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

FEBRUARY 2019

®

Find th
e answers to

 all y
our 

landscape lig
htin

g questio
ns, p. 42

WE CAN’T SAVE THEM ALL, BUT IF WE PRIORITIZE 
AND BUILD RELATIONSHIPS, WE CAN WORK TOGETHER TO MITIGATE THE EFFECTS 

OF THE DESTRUCTIVE EMERALD ASH BORER.

ashes
S a v i n g  o u r

He took his service idea and ran with it, p. 20

Avoiding a mental meltdown, p. 24

Taking sustainability to  new levels, p. 32

INSIDE+



The most advanced gear-driven sports turf rotor in its class:
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ATTENTION: Landscape Contractors  

Join the IA today!

For more details, visit 
www.irrigation.org/membership

• Get clout where it counts with IA advocacy.

• Make the right connections and strengthen your network.

• Enhance your expertise with classes and education resources.

• Get a competitive advantage with IA certification.

•  Stay up to date with the latest industry news and information.

Become an IA member today.

What’s in it for YOU?  
Take advantage of the Irrigation Association’s  
many member features and benefits:
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Death and taxes … and subscription renewals

Completing the renewal
should only take a minute or
two, and the best part is
you get to continue receiving
your free subscription to
the magazine for another year. 

I was thinking of the famous quote often 
attributed to Ben Franklin that “… in this 
world nothing can be said to be certain, 
except death and taxes.” Many people 
know that part of the quote, but far few-
er recall it was in the context of a letter 
he was writing about the Constitution, of 

which he said “has an appearance that prom-
ises permanency.” Thankfully, he’s been right 
about that so far. 

Death and taxes — neither one is pleasant 
to think about, but both are a permanent part 
of life. As I write this, I’m getting ready to 
meet with my accountant to do the dreaded 
IRS filing for yet another year. And while no 
one likes to think about his or her own mor-
tality, nor the mortality of loved ones, from 
time to time we are reminded that Franklin 
was right about that certainty, too.

Now that we have those two permanent 
fixtures in life addressed, how about we move 
on to another yearly inevitability, albeit one 
that is far more enjoyable —  the yearly need 
to renew your subscription to Irrigation & 
Green Industry magazine. This task is not 
nearly as time consuming as filing your taxes. 
Completing the renewal should only take a 

minute or two, and the best part is you get to 
continue receiving your free subscription to 
the magazine for another year. 

In fact, why don’t you take a minute and 
renew right now? All you have to do is visit 
www.igin.com/renew/L2V9BL, type in your 
account number (the one that appears right 
above your name on the mailing label), and 
fill out the form. After you’ve entered your 
contact information and selected your pref-
erences, hit “submit.” All done!

When you think about all the things you 
have to do on a regular basis, like going to the 
dentist, changing the batteries on the smoke 
detectors or getting that annual flu shot, re-
newing your subscription to Irrigation & 
Green Industry is probably the easiest (and 
least painful) item on that list. 

Thank you for taking the time to renew 
your subscription with us. It is important so 
we can continue providing you with infor-
mation that can help you in your business. I’d 
hate to see you miss out. So, make that ap-
pointment to get your taxes done, renew your 
subscription, and take good care of yourself 
so that we don’t need worry about that other 
certainty in life just yet!  



Why choose BOWSMiTH 
NonStop® Emitters?

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

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

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

- Doug Matthews, Logan Simpson Design

No Call Backs!

Best in the World Against Clogging
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Franklin Electric acquires groundwater distribution company
Investors Corner
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Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

Briggs & Stratton Corp.
(NYSE: BGG)

BrightView Holdings Inc.
(NYSE: BV)

 Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DowDuPont Inc. 
(NYSE: DWPW) 

FMC Corp.
(NYSE: FMC) 

Franklin Electric Co. Inc. 
(NASDAQ: FELE) 

Koninkijke Philips NV
(PHG) 

Pool Corp.
(NASDAQ : POOL) 

Scotts Co., The 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro Company
(NYSE: TTC) 

Watts Water Technologies
(NYSE: WTS)
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    Last trade (1-15-19)  52-week low  52-week high; Source: Bloomberg.com

      126.77

112.06

                        173.24

Franklin Electric Co. Inc., Fort Wayne, In-
diana, has announced that it has acquired 
Milan Supply Co. of Mt. Pleasant, Mich-
igan, for $5.9 million. Milan is a profes-
sional groundwater distributor operating 
six locations in the state of Michigan. 

Milan has approximately $22 million 
of consolidated annual sales. DeLancey 
Davis, president of Headwater Cos., the 
wholly owned distribution segment of 
Franklin Electric, says, “We are pleased 
to add Milan Supply to the Headwater 

family. The team at Milan has served the 
pump industry and related water resource 
markets for over 50 years and has an out-

standing reputation with their customers 
for technical capability and service.”

He adds, “The acquisition of Milan 
adds to Headwater’s commitment to the 
important Michigan groundwater market 
and further fulfills our objective of being 
the leading source in groundwater systems 
distribution in the U.S.” 

Headwater Cos. LLC is a collection 
of leading groundwater distributors. This 
collective and vested group is designed to 
ensure a focused groundwater distribution 

organization that delivers quality products 
and leading brands to the industry, provid-
ing contractors with the availability and 

service they demand to meet their applica-
tion challenges. Franklin Electric is a glob-
al leader in the production and marketing 
of systems and components for the move-
ment of water and fuel. 

Recognized as a technical leader in its 
products and services, Franklin Electric 
serves customers around the world in resi-
dential, commercial, agricultural, industrial, 
municipal and fueling applications.  

“The team at Milan has served the pump industry and related water resource 
markets for over 50 years and has an outstanding reputation with their customers 
for technical capability and service.” — DeLancey Davis
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CHAMELEON SERIES

Brilliance LED 
brillianceled.com | 800.867.2108 

• Control lamps individually or in a group.  
• CCT Adjustment from 2200K–5700K 
• RGB color wheel, plus smart scenes 
• Astronomical timer & schedule timer 
• Compatible with Wifi Smart Socket 
 
All on ONE App, “Brilliance Smart”

BE PART OF THE
CONVERSATION.

Find us on Facebook, Twitter, LinkedIn and
Instagram for updates and discussions. 
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• • GREEN BUSINESS BRIEF

MORE INFORMATION IS AVAILABLE AT
www.ngwa.org.

The National Groundwater Associa-
tion, Westerville, Ohio, will hold its 2019 
Groundwater Fly-In and Water Resources 
Congressional Summit March 5-6, 2019, 
in Washington.

Under joint sponsorship with the Irri-
gation Association, Fairfax, Virginia, and 
the Water Quality Association, Lisle, Il-
linois, this event is organized to increase 
the water industry’s profile on Capitol Hill 
regarding the availability, quality and safety 
of the nation’s water resources.

The fly-in aims to ensure members of 
Congress are aware of the important role 
groundwater plays in providing drinking 
water, supporting agriculture and fueling 
various sectors of the economy.

  Irrigation 

IA and WQA co-sponsor NGWA 2019 Groundwater Fly-In
While the 2019 focus topics and sched-

ule are still in the planning stages, tentative 
plans include:
• a briefing session on the major issues 

facing groundwater professionals;
• guest speakers from Capitol Hill, the 

administration and others;
• a day of Capitol Hill meetings arranged 

by NGWA staff;
• a networking reception with colleagues 

from the IA and WQA; and
• tips for continued grassroots activities 

when back home.

  Landscape

Ohio landscape company owner found guilty
A jury has convicted Doug Evans, owner of Evans Landscaping, 
Inc., based in Cincinnati, and the vice president of operations, Jim 
Bailey, of defrauding the city of Cincinnati and other public enti-
ties through fraudulent small business contracts, the Department 
of Justice announced. 

According to DOJ’s Southern District of Ohio, Evans Land-
scaping does not qualify as a small business enterprise due to the 
size and ownership of the company.

In 2008, the defendants and others established, 
controlled and operated a demolition compa-

ny, Ergon Site Construction LLC. Ergon’s 
president and owner, Korey Jordan, had no 
prior experience in the field but provided  
information technology services for Evans 
Landscaping. 

