prospective customer. 

In June we highlighted the evolution of the smart 
lighting system. Several lighting companies have in-
troduced new Bluetooth application control. Other 
manufacturers have focused on Wi-Fi module con-
trol with smart sockets and RGBW lamp products. 
Most of these newer products work through apps 
on smartphones or tablets. Applications are always 
being updated with new features and firmware. Ed-
ucating yourself early and continuously will help you 
with this ever-changing technology.

In July we had some fun with tiki- and tropical- 
themed lighting design. After visiting the islands or 
other tropical locations, many people return home 
and want to create their very own tropical landscape 
paradise at home! Tiki culture and island style have 
become more popular over the last 20 years. Tropi-
cal lighting can be the icing on the cake to give the 
full tropical effect! Although the mechanics of the 
lighting system are the same, the effects are quite 
different. Be creative and have fun, that’s the goal!

If you need more detail on these topics, I urge 
you to dig out your past issues or access the digital 
version at www.igin.com. If you have something for 
me to research and showcase in this column, please 
feel free to email me. I welcome your inquiries and 
ideas! I wish you all a wonderful holiday season and 
a very happy and prosperous new year. 

Let’s take a 
look back at 
some of the 
lighting 
highlights 
of 2019 that 
are worth 
revisiting.
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The 2020 model year brings us the smartest, most  
technologically advanced trucks yet. 

I
f there’s one thing that stands out from 
the new crop of trucks, whether they be 
pickups, chassis cabs or cab-over-engine 
types, it’s that they’re smarter than ever 

before. While they’re still the tough-as-
nails workhorses that will haul your crews, 
irrigation pipes, mowers and hardscaping 
equipment to and from job sites, it’s clear 
that the 2020 trucks are loaded with brains 
as well as brawn. 

Fleet telematics systems are being of-
fered by almost all manufacturers this year. 
Infotainment and navigation systems have 
been upgraded with bigger screens. Safety 
is enhanced with more self-driving features 

such as pedestrian detection and blind spot 
warning systems becoming standard on 
some trim levels. Even some tailgates have 
gotten smarter, adding new ways to open 
and close.

Technology has found its way into the 
drivetrains to give you greater fuel econo-
my along with gas and diesel hybrid engine 
options. It’s even found its way into the 
frames, making them lighter without sac-
rificing strength. 

In addition to the backup cameras re-
quired by law since 2016, many manufac-
turers have added 360-degree views around 
the truck and trailer backup assistance.  
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By Mary Elizabeth Williams-Villano

Because you rely on technology more 
and more, and use your truck as a mobile 
office, most of the 2020s have Wi-Fi con-
nectivity and USB ports, often as standard 
equipment.

Contractors like yourself have differ-
ent priorities, depending on what your 
company’s focus is, what part of the 
country you work in and your own per-
sonal preferences. We asked a few of your 
peers about the types of trucks they buy 
and what qualities and features they most 
want them to have.

Steve Crowe owns Sunshine Landscap-
ing in Cherry Valley, Massachusetts. His 

biggest priority is service after the sale. He 
buys gas pickups because for him, diesel 
isn’t worth the extra cost. 

Dependability is next for Crowe. “In the 
winter we plow snow,” he says. “That’s not 
like mowing lawns, where you can just do 
it the next day. You have to be there. The 
trucks can’t be in the shop.”

Dan Bywalec is president of D and B 
Landscaping Inc., Livonia, Michigan, a 
company that has 85 trucks in its fleet: 35 
1-ton and bigger pickup trucks, 22 dump 
trucks, five stake trucks and one semi. Most 
of them are diesel for the greater torque 
that provides.
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Fuel economy is the most important fea-
ture in a truck to him. “We’re always telling 
our drivers not to let the vehicles idle,” he 
says.

But for contractor Chris di Stefano, 
owner and president of di Stefano Land-
scaping, Jericho, Vermont, fuel economy is 
not that big a deal. “We don’t really worry 
too much about that,” he says. “If the price 
of gas goes up, our prices go up a little bit.” 
Towing and hauling capacities are much 
more critical for him. 

Bywalec likes all the new technology 
that trucks offer. “Some of the technological 
advancements that they have made in the 
last couple of years are unbelievable. I re-
member when we thought remote start was 
a big deal,” he says. He especially appreci-
ates backup cameras and 360-degree views. 
None of his trucks currently have trailer 
backup assistance, but he thinks it will be a 
major asset for his drivers that pull trailers.  

While di Stefano agrees that backup 
cameras are “a wonderful thing,” he also 
adds, “There’s something about looking out 
the window and assessing your surroundings 
or getting someone to spot you that seems 
better. We have backup cameras in our 
trucks and our guys still back into things.” 

He doesn’t care much for all the new 
self-driving features being added to trucks 
nowadays either. “That’s brought about an 
unfortunate decline in driver awareness and 
attention,” he says. “We hire a lot of younger 
drivers who aren’t very experienced, and I 
don’t want them to get complacent because 
they have tools that supposedly are going to 
watch out for them.”

Mark Becker is purchasing and schedul-
ing manager at Todd’s Services Inc., Ham-
burg, Michigan. His company relies heavily 
on its fleet telematics service. “It reminds us 
about maintenance intervals and sends us 
alerts about speeding and harsh driving,” he 
says.

We don’t have enough space to include 
every single engine and transmission type 
or optional and standard feature for every 
truck, but we are going to bring you the 
highlights of what’s new, what’s changed 
and what’s most intriguing. 

See what the manufacturers have in store 
for us for model year 2020 on the following 
three pages. 

Towing and backing up large trailers is a huge obstacle for many contractors and their 
drivers. For the 2020 model year especially, work truck manufacturers have come up 
with some things to help ease the strain. Trailer backup assistance is increasingly being 
included with some optional safety packages along with blind spot warnings, collision 
avoidance and other features. Ford updated its Trailer Reverse Guidance system to 
accommodate all trailer styles. 

General Motors, for its part, is offering a technology that causes a trailer to do a 
disappearing act. What it really does is let the driver see through a trailer as if it isn’t 
there. 

This automotive cloak of invisibility is called ProGrade Trailering Technology, and it 
was first introduced on 2019 Sierra light-duty trucks earlier this year. For 2020, it’ll be 
optional on all GMC Sierra HDs and Chevrolet Silverado HDs (on Chevys it’s called the 
Advanced Trailering System). 

Here’s how the “transparent trailer” trick works: A total of eight cameras provide 
up to 15 different camera views. Six cameras are mounted on the truck, and two more 
accessory cameras are mounted on the trailer itself. Those two extra cameras are what 
give you the see-through effect. The picture above shows what it looks like on the in-
dash monitor; the “V” outline shows where the “invisible” trailer actually is. 

High-tech trailering technology

The author is senior editor of Irrigation &  
Green Industry and can be reached at  
maryvillano@igin.com.
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GENERAL MOTORS 
SILVERADO 2500 HD & 3500 HD
The Silverado HD is all-new for 2020. It’s 
longer, wider and taller than its predecessor 
with a wheelbase that’s been stretched 5.2 
inches on Crew Cab models. 

Every component between the trans-
mission and the wheels has been upgraded 
to bring about a 52% increase in maxi-
mum towing capability, now up to 35,500 
pounds. Buyers can choose between two 
new powertrains: a 401-horsepower 6.6- 
liter V-8 gas engine with direct injection 
that achieves 464 pound-feet of torque 
(22% more than last year) when mated to 
a six-speed automatic transmission, or a 
445-horsepower Duramax 6.6-liter turbo- 
diesel V-8 engine with 910 pound-feet 
of torque when coupled with the all-new 
Allison 10-speed automatic transmission. 
A bigger, 28-inch-diameter variable-speed 
fan helps cool that engine. 

The frame has been enhanced to handle 
the truck’s higher load capacity and gross 
combined vehicle weight rating of up to 
43,500 pounds. The upgraded driveline in-
cludes more robust front and rear axles and 
the prop shafts have been made 30% larger.

Both the Silverado 2500 and the 3500 
are available in five trim levels including 
Work Truck, Custom, LT, LTZ and High 
Country.
highlights
• Optional Advanced Trailering System with 

“transparent” trailer view (see sidebar)
• New optional Allison 10-speed automatic 

transmission
• Autotrac active two-speed transfer case, 

standard on all 4×4 models electronically 
controls “4 Auto” mode, allowing the truck 
to seamlessly shift between two-wheel 
drive and four-wheel drive based on road 
conditions

• BedSteps feature and larger CornerSteps, 
both standard, eases loading of cargo bed

CHEVROLET

FORD MOTOR CO. 
F-150 
For the first time, F-150 buyers can have a 
Power Stroke diesel engine, optional on the 
XLTs: a 250-horsepower, 3.0-liter V-6 that 
gets 30 mpg on the highway. It delivers 440 
pound-feet of torque, giving you 11,400 
pounds of towing capacity and 2,020 
pounds of payload capacity.
highlights
• Ford Co-Pilot 360, with Automatic 

Emergency Braking with Pedestrian 
Detection, Blind Spot Information, Lane 
Keeping Assistance and Auto High 
Beams now standard on Lariat and higher 
trim levels.

F-250, F-350 & F-450 SUPER DUTY
There are more substantial changes to Ford’s 
Super Duty lineup. A new, optional upgrad-
ed 6.7-liter Power Stroke diesel V-8 delivers 
475 horsepower and 1,050 pound-feet of 
torque.

The all-new, optional 7.3-liter V-8, 
which Ford says is the most powerful gas 
engine it’s ever offered in the Super Duty 
class, produces 430 horsepower and 475 
pound-feet of torque. 

Maximum towing capacity was increased 
for the entire Super Duty series. Expect 
maximum gooseneck towing up to 37,000 
pounds, maximum fifth-wheel towing of 
32,500 pounds and maximum conventional 
towing of 24,200 pounds.
highlights
• New Pro Trailer Backup Assist, available 

on XL through Lariat, standard on King 
Ranch through Limited

• All-new, optional-speed heavy-duty Torq-
Shift automatic transmission

• Lane-Keeping Alert, Blind Spot Infor-
mation System with trailer coverage and 
Pre-Collision Assist with Automatic 
Emergency Braking, standard on XLT 
and above

FORD

GENERAL MOTORS 
SIERRA 2500HD & 3500HD
The Sierra HD is all-new for 2020, with 
a longer wheelbase; a taller, more domi-
nant hood line; and a taller overall height. 
Available engines include an all-new, 
standard 401-horsepower 6.6-liter V-8 gas 
engine with 464 pound-feet of torque and 
a towing capacity of 14,500 pounds.

For 2020, GM increased the efficiency 
of the optional 445-horsepower Duramax 
6.6-liter turbo-diesel engine by giving it a 
dual-path intake system that draws cool air 
through both the prominent hood scoop 
and the larger front grille. That engine is 
capable of 910 pound-feet of torque and 
can tow more than 30,000 pounds.

The cargo bed’s lift-in height was 
lowered 1 inch to make loading cargo and 
hitching up fifth-wheel and gooseneck 
trailers easier.

The daytime running lamps now have 
prominent LED light blades. LEDs are 
also used for the headlamps, taillamps, op-
tional fog lamps and other illuminative el-
ements, including the available roof marker 
lights standard on all dual-rear-wheel HDs 
and all Sierra HD Denalis except where 
prohibited by law.

Models include Sierra, SLE, SLT and 
new AT4 models. Denali and AT4 models 
are offered exclusively in 4WD.  
highlights
• New, optional ProGrade Trailering Sys-

tem with “transparent” trailer view
• All-new Allison 10-speed automatic 

transmission, standard for diesels
• MultiPro, GM’s six-function tailgate is 

now standard on SLT, AT4 and Denali 
models and optional on all other trim levels

• All-new optional Park Grade Hold Assist 
• All-new larger, door-mounted trailering 

mirrors with a four-bar link providing 
power extend and retract for the driver 
and passenger sides, standard

• New, optional 120-volt power outlet

GMC
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HINO MOTOR SALES USA INC.