Ergon fraudulently obtained certifica-
tion as an SBE contractor while conceal-
ing Evans Landscaping’s involvement in 

Ergon. Jordan did not make any capital con-
tributions to the establishment of the compa-

ny and performed little to no work for Ergon. Evans 
Landscaping employees handled almost all of the accounting and 
office management functions of Ergon, according to DOJ.

From 2011 through 2014, Ergon bid on and won more than 
100 residential demolition contracts with the city of Cincinnati, 
totaling approximately $1.9 million, using Ergon’s SBE status. 
During this time frame, Evans Landscaping also bid on state dem-
olition and construction projects claiming Ergon would provide a 
percentage of the services and receive part of the funds to be paid.

Evans and Bailey were each convicted of two counts of con-
spiracy to commit wire fraud, three counts of wire fraud and one 
count of misprision of a felony. Four others involved in the case, 
including Jordan, also pleaded guilty. 

  Irrigation

New Mexico State University awarded grant to research  
irrigation scheduling
New Mexico State University’s Extension Turfgrass Specialist 
Bernd Leinauer and his team, in cooperation with the Colora-
do School of Mines, Golden, Colorado, have received a grant of 
$750,000 from the National Science Foundation, Alexandria, Vir-
ginia, to work on making landscape irrigation scheduling technol-
ogy more user-friendly when using saline, nonpotable water.

Leinauer says the grant is to investigate promising technology 
already in existence that hasn’t been accepted or used by the industry 
or end user. 

Environmental and computer engineers from the Colorado 
School of Mines and turfgrass specialists from NMSU have part-
nered with The Toro Company, Bloomington, Minnesota, to de-
termine how to incorporate soil sensors that measure both salinity 
and moisture into existing irrigation scheduling technology.

According to the article, preliminary research has shown that as 
much as 40 percent of water can be saved if a soil moisture sensor 
is used to determine irrigation needs when using nonpotable water.
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• • GREEN BUSINESS BRIEF

 QUICK
 TAKES

Rush to apply for H-2B 
crashes DOL website
The Department of Labor 
website crashed within the first 
five minutes of opening for the 
semiannual H-2B certification 
process on Jan. 1, 2019. The 
iCERT website for application 
processing says an unprecedented 
demand for H-2B certifications 
caused the crash. More than 
97,800 workers were requested 
in pending applications for the 
33,000 available visas.

The system for application 
processing reopened Jan. 7.

RCI acquires Florida 
landscape company
Rotolo Consultants Inc., based 
in Slidell, Louisiana, has acquired 
Bay Landscape and Palm Service 
LLC, Panama City, Florida. The 
deal, with terms not disclosed, 
was completed Dec. 31, 2018.

This was RCI’s second acqui-
sition in 2018 and fourth in the 
last two years. In August 2018, 
it acquired GPL Landscape. 
Bay Landscape’s founder, Luke 
Preslaski, will continue with RCI 
as a division manager along with 
his staff.

Young lawn mower  
accident victim improving
Tate Manahl of Cedar Falls, 
Iowa, was only three years old 
when he was accidentally run 
over by a lawn mower in his 
family’s front yard and suffered 
life-threatening injuries. Sixteen 
months later and after undergo-
ing 30 operations, the boy was 
cleared by his doctor to be able 
to walk without any help from 
a cast or walker, as reported by 
KWWL News.

Tate’s father, Ryan Manahl, 
has been advocating family lawn 
mower safety since the incident.

  Landscape

BrightView acquires Emerald Landscape
BrightView Holdings Inc., Plymouth Meeting, Pennsylvania, a leading commercial land-
scaping services company in the United States, has announced the acquisition of Emerald 
Landscape Co. Inc., a commercial landscaping company located in California’s Bay Area. 
Terms of the transaction were not disclosed.

Emerald, based in Livermore, California, specializes in commercial landscape mainte-
nance, enhancement, tree care, turf management and irrigation services, employing more 
than 200 team members. It operates branches in the key Bay Area markets of Livermore, 
Hayward, Concord, San Jose, Manteca and Tracy, California.

“From the outset, Emerald’s founders believed that the only way to run a business was 
to be proactive and provide outstanding customer service, and we think their approach will 
fit in perfectly with BrightView’s culture. Thanks in large part to their approach, they are 
one of the fastest growing landscape companies in the Bay Area,” says Andrew Masterman, 
BrightView CEO. 

He continues, “This transaction is a testament to our robust, strong-on-strong acquisi-
tion pipeline and puts BrightView on track to achieve its annualized maintenance revenue 

acquisition goal. We are delighted to wel-
come the Emerald team and their custom-
ers to BrightView, and we look forward to 
continued growth and success in this im-
portant region.”

Steve Jacobson, Emerald’s presi-
dent and co-founder, says, “I believe that 
Emerald shares much in common with 
BrightView, and this transaction provides 
a strong platform to continue growing our 
customer base in the Bay Area. Bright-
View and Emerald both have a history of 

providing high levels of customer service, being an integral part of the communities in 
which we operate and generating career opportunities for our team members. My team 
and I look forward to joining BrightView, and we are excited about the continued growth 
potential of our region.” 

Jacobson, along with the senior leadership team at Emerald, will continue to run the 
day-to-day operation of the company’s existing branches.

  Landscape

Prescott Landscape Professional acquires Nature West Inc.
Prescott Landscape Professionals has acquired Nature West Inc. Both companies are locat-
ed in Prescott, Arizona.

Nature West Inc. was started 18 years ago 
by Bob Vastine. He will continue working un-
der Prescott Landscape Professionals along 
with his team. Vastine will run the design/build 
side of business.

Josh Crothers, owner of Prescott Landscape 
Professionals told local news website Signals, 
“We’re thrilled to be able to have this oppor-
tunity to expand our business and look forward 
to working with Bob’s clientele. Our service, 
expertise and attention to detail matches what 
Bob provided for years. He’s very creative and 
in tune with the natural environment, and his horticultural knowledge is an amazing addi-
tion to our services.”

In addition, Adrian Riveras has been hired by Prescott Landscape Professionals as its 
maintenance manager. Riveras brings 20 years of experience working for national firms as 
an account manager for a variety of property types in Arizona.©
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From left to right is Adrian Riveras, Josh Crothers 
and Bob Vastine.



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

By Jeff Carowitz

Taking control of an
uncontrollable future

Consumer 
and corporate 
spending is 
robust, creating 
a strong demand 
for professional 
contractors. At 
the same time, 
economists 
are pointing 
to gathering 
clouds on the 
horizon.

“I
t’s tough to make predictions, especially 
about the future,” the late ballplayer Yogi 
Berra once said.

Aside from being funny, he was also 
right. Daniel Kahneman, Nobel laure-

ate and author of the best-seller, “Thinking Fast and 
Slow,” has done copious research that proves us hu-
mans are wildly overconfident in our ability to pre-
dict things accurately. We see the outcome, define the 
cause and then leap to the conclusion that we knew 
the answer all along. With that in mind, I won’t make 
any predictions for 2019.

But I do want to bring to the surface several trends 
that are guaranteed to impact your business over the 
next few years. Our markets continue to experience 
brisk economic tailwinds. Consumer and corporate 
spending is robust, creating a strong demand for pro-
fessional contractors. At the same time, economists 
are pointing to gathering clouds on the horizon.

Here are some trends to pay attention to. Find-
ing laborers is tough, but finding strong managers is 
getting to be impossible. The unprecedented wave of 
retirements in our industry is accelerating, removing 
experienced managers from the leadership of top 
companies. A new group of engaged, energetic lead-
ers is rising through the ranks, but their cadre is too 
small. Companies can’t find crew leaders, store man-
agers, estimators and other critical roles. 

The applicants who are out there have high sal-
ary expectations but little experience leading in a 
rocky environment. Green industry company own-
ers need management development and mentoring 
programs, pronto. 

Relearn how to really sell. After six-plus years 
of good times, many have forgotten how hard it is to 
get customers to pull the trigger on pricey projects. 
A contractor recently told me his main best practice 
is providing a speedy quote; don’t visit the site and 
email the estimate to the customer. Really?

Whether we’re headed into a recession economy, 
a stagflation economy or an economy that is just go-

ing to slow down a bit, your sales team needs to get 
back to meeting clients face to face, building trust  so 
they can really sell them on your firm’s value.

Overcome your fear of new technology. The 
landscape industry doesn’t have a great track record 
when it comes to adopting new technology. But 
adding new software or tools could pay off signifi-
cantly in improvements to efficiency and customer 
experience. 

Dozens of options in routing and scheduling soft-
ware, digital timekeeping, GPS vehicle tracking and 
irrigation monitoring tools are now available. Desig-
nate a technology advocate in your company who can 
break down resistance to change and get your team 
to see these additions as fun new adventures. 

Diversification is your friend. Expand into new 
services while there’s still a strong economy to propel 
you through the learning curve. Analyze what new 
lines of business would make strategic sense for your 
operation. You know what services your market will 
buy. Give preference to services that offer recurring 
revenue, such as landscape maintenance, repair and/
or renewable service agreements.

Watch your financials. Here are two areas to ad-
dress immediately: 

1Stop being afraid to adjust pricing when you’re 
facing increasing costs in every area of your 

business. Price increases will be a key component to 
growth in 2019. Push through higher prices while 
customers are willing to absorb them. 

2Become more diligent with how you manage 
credit. Interest rates are rising quickly and credit 

is starting to tighten. Is a segment of your clientele 
credit-sensitive? 

Change is coming. To deal with it, focus forward 
and avoid dwelling on past shortcomings. Dig in to 
take control of your future. 
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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

Make trees glow

Mounting
fixtures in 
trees can
provide beautiful 
moonlighting 
and strategic 
up-lighting 
effects, but the 
process can be 
challenging.

L
ast month we looked at ground mounts, 
and this month we’ll explore tree mounts. 
For centuries, people have hung lanterns 
in trees to create a festive atmosphere. The 
first tree-hung electric lights appeared in 

the 1930s when Frank B. Nightingale began man-
ufacturing 120-volt landscape lighting fixtures. He 
created several downlights for hanging in trees. 

Mounting fixtures in trees can provide beautiful 
moonlighting and strategic uplighting effects, but 
the process can be challenging. Using the correct 
mounting system will lessen that challenge, especial-
ly if you carefully consider the types and weights of 
the fixtures and the applications you’re using them 
for each time. 

Threaded tree spike – A single, threaded spike 
for installing lights into trees, this mount has a 
½-inch national pipe thread with a wire passthrough 
hole on the side. A 5/16-inch hex head on the inside 
allows an installer to rachet or drill right into a tree’s 
bark. The spike is made of stainless steel and has a 
standoff over 3 inches. Since it requires only a single 
wood screw, it’s less likely to cause infection, making 
it a clean and easy way to mount a fixture on a tree. 

Mounting canopies – Most manufacturers offer 
some style of mounting canopy, normally round, with 
three mounting holes for screws, a fixture thread in 
the middle and a small cutout on the side through 
which to pass the cable. This style usually requires 
the use of wood screws to mount. A word of caution 
when installing this type of mount — be sure not to 
pinch the cable, as it could cause a secondary breaker 
on the transformer to trip. Some manufacturers offer 
this type of mount with a rubber bungee instead of 
screws to fasten the unit to the tree.

Tree boxes – Many contractors prefer using tree 
box mounts. This type of mount allows an installer 
to make the cable connection in a dry junction box 
on the ground. An ample amount of cable can be 

attached to reach the mounting point. Tree boxes 
are manufactured in two different styles. One type 
is a single L-shaped box with a cover, with stag-
gered holes on either side for the standoff screws. 

A strain-relief connector is inserted at the bottom 
and a ½-inch threaded outlet is ready to accept the 
fixture. Two-piece styles include a mounting plate 
that can be strapped to or screwed into the tree in 
the correct position for installation. Both styles can 
accept more than one fixture with a wye fitting. 

Tree-ring mounting systems – Primarily used 
in commercial applications, a tree-ring mount allows 
a contractor to mount a multiple number of fixtures 
in a tree at a single point. It normally consists of two 
half-circles of aluminum, brass or a composite ma-
terial. Some are equipped with a hinge or a two-bolt 
point opening. 

Compression rods are mounted around the inner 
circle. The rods can adjust to the girth of the trunk 
without puncturing the bark. It’s common to see a 
junction box mounted to the side of the ring. This 
allows for a clean central-point connection and a 
place to connect the main cable from the transform-
er. Tree-ring mounting systems are manufactured in 
a variety of different sizes. The most common size 
will hold four to six fixtures at a time. 

Mounting lights in trees is often met with con-
troversy because the fixtures do put some stress on a 
tree. When in doubt, consult with your customer’s 
arborist. Exercise caution when mounting fixtures in 
trees; avoid trees with thorns and with power lines 
running through their canopies, and be sure to in-
vest in proper safety equipment and climbing gear 
to keep your installers injury-free. Don’t forget to 
include extension ladder and cherry-picker rental 
charges into your bid. 

The tree mount types discussed in this article can 
be effective with your lighting designs. If you need 
assistance in selecting a product, contact your local 
distributor or manufacturer’s representative.   



LANDSCAPE LIGHTING   |   Learn more. Visit fxl.com

Ultimate Control for  
Outdoor Living Spaces

The next-generation Luxor® lighting controller represents 

the future of advanced, low-voltage lighting control. In addition to 

incorporating zoning, dimming, and color into a single controller, 

Luxor can now create up to 40 distinct themes, and comes preset 

with convenient calendar-based programming, timed sunrise and 

sunset offsets, and dual 15V outputs. 
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WE CAN’T SAVE THEM ALL, BUT IF WE PRIORITIZE
AND BUILD RELATIONSHIPS, WE CAN WORK TOGETHER TO MITIGATE THE EFFECTS  

OF THE DESTRUCTIVE EMERALD ASH BORER.

ashes
S a v i n g  o u r

B Y  P H I L L I P  M E E K S
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A
s far as insects go, it’s not un-
attractive — it could even be 
considered beautiful, especially if 
you’re a bug fancier. One could 
imagine an amateur entomolo-
gist gleefully photographing the 
bullet-shaped adult with its me-

tallic, iridescent green wings, or a middle 
school science student proudly pinning it 
to a board alongside butterflies and rhinoc-
eros beetles. But make no mistake: emerald 
ash borer (Agrilus planipennis), is a “pretty 
poison,” more foe than friend.

Emerald ash borer, or EAB, is an Asian 
native first documented in the U.S. in 2002 
near Detroit, Michigan. It had traveled 
here, tucked cozily away in wooden ship-
ping pallets or other packing materials. 
Once here, researchers believe that the 
transport of firewood became its primary 
mode of travel within the country. In Asia, 
its population is kept in check by several 
native wasp species. Much of EAB’s suc-
cess in North America is because these nat-
ural enemies are missing.

EAB feeds on all species of ash trees 
(Fraxinus spp.), and that’s a big deal. In 
woodlands, ashes are prized hardwoods 
that yield end products such as cabinetry, 
molding and baseball bats. 

In urban settings, ashes may comprise as 
much as 40 percent of the canopy in parks 
and neighborhoods. Many may remember 
those American elms that lined city streets 
before Dutch elm disease came along in 
the ’50s and ’60s? Many locales replaced 
their beloved elms with ashes after that. 

For anyone familiar with wood-boring 
beetles, EAB’s life cycle is typical. The fe-
male lays her eggs between layers of outer 
bark and in cracks and crevices of the trunk 
and major branches during the summer. 
About two weeks later, depending on the 
weather, the larvae hatch and bore through 
the bark, feeding on the cambial tissue for 
several weeks. 

The tunnels they make eventually gird 
the tree, cutting off its ability to take up 
moisture and nutrients, which leads to its 
death within two to three years. The de-

veloping larvae pass through four devel-
opmental stages before emerging as adults 
the following year, leaving D-shaped exit 
holes approximately 3 millimeters wide in 
the trunk. Adventitious basal shoots, verti-
cal bark splits and woodpecker activity are 
further hints that EAB is at play. 

Unlike some other borers that tend to 
go for trees weakened by drought or dis-
ease, EAB will hit healthy trees almost as 
quickly as sickened ones. 