M SERIES
Hino announced in late October that it’s 
given its Class 4 through 7 diesel and LP 
trucks a total makeover for model year 
2021, including new model names that 
better match each truck’s GVW. 

The Class 4 and 5 cab-over-engine 155 
(14,500 GVW) and diesel/electric hybrid 
195 (19,500 GVW) have been replaced by 
the M Series M4, M5 and M5H hybrid. 

In Class 6 and 7, the 258 (25,500 
GVW) 268 (25,950 GVW) and 238 
(23,000 GVW) conventional trucks have 
been replaced by the new L Series L6 and 
L7. Each vehicle now contains larger cab 
configurations. 
highlights
• Optional 6-speed Aisin automatic trans-

mission with gear hold feature 
• Optional “first-in-segment” fully integrat-

ed Lane Departure Warning System 
• New shifter layout and steering wheel 

controls
• All-new gauge cluster with 4.2-inch LCD 

multi-information display 

L SERIES
highlights
• Optional Electronic Stability Control, 

Collision Mitigation System, Lane De-
parture Warning, Active Cruise Control 
and driver’s seatbelt sensor

• New wheelbase options
• New 30-inch extended cab models will 

seat five; new 44-inch crew cabs seat six
• Extended cabs and crew cabs will have 

full-size doors and rear zone A/C and heat

XL SERIES
highlights
• Extended cab and crew cab options com-

ing spring 2020
• Snowplow package with 18,000-GVW 

front axle and front frame extensions 
available summer 2020

HINO

MITSUBISHI FUSO TRUCK OF AMERICA INC.

FE180
Buyers who have been waiting for the new 
FE180, the new  Class 5 cab-over-engine 
gas truck Fuso announced this past March 
can finally get one; it began being shipped 
out to dealers Oct. 30. 

The FE180 has a 17,995-pound gross 
vehicle weight rating, with an estimated 
11,855-pound body/payload capability. The 
drivetrain mates a 297-horsepower GM 
V-8 6.0-liter gasoline engine with an Al-
lison 1000 Series transmission to produce 
361 pound-feet of torque. The transmission 
includes FuelSense 2.0 featuring DynAc-
tive Shifting for greater fuel economy. 

Its chassis frame has been powder- 
coated for greater durability and maintains 
the standard 33.5-inch width allowing 
upfitters to use the same box sizes and 
body attachments found on Fuso’s Class 5 
diesels. Choose from four wheelbase sizes 
including 133.9, 151.6, 169.3 and 187.0 
inches. 

Fuso offers a five-year/unlimited miles 
warranty with an extended warranty on the 
transmission at no additional cost. 
highlights
• Rear-mounted 40-gallon fuel tank, 

standard
• Larger 19.5-inch tires, standard
• One free year of Verizon Connect 

telematics
• Power take-off option for Allison trans-

mission
• Noise-insulated cab with new interior 

upgrades
• Ladder-style frame
• Cab colors available in silver, white, green, 

red, blue and black

MITSUBISHI FUSO

ISUZU COMMERCIAL TRUCK OF AMERICA INC.

CLASS 5 NQR DIESEL 
There were a few changes to Isuzu’s Class 
3, 4 and 5 N-Series and Class 6 F-Series 
cab-over-engine trucks.

Changes include an optional receptacle 
for the engine block and oil pan heater, 
optional Mobileye advanced driver- 
assistance features and optional Alpine 
audio and backup camera upgrades for  
the entire N- and F-Series.

The Class 4-6 N- and F-Series trucks 
are equipped with an EPA-certified 5.2 
4HK1-TC diesel engine that should last 
for 375,000 miles. They offer engine power 
options for GVWs from 12,000 pounds to 
25,950 pounds. 

The F-Series trucks offer 215 horse-
power and 520 foot-pounds of torque. 
N-Series diesels produce 215 horsepower 
and 452 foot-pounds of torque. The Class 
3 and 4 N-Series trucks have an optional 
Vortec gasoline engine that gives you 297 
horsepower and 372 foot-pounds of torque. 
That engine is also CNG/LPG alterna-
tive-fuel capable.
highlights
• New, standard Aisin A465id 6-speed 

double overdrive automatic transmission 
with a lockup torque converter plus a 
PTO opening

• New 225/70R19.5 tires added with 5%-
10% reduction in rolling resistance for 
improved fuel economy

CLASS 6 FTR DIESEL
highlights
• Air compressor stroke increased from 30 

to 40 millimeters, improving air output 
volume by 33%

• New purge valve silencer was added to the 
air dryer

• Dana S19-140 rear axle replaced the Dana 
19060S to achieve an 86-pound weight 
reduction

ISUZU
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NISSAN MOTOR CO. LTD. 
TITAN & TITAN XD
Nissan’s full-size pickups underwent major 
redesigns for the 2020 model year. Both 
the half-ton Titan and the ¾-ton Titan 
XD got a new powertrain that includes a 
retuned standard 5.6-liter Endurance V-8 
gasoline engine rated at 400 horsepower 
that delivers 413 pound-feet of torque and 
a new standard 9-speed automatic trans-
mission with a larger final gear ratio for 
smoother, faster acceleration. Towing and 
hauling capacities for this engine will be 
available when the vehicle goes on sale. 

Titan XDs are distinguished from 
Titans by a new extensively reinforced and 
strengthened fully boxed, full-length ladder 
frame, with an extended wheelbase that’s 
15 inches longer, allowing for a full-size 
6.5-foot bed.

Both trucks are offered in King Cab 
and Crew Cab body configurations and five 
trim levels: S, SV, Pro-4X, SL and Platinum 
Reserve, in 4×2 or 4×4 drive configurations.
highlights
• New all-LED full-surround lighting 

added to pickup bed, optional for Pro-4X 
and above

• New front bumper, interlocking frame 
grille and surround, fog lights, badging 
and wheel designs, with choice of three 
separate grille designs and five different 
wheels

• New, optional Dual Panel Panoramic 
Moonroof, available on Crew Cab models  

• New, optional Nissan Concierge with 
24-hour access to live assistants (monthly 
subscription required)

• New flexible smartphone holder/charging 
system, standard on Pro-4X and above

• New Integrated Command Center with 
optional 9.0-inch WXGA-resolution 
touchscreen on Titan XD PRO-4X, SL 
and Platinum Reserve models

NISSAN RAM

CHRYSLER GROUP LLC
RAM 1500 
The Ram 1500 is all-new with the empha-
sis on fuel economy. An all-new optional 
260-horsepower 3.0-liter V-6 EcoDiesel 
engine produces 480 pound-feet of torque 
and is capable of towing 12,560 pounds 
and hauling 2,300 pounds of payload. A 
395-horsepower 5.7-liter gas Hemi V-8 
with variable-valve timing and 410 pound-
feet of torque is also available. 

The standard 3.6-liter Pentastar gas V-6 
is capable of delivering 305 horsepower 
and 269 pound-feet of torque. Or, choose 
the optional 5.7-liter eTorque gas/elec-
tric hybrid Hemi V-8 with variable valve 
timing, providing 395 horsepower and 410 
pound-feet of torque.

Available in eight models: Tradesman, 
High Fuel Efficiency, Big Horn, Lone Star, 
Laramie, Longhorn, Limited and Rebel 
(offroad), with quad or crew cabs, in 4×2 
and 4×4 drive configurations.
highlights
• Multifunction Tailgate with 60/40 split 

swing-away doors optional for all trim 
levels

• New, optional Uconnect 12.0 console 
with Navigation and Sirius XM, 12-inch 
touchscreen with split-screen capability 
and 360L bird’s eye camera system

RAM 2500 & 3500 HEAVY DUTY
highlights
• Big Horn and Laramie models now avail-

able in Night Edition
• Lane Keep Assist and Adaptive Steering 

now optional for all trim levels

RAM 3500, 4500 & 5500 CHASSIS CABS 
(CLASS 2, 3, 4 & 5)
highlights
• Lane Keep Assist, Adaptive Steering, 

body-color bumpers and the Ram 
Telematics vehicle tracking system now 
optional

TOYOTA MOTOR SALES USA
TACOMA
All Tacoma grades got appearance and 
technology upgrades with a new front grille 
and a revised taillamp design. 

The Toyota Safety Sense P package 
that includes Pre-Collision System with 
Pedestrian Detection was made standard 
equipment on both Tacoma and Tundra 
since model year 2018. 

Six model grades include SR, SR5, 
TRD and TRD Pro Off-Road, TRD Sport 
and Limited.
highlights
• New 8-inch multimedia touchscreen 

with Apple CarPlay, Android Auto and 
Amazon Alexa compatibility standard on 
SR5 and above 

• New Multi-Terrain Monitor standard on 
Limited, optional on TRD Off-Road 

• New Panoramic View Monitor with 
360-degree view around truck standard on 
Limited and TRD Pro models, optional 
on TRD Sport

TUNDRA
Toyota’s half-ton pickup will be powered 
again exclusively by the 381-horsepower 
5.7-liter i-Force V-8 gas engine that offers 
up to 10,200 pounds of towing capacity 
and a maximum payload of 1,730 pounds. 
The 4.6-liter V-8 and the 5.7-liter FFV 
engines have been discontinued. 

Six model grades include SR, SR5, 
Limited, off-road TRD Pro Platinum and 
1794 Edition, in Double Cab and Crew-
Max configurations.
highlights
• TRD Pro now available with Double Cab
• New 8-inch multimedia touchscreen 

with Apple CarPlay, Android Auto and 
Amazon Alexa compatibility standard on 
SR5 and above 

• Smart Key with pushbutton start now 
standard on SR5 and above

TOYOTA



Richard Sperber helped build Valley-
Crest Landscape Cos. into one of the 
largest landscaping firms in the coun-
try alongside his father, Burt. After a 
five-year retirement, he returned to the 
field to start a new company, Sperber 
Cos. Photos: Cecily Breeding
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The Comeback King 
RICHARD SPERBER

AFTER TAKING A BREAK, RICHARD SPERBER HAS REENTERED 
THE COMMERCIAL LANDSCAPING ARENA IN A BIG WAY. 

BY KRISTIN SMITH-ELY

I
f you know anything about the 
landscape industry, you know how 
legendary the name Sperber is. 
Richard Sperber and his father, 
Burt, built up ValleyCrest Land-

scape Cos. into a billion-dollar-plus land-
scaping firm over the span of more than 
60 years, making it one of the largest land-
scaping firms in the country. 

In 2014, that Calabasas, California- 
based company merged with another large 
player in the industry, Brickman Group, 
based on the East Coast in Rockville, 
Maryland. It was the largest merger in U.S. 
landscape industry history, resulting in a 
$2-billion firm with 22,000 employees. The 
joint company became BrightView. 

“My dad started ValleyCrest in 1949 
and built an incredible family business 
with the help of a lot of great people. He 
was an inspiration to thousands of people,” 
Sperber says. 

Around 2008, an equity partner was 
brought on to ValleyCrest and decided a 
merger of the two largest family-owned 

landcape businesses in the U.S. would be 
attractive. 

“So the company elected to do that, and 
I decided not to move forward with the 
business. I took four or five years off, and 
here I am,” says Sperber.

Anyone who knows Sperber knows he 
couldn’t stay away for too long. Five years 
was long enough. He missed the camara-
derie with team members and clients and 
saw a need to get back into the industry 
and raise the bar. 

“I am a landscaper. It’s in my blood. 
That is all I know, and I love doing it,” 
Sperber says. 

During his short-lived retirement, 
many of his old clients and employees 
reached out to him for advice and encour-
aged him to get back into the business. 

“At a certain point, I finally said, ‘OK, 
it’s been long enough. Let’s do it.’ I thought 
it was a great opportunity to build some-
thing that I think is pretty special,” he says. 
On April 1, 2019, Sperber Cos. was offi-
cially born.

DIVING IN
In just six months, Sperber Cos., has part-
nered with several landscape maintenance 
businesses across the country. 