EAB is gaining ground, having already 
killed hundreds of millions of ash trees in 
the U.S. and Canada. Despite quarantines 
led by the U.S. Department of Agriculture’s 
Animal and Plant Health Inspection Ser-
vice and well-coordinated public informa-
tion campaigns regarding the transport of 
firewood, the Emerald Ash Borer Informa-
tion Network reports that this invasive pest 
is now active in 35 states and five Cana-
dian provinces since its initial discovery in 
Michigan. 

For the green industry, as well as for 
research and educational entities, EAB is 
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a heartbreaking addition to the growing list of in-
vasive insects that are impacting forests and urban 
landscapes alike. Unfortunately, there is no magic 
bullet for EAB’s eradication. Some of the tiny wasps 
that feed on it have been released here, but it will 
take decades before they build up enough numbers 
to have an impact.

The key to success in combating this invasive pest 
is to avoid working in a vacuum. Green industry pro-
fessionals should make it a point to coordinate their 
management and outreach efforts with others in the 
industry, as well as stay connected with land-grant 
universities and government entities involved in the 
fight. Furthermore, it’s imperative that companies 
help their customers navigate meaningful solutions.

Cultivating alliances 
“I was actually the one who discovered EAB in the 
metro area back in 2015,” says Brandt Jelken, an ar-
borist at Perficut in Des Moines, Iowa. “But long be-
fore that, our company saw the emerging threat and 
purchased the necessary equipment to deal with it.” 

Jelken stresses the necessity of using tools in the 
most efficient way possible, and that goes beyond just 
reading the product label. “We worked closely with 
our chemical supplier to ensure that, not only were 
we offering the best product on the market, we were 
applying it correctly,” he says. 

Companies that haven’t previously offered plant 
health care as a service may see an opportunity to 
expand their repertoires once customers demand a 
response to EAB, but it should never be as simple 
as just grabbing the first product you see and apply-
ing it. Local and regional variables, such as microcli-
mates, are always at play. 

Four active ingredients are being used system-
ically against EAB at the moment: imidacloprid, 
dinotefuran, azadirachtin and emamectin benzoate. 
Depending on the formulation, application methods 
include soil drench, trunk injection or systemic bark 
spray. In addition, permethrin, bifenthrin, cyfluthrin 
and carbaryl may have value as a preventative cover 
spray for smaller specimen trees. 

It would benefit the landscape or tree care profes-
sional to build a relationship with his or her suppliers 
to determine which products and application meth-
ods make the most sense in a given situation from an 
ecological and an economic perspective. 

Membership in professional associations can 
prove invaluable when faced with something like 
EAB. Through them, you can network with other 
companies and find out what they’re doing and how 
successful their efforts have been, especially those 
that are located in regions where EAB has been ac-
tive for much longer.

Relationships with clientele 
Customers can be hesitant to grasp this truth, but 
saving every ash isn’t realistic. Especially within re-
gions where EAB is a newer challenge, companies 
are scrambling to find the best approach. An initial 
step is to help clients prioritize. William de Vos, a 
consulting arborist and owner of TreeWorks Ltd. 
in Montpelier, Vermont, has chosen to be proactive, 
speaking to groups about the pest. During those pre-
sentations, he recommends a simple starting point: 
take inventory. 

The inventory questions should include: How 
many ash trees does the customer have? How large 
are they? Logistically, will some be easier to treat 
than others? Are certain trees more valuable than 
others due to personal attachment, or do they func-
tion as urban amenities?

An inventory can get the ball rolling and en-
courage a client to begin looking at his or her ashes 
analytically. Plus, it’s an action step — something a 
property owner and a green industry professional can 
do now, well in advance of an infestation. According 
to the North Central Integrated Pest Management 
Center, it’s probably too soon to begin preventative 
treatments if the beetles’ known presence is greater 
than 10 to 15 miles away. But it’s not too soon to 
conduct an inventory and start making plans.

The next step de Vos advises is “to be patient and 
wait until spring — after the leaves appear but before 
the adults emerge. Then soon thereafter, have them 
evaluated professionally for structural, physiological 
and aesthetic health.”

All this input — from both the client and the 
professional — will serve as the basis for a treatment 
regime, if and when the pest creeps closer than that 
15-mile buffer. The specific approach will depend on 
a list of variables, especially cost. 

The treatment route that de Vos prefers to deter-
The female EAB lays her eggs between layers of bark and cracks of the trunk and branches. The tunnels 
its larvae makes eventually cut off the tree’s ability to take up water and nutrients, leading to its death. 

“Unless your ash 
tree has historical

significance or 
sentimental

value, you should 
give strong 

consideration to 
cutting it down.” 

– Brandt Jenken, 
Perficut
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mine if trees are significant and healthy enough to 
warrant the cost is a trunk injection of Tree-age G4 
(emamectin benzoate) applied via a canister infusion 
or Arbojet’s QUIK-jet AIR injector system.

“My approach has always been to recommend re-
moval and replacement,” says Jelken. “I’ve consulted 
for city councils, homeowner associations and private 
homeowners, and the message has always been the 
same. Unless your ash tree has historical significance 
or sentimental value, you should give strong consid-
eration to cutting it down.”

Jelken explains that since treatment is based on 
trunk diameter, preventative insecticidal treatments 
will continue to get more and more costly for the 
tree’s owner as will the eventual cost of removal. 

“Long story short, EAB is going to cost us one 
way or another — either by trying to save the trees 
with treatments or by removing and replacing them,” 
says Jelken. “Ultimately, it is up to the stakeholders to 
decide which is a better use for their dollars. And as 
often as not, it’s not an easy decision.”

Staying connected 
For those green industry professionals who don’t 
already work with university cooperative extension 
personnel within their service areas, such contacts 
can prove invaluable. Local extension offices serve as 
clearinghouses for information on EAB detections, 
quarantines and treatment options. 

“Extension educators are enthusiastic about shar-
ing their knowledge,” says Dr. Elizabeth Barnes, an 
exotic forest pest educator with Purdue University, 
West Lafayette, Indiana. “Often, due to their close 
contact with researchers, they have information not 

yet available to the general public. They also love 
talking to industry professionals because it gives 
them an idea of the issues and programs that their 
areas need the most.”

Management recommendations change to keep 
up with shifting situations. Barnes says, “In places 
like Indiana that have already been hard hit by em-
erald ash borer, management research has had to ex-
pand to include best management practices for deal-
ing with dangerous and brittle dead ash trees.” She 
adds, by checking in regularly with extension agents, 
green industry pros can get this kind of information 
as soon as it’s released and straight from the source.

A familiarity with the science behind a treatment 
option can produce added confidence that in turn 
creates value for the customer. De Vos explains how 
a researcher recently told  him about particular prod-
uct he was using with an efficacy of up to four years. 

“I still recommend going by the manufacturer’s 
label, which advises reapplying every two years,” he 
says, “but I suggest that they may be okay treating 
every three years if the cost of treatment is a burden 
for them. I place clients on a list to be notified every 
two years, regardless of their treatment choices.”

He does admit, “All this being said, I am relatively 
new at EAB treatment and have not yet seen the ef-
ficacy of my work, but I am optimistic.”

When it’s all said and done, optimism could be 
the green industry’s greatest weapon against the 
EAB threat.  

Phillip Meeks is an educator in the areas of natural resourc-
es, agriculture and horticulture. He resides in the mountains 
of southwest Virginia and can be reached at pmeeks@vt.edu.

LEARN MORE: Discover if EAB has been detected in your state at www.emeraldashborer.info. The site also has updates and educational 
resources like EAB University, which provides webinar-based information and research on these costly and destructive pests.

Trade tip:
Get in touch

with your university
cooperative
extension.

Emerald Ash Borer is an Asian native first documented in the U.S. in 2002 near Detroit, Michigan. Researchers believe that the transport of firewood became its primary mode of 
travel within the country. Much of EAB’s success in North America is due to the absence of wasp species that keep the population in check in Asia.
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Rodney Smith Jr. is spreading the spirit of volunteerism
to youth all over the world. Thanks to his foundation, 
Raising Men Lawn Care Service, children are learning
the value of helping others by providing free lawn care
to those in need. Photo: Angela Miller
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RODNEY SMITH JR.
INSPIRING OTHERS EVERYWHERE HE GOES

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

Rodney Smith Jr.’s desire to help others is building
character in young people while benefiting those in need

of lawn care services across the country and beyond.

I
t was just another ordinary day in 
Huntsville, Alabama. Rodney Smith 
Jr., a student at Alabama A&M Uni-
versity, was driving through a typical 
neighborhood when he happened 
to spot an older gentleman in front 

of his house mowing his lawn. The man 
looked as though he was having a difficult 
time of it, so Smith, without even giving it a 
second thought, decided to step in. 

“He looked like he was struggling, so I 
pulled over and I helped him out.” 

He didn’t know it then, but that or-
dinary day in an ordinary neighborhood 
would lead to an extraordinary effort that 
would enhance people’s lives and pro-
foundly change others. His single, random 
act of kindness became the driving force 
behind a much bigger idea. 

That same night, Smith decided this gift 
of service was going to be more than just 
a one-time thing. “I decided I would start 
mowing lawns for free for the elderly, the 
disabled, single moms and military veter-
ans,” he says.

The year was 2015, and Smith was in 
his senior year of college working toward 
his bachelor’s degree in computer science. 
Despite his demanding college major, he 
set a goal to mow 40 lawns by the end of 
winter. When he met that goal well ahead 
of schedule, he upped it to 100 lawns. A 
month and a half later, he achieved the 100 

lawn goal, too. That’s when he decided he 
could do something even bigger yet and 
get young people involved in the effort as 
well. And Raising Men Lawn Care Service 
was born. 

Mowing multiplied
Smith figured that including kids aged sev-
en to 17 in mowing lawns for those who 
needed help would show them the impor-
tance of giving back to their communities. 
“So the foundation just took off, just like 
that,” he says. 

To recruit kid volunteers, he came up 
with the 50 Yard Challenge. “The 50 Yard 
Challenge was issued to kids nationwide, 
and even worldwide, to mow 50 lawns free 
for the elderly, the disabled, single moms 
and veterans,” Smith explains.

It’s easy for a volunteer to get start-
ed. The youngster simply sends a picture 
to RMLCS stating “I accept the 50 Yard 
Challenge.” RMLCS then sends the child 
a white T-shirt bearing the RMLCS logo 
and he’s ready to roll. Once a volunteer has 
mowed 10 lawns, he gets an orange shirt. 
Mowing 20 lawns earns a green shirt; 30, 
blue and 40, red. Upon mowing his 50th 
lawn, RMLCS awards a kid a black tee. 
Smith likens it to the karate system where 
you earn different colored belts as you 
progress through each level.

Don’t be fooled by the name Raising 

100,000
# of supporters 

worldwide
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Men Lawn Care Service — young women can, and 
do, participate. Their T-shirts say Raising Women 
Lawn Care Service.

Once a young volunteer mows 50 lawns, it’s a big 
deal. Rodney and his team will fly or drive out to 
mow lawns alongside him. But that’s not all; a chal-
lenge completer also gets a brand new mower, a weed 
eater and a blower from RMLCS. “The goal is to 
keep kids volunteering in the program,” Smith says.

“To date, we have 25 kids who have completed 
the challenge, and 280 kids total, including one in 
Canada, seven in Bermuda and three in Australia 
who are taking part in this challenge.” Looks like 
Smith’s going to have a lot of travel coming up. 

Simple, but needed
Smith has seen how volunteering has helped many 

“I hear
from a lot
of veterans 
who wish 
they could 
mow their 
own lawns 
because they 
like keeping 
them up; it 
gives them 
a sense of 
pride.” 
– Rodney Smith Jr., 
Raising Men Lawn 
Care Service

From mow, mow, mow to ho, ho, ho
Rodney Smith Jr. may be best known for the joy he spreads with 
Raising Men Lawn Care Ser-
vice, but this past Christmas 
he was spreading cheer in a 
more festive way. Rather than 
travel across the country to 
mow lawns, he decided to don 
a Santa Claus costume, com-
plete with the red suit, hat and 
curly white beard to spread 
Christmas cheer to another 
needy group — the homeless. In every city he visited, he surprised 
homeless people with gifts. 

People heard about Smith’s Santa visits on RMLCS’ social media 
pages and started making donations toward his expenses. His 
efforts even caught the attention of a major news network. CNN 
included Smith in an article titled “Five people who inspired us in 
2018 — and the impact they continue to have.”

You can see pictures of him with some of the folks he 
visited and the states he went to on the RMLCS Instagram page: 
www.instagram.com/raisingmenlawncareservice. 

shy kids come out of their shells. “Now that they’re 
getting out in the community, they’re talking more 
and getting more active,” he says. “By getting out 
there and getting to know people and their stories, 
it helps build relationships. It also gives them some-
thing to do and puts them on a positive path.” He 
hopes that by giving them the tools, the kids will 
keep mowing lawns well after they complete the 
challenge and encourage their friends and families to 
volunteer, too.

You might be wondering how RMLCS gets the 
money and equipment it needs to keep the founda-
tion going. It all comes from private donations. Peo-
ple can donate money at www.weareraisingmen.com 
or can purchase equipment on RMLCS’ Amazon 
Wish List. 

Social media and the RMLCS website play an 
integral role in keeping donations flowing and find-
ing new volunteers and clients. People can submit 
names of those needing free services on the web-
site. So far, donations have come in from more than 
100,000 people and organizations.

Smith never anticipated the foundation growing 
this big, saying he didn’t do much to spread the word 
other than post pictures on Facebook, Instagram and 
Twitter. Certainly, Smith’s positive attitude, friendly 
personality and contagious smile has something to 
do with it. But he’s humble about the success of the 
foundation he started, saying, “You can never expect 
something like this to grow. It just grew naturally.” 

Since the beginning of the 50 Yard Challenge, the 
number of lawns mowed has climbed into the hun-
dreds, maybe even the thousands; Smith says there’s 
too many to count. The volunteers also rake leaves, 
weed eat and shovel snow. 

This free lawn maintenance means the world to 
people on fixed incomes. “I hear from a lot of vet-
erans who wish they could mow their own lawns 
because they like keeping them up; it gives them a 
sense of pride,” Smith says. “If you can come cut their 
lawn and maintain it for them, it gives them back 
that sense of pride that they seek with their lawn. 
They feel happy about having a nice, clean, cut lawn.”

Kids who take Raising Men Lawn Care Service’s 50 Yard Challenge are rewarded with new equipment to keep their volunteerism going along 
with a visit from Rodney Smith Jr., the foundation’s founder. Smith says mowing lawns for neighbors puts kids on a positive path. 
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There’s another important aspect to RMLCS 
services that goes beyond giving people’s pride back. 
Oftentimes people who can’t cut their lawns and 
can’t afford to have someone do it for them, can be 
fined by the cities they live in. “When we can come 
do it for free, it gets the city off their backs, and they 
can save that money for food and medication,” says 
Smith. “It’s a much-needed service, and it gets the 
kids involved. It’s something that’s so simple but so 
needed.” 

For all the time and effort Smith puts into  
RMLCS, he doesn’t take a salary. He earns money 
as a keynote speaker, talking to industry groups and 
kids about the foundation. He relies on some friends 
to help on a local level, but he’s basically a one-man 
show. “I mainly do everything myself,” he says.

Going places
What is Smith’s favorite part of the job? “Meeting 
people and doing their lawns,” he replies. He’s trav-
elled to all 50 states to do just that, and he’s done it 
four times so far. It’s been a powerful experience for 
him each time.

“It’s seeing that this is needed everywhere — not 
just in my community, or in the United States, it is a 
worldwide need that we are fulfilling,” he observes. 

In 2018, Smith drove across the U.S. mowing 
nearly 130 lawns for free. It took him approximately 
two months to get to every state. Briggs & Stratton, 
Milwaukee, financed the trip and provided the out-
door power equipment he needed.

The purpose of the trip was to raise awareness 
for RMLCS. And it was a success, considering how 
much media coverage he got. He still gets a lot of at-
tention on both local and national levels as he travels 
from state to state and city to city, always with that 
broadly smiling face, ready to get to work and pose 
for a selfie with those he’s helping or with the wel-
come sign of the state he is in. 

All this exposure and the subsequent overwhelm-
ing response has led Smith to realize that this is what 
he wants to do with his life. So much for that com-

puter science degree. 
“I got my bachelor’s in com-

puter science, and then I found 
my true purpose, which is helping 
people. So I went back to get my 
master’s in social work. I believe 
that what I’m doing now is close 
to being social work,” he says.