Sperber Cos. is on target to partner 
with six landscape maintenance com-
panies by the end of 2019 and does not 
intend to stop there. Its current partners 
include KEI Enterprises, a third-genera-
tion, family-owned landscaping business 
based in Milwaukee, and Conserve, a 
Palm Springs, California-based landscape 
company where Bruce Wilson, a former 
ValleyCrest team member, now works.

“We are looking at family businesses 
that have the same culture as Sperber Cos. 
Those companies aim to give their em-
ployees the same experience that we try to 
give ours,” he says. 

Sperber Cos. also has landed some 
large landscape installation jobs. “We have 
a handful of what I’ll call major landscape 
installation jobs going on around the 
country,” Sperber says.
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Sperber says he grew up working summers for his father at ValleyCrest. When he returned to the compa-
ny as an adult, he helped launch branches in Arizona and Las Vegas. 

One of those projects is the complete remodel of 
the Mauna Lani Resort, newly held under the Au-
berge Resorts Collection brand and located on the 
Kohala Coast of Hawaii. Sperber Cos. is responsible 
for everything outside of the primary hotel building, 
including resort amenities such as swimming pools, 
food and beverage buildings, decks, hardscaping, and 
landscaping. The owners knew Sperber and called re-
questing his help. The project has been in full swing 
since February and is set to commence in December 
with the reopening of the resort. 

It hasn’t taken long to grow the business. These 
partnerships and projects have already amounted 
to more than 700 employees. “We are in the land-
scaping business. You don’t want the grass to grow 
under your feet,” says Sperber. “We plan to continue 
growth at a consistent pace as meaningful opportu-
nities present themselves.”

It helps that he has a giant pool of former em-
ployees to draw from. “I’ve got a fine group of men 
and women I’ve worked with for years and years 
that have joined me to help build this new venture,” 
Sperber says.

RIGHT AT HOME
Sperber, now 57, says he’s been landscaping since 
he was old enough to walk. “My dad would take me 
out to jobs and to our offices. I’d spend summers 
working for the company.”

After graduating high school, Sperber went 
into the construction business for a while and even 
helped build ValleyCrest’s corporate headquarters 
at the time. 

Once the building was completed, he took two 
years to study at Cal Poly, San Luis Obispo, but 
then returned home to take on more opportunities 
with the family business. He traveled around the 
country for several years, helping to launch branch-
es in Arizona and Las Vegas, and then shifted into 
the role of CEO in 2008, working closely with his 
father until he passed away in 2012. 

As a mentor and teacher, Sperber says his father 
did a great job. “It was a perfect relationship. We 
never fought. He never yelled at me. He never had 
to fire me.” He jokes, “especially with all the stuff 
I screwed up when I was younger. He had a lot of 
patience with me.”

The lessons he learned from his father are being 
put to use in Sperber’s new company. In the Los 
Angeles area, Sperber is surrounded by some big 
players in the landscaping arena, and he is friends 
with just about all of them. He even hired Gothic 
Landscaping to redo the landscaping at his personal 
home. 

“There are so many great businesses out there, 
and I am aspiring to build businesses like them and 
even surpass them one day,” Sperber says.

At one time ValleyCrest employed around 
13,000 people. That’s a large group of people who 
Sperber says “enjoyed the experience we took them 
through.” He adds, “There is no one out there de-
livering that employee experience today in the way 
that I think we did.” 

Many former employees have expressed interest 
in working with Sperber again, and he needs them. 
“I can’t do it without them. Surrounding yourself 
with the right people in this business is the number 
one rule of success.”

Giving those employees the freedom to make 
decisions is important to Sperber. “You’ve got to 
trust and empower your people to make the right 
decisions and provide the best service to our clients.”

“I FINALLY SAID, ‘OK, IT’S BEEN LONG ENOUGH. LET’S DO IT.’ 
I THOUGHT IT WAS A GREAT OPPORTUNITY TO BUILD SOME-

THING THAT I THINK IS PRETTY SPECIAL.” — RICHARD SPERBER
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PEOPLE BEFORE PROFITS
Sperber says some landscape businesses treat land-
scaping like a numbers game and put profits first, 
but not ValleyCrest or Sperber Cos. “We’ve never 
run our businesses like that. We do the right thing 
for our clients. We do the right thing for our em-
ployees. Success comes as a byproduct of putting 
people first versus saying ‘We have to make deci-
sions based on financials.’”

A lifetime of experience in the landscaping indus-
try has taught Sperber what it takes to be successful. 
“You have to have patience and you have to have great 
people that stay with you for a long time. You have 
to have great communication skills with your clients.”

Besides an effective crew, a love for plants is para-
mount. “If you want to be successful in this industry 
you have to be a landscaper,” he says. “You have to be 
passionate about what you do. You can’t fake that.”

Sperber has a lot to be proud of, and relationships 
are on the list. It isn’t lost on him how special it is that 
the people he worked with years ago at ValleyCrest 
are eager to work with him again and have put their 
trust in him.

He also recognizes the value 
of his father’s legacy and accom-
plishments. “We had an amazing 
partnership. You hear stories of 
family businesses and the tension 
around them. I was lucky enough 
to have the opposite experience,” 
he says.

Surely his father is not far 
from his mind as Sperber starts 
a new chapter in the family’s 
landscaping history. Being sur-
rounded by talented people will 
certainly help solidify Sperber 
Cos.’ future.

“As long as I have great peo-
ple working with me, there is 
really no limit to how fast we 
grow,” he says.   

The author is a contributing editor to 
Irrigation & Green Industry magazine 
and can be reached at kristinsmithely@
gmail.com. 

Sperber says he reached out to former employees to 
build his new business, which already has more than 
700 employees. 



End  
office 
drama
4 ways to eliminate 
work conflicts.

Over the years, I have had the oppor-
tunity to work with a number of 
companies and organizations. Ev-
ery company seems to have some 
drama. Some a little, and some a 

whole lot!
It is normal to have many leaders, managers and 

front-line team members who bring their different 
behaviors, personal motivators and emotional quo-
tients to the organization. Once they all come to-
gether, the organization becomes a mixing bowl of 
various tools and baggage.

Some managers and team members do the best 
they can, while others tolerate the experience until 
they find something better and then move on. 

What is it, specifically, that great leaders do to 
bring out the best in their managers and teams? Jack 
Zenger and Joseph Folkman of leadership consult-

ing firm Zenger Folkman, Orem, Utah, analyzed 
3,492 participants in a manager development pro-
gram. One of the things they discovered is that ef-
fective leaders apply four strategies that get quantum 
results from their managers and teams. Let’s look at 
each one and see how you can apply that principle in 
your business or organization. 

NO.1

5634845

Interact in ways that make the 
other person feel safe and 
supported. 

What are some of the ways you make your people 
feel safe and supported in your organization?

One example of this strategy comes from Jeff 
Wiska, building material distribution center manag-
er for Boise Cascade of Boise, Idaho. Wiska makes it 
a point to regularly speak face-to-face with all of his 
salespeople, managers and personnel. He takes the 

By Tom Borg 
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time to get to know them and have down-to-earth 
conversations with them. This helps to build a feel-
ing among his team of being secure and supported.

As you can imagine, they have extremely low 
turnover in his center.

How often do you have a face-to-face, one-on-
one conversation with your team? It is amazing how 
far this will go in creating a supportive environment.

NO.2

5634845

Take a helping, cooperative 
stance.
The type of leader or manager who 

plays the game of “I got ya,” or who constantly looks 
for things their people do wrong are perfect exam-
ples of a person who is not taking a helping, coop-
erative stance. The best way to live this strategy is to 
look for ways you can help your managers and team 
members accomplish their goals. Consistently give 

them the support they need. Open doors that are 
closed to people they need cooperation from and cut 
red tape in the form of policies and procedures that 
might be preventing them from doing what they are 
paid to do to get results. 

NO.3

5634845

Occasionally ask questions  
that gently and constructively 
challenge old assumptions.

One of my favorite quotes by humorist Josh Billings 
is, “It ain’t what a man don’t know that hurts him. 
It’s what he knows that just ain’t so.”

Good questions are a powerful tool to help 
change a person’s errant paradigms or assump-
tions. When a person’s beliefs or assumptions pre-
vent them from seeing new possibilities, ask them 
open-ended questions that provoke them to see a 
situation from a different angle.

NO.4
5634845

Make occasional suggestions 
to open up alternative paths.
As I always say to my green indus-

try clients, “There are many roads to the mother lode 
of gold.” It’s true that some roads will get you there 
faster and with less expense than others. When nec-
essary, tactfully point out alternative ways of doing 
things. One way you could do this is by using an 
example of how someone else was able to accom-
plish a goal similar to the one your manager or team 
member is attempting.

Another approach is to ask questions that will 
draw out from the person alternative ways they 
could approach the problem they are trying to solve.

As author Daniel Coyle points out in his lead-
ership book titled The Culture Code – The Secrets of 
Highly Successful Groups, the two main things ex-
tremely successful companies have in common is 
that their people feel safe and connected. When 
these two criteria are present, great things are pos-
sible, and the organization functions as a high- 
performing team.

How about your company or organization? Is it 
performing as well as it should? As it could?

Here is my suggested action plan for you to fol-
low. Get your team together and ask them these two 
questions:

• What do we need to do as a company to make 
you feel safe?

• What do we need to do as a company to make 
you feel genuinely connected?

Then do follow-up one-on-one sessions with 
each one of your managers and team members. Ask 
them the same two questions. Then ask them to give 
you personal examples of what they mean. Take 
good notes and prepare to take action. 

Once you take action, amazing things will hap-
pen, including major progress toward the elimina-
tion of all the drama.  

It ain’t 
what a 
man don’t 
know that 
hurts him. 
It’s what 
he knows 
that just 
ain’t so.”

– Josh Billings
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Tom Borg is a team 
performance and customer 
experience expert who 
works with green industry 
organizations and their lead-
ership teams to help them 
connect, communicate and 
work together better without 
all the drama through his 
consulting, training, coach-
ing, leadership instruments 
and job benchmarking 
tools. To ask him a question, 
please call 734.404.5909, 
email tom@tomborg.com or 
visit his website at: www.
tomborgconsulting.com.
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E
ven as computerized and cloud-based as our lives have become, pa-
per still means something in the world of work. Certifications, creden-
tials, diplomas, licenses — earned only after classwork, hard study and 
passing detailed exams — can make a major difference for contractors. 
Much more than mere pieces of paper, these documents signify that the 
individual holding them is a professional practitioner of that discipline. 

It’s shorthand for “I’m not only experienced, I’m qualified.”
Back in the early 1980s, the Irrigation Association, Fairfax, Virginia, created 

the IA certification program to document the professionalism of the people who 
design, install, service, evaluate and manage irrigation systems for a living. The 
aim was to raise the level of expertise for irrigation professionals, according to 
Ronald Sneed, PhD, PE, CID, CIC, CAIS, CLIA, one of the original designers 
of the program.

ARE YOU
CERTIFIED?
By Mary Elizabeth Williams-Villano

If you’re an irrigation 
professional, getting certified 
by the Irrigation Association 
puts you ahead of the pack.
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“From the very beginning, we had a goal of hav-
ing better-educated irrigation professionals,” Sneed 
said in his written acceptance speech remarks for the 
Certification Board’s 2018 Commitment to Certifi-
cation Excellence Award. “It was always more about 
education than about certification.”

The goal was to increase the professionalism in 
the industry and eventually have those who had 
become certified teach the classes to others, says 
Don Franklin, CID, CLIA, ASLA, specification 
manager at Hunter Industries, San Marcos, Cali-
fornia. Franklin also had a hand in building the cer-
tification program. Another major goal was to raise 

the “comfort level” among employers and clients. 
He compared it to a physician, who has a diploma 
and board certification testifying to their skill and 
knowledge.

“IA certification is similar, in that it shows that 
someone has gone through a class, passed a test and 
is now competent in a specified area. The person do-
ing the hiring can have confidence in the certified 
person’s abilities,” says Franklin.