Smith, originally from Ber-
muda, moved to the U.S. when 
he was 16 to attend Maplebrook 
School, an international board-
ing school in upstate New York. 
After graduation, he moved to 
Fort Lauderdale, Florida, for six 
months before landing in Ala-
bama to attend college. Today, 
the 29-year-old calls Madison, 
Alabama, home.

Smith still thinks back to the 
very first gentleman whose lawn 
he helped mow and the reaction 
he got from him. “He was shocked. He didn’t expect 
anyone to pull over and help out.” 

Now that he’s encouraged so many kids in other 
communities to volunteer their services, he’s hoping 
that the act of giving a helping hand to those who 
need it won’t come as such a surprise anymore. He 
encourages others to take the bull by the horns, or 
should we say, the mower by the handle. 

“So many people say they have all these ideas, but 
they don’t do anything about it. Ideas come to you for 
a reason. If you don’t do it, someone else will take the 
opportunity,” Smith says.

Just maybe, some of these young men or women 
volunteers will one day turn their childhood green 
industry experiences into a profession. And maybe 
the next time we see someone in need, we will follow 
Smith’s example and help out. 

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

Rodney Smith Jr. has found his true calling in life and it’s 
helping those in need of lawn care and giving children the 
tools to do the same.

“It’s a much-needed service, and it gets the 
kids involved. It’s something so simple but so 
needed.” – Rodney Smith Jr., Raising Men Lawn Care Service

50 YARD CHALLENGE NUMBERS

50-YARD CHALLENGE
SHIRT SYSTEM

Accept challenge ............................white
10 lawns ........................................orange
20 lawns ..........................................green
30 lawns ............................................blue
40 lawns ..............................................red
50 lawns ..........................................black

280 KIDS 43 STATES 5 COUNTRIES
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T
 his past December, I became frustrated 
with the number of scheduled events I’d 
put on my calendar for the month. It seems 
that I had inadvertently overscheduled 
myself, not only with work-related activ-
ities but also with social ones to be spent 

with friends and family. I felt like my head was in 
a vise, and I was having trouble breathing. Sound 
familiar? 

In my case, knowing what my primary driving 
forces are, that is the top four motivators for me 
doing the things I do, I was able to begin making 
some choices. 

Let me explain my process. One of the testing 
instruments I’m certified to administer and use with 
many of my clients is called the Talent Insights As-
sessment. I’ve also taken it myself. 

When I did, it revealed 12 motivators that stim-
ulate me to take action. These 12 motivators are 
further divided into four primary driving forces; 
they’re the reasons I do the things that are most 
important to me. 

The second set of motivators are the four sit-
uational driving forces; these are the things that 
motivate me to take a particular action, depending 
on the situation at hand. The last set of motivators 

Make time to do what is really important to you by understanding how to prioritize. 

B Y  T O M  B O R G 

AVOIDING A

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

consists of the four indifferent driving forces, things 
that in most situations don’t influence me as much.

The assessment revealed that one of my prima-
ry driving forces is “intentional.” This means I am 
driven to assist others to achieve specific purposes 
and not simply for the sake of being helpful or sup-
portive. 

In other words, I like helping others but not just 
for the sake of feeling like a nice guy. I want to see 
some return on my energy and effort. It may be that 
the person follows through on my suggestions and 
takes some action that improves his situation. This 
boosts my self-esteem and reinforces my value to 
myself and to the person I’m assisting.

Going back to the scenario I laid out in the be-
ginning — overscheduling myself for the holiday 
season — I asked myself, “How did this happen?” 
The answer I heard from the voice within somewhat 
shocked me. It was so simple, yet so hard to imple-
ment. It boiled down to two basic principles:

1 I needed to evaluate which activities were truly a 
 top priority for me.

2 I needed to say no to the activities that were not a 
 high priority for me. 

Let’s take a deeper look at this. When it comes 
to evaluating how much of a priority a business or 
personal activity should be, I had to ask myself three 
more questions to make it crystal clear which action 
I should take:

1 Did the activity support my personal/professional 
 mission statement?

2 Was the activity I was considering truly a part of 
 my long-term plan for professional and personal 

self-actualization?

3 If it was not, could I postpone it to another day 
 when I had the appropriate amount of time avail-

able or simply not do it at all?

Once I asked myself those three questions, it be-
came clear to me what my next actions should be. 
I was finally able to justify my decisions and make 
intelligent choices.

In this case, I was able to cancel one of the ac-
tivities, reschedule two of them and go ahead with 
the rest, confident that they were supported by my 
four primary drivers and were truly in line with my 
personal/professional mission statement.

How about you? What is your personal/profes-
sional mission statement? Now, answer the above 
questions.  

When you’re able to implement this simple sys-
tem for making wiser choices about how to spend 
your time, you’ll be well on your way to becoming 

more productive and satisfied with the activities you 
do pursue. Like the old saying, “An ounce of pre-
vention is worth a pound of cure,” here are a few 
suggestions to help you manage your calendar in a 

more preventative way, avoid a mental meltdown 
and get more satisfaction from your life.

Find a good time-management system that fits 
with your work style. Many good time-manage-
ment systems are on the market. I’ve found that the 
system that works best for the company leaders and 
presidents I’ve coached over the years is the one that 
most closely fits their personal preferences. 

You may have looked at a few of these systems. 
Maybe you’ve even liked certain parts of one of 
them, but you’ve failed to find the “perfect” one that 
does it all. Give up this expectation. Find the one 
that comes the closest; you can meld other features 
into it as you go.

For instance, I use a customer relationship man-
agement system called Hubspot and a hard copy 
day planner. These tools, along with my Google cal-
endar (which interfaces nicely with Hubspot), form 
a suite that works fairly well for me. Could it be 
better? Certainly. I keep striving to improve it.

Follow Pareto’s Principle. When deciding where 
you should invest your time, try using Pareto’s 
Principle, or the “80/20 Rule.” When you stop to 
look at just where your time is going, you’ll begin 
to see patterns. The question you must ask yourself 
then is, “Are these patterns supporting or detract-
ing from my ability to achieve the important goals 
in my life?”

Revisit your personal and professional goals. A 
good time to reassess is during the last week of 
December as you look ahead to the next year. But 
this shouldn’t be the only time you do it. Experts 
agree that reviewing goals as the year unfolds is ex-
tremely helpful in keeping yourself on track. Here’s 
the analogy I use for this. Consider a space shuttle 
on its way to the moon. If it’s off course during a 
majority of its flight, many, many midcourse cor-
rections will be necessary if it’s ever going to reach 
its destination.

So, the next time you find yourself having a 
minor meltdown, just take a break and ask your-
self if the way you’ve prioritized your activities is 
consistent with your personal/professional mission 
statement.  If not, make some changes. I bet you’ll 
be glad you did. 

Experts agree that reviewing goals as the 
year unfolds is extremely helpful in keeping 
yourself on track.
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T
he term “heavy metal” is used to 
describe a genre of ear-splitting, 
head-banging music. But it’s also 
a good term for describing the 
large equipment you must use as 
a contractor.

Do you remember that first piece of big iron 
you bought for your business — that first zero-turn 
mower, dump truck or skid steer? There may have 
been some head-banging involved there, too, de-
pending on how the transaction went. We hope 
to give you some tips on buying, leasing or renting 
equipment so you can do it without banging your 
head ... unless you want to, of course.

Why buy?
Many contractors prefer to own their equipment. 
Jorge Castaneda, owner and president of Arboris-
tas, a tree care company based in Santa Clarita, Cal-
ifornia, buys the machinery he uses to trim and cut 
trees. “The heavy equipment, like a wood chipper or 
a chipper truck, a dump truck, a boom truck, those 
are hard assets that don’t devalue as fast as regular 
vehicles,” says Castaneda. “It’s better to buy them 
new and use them over the long haul.” 

Frank Niccoli used to own a large landscape 
company in the San Francisco Bay 

Area. He sold his business in 2013 
after 35 years in business. Now 
he teaches contractors what he’s 
learned. One of his classes covers 
how to buy equipment. “One of 

the first things my students hear is 
‘The 50 Percent Rule’ — if a piece of 

equipment is going to sit idle 50 percent 
of the time, then it should not be purchased.”