The program was developed from the ground up, 
from study materials to certification guidelines and 
course exams. Some agricultural engineers who al-
ready had professional registrations pushed back, 

Want to get certified? Here’s how
If you’ve decided it’s time for you to obtain one or more IA certifications, go to the  
www.irrigation.org website and click on the “Certification” tab. You’ll see drop- 
down menus for the various certifications. 

On the webpage for each one, you’ll find a description of the functions the  
certified person performs, how much experience is recommended before you take 
the exam and how to register for it. It will also tell you how many questions will  
be on the test, how much it’ll cost and what’s required after you pass.

• Certified Irrigation Technician (CIT) 
• Certified Landscape Irrigation Auditor (CLIA) 
• Certified Golf Irrigation Auditor (CGIA) 
• Certified Irrigation Contractor (CIC) 
• Certified Irrigation Designer (CID) 

How can I prepare to take an exam?
The IA offers a number of resources to help you prepare:

• Certification Candidate Handbook
• references
• exam specification sheets
• equation sheets
• reference books
• educational courses

Go to www.irrigation.org/prepare-for-exams for more information.
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according to Sneed. But over the years, some agricul-
tural engineers and licensed professional engineers 
later served on the IA Certification Board.

“One of the strongest voices against the certifi-
cation program was, I think, an associate dean of a 
college of agriculture and life science,” according to 
Sneed. “He later became an IA-certified individual.”

The first landscape certification offered by the IA 
was certified irrigation designer-landscape/turf, with 
specialty exams in  residential, commercial and golf 
course. A CID-agriculture exam was also offered. 
Today, there are five different landscape certifica-
tions offered by the IA: certified irrigation technician 
(CIT), certified landscape irrigation auditor (CLIA),  
certified golf irrigation auditor (CGIA), certified 
irrigation contractor (CIC) and certified irrigation 
designer (CID).

The certification exams, like the industry itself, 
are dynamic and always changing. Michael Pippen, 
PE, CAIS, CID, director of business development at 
Jain Irrigation Inc., Lakeland, Florida, spent several 
years on the Certification Board. “We took those ex-
ams out into the field and did a job analysis, getting 
feedback from hundreds of certified professionals in 
the field,” he says. “We created a survey that asked 
what’s important and how frequently do you do it. 
And we refined the exam questions based on that job 
analysis.” 

Pippen says this process, which the board still 
conducts regularly for every certification, tightens up 
the types of questions asked and their difficulty. For 
instance, if a CIT only does some job function only 
once a year, it’s not important to include questions 
about it on the exam. But if 100 people do that task 
once a week, then it should probably be tested very 
thoroughly.

Certification benefits
There are at least three good reasons for any tech-
nician or contractor to consider certification, ac-
cording to IA CEO Deborah M. Hamlin, CAE, 
FASAE. “Number one, to prove your knowledge,” 
she says. “Number two, to differentiate yourself from 
your competition. And number three, for personal 
improvement.”

“Certification is this extra step,” Hamlin adds. 
“It’s a way of showing that ‘I’m better than my 
competitor because a third party has endorsed me. 
I’ve passed a test and received tangible proof of my 
knowledge.’” 

Differentiating himself from the competition is 
exactly what motivated Dale Aubertine, CIC, CLIA, 
owner of Northstar Water Services, Monroe, North 
Carolina, to get certified. “I did it for the simple fact 
that I wanted to be better than my competition. And 
I wanted to be knowledgeable in my field. I find it 
interesting working with the scheduling, the hydrau-
lics, the electrical — I guess you could just say that 

I’m ‘into it.’ It’s what I do for a living, so I wanted 
to be the best at it, to separate myself from all the 
others.”

Certification set him apart and made his compa-
ny’s name reputable in the Charlotte area, he says. 
Also, the courses taught him technical details he 
wouldn’t have picked up through experience.

“I learned so much about the plant/water rela-
tionship, about scheduling, about understanding 
slopes and angles and degrees, and all the hydraulics 
that come into play,” he says.

Art Elmers, CIC, CID, CLIA, area specification 
manager, Landscape and Turf Division at Netafim 
USA, Fresno, California, has held IA certifications 
for a long time — the oldest one dates back to March 
11, 1984. “I was actually one of the very first certi-
fied irrigation designers in the country,” he says. He’s 
worked in irrigation since he was 14, helping his  
father, a golf course superintendent with an irrigation 
company on the side. “The value of certification is it 
indicates that you have met a certain level of profi-
ciency. My dad used my certifications to help sell the 
qualifications of our company.”

Michael Temple, CID, CIC, CLWM, CLIA, 
CGIA, LEED AP, now technical program director 
for the IA, remembers why he first sought certi-
fication. “As an irrigation consultant for 20 years, 
I’d dealt with a lot of certified contractors who ex-

pressed to me how much they’d learned just prepar-
ing to take the CIC exam, and how the knowledge 
they’d gained helped them a lot in their businesses,” 
he says. “One contractor said that even though he’d 
failed the exam, he’d learned so much that it took a 
lot of the sting out.” 

Robert “Bobby” Alvarez, CLIA, a former irri-
gation contractor and now water conservation ad-
ministrator in the Department of Environmental 
Utilities, Water Efficiency Division for the City of 
Roseville, California, got his CLIA a couple of years 
after becoming a a contractor. He says it helped him 
put together the puzzle of irrigation. 

“Studying for the CLIA, I learned about distribu-
tion uniformity, precipitation rates, evapotranspira-

I did it for the simple fact that 
I wanted to be better than my 

competition. And I wanted to be 
knowledgeable in my field.”  
— Dale Aubertine, Northstar Water Services
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tion, hydrozoning — all of these things turned a light 
bulb on in my head and started to make everything 
else make sense,” he says.  

Once Alvarez understood all of that, he began 
shifting his business model. “I changed from being 
a landscape irrigation specialist to a water-efficient 
landscape irrigation specialist,” he says. “That wasn’t 
the usual thing back then. What I’d learned previ-
ously was ‘just put a lot of water on this thing and it’ll 
grow.’ That was the mentality.”

Walter Mugavin, CIC, CLIA, founder and man-
aging member of Aqua Mist Irrigation of New Jersey 
LLC, in South Hackensack, does a lot of commercial 
irrigation work including designing systems. He says 
being certified has, without a doubt, helped his career 
and his business. 

“When you get into doing commercial work, big-
ger housing developments and stuff like that, dealing 
with engineers, having a certification lets them know 
that they’re dealing with a fellow professional,” says 
Mugavin. “I deal mostly with engineers and land de-
velopment managers. Once I got the certifications, I 
noticed the change — they have a little bit more re-
spect for you, pay more attention to you when you say 

you’re a nationally certified contractor or irrigation 
auditor. It lends credence to what you do and say.”

The bottom line
The big question is, of course, does getting certified 
help you make more money? Does having initials 
like CID or CIT after your name make you more hi-
rable and promotable as an employee or bring more 
business to you as a contractor?

The IA has conducted numerous surveys to dis-
cover just that and has been charged with promoting 
the program to those who might hire industry ex-
perts, says Hamlin.

Around 2009, the IA began reaching out to 
building owners and property managers’ associations, 
advertising with them and telling them that these 
certifications exist, and recommending that they 
hire certified people for their irrigation projects, says 
Hamlin. That effort continues because the IA has a 
vested interest in increasing the demand for certified 
individuals.

It has paid off, says Elmers, as IA certification is 
recognized inside and outside the irrigation industry. 
He says a lot of big corporations and government 

BE PART OF THE
CONVERSATION.
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entities with facilities throughout the country won’t 
hire you unless you can demonstrate a certain level of 
proficiency — “and IA certification has always been 
the gold standard for that. 

“For instance, the National Park Service requires 
that only a CID can design their irrigation systems,” 
Elmers continues. “Years ago, I designed a system for 
Wolf Trap in Washington, D.C., and it was written 
into the proposal that a CID had to do the design.”

Becoming IA certified has opened up new oppor-
tunities for Stephen Dobossy, CIC, CID, president 
of RR Irrigation Company Inc., Middlesex, New 
Jersey. Many of the contracting jobs he’s landed re-
quired a CIC, and the same was true for many of his 
design assignments, which only went to CIDs.

“Getting certified as a designer elevated my de-
sign ability and actually did pay off quite well for 
me,” says Dobossy. 

Aubertine says that the work he’s doing now — 
high-level troubleshooting for commercial accounts 
as a consultant for Union Grove Landscape Devel-
opment, a large irrigation and landscaping compa-
ny in Marshville, North Carolina, and for anoth-
er company — came about as a direct result of his 

certifications, as did the recent job he completed for 
Rain Bird on the Biltmore Estate in Ashville, North 
Carolina. 

“The manufacturers recognize my knowledge,” 
Aubertine says. “But I wouldn’t have it if I hadn’t ob-
tained the certifications.”

Would any of these individuals recommend certi-
fication to a fellow irrigation professional or contrac-
tor? All of them said yes, unequivocally. John Butters, 
CIC, CID, CIT, CLIA, CLWM, irrigation manager 
at Timberline Landscaping, Colorado Springs, Col-
orado, says his 30-year career at Timberline has ad-
vanced continually with each certification, and pre-
paring for the exams taught him things he uses every 
day on the job.

Now he mentors the more junior irrigation peo-
ple at Timberline to seek certification, and many of 
them have taken his advice. “Even if they don’t pass 
the exam the first time, they always say they learned 
so much just studying for it,” he says.

Are you certified? Isn’t it time you were? 

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



INTERNAL COMMUNICATIONS

32            Irrigation & Green Industry     December 2019 www.igin.com

Find out how to tell your employees 
what they need to hear.
BY STACIE ZINN ROBERTS

GET THE 
MESSAGE
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When Scott Needham noticed inconsis-
tencies in the way his landscape crews 
were pruning shrubs in the common 

areas of the dozens of homeowners associations his 
company, ProQual Landscaping, maintains in Tem-
pe, Arizona, he knew he had to find a way to show 
his crews how to do it correctly. But demonstrating 
one-on-one how he wanted the pruning performed 
for each of his 150 crew members across 30 different 
maintenance crews was not practical.

Instead, he hired a production company to shoot 
a video of one of his crews pruning correctly. The 
video was shown to crew members at early morn-
ing meetings. And now, shrubs at every job site are 
pruned in exactly the same way.

How do you communicate with your employees? 
Whether you’ve got one small crew or an army of 
hundreds, the challenge remains the same. How can 
landscape managers and irrigation installers effec-
tively communicate tasks, express company culture 
and get employees to buy into company objectives in 
a way that will not only be well received, 
but implemented? Needham devised a 
creative way to get the message out to his 
staff, and you can too.

Judith Guido is a business consultant 
and founder of Guido and Associates, 
Moorpark, California. She specializes in 
helping green industry companies grow 
their businesses. Internal communications 
is a frequent focus of her work with new 
clients. 

“When I ask what some of the biggest 
problems are in their company, 99% of the 
time, the word ‘communication’ is one of 
the top three responses,” Guido says. “I ask the ques-
tion, ‘Could you share with me what your commu-
nications strategy is?’ And quite frequently you get 
a pregnant pause followed by, ‘What do you mean, 
communications strategy?’”

According to Guido, an internal communications 
strategy is organizing the flow of information that’s 
necessary to run your company in a predictable, effi-
cient and time-sensitive manner. And that informa-
tion has got to go out to the right people.

Effective internal communication dictates how 
information is shared within an organization. Gui-
do recommends that organizations break down the 
functions of an organization and map out workflows. 
Once the way the company works is understood, 
the messaging necessary to assist in keeping those 
workflows moving is what should be communicated 
to staff.

GET THE 
MESSAGE

When I ask what 
some of the biggest 
problems are in 
their company, 99% 
of the time the word 
‘communication’ is 
one of the top three.



INTERNAL COMMUNICATIONS

34            Irrigation & Green Industry     December 2019 www.igin.com

“I think communication is one of the most im-
portant aspects of our business because we’re in 
the service business. Our reputation is upheld with 
follow-through on commitments,” says Chris An-
gelo, president and CEO of Stay Green Inc., Santa 
Clarita, California, a commercial landscaping and 
irrigation services company. “So if we make a com-
mitment, we’ve got to honor that commitment. And 
that’s why communication is number one — so that 
we retain clients and retain team members.” 