But there are exceptions to that. “It depends on 
what your goals are,” adds Niccoli. “If you’re 

planning a growth spurt, you may be able 
to justify that purchase if your productivity 
is going to increase because of it.” A good 
example of this is being able to cut more 
grass with that new 72-inch zero-turn rid-

er than with your old 21-inch walk-behind. 
Niccoli advises doing a “true lifetime cost 

analysis” of the machine or vehicle you’re con-
sidering. “That includes the cost of the maintenance 
and replacement parts it’ll need, the per-gallon 
cost of the fuel and the sales tax and interest you’ll 
pay on the financing. That’s how you’ll see that a 

$30,000 piece of equipment ends up costing you 
$52,000 over its lifetime.” 

A lot of contractors wait until the end of the year 
to buy equipment. If he finds himself flush with 
cash at year’s end, his tax advisor may say it’s time 
to buy something to get the write-off. But Niccoli 
says this is not the best approach. “You really should 

be able to project what your company’s going to be 
making in the next three months. When owners are 
surprised they have all this cash on hand, it just tells 
me they’re not managing that company, the compa-
ny is managing them.”

He continues, “Ideally, you should be able to 
say, ‘I’m going to have a surplus, so I should talk to 
my division leaders and crews and see what kind of 
stuff I should be investing in’ — instead of saying 
‘Hey, now I can go get a crane!’” 

He saw a company do just that. “The thing just 
sat there, rusting away. They were trying to get oth-
er contractors to rent it from them because they 
couldn’t utilize it.”

Finally, before you buy any piece of equipment, 
Niccoli says you should have your crew members 
work with it. Many companies will let you demo 
something for a week. This helps your people get 
beyond the “shiny new penny” effect so you can get 
their honest opinions of the machine. And don’t 
forget to account for the time it will take to train 
your crew on the new equipment.

Castaneda stressed the importance of finding a 
reputable local dealer and establishing a relation-
ship with him. “You need to be able to trust that 
brand and that dealer and make sure that you like 
that piece of equipment you’re buying because 
you’re going to be using it for a good 10 years.” 

With a good relationship established, Castaneda 
says, “If you have an issue, he will go out of his way 
to resolve it for you. That is critical because for a 
contractor, time is everything.”

“Having a machine go down on a job site is a 

Exploring all your options will help you get the best value from your 
next equipment investment.

by Mary Elizabeth Williams-Villano

“I can drop $100,000 to buy a truck,
or I can lease it and put $3,000 to $4,000 
down. If I lease it, I still have $80,000
or $95,000 with which I can fund other 
business options.” – Ed Roberts, Wells Fargo
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big deal — you’re not going to get that job done to-
day. But if you’ve established a relationship with the 
dealer you bought that piece of machinery from, you 
could end up getting a loaner. He will even come to 
your job site and drop it off so you can keep working 
while he looks into the issue you’re having.” 

What about leasing?
Joe Areyano is CEO and owner of Olympic Land-
scape, Puyallup, Washington, a company that does 
design/build, irrigation, landscape installation and 
maintenance. It employs around 60 people at any 
given time and generates around $5.5 million a year 
in revenue.

Various financing options have been employed 
over the company’s long history, but the current fa-
vorite is leasing. “We’ve been primarily leasing our 
equipment and assets, everything from our larger 
mowers, stand-on mowers, skid steers, excavators 
and even our trucks,” says Areyano. Considering 
that a commercial mower typically lasts around 
3,000 hours in daily use, mowing eight to 10 hours 

a day, or the equivalent of about three years, a three-
year leasing arrangement makes a lot of sense.

“We’ve definitely changed our approach,” he 
continues. “It’s only been this leasing effort over the 
last three or four years. Before, we’d take out loans 
or pay cash for the assets we bought. Our larg-
er vehicles, like our dump trucks, are primarily on 
TRAC (terminal rental adjustment clause) leases.”

Since taking over the business from his father 
who founded it 41 years ago, Areyano has expanded 
it by acquiring several different companies and is 
looking for others. Leasing helps preserve his cash 
while he’s in expansion mode. “A good, healthy 
balance sheet without a lot of debt on it definitely 
helps when purchasing new businesses, whether it’s 
with a loan or with cash,” he says. He also finds it 
easier to write off a leased asset’s purpose on his 
taxes at the end of the year.

The IRS code allows a lessee to maintain the full 
deductibility of a leased asset even though there’s a 
predetermined residual value. Only the bank gets to 
write off the depreciation, however.

Mac Braun, senior vice president for agricul-
ture, golf and turf markets at Wells Fargo Equip-
ment Finance, says, “There are tax advantages to 
a lease that may be applicable. What you have to 
do is compare that to your bonus depreciation to 
see which is more advantageous. In some cases, the 
lease is more advantageous. But that’s something 
you need to discuss with your tax advisor.”

Would Areyano advise leasing to a contractor 
just starting out? “Absolutely,” he says. I would say 
that for any new company leasing is definitely the 
way to go, especially when you don’t know what 
projects you’ll have in the future.”

“‘Cash is king’ is an old saying for a reason,” he 
continues. “You want to preserve as much cash as 
you can as a newer company and as an older one. 
Especially in your starting years, you have less ac-
cess to cash and less experience in using that cash. 
These days, interest rates are so good, so I would 
take advantage of those special financing programs.” 

Another benefit to leasing is that you can pre-
vent buyer’s remorse. You have the ability to change 
equipment instead of being stuck with something 
you may not use as much as you thought. You might 
be one to two years into a lease and determine you 
need a newer or a different machine. It’s much eas-
ier to upgrade that piece of equipment if you’ve 
leased it versus being tied into a purchase. 

There are special programs, too, such as John 
Deere’s Ultimate Forgiveness Program. “We want 
to encourage our customers to lease, so we offer a 
discount on any damage a returned machine has,” 
says Angie Harms, tactical marketing planner 
at John Deere Financial. “If you’re over or under 
hours, we’ll forgive some of those. It’s a benefit you 
also get for being a return customer.” 

Castaneda prefers to lease his pickups and  

Types of leases
When it comes to leasing, there are many different 
options. Mac Braun, senior vice president for agriculture, 
golf and turf markets at Wells Fargo Equipment Finance, 
explains the most common types available to contractors. 

Dollar-out: Similar to a loan, you make payments, and 
at the end of the lease ownership is transferred to you. After leasing 
a $50,000 dump truck for 60 months, having already paid $49,999, 
you would hand over the $1 buyout fee and the truck is yours.

Purchase-on-termination: The finance company sets a residual, 
and you agree that when the lease ends you’ll buy it for that amount. 
A $10,000 piece of equipment with a 10 percent residual is $1,000. At 
the end you pay the $1,000 and you own it. The benefit of this type of 
lease is lower payments during the term.

Fair market value/operating: The finance company sets a resid-
ual, but at the end of the lease you have the option to buy or return 
the piece of equipment. This type of lease gives a contractor great 
flexibility with cash flow and is generally less expensive than other 
leases or conventional financing. The higher the residual the lower 
the payments.

Terminal rental adjustment clause: These are generally limited 
to over-the-road equipment. At the end of the leasing term you can 
buy the item for the residual, trade it in for a new model, keep the 
lease going by financing the residual or give it back to the bank. The 
bank will then sell the vehicle. Should the bank realize more than the 
residual amount in the sale, you’ll get a check for the difference. But 
should the bank not get the full residual you’ll have to make up the 
difference.

EQUIPMENT FINANCING
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business-developer vehicles, because “it’s better to 
put a bunch of miles on them, give them back to 
the dealer and exchange them, so you always have 
a newer fleet.”

I asked Ed Roberts, senior vice president, spe-
cialty markets, transportation for Wells Fargo, if 
a contractor would pay hundreds or thousands of 
dollars more for something under a lease agreement 
versus a purchase plan. “He would,” he admitted, 
but that’s not the whole story. “He also needs to 
look at the opportunity cost of that money.”