Founded in 1970 by Angelo’s 
parents, Richard and Charlene, 
the company has grown to 10 lo-
cations and 400 employees. With 
so many employees spread from 
San Diego to Santa Barbara, An-
gelo says getting everyone on the 
same page is critical. To do so, he 
and his company leadership de-
vised a strategy that they imple-
ment on a daily basis.

“We have, as an organization, 
identified the core values that are 
important to us. And honestly, 
those core values really are aligned 
with me and my father’s person-
al and traditional values,” Angelo 
says. “A way to really illustrate the 
idea or the values is to align it with 
a behavior or a type of action or 
outcome you would like to have.”
Stay Green’s four core values

 Teamwork
 Achievement
 Accountability
 Integrity

Under each of the four core 
values, Stay Green lists between four and six behav-
iors that illustrate ways crew members can align with 
company philosophy. 

For example, under teamwork, behavior #3 is: 
Practice blameless problem-solving 
Just fix it. Apply your creativity and enthusiasm to developing 
solutions, rather than pointing fingers or dwelling on problems. 
Identify lessons learned and use those lessons to improve our-
selves and our processes so we don’t make the same mistake 
twice. Learn from every experience. 

The core values are written down. They’re printed 
on cards that each employee carries. Every week, one 
of these is designated as the Value Behavior of the 
Week and it is incorporated into morning meetings 
that Angelo calls huddles. 

“In our morning huddles we will share the Value 
Behavior of the Week, and we’ll give an example of 
why it’s important. Then I’ll send it out via text in 
English and Spanish to all of the company’s phones 
and emails on a daily basis,” Angelo says. “And so 

that really helps set culturally the tone for the com-
pany and the importance of how we communicate 
with one another.”

Since Stay Green introduced this program of val-
ue behavior daily reinforcement six years go, Angelo 
reports measurable results.

“We have had a reduction in employee turnover 
at the skilled level. We have had almost a perfect 
score at the leadership team level. We have improved 
our client retention, and our client survey scores over 
the last six years incrementally have improved. We 
have drastically improved our safety, and our experi-
ence modification has dropped below 100 and held 
for the first time in decades,” Angelo says.

Experience modification is a workers’ compen-
sation safety measurement that impacts insurance 
rates. “Safety is critical because insurance is expen-
sive, particularly in California. If you have more 
frequency of accidents, or severity of accidents, that 
cost could make your organization uncompetitive in 
the marketplace,” Angelo says. “We have performed 
very well and we’ve had a few locations where we are 
going on three to four years of being accident-free, 
which is amazing. And I believe that these trends 
are occurring because we are intentional about our 
culture of accountability, of integrity, teamwork and 
achievement.”

The story is similar at ProQual Landscape, where 
Needham spent $30,000 in 2019 to produce videos 
that he uses for in-house training, as well as on his 
company’s social media for marketing purposes. 

How did the staff take to the idea of participating 
in videos? “You know, initially I think they thought 
it was weird,” Needham says. “But now they kind of 
look forward to it. Now they’re like, ‘Hey, when are 
you going to come video one of our projects?’ be-
cause they’re proud of it. So I found that since we’re 
trying to help them get better and help our company, 
they want to be a part of it. It’s increased the morale 
of the company.”

Another tool the ProQual teams use is the pin-
drop function on their iPhones to share location 
information between crews to accurately indicate 
problem areas within a landscape they manage down 
to the exact location. Need to get a sprinkler head 
fixed or report fallen tree branches? A team member 
will mark the location and share it with the rest of 
the crew, often texting a photo of the problem area 
for further clarification.

Guido suggests her clients pick and choose from 
a wide array of tools to get internal communication 
messaging into the hands and minds of employees.
• Smartphones: What Guido calls the “brilliant 

phones” offer the power of a handheld comput-
er with calling, texting, email and other apps in 
the palm of your hand. You may have overlooked 
how useful this tool can be to send out internal 
messaging.

Chris Angelo uses printed 
cards to make certain em-
ployees always remember the 
company’s core values while 
out on the job.
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• Newsletters: Printed or digital, the 
good, old-fashioned company newslet-
ter is a way to offer updates and articles 
that may not be time-sensitive or are 
too long for texts or emails.

• Video: You can hire a production com-
pany for slick, professional videos, but 
Guido says employee-generated videos 
taken with a smartphone can be just as 
effective.

• Project management and chat soft- 
ware: Project management software 
such as Asana, Basecamp and Monday 
track projects and who is assigned to 
specific tasks. They can also track prog-
ress in real time. Digital chat rooms like 
Slack allow for quick communications 
and file sharing for collaboration be-
tween teams.

• Social media groups: LinkedIn, 
Facebook and other platforms offer the 
ability to create private group chats or 
invitation-only pages that allow you 
to share information and photos, post 
training videos, and make company an-
nouncements.

• YouTube: Private YouTube channels 
can be created to share training videos 
and corporate announcements.

• Video conferencing: Platforms such 
as Zoom and Join.Me allow partici-
pants to share computer screens and 
documents and to interact with team 
members by video chat at different lo-
cations.
With all of these different tools avail-

able, it’s easy to become overwhelmed, but 
don’t be discouraged. You don’t have to use 
them all. Instead, try to identify the best 
method or tool for the job at hand. Ask 
yourself these four key questions:

1. What do I need to communicate?
2. Who’s going to send the commu-

nication?
3. How will the person or people I’m 

sending the message to best receive 
it? 

4. What’s the best tool for the job?
Guido says sending information in sev-

eral formats makes sense because some staff 
may work in front of a computer all day 
while others may never touch a keyboard. 

“Different people relate differently to 
different tools to learn and grow and devel-
op,” Guido says. 

For example, if you’re trying to commu-
nicate with foremen in the field, sending a 
text to their smartphones would probably 

generate a quicker response than sending 
an email. However, texting a change to the 
company’s insurance policy would be inef-
fective. Instead, sending an email or creat-
ing a printed packet or newsletter would al-
low for the depth of information necessary. 

Ultimately, all communications are 
about delivering the right message to the 
right person, in a way that it will be best 
received.  

Stacie Zinn Roberts is the founder of What’s Your 
Avocado? Marketing and Public Relations. Connect 
with her on Twitter @whatsyouravocad.

BUYERS BEWARE
WAC Lighting has become a market leader in LED lighting solutions 
through a strong commitment to innovation.  Since its founding, WAC 
Lighting has operated at the forefront of emerging technologies, 
investing in research and development to create new designs and 
new technologies that have helped the company grow into the 
success it is today.  

We are therefore prepared to protect our intellectual property.  
WAC Lighting has recently filed suit against Lumien Enterprise, Inc. 
(d/b/a Lumien Lighting), a U.S. subsidiary of a China based company 
Jiangsu Sur Lighting Co., Ltd.  The Complaint names several 
Lumien landscape products, including spotlights and flood lights, as 
infringing U.S. Patent Nos. 10,323,832 and 10,465,888 – just two of 
WAC Lighting’s many patented inventions in the lighting space.

  

 

 

You should be aware.  Anyone – whether buyer, reseller, or 
distributor – who buys or sells infringing products from Lumien 
or its Chinese source may be infringing WAC Lighting’s patent(s).  
WAC Lighting is prepared to protect its intellectual property rights, 
including seeking an injunction and damages to prevent any further 
sale of infringing products in the United States.  

Put simply, infringing products erode our brand along with our ability 
to invest in research and development.  WAC Lighting is determined 
to put a stop to any unauthorized copying or stealing of its patented 
technology and will pursue such infringement to the furthest extent 
allowable under the law.

If you have any questions or information about this matter, feel free 
to contact WAC Lighting at www.waclighting.com/contact-us.

www.waclighting.com
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I
ndustry professionals and manufacturers gathered together in Louisville, 
Kentucky, for GIE+Expo in October. More than 26,500 came to see new 
products across the indoor and outdoor exhibits and network with other 
experts. This year marked the sixth consecutive record-breaking year for 
the event.

From the expansion of battery-powered products to the debut of more auton-
omous mowers, here are some of the biggest product trends that made their mark 
on the show floor. 

Smart products
In a marked contrast from last year, there was an abundance of robotic, re-
mote-controlled and autonomous battery-powered mowers on display. Cordless 
professional hand tools with interchangeable rechargeable battery packs were in 
abundance, with many new entries from several manufacturers. 

WELCOME 
to the 

SHOW

Learn about 
the new 
equipment 
that debuted 
at this year’s 
GIE+Expo.

» By IGIN Staff

Top: Mean Green Mowers de-
buted its new electric autono-
mous mower, Atom. The mower 
navigates using its KobiVision 
system, which recognizes 
humans, pets and trees.

Right: This year marked the 
sixth consecutive record- 
breaking year for GIE+Expo, 
with more than 26,500 in 
attendance.

Bottom: The outdoor demo area 
provided space to show larger 
equipment in action while the 
show continued inside the 
Kentucky Exposition Center. 
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Mean Green Mowers, Hamilton, Ohio, revealed 
its brand-new Atom, a large-area autonomous mow-
er that uses artificial intelligence to navigate. 

A product of a collaboration with robotics man-
ufacturer Kobi, New York, the Atom uses the Ko-
biVision system, which continuously calculates the 
position of the mower within half an inch and does 
not require a base station, good satellite reception or 
buried wires to keep it within bounds. The unit’s arti-
ficial intelligence does all that, while also recognizing 
humans, pets, trees and other obstacles, and going 
around them. The Atom is still being tested, but you 
should be able to buy one by 2021.

Husqvarna’s new Autonomous Operation sys-
tem uses Exact Positioning Operating System tech-
nology, a high-precision satellite navigation system 
developed by the Stockholm-based power equip-
ment company that provides enhanced real-time 
positioning accuracy; boundaries are set via Wi-Fi 
from a smartphone app. Input from sensors, camer-
as, radar and ultrasonic technology provides collision 
avoidance. Husqvarna Automowers using the Au-
tonomous Operation system should be available in 
selected markets by 2021.

Autonomous mowers from Husqvarna, Stihl and 
Toro, along with several companies from Europe and 
Asia, were in just about every corner of the show 
floor. Remote-controlled slope mowers from com-
panies such as Spider and Ambrogio were shown 

indoors and put through 
their paces in the out-
door demonstration area. 

Contractors looking 
to automate their mow-
ing operations to account 
for labor or safety were pre-
sented with robotic mower fran-
chise opportunities from Robin Auto-
pilot, Plano, Texas, and Mowbot, Durham, 
North Carolina. 

Several battery-powered conventional mowers 
were on the floor this year. Greenworks Commer-
cial, Mooresville, North Carolina, introduced its new 
Lithium Z GS RZ48R 82-volt lithium-ion battery- 
powered zero-turn with a 48-inch deck and 16 
different cutting heights ranging from 1.5 to 4.5 
inches. Three 1.5-kilowatt brushless motors deliver 
blade speeds of up to 15,000 feet per minute and a 
forward maximum speed of 7 mph.

Stihl Inc., Virginia Beach, Virginia, revealed the 
RMA 510 V, the company’s first self-propelled bat-
tery-powered push mower within the Stihl AP Se-
ries. Its 21-inch deck, adjustable to seven different 
cutting heights, makes it useful when a professional 
requires a compact, easy-to-maneuver machine for 
narrow turf areas and smaller yards. The company 
stressed the mower’s ergonomics, with its squeeze-
the-lever starter aimed at reducing user fatigue. Vari-
able speed control lets a user choose mowing speeds 
between 0.6 mph and 2.8 mph. It can mow up to 
2,583 square feet on a single charge of its 36-volt 
Stihl AP 300 battery.

The pro hand-tool arena is where battery power 
really shines, and there were plenty of new and im-
proved examples of them at this year’s show. 

Stihl introduced several new battery-powered 
landscape tools, including the GTA 26, a brand-new 
battery-powered pruner with a 4-inch guide bar and 
high-quality Stihl saw chain. It runs off the 10.8-volt 
rechargeable Stihl AS 2 battery.

Also making its first impression was Stihl’s pro-
fessional-grade MSA 220 C-B chainsaw. Powered 
by the Stihl AP 300 S 36-volt battery, which the 
company says is the most powerful chainsaw in its 
entire battery-powered lineup, it has 15% greater 
cutting performance than the MSA 200 C-B. It 
comes standard with a 14-inch or 16-inch guide 

AUTONOMOUS MOWERS ...  
WERE IN JUST ABOUT  
EVERY CORNER OF THE  
SHOW FLOOR.

Hustler Turf unveiled its new 
Super 88 zero-turn stand-on 
mower, which covers an 
88-inch width-of-cut, as well 
as an updated version of its 
Super 104.

Vermeer’s new CTX160 mini skid steer has a width of 42 inches to 
allow it to fit in tight areas while still maintaining a lift capacity of 
1,600 pounds.
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bar and an exclusive 3/8-inch Stihl Picco saw chain. 
Other features include a rubberized handle, a tool-
less oil filler cap and toolless chain tensioner.

Briggs and Stratton, Milwaukee, introduced its 
new Vanguard commercial lithium-ion battery pack, 
a product of a collaboration with Argo XTV, Wilm-
ington, Delaware, a manufacturer of extreme terrain 
vehicles. The lithium-ion battery, battery manage-
ment system and battery charger are intended to 
work seamlessly together.

Briggs and Stratton aims to build on its back-
ground in power application with a complete com-
mercial battery solution for the turf market, accord-
ing to a company spokesperson. An Argo XTR 
powered by Vanguard commercial battery packs was 
available for inspection at the Briggs and Stratton 
outdoor booth. Plans are to use the new packs in 
Ferris Z1 mowers and in other products from Briggs 
and Stratton-owned brands such as Billy Goat.

Greenworks Commercial debuted its newest ad-
dition to its family of 82-volt hand tools, the new GS 
181 chainsaw. Also unveiled was the new GS 82W1 
battery-powered portable capstan winch, which the 
company says is the only such product sold in the 
United States.

Makita U.S.A., La Mirada, California, took to the 
show floor to debut 10 new battery-powered 

tools. Among them were a new brushless 
string trimmer, the 36-volt XRU18, 

with a 17-inch cutting capac-
ity and power equivalent 

to a 30-cc gas-powered 
string trimmer; a 36-
volt brushless 14-inch 
top handle chainsaw, 
the XCU08; and a 36-
volt brushless blower, 
the XBU04, a 3-in-1 
solution with blowing, 
vacuuming and mulch-
ing settings that delivers 
up to 473 cubic feet per 
minute and 120 mph air 

velocity. 
Powering some of those 

tools will be Makita’s new PDC01 
LXT and LXT X2 portable backpack 

power supply that can use up to four 18V 
LXT batteries. The batteries can be easily removed 

for charging and replaced with freshly charged LXT 
batteries, distinguishing it from some other backpack 
power supplies that do not have removable batteries. 

Information is power
The world is full of data and information, but it’s only 
valuable if there’s an easy solution to help landscap-
ers apply it to their daily operations. Manufacturers 
and software companies continue to create solutions 
intended to help green industry companies improve 

productivity and better manage their employees and 
equipment.

In addition to giving a rundown of equipment 
specs, product managers from many companies ex-
hibiting at GIE+Expo highlighted equipment man-
agement solutions that offer landscapers a way to 
monitor their machines.

These companies include Stihl who debuted its 
new technology Stihl Connected at the show. To use 
it, landscapers attach a Smart Connector device to 
their tools which records operational details that are 
sent to the user’s smartphone or tablet via Bluetooth. 
Through the Stihl app or Connect Pro portal online, 
landscape professionals can access tool usage data to 
help plan maintenance schedules and improve daily 
work processes. The technology will be available in 
spring 2020.

Other companies rolling out similar solutions 
include Husqvarna, who previewed its own GPS 
tracking and asset management system that has yet 
to be released. The system is similar in that a Husq-
varna Fleet Services sensor is placed on any piece of 
equipment, providing landscapers with information 
such as its location, how much it’s being used and 
when it’s time for service. 

Toro, Bloomington, Minnesota, also recently 
announced the launch of its new business manage-
ment software, Horizon. The software that stores and 
translates customer, job, employee and equipment 
data will be commercially available after it is beta 
tested by contractors in 2020.

Another market within the green industry con-
tinuing to advance technology is the landscape 
business management software field. One of these 
companies is LMN, based in Markham, Ontario. 
At GIE+Expo, the company released its latest ver-
sion, LMN 19.10, which includes a new customer 
relationship management app that allows landscap-
ers to review communication history (including job 

Operators test the maneu-
verability of Cub Cadet 
equipment in one of the 
show’s outdoor exhibits.

Kris Kiser, president and CEO of the Outdoor Power Equipment Insti-
tute, holds a puppy at the second annual Mutt Madness event, where 
attendees could adopt dogs through the Kentucky Humane Society.



www.igin.com                 December 2019    Irrigation & Green Industry          39

NEW PRODUCTS THIS YEAR
COMPANY MODEL PRODUCT
Billy Goat AGR1300H Auger
Bobcat Company CT1025 Compact tractor

L28 Small articulated wheel loader
E26 Compact excavator

Caterpillar Cat 306 CR Mini hydraulic excavator
Cub Cadet Pro Z 972 SDL Zero-turn mower

Pro X Series Stand-on mowers
Ditch Witch SK3000 Stand-on skid steer
Exmark 30 X-Series Commercial walk-behind mowers

96-inch Lazer Z X-Series Zero-turn mower
Ferris ISX2200 Zero-turn mower

ISX3300 Zero-turn mower
FS5250 Voyager Spreader sprayer

Greenworks 82-volt GS 82W1 Battery-powered portable capstan winch
82-volt GS 181 Battery-powered chainsaw
82-volt GS RZ48R Battery-powered zero-turn mower
48V 12-inch 48TH12 Battery-powered brushless top handle saw 

Husqvarna Automower 535 AWD Robotic mower
Z400 Series Zero-turn mowers
520iHT4 Battery-powered hedge trimmer 
550iBTX Battery-powered backpack blower
K 535i Battery-powered cutter 
535LST Gas-powered trimmer
535LK Gas-powered trimmer 

Hustler Super 88 Zero-turn mower
John Deere Z955R ZTrak Zero-turn mower

Z994R ZTrak Diesel Zero-turn mower
Makita 36V XRU18 Battery-powered string trimmer

18V 20-inch XNU01 Battery-powered articulating pole hedge trimmer
18V 24-inch XNU02 Battery-powered pole hedge trimmer
36V 10-inch XAU02 Battery-powered telescoping pole saw
36V 14-inch XCU08 Battery-powered top handle chain saw
36V XBU04 Battery-powered blower
18V XBU03 Battery-powered blower

Mean Green Mowers EVO-74 Battery-powered zero-turn mower
Atom Autonomous commercial zero-turn mower

SnowEx Helixx Poly hoppers
Stihl MS 500i Gas-powered chainsaw

MS 194 T Gas-powered chainsaw
MS 194 C-E Gas-powered chainsaw
MSA 161 T Battery-powered chainsaw
MSA 220 C-B Battery-powered chainsaw
GTA 26 Battery-powered garden pruner
RMA 510V Battery-powered walk-behind mower

Toro 60V 21-inch Flex-Force Push mower 
60V 24-inch Flex-Force Hedge trimmer
96-inch Z Master 7500-G Zero-turn mower
Spray Master Sprayer
50- and 54-inch TimeCutter Zero-turn mower
60-inch Titan Zero-turn mower
30-inch TurfMaster HDX Commercial walk-behind mowers
Z Master 2000 Series Zero-turn mower

Vanguard Commercial lithium-ion battery pack 
14.0 gross hp 400 and 5.0 gross hp 160 Single-cylinder, horizontal shaft commercial engines

Vermeer CTX160 Mini skid steer

GIE+EXPO
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files and photos), create new leads, assign to-do’s and  
access driving directions to a job.

The company also released an updated version of 
the LMN Time app, giving users information fast-
er. Punch-in times have been reduced by half, crews 
can look ahead at their schedules to better prep for 
upcoming work and admins will be alerted to errors 
with payroll warnings. The app is also now available 
in Spanish and French. 

Jobber, Edmonton, Alberta, also displayed new 
features at the show. The home service management 
software provider demonstrated recent updates, in-
cluding online booking, automated customer quote 
follow-ups, and integrations with marketing auto-
mation platform Mailchimp and online task auto-
mation tool Zapier.

As the telematics and technological solutions 
continue to advance, landscapers will be able to grow 
their businesses with valuable information that helps 
them make smarter business decisions.

Strong choices
Companies across the show floor also boasted more 
powerful equipment with a focus on ease of use for 
contractors, finding new ways to boost productivity.

Exmark, Beatrice, Nebraska, showed off its new 
Lazer Z X-Series zero-turn mower with a 96-inch 
deck, making it the company’s largest, most powerful 
gasoline-powered commercial rider so far. The mower 
is capable of covering nine acres per hour, Exmark says. 

Hustler Turf, Hesston, Kansas, unveiled its Su-
per 88 zero-turn stand-on mower, providing the cut 
quality of a 54-inch deck and the productivity of an 
88-inch cut, allowing operators to mow faster and 
with a smaller crew. The Super 88 features two en-
gine options, including a Vanguard 36-horsepower 
carbureted gas engine or a Vanguard 37-horsepower 
EFI engine with an oil guard system. 

The company also showed its newly refreshed 
Hustler Turf Super 104, a wide-area zero-turn rider 
with a 104-inch width of cut. It now has a new Van-
guard EFI engine with oil guard. 

In the outdoor display area, Caterpillar, Deerfield, 
Illinois, showed its new Cat 306 CR Mini Hydraulic 
Excavator, its first 6-ton-class excavator. Contractors 
told Caterpillar they wanted something larger than a 
5-ton but smaller than an 8-ton entry, according to 
a company spokesperson. A long stick option gives 
the 306 a maximum dig depth of 162 inches and the 
ability to lift up to 7,839 pounds at a 9.8-foot radius. 

OPERATOR COMFORT AND  
EASE OF USE MADE UP ANOTHER 
MAJOR THEME FOR NEW 
PRODUCTS AT EXPO.

Multiple companies 
showed new autonomous 
mowers, some powered by 
similar guidance systems 
used in vehicles.

Contractors put new products 
through their paces in the outdoor 
demo area, which covered more than 
20 acres for the third year running, 
providing enough space to test 
equipment. 
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Bobcat Company, West Fargo, North Dakota, de-
buted the newest member of its R-Series excavator 
lineup, the new E26 compact excavator. It features a 
19% increase in glass surface area, providing opera-
tors with a panoramic view of the job site and a larg-
er front panel for improved view of the attachment. 
Bobcat also redesigned the cab to be more spacious 
and provide extra comfort in response to contractor 
requests, says a company spokesperson.

Operator comfort and ease of use made up an-
other major theme for new products at the Expo, as 
manufacturers improved ergonomics to boost effi-
ciency and deal with labor shortages.

Attendees could demo the new Pro Z 972 SDL 
from Cub Cadet, Cleveland, on a platform that tilted 
back and forth to show off its new self-leveling air 
ride seat. It can automatically level 15 degrees either 
direction, keeping the operator in a more comfort-
able position while mowing slopes up to 25 degrees. 
The model includes a fully integrated lighting sys-
tem for low-light operation and use by government 
department teams. It is planned to be available for 
purchase by February 2020.

Companies also updated controls and interfac-
es to be more user-friendly alongside changes in 
engines and other features, including manufactur-
ers such as Toro, Husqvarna, John Deere and New 
Holland. Some additions included a phone holder 
or port for a charger, as cell phones become a more 
necessary tool for managing jobs. 

Improved visibility of the workspace, such as 
with the new SK3000 stand-on skid steer by Ditch 
Witch, Perry, Oklahoma, makes the work site more 
efficient and increases safety. It has a lift capacity 
of 3,100 pounds, provides up to 51 horsepower to 
attachments and weighs in at 7,600 pounds. It has 
an optional dual self-leveling kit and its 332-square-
inch operator platform allows 360-degree visibility.

Contractors also look for more maneuverability 
to get the right equipment to the job site without 
causing damage to customers’ spaces, such as the new 
CTX160 mini skid steer by Vermeer, Pella, Iowa. The 
machine, equipped with a stand-on operator plat-
form, has a lifting capacity of 1,600 pounds with a 
width of 42 inches, which allows it to pass through a 
standard gate. 

Kyle Brown is editor-in- 
chief of Irrigation & Green 
Industry. Mary Elizabeth 
Williams-Villano is senior 
editor and Sarah Bunyea  
is digital content editor.

STAY
INFORMED
BETWEEN
ISSUES.
Our weekly newsletter
gives you the latest
industry news and
business advice direct
to your inbox.

Sign up at: www.igin.com



42            Irrigation & Green Industry     December 2019 www.igin.com

Irrigation Association 2020 scholarship 
program now open
The Irrigation Association, Fairfax, Virginia, has opened its 2020 scholarship program. Open 
to students at two- and four-year institutions of higher education, the scholarship program 
provides individuals pursuing irrigation-related degrees with financial support.

The scholarships, ranging from $1,000 to $2,500, are awarded based on the candidate’s 
letter of intent, financial need, resume, list of irrigation courses and letters of reference.
Scholarship applications are due by Feb. 15, 2020, with notification to applicants by 
April 1. To view all program requirements, the application process and a list of previous 
winners, visit www.irrigation.org/scholarships. 

The 2019 winners of the American Society of Landscape Architects’ Professional Awards were chosen from 
544 submissions. A total of 36 winners were named across five categories.

• • ASSOCIATIONS IN ACTION

ONLA hosts Ohio High 
School Landscape Olympics
Individuals and teams from 18 Ohio high schools 
mowed, irrigated, excavated and estimated at the 
most recent Ohio High School Landscape Olym-
pics. The annual event is a production of the Ohio 
Nursery and Landscape Association, Westerville, 
Ohio, and is hosted and sponsored by Ohio land-
scape companies and 
green industry cor-
porations. Over 250 
students competed in  
this year’s competi-
tion, the fourth one 
held so far.

The students met 
on the grounds of the 
Ohio State University Agricultural Technical In-
stitute in Wooster to be judged on how well they 
performed various landscape-related tasks. The 
events included landscape installation, equipment 
operation, landscape maintenance, irrigation, cost 
estimating, sales and other relevant activities.

Competing in the event has given numerous 
young people a head start on green industry ca-
reers. One of them is Zachary Gordon. He com-
peted in 2016 and 2017 as a member of the Upper 
Valley Career Center, a vocational high school in 
Piqua, and now works as a landscape operations 
manager for MGZ Lawn and Grounds Care in 
Dayton. He’s also pursuing a landscape design de-
gree. Now he returns to help coach students.

Ohio Hi-Point Career Center in  Bellefon-
taine won first place in the team competition. Up-
per Valley Career Center took second and third 
place went to Jackson High School in Massillon.

Individual award winners included Keegan 
Minard, Jackson High School, in first place; Bra-
den Scheetz, Jackson High School, in second; and 
Gage Sheeley, Ohio Hi-Point, in third. A full list 
of winners can be found at www.onla.org.

ASLA ANNOUNCES 2019  
PROFESSIONAL AWARD WINNERS
The American Society of Landscape Architects, Washington, D.C., has announced 
the 2019 Professional Award winners.

Chosen from 544 submissions, this year’s 36 Professional Award winners rep-
resent the best of landscape architecture in the general design, residential design, 
analysis and planning, communications, and research categories. In addition, a sin-
gle Landmark Award is presented each year.

“ASLA’s Professional and Student Awards programs are the oldest and most 
prestigious in the profession,” said ASLA President Shawn T. Kelly, FASLA. “This 
extraordinary and diverse array of winners represent both the best of landscape ar-
chitecture today and the brightest hope for our future. This year’s awards reflect the 
global nature of landscape architecture and demonstrate to professionals and the 
public alike how our profession addresses some of the world’s most pressing prob-
lems, including climate change and resilience, livability, and the creation of healthy 
and equitable environments.”

All Professional Award recipients, their clients and advisors were honored at the 
awards presentation ceremony during the ASLA Conference on Landscape Archi-
tecture Nov. 18, in San Diego.

The full list of 2019 ASLA Professional Award winners can be found online at  
www.asla.org/2019awards. 

Plains | Prairie | Plateau: A Retreat at the Edge, photo by Mario BrennerKua Bay, photo by Jonathan Hallet

Heritage Flume, photo by Ngoc Doan
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• • ASSOCIATIONS IN ACTION

AOLP now accepting entries 
for 2020 Lighting Awards
The Association of Outdoor Lighting Professionals, Harris-
burg, Pennsylvania, is now accepting applications for its 2020 
Lighting Awards. The goal of these awards is to honor and 
promote professional excellence in outdoor lighting design 
and to recognize industry achievement.

Categories include residential, commercial, feature- 
focused, outdoor living and holiday lighting. Entry is open to 
all AOLP members. The deadline to enter is Dec. 25.

For entry requirements, visit www.aolponline.org/lighting-awards.

IA announces SWAT award winners
Smart Water Application Technologies, a committee of the Irrigation Association, 
Fairfax, Virginia, has named the inaugural winners of its Outstanding Public Engage-
ment Award and Outstanding Industry Partnership Award.
Outstanding Public Engagement Award
SWAT has named Fort Collins Utilities of Fort Collins, Colorado, as the recipient of 
its inaugural Outstanding Public Engagement Award. This award recognizes a water 
provider with a successful program focused on public engagement and education on 
smart, efficient irrigation technologies and practices.

Fort Collins Utilities’ residential sprinkler audit program educates customers on 
efficient landscape watering through one-on-one engagement with residents. The 
utility performs irrigation assessments and develops personalized audit reports with 
recommendations to help customers reduce inefficiencies in their sprinkler systems 
that lead to water waste.

Since the program began in 1999, Fort Collins Utilities has provided over 6,000 
free residential sprinkler audits and saved the community over 68 million gallons of 
water. The program staff stays up to date on irrigation technology advancements, in-
corporating new products into the rebate and education components of the program.
Outstanding Industry Partnership Award
SWAT has named the Regional Municipality of Peel and the Regional Municipality 
of York, both of Southern Ontario, Canada, as the recipient of the inaugural Out-
standing Industry Partnership Award. This award recognizes a water provider that has 
successfully implemented a program focused on partnership building with landscape 
and irrigation professionals to promote outdoor water conservation.

The regions’ Water Smart Irrigation Professional Certification Program aims to 
reduce water waste and peak water demand in two of the fastest-growing regions of 
Canada. Program staff train irrigation professionals on best management practices, 
performing irrigation system assessments using a new and improved tool, and mar-
keting and promotional techniques to drive water-efficient retrofits.

The program’s 82 certified contractors have performed over 600 assessments to 
date with confirmed savings of over 100 million gallons of water. In addition, the re-
gions estimate a 31-ton reduction of carbon dioxide emissions attributed to treatment 
and distribution of the saved water.

Both awards were presented at the WaterSmart Innovations Conference and  
Exposition in Las Vegas, Nevada, on Oct. 2. More information about these awards is 
available at www.swatirrigation.org.

University of Arkansas,  
Fort Smith campus 
earns PGMS award
The University of Arkansas, Fort Smith 
campus was recognized by the Professional 
Grounds Management Society, Forest Hill, 
Maryland, as one of the Grand Award win-
ners in the organization’s 2019 Green Star 
competition. 

The Green Star Awards program brings 
national recognition to grounds maintained 
with a high degree of excellence. Overall, 
PGMS presented six Grand Awards, its 
highest honor, as well as 14 Honor Awards 
and four Merit Awards in nine categories 
of competition.

The 13 grounds employees at UAFS 
maintain more than 168 acres in Fort 
Smith and help preserve the historic gar-
dens and lawns at the Wilahuf and Dren-
nen-Scott sites in Van Buren.

“It is a great honor to compete, but a 
greater honor still to win such accolades,” 
said Matt Rich, grounds manager for 
UAFS and its contracted lawn service com-
pany, Southeast Service Corp. “Out of all 
the beautiful campuses in the United States, 
the University of Arkansas, Fort Smith is a 
gem that shines above the others. Our team 
is dedicated to making this campus an ex-
ceptional place to be. They work hard each 
and every day, and I am so proud they have 
been rewarded for their efforts.”

Over the past year, the UAFS team has 
implemented several sustainability practic-
es that the judges congratulated, including 
increased planting of trees, the use of smart 
irrigation to reduce water use, and using 
natural techniques to reduce chemical use. 

They were also commended for top-tier 
safety practices, from implementing safety 
gear such as high-visibility vests and hear-
ing, head and hand protection, to the fact 
that every member of the staff is CPR- and 
first aid-certified.
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3 Natural weed killer. Weedingtech Ltd., 
London, England, presents Foam-
stream V4 and Foamstream plus, 

herbicide-free solutions for controlling 
unwanted vegetation including weeds, 
moss and algae. Both products combine 
heat with a patented, biodegradable foam 
derived from natural plant oils and sugars. 
They’re safe for use around people, animals 
and sensitive environments.

The active ingredient in the products 
is heat from the hot water they’re applied 
with. The foam acts as an insulator, en-
suring a weed leaf is exposed to heat long 
enough to kill it.

Safe for use in any weather, on any 
surface, the foams have been cleared for 
use as organic, nontoxic and safe by reg-
ulatory bodies around the world. They’re 
cost-effective and require a low number of 
treatment cycles. 

Weedingtech Ltd. 
www.weedingtech.com/us

SUPPLIER IN THE NEWS
Next generation takes over at Walker Manufacturing

1 Deicing hopper/sprayer. SnowEx, Mad-
ison Heights, Michigan, presents the 
new Helixx, a polyurethane hopper that 

allows an operator to spread, prewet and 
spray with a single machine. 

A patent-pending corkscrew spinner 
runs the full length of the hopper, helping 
prevent clogs for an uninterrupted flow 
of 100% salt, 100% sand or any mix in 
between. Strategically positioned ribs and 
angles in the multidimensional tub helps 
materials distribute evenly.

By adding accessories such as prewetting 
tanks, a pump and a set of boomless noz-
zles, the unit can spray brine directly onto 
driving surfaces.

There are four models ranging in 
capacity from 1.5 to 5.0 cubic yards. For 
quick installation and removal, fork pock-
ets are built into the legs.

SnowEx 
www.snowexproducts.com

2 Reusable waste disposal bag. Leaf 
Burrito, Charlotte, North Carolina, 
introduces its eponymously named 

product, an eco-friendly reusable waste 
disposal bag that makes collecting and 
transporting all types of lawn clippings 
and debris easy and efficient, eliminating 
the need for plastic bags.

The Leaf Burrito is made of custom-
ized industrial-grade mesh and features 
heavy-duty YKK zippers and 10 strong 
handles for easy loading and lifting onto 
trailers or trucks. It’s available in 5-foot 
and 7-foot zipped lengths. Multiple units 
can be zipped together for large cleanups 
or for use as a trailer cover. Six-packs of 
the product can be stored compactly on  
a trailer. The company donates 5% of 
its revenues to new greenway expansion 
projects. 

Leaf Burrito 
www.leafburrito.com

Commercial mower maker Walker Manufacturing, Fort 
Collins, Colorado, has changed leadership. President Bob 
Walker transitioned to the role of chairman of the board on 
Oct. 1, and third-generation family member Ryan Walker 
was named the new president. Ryan Walker assumes this role 
after 10 years at the company working in sales, marketing and 
business development.

Bob Walker will remain active in day-to-day opera-
tions, which will include his ongoing mentoring to the next 
generation of leadership. “My plan is to follow my dad Max 
Walker’s lead and work as long as I am able,” explains Bob. 
“My dad gracefully transitioned leadership of the company to 
my brother Dean and me while still giving us guidance and 
working alongside us as long as he was physically able.”

Ryan Walker, who 
earned a business 
degree from Olivet 
Nazarene University 
in 2006, is the second 
son of Dean and 
Suzanne Walker. He 
learned about business 
early in life as one of 
four boys who grew 
up 100 yards from the Walker Manufacturing factory. 

Additional changes to Walker Manufacturing’s executive 
leadership roster include Dean Walker being named execu-
tive vice president and board vice chairman. Ted Walker has 
moved into the position of vice president of engineering.

From left to right: Ted, Dean, Bob and Ryan Walker
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6 Tool crate. Milwaukee Tool, Brook-
field, Wisconsin, has added a Packout 
Crate to its Packout Modular Storage 

System. The crate is made of an impact- 
resistant polymer and has a 50-pound 
weight capacity. The unit’s intuitive 
quick-attachment mechanism allows it 
to be easily stacked and locked with the 
18 other products in the modular system, 
which include a rolling toolbox, organiz-
ers, totes, tool bags, a backpack, a cooler 
and a dolly. 

The crate has multiple mounting 
options including rear hanging points 
for vertical use and top attachments for 
stacking it with full-width modular  
components.

Milwaukee Tool  
www.milwaukeetool.com

4  Material collection system. John 
Deere, Moline, Illinois, introduces its 
new three-bag Material Collection 

System, compatible with all gas-powered 
Z900 models.  

The new design reduces the size of the 
unit, making it easier to maneuver and 
transport on trailers. The blower housing 
is behind the rear tire of the mower, which 
creates a shorter path for the clippings to 
travel into the bag, reducing the occur-
rence of plugs. A strengthened blower 
suction reduces the need for double passes.  

The 11.75-inch diameter, heavy-duty 
impeller chops up material into small piec-
es, ensuring the system collects as many 
clippings as possible. Its bags are lighter 
than the previous model’s even when full, 
making it easier to unload and empty. 
Tool-free clips offer easy in-field removal 
and allow an operator to change quickly 
from debris collection to side discharge.

Deere & Company 
www.deere.com

5 Dust extraction vacuum. iQ Power 
Tools, Perris, California, introduces 
its iQ426 HEPA Dust Extraction 

Vacuum, engineered to meet Occupational 
Safety and Health Administration’s silica 
dust control requirements. Its HEPA filter 
captures 99.97% of dust at 0.3 micrometers.

It uses airflow-tuned cyclone technol-
ogy with four stages of filtration. The first 
two stages capture different-sized particles 
from the airstream, keeping them from 
reaching the final two stages. Less than 
1% of dust particles ever reach the fourth 
stage, where the HEPA filter is. 

The vacuum uses iQ’s Power Manage-
ment System that controls current draw 
automatically to avoid tripping circuit 
breakers. 

It features a 10-gallon/50-pound dust 
containment tub and comes with an array 
of nozzle accessories, a heavy-duty cart 
and a 14-foot anti-static hose. 

IQ Power Tools 
www.iqpowertools.com

SUPPLIER IN THE NEWS
Stihl opens new administration building
Stihl Inc. held a ribbon-cutting ceremony Oct. 10 to celebrate 
the opening of a new administration building at the global 
power equipment manufacturer’s Virginia Beach, Virginia, 
U.S. operations headquarters. The over $30 million project, 
which includes other campus improvements, is part of the 
company’s continual investment in infrastructure in support 
of its growing U.S. operations.

“This new building will improve administrative and 
operational efficiency allowing us to better serve our net-
work of more than 9,000 authorized Stihl dealers and their 
customers,” said Bjoern Fischer, president of Stihl Inc. The 
80,000-square-foot facility brings the sales and marketing, 
finance and controlling, legal, and customer and technical 
service teams under one roof.

Members of the Stihl 
family and Stihl execu-
tive board from Andreas 
Stihl AG and Co. KG 
were present as well as 
local dignitaries, includ-
ing the mayor of Virginia 
Beach and members of 
the city council.

The building includes 
a training center for 
authorized Stihl dealers and a unique art installation in the 
form of a helix crafted out of more than 30 Stihl chainsaws 
dating back to 1936. The art piece represents how chainsaw 
innovation is part of the Stihl company’s DNA.



• • GREEN INDUSTRY MARKETPLACE

We’re Looking For You.
Are You Ready To Begin or
Enhance Your Business?

The average annual gross revenue produced 
by our franchise
owners is $1,507,817*

*Based on 34 owners and the 2016 gross revenue report. ©2018. NaturaLawn of America, Inc. A division of NATURLAWN® Services and Products. All rights reserved.

Key Markets Available in Your Area!
(800) 989-5444 | NaturaLawnFranchise.com

30+ Years of Safer Lawn Care
Plus Mosquito & Tick Control Opportunities

1st Year Revenue Potential: up to $150,000
Serving 100,000+ Customers • 14% Growth in 2017

85% Customer Retention • 6 Year Avg. Customer Life
$65M+ in Gross Revenues • Serving 24 States + D.C.
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® Putting water where it counts!
www.antelco.com

A unique adjustable watering device 
for your potted plants 

® 



ONCE EACH YEAR IT IS REQUIRED THAT
YOU RENEW YOUR FREE SUBSCRIPTION.

It’s FAST, EASY
and best of all FREE!

RENEW ONLINE TODAY!
www.igin.com/renew/L2V9MA

THE BUSINESS MAGAZINE FOR LANDSCAPE, IRRIGATION AND MAINTENANCE CONTRACTORS • WWW.IGIN.COM
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Smart irrigation is 

becoming more critical 

to keep landscapes 
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high drought and 

wildfire risk.

IrrIgatIon
to the rescue
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MINI MART • •

  

  
 

           • BALANCED NATURAL ORGANIC NPK PLANT NUTRITION
                • BIO-STIMULANT (Seaweed, Humic & Alginic Acid)
                • MICROORGANISM SOIL INOCULANT
                • E/E MYCORRHIZA ROOT INOCULANT
        • VITAMIN B COMPLEX
      • MORE 

toll free: 800.441.3573 | www.bio-plex.com

NEW... MULTI-DIMENSIONAL 
PLANT HEALTH & NUTRITION BIO-FERTILIZERS

Feeds the Plant and Roots - Build, Feed and Inoculates the Soil

Add some sparkle
to your displays!

barcana.com
Lights • Greenery • Electrical Supplies



• • CLASSIFIEDS

www.igin.com

PRODUCTS

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

or call 631-218-0901.
Also visit us on the web at 
www.agcirrigation.net.
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HELP WANTED

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

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

WANT TO BUY OR 
SELL A BUSINESS?

Professional Business 
Consultants can obtain purchase 

offers from numerous qualified 
potential buyers without disclosing your identity.  There 

is no cost for this as Consultant’s fee is paid by the 
buyer.  This is a FREE APPRAISAL of your business. 

If you are looking to grow or diversify through 
acquisition, I have companies available in Lawn Care, 
Grounds Maintenance, Pest Control and Landscape 

Installation all over the U.S. and Canada.

708-744-6715 • pbcbroker.com
E-mail pbcmello1@aol.com

1994~25th Anniversary~2019  
 

BUSINESS

Contact your account manager  
for more details.

Grow your business by
placing an AD today!

®

www.igin.com

Eric Anderson | North Central 
eric.anderson@bock-assoc.com | 952.905.3206

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

Alan Scott | East and West 
alanscott@igin.com | 310.593.1928
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NORTHERN GREEN EXPO
January 14-16
Minneapolis 

www.northerngreen.org

TROPICAL PLANT  
INTERNATIONAL EXPO

January 22-24
Ft. Lauderdale, Florida 

www.tpie.org

GREEN AND GROWIN’
January 27-31

Greensboro, North Carolina
www.greenandgrowin.com

iLANDSCAPE
January 29-31

Schaumburg, Illinois 
www.ilandscapeshow.com

DO YOU KNOW WHAT YOUR  
CLIENTS WANT?

Jobber, Edmonton, Alberta, a provider of home service management software, an-
nounced the results of a new survey exploring what consumers look for in hiring a lawn care 
company. Jobber compiled views from 1,000 individuals across the U.S., ages 18 and up, and 
uncovered several trends.

Convenient technology. Text and email notification, online scheduling and 
having a website to leave reviews on are among the top features that consumers 
look for when hiring a lawn care company. 
Work quality. Forty-three percent of respondents identified quality of work as 
the most important factor to consider when hiring a lawn care company, followed 
closely by cost of services at 41%.
Professionalism. Respondents agreed that a lawn care provider appears more 
professional when they have received positive online reviews (46%), wear branded 
uniforms (42%) and offer customers the ability to pay for services using different 
forms of payment (32%).
Cost. When it comes to pricing for lawn care services, 43% of respondents expect 
the average monthly service cost for having standard lawn care maintenance 
(mowing, edging, weeding and leaf blowing) once per week to be less than $99 per 
month.
Outdoor trends. When asked to select all the features that a perfect backyard 
would consist of, a deck or patio (64%) was the top response. The second most 
popular feature was tied between a fire pit (45%) and vegetable garden (45%).
Consumer concerns. Thirty-seven percent of respondents ages 25-44 
expressed concern over the environmental impact of watering lawns. Thirty-eight 
percent of respondents would also consider having native or low-water landscaping.

Chilly, Normal Precipitation

Cool, Normal Precipitation

Frigid & Snowy

Chilled, Average 
Precipitation

Frozen, 
Snowy

Brisk & Wet

Frosty, Wet 
& White

Cold, Wintry 

Mix

BUNDLE UP FOR A ‘POLAR COASTER’ WINTER

Freezing, frigid and frosty 
weather is what most of the 
U.S. can expect this winter. 
The Farmer’s Almanac predicts 
that two-thirds of the country 
will face a colder-than-normal 
winter season. The coldest 
outbreak of the season should 
arrive in late January to early 
February.

While humans are bundling up for 
the cold weather with layers, insects 
are preparing for winter in a quite 
different way. There are two ways 
insects do this — either they migrate 
or become dormant.

Monarch butterflies, for instance, 
head thousands of miles toward the 
equator to avoid cold temperatures. 
The ones that become dormant, on the 
other hand, go into their own version 
of hibernation called diapause. Insects 
preparing to enter diapause will usu-
ally try to seek some kind of shelter 
from the cold. That often means bur-
rowing underground or finding shelter 
in tree trunks or under rocks. 

The arctic woolly bear caterpillar 
spends roughly 90% of its life in a 
frozen state, accomplishing this feat 
by producing sugar — specifically, the 
alcohol glycerol. 

In the same way that vodka can 
be stored in the freezer and remain 
liquid, these liquids don’t freeze, 
preserving the tissues of the larvae and 
allowing it to survive at temperatures 
dipping down to -70 degrees F. 
(Source: Smithsonian.com)

HOW INSECTS SPEND 
THEIR WINTER
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DID YOU KNOW?

$2.62
Average price of a gallon of gasoline  
predicted in the U.S. in 2020.

(Source: U.S. Energy Information Administration)



Everything You Need to Keep Green Spaces Looking Their Best
Ewing is the largest family-owned supplier of landscape and irrigation products in the country, offering superior 

products, education and service to make projects of any size a success. With deep industry expertise and a complete 

line of water-efficient products, customers have relied on Ewing for nearly 100 years to help create and maintain 

healthy, beautiful, water-smart landscapes.

Find out how Ewing can help with your next project.

YOUR 
PROJECTS 
WILL TURN 
HEADS

Follow us on social media:

EwingIrrigation.com



WWW.HINO.COM

THE TRUCK IS JUST 
THE BEGINNING.   

When you start up your new Hino Truck, our 
journey with you is just beginning. That’s because 
every Hino comes standard with a 5-Year 
Warranty, 24/7 HinoWatch, and Hino Insight 
Connected Vehicle Solution. Why? Because taking 
care of you and your truck is what we call the 
ULTIMATE OWNERSHIP EXPERIENCE.
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