For example, he explains, “I can drop $100,000 
to buy a truck, or I can lease it and put $3,000 to 
$4,000 down. If I lease it, I still have $80,000 or 
$95,000 with which I can fund other business op-
tions.” It may cost more to lease, he concludes, but 
ask yourself, “Would it be better for me to invest in 
a depreciating asset or go after some new business 
opportunity that comes up, like the chance to buy 
out my competitor?” To Roberts, “It’s better to use 
that cash to grow my business instead.”

But there’s also renting
Renting can be a good option when you need a 
machine for a certain job but won’t need it all the 
time. Then, you’d go see someone like Rex Alligood. 
He works at Ag-Pro Rentals in Quitman, Georgia, 
where he rents machinery to contractors in Ala-
bama, Florida and Georgia. 

“If it’s something like a mini excavator that they 
don’t use every day or a tractor with a trencher on 
it for a big job, they’ll rent it,” Alligood says. “That 
keeps their overhead down because they’re not 
making a payment on something they only need a 
couple times a year that sits idle most of the time 
in their shop.”

Stan Hoglund, owner of Hoglund Landscape, 
Fargo, North Dakota, rents equipment from time to 
time. “If it’s something I don’t have because I hardly 
ever use it, like a backhoe, I’ll go rent one just for 
the day,” he says.

And some landscape maintenance companies 
apparently rent everything they use. “We deal with 
quite a few landscapers that own very little equip-
ment,” says Alligood. “Because they have the flexi-
bility to rent things on a week-to-week basis, some 
of them feel that nowadays they may not need to 
own anything.”

Don’t forget the “used” option
This option can work well, but it’s not like it was 

during the recession of 2008 when lots of used 
trucks and equipment were available because land-
scape companies were liquidating their assets. Some 
of these were great values. 

Now, the pickings are slimmer and come with 
higher mileage. You have to consider what a used 
machine might cost you in downtime, upkeep or 
repairs versus something brand new. 

Your financing decision will depend on your 
company’s individual circumstances. “The key is 
understanding your options,” Braun says. “List all 
the pros and cons to help you see which type of 
financing would be a better fit for you.”

He adds, “If you like fresh equipment, keeping 
things under warranty and lower payments, then 
leasing is a very good option, but if you typically 
keep your equipment for a long time, and especial-
ly if a manufacturer is running any kind of low- 
interest special or rebate with a conventional loan, 
buying may be a better option.”

Whatever options you choose, we hope all of 
your equipment steers you toward a profitable, 
headache-free 2019. 

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

“One of the first things my students hear is ‘The 50 Percent Rule’ —
if a piece of equipment is going to sit idle 50 percent of the time, 
then it should not be purchased.” — Frank Niccoli

EQUIPMENT FINANCING

WEIGHING THE OPTIONS
OPTION PRO CON

Buy • Can write off depreciation
   on your taxes

• You have to dispose of
   aging asset

Lease

• Flexibility to change
   machine for a newer or
   different one as needed

• Less capital expenditure for   
   new company

• Equipment is always under
   warranty

• Keeps cash available to 
   grow business

• Possibility of exceeding
   usage hours

• With some leases, you
   won’t own the machine at
   the end

• You can’t write off the
   depreciation

• At lease’s end, you’ll have
   paid more for equipment
   than purchasing it

Rent • Only pay for equipment as
   needed

• Can be inconvenient

Buy used
• Lower cost

• Depreciation already
   paid for

• Increased risk of downtime

• Possibility of high repair    
   and maintenance costs

QUICK TIP:
“List all the pros 
and cons to help 
you see which 
type of financing 
would be a better 
fit for you.”

– Mac Braun,
Wells Fargo Equipment 

Finance
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Walking the aisles of your lo-
cal grocery or retail store, 
you’ve undoubtedly seen 
buzzwords like sustainable, 
green and organic on the 
packaging of all sorts of 

products. And while the organic food movement 
is perhaps the most widespread trend, people are 
becoming increasingly concerned with not only the 
products they eat, but the ones they use for beauty, 
health, pet care, cleaning and lawn maintenance. 

Whether you’re personally on board with the 
movement or not, if you’re in the landscape industry, 

you should care about this growing trend. For en-
vironmentally conscious individuals, or for parents 
concerned about the safety of their kids playing in 
the yard, many companies in the green industry 
have adapted to match these consumer trends.

LID Landscapes is a Boulder, Colorado-based 
landscape company that knows a thing or two about 
implementing sustainable initiatives and practices. 
General Manager Scott Natter has been in the 
landscape industry since he was a teenager. After 
earning his landscape management degree from 
Brigham Young University, his career led him to 
Boulder in 2013, where he’s played a vital role in the 

There’s no doubt the industry is headed toward more sustainable practices. Here’s 
how one company has taken the green in green industry to a whole new level.

B Y  S A R A H  B U N Y E A

P U T T I N G  T H E  G R E E N
I N  G R E E N  I N D U S T R Y
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The landscapes
Boulder, Colorado-based

LI Landscapes creates 
include recycled materials

from other job sites including 
crushed concrete and soil 
amendments. Many of the

landscapes are also chemical
free, which means weeds

are removed manually. 
Photo: LID Landscapes
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evolution of LID Landscapes as a successful, sustain-
able landscape design and maintenance firm.  

While most people understand the broad defi-
nition of organic as being free from chemicals, the 
term sustainable varies a bit more depending on who 
you ask. “Sustainable landscapes means something 
different to many different people. For one person, 
sustainable might mean ‘hey, I don’t want to be out 
weeding on a weekly basis,’” says Natter. For those 

with this mentality, sustainable means having a land-
scape that requires little upkeep. 

“For others it has more to do with the overall 
impact on the environment.” To these folks, weekly 
weeding might actually be seen as a sustainable prac-

tice since it avoids the use of chemical weed killers.
Natter says his definition of a sustainable land-

scape is “a landscape that’s happy where it is, with 
plants that are planted in the right environment, 
and using practices that allow minimal maintenance 
while the landscape continues to flourish.” 

LID Landscapes takes the definition of sustain-
able even further. “It’s how little can we put into a 
landfill? How much can we recycle so we’re not con-
tributing to waste?” says Natter. He adds, the com-
pany’s motivation for using sustainable practices is 
twofold. “One is being good stewards of the land. We 
want to protect it, and it’s why we’re in the industry 
we’re in. We like making beautiful landscapes. Part 
of that is protecting the overall landscape we live in.”

The second part is creating better value for the 
company and its customers. “When we’re being sus-
tainable and finding ways they can be sustainable, it 
cuts down our costs for them — maintenance, water 
costs, whatever it happens to be,” he says.

SUSTAINABLE LANDSCAPES

LID Landscapes composts the organic matter it hauls away from job 
sites. Instead of taking branches, grass clippings, sod, soil and other 
yard waste from its projects to a landfill, the company recycles as 
much of it as possible. These composted materials are then used as 
amendments in new landscape plantings on both residential and 
commercial properties as shown here. Photos: LID Landscapes

“If  you’re not on the cutting edge of  the green industry, 
if  you’re not pursuing these more organic methods of
landscaping, then you’re being left behind.” – Scott Natter
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SUSTAINABLE LANDSCAPES

Recycling at its core
The core of LID Landscapes’ sustainable practices 
is recycling. It composts all of the organic matter it 
hauls away from job sites. Instead of taking branches, 
grass clippings, sod, soil and other yard waste from its 
projects to a landfill, the company recycles as much 
of it as possible. These composted materials are then 
used as amendments in new landscape plantings on 
both residential and commercial properties. Natter 
says that using recycled mulch adds healthy nutrients 
to landscapes, saves room in landfills and reduces the 
emissions necessary to transport and dump materials.

In addition to organic matter recycling, LID 
Landscapes recycles old concrete and flagstone scraps 

A different approach
LID Landscapes’ services do include the use of or-
ganic fertilizers and herbicides, but in Natter’s expe-
rience, organic herbicides have not been as effective 
as traditional products. “We have some that we’ve 
tried, and we will continue to try and find others that 
work well, but as of now, there isn’t anything that 
works great.” 

Rather than relying solely on organic products 
to achieve a sustainable landscape, LID Landscapes 
has realized that the most effective organic method 
of weed control is manual weeding. “There’s a lot 
of hand weeding at first and using fertilizers that 
strengthen the natural landscape so that the desirable 
plants become stronger.”  

Natter says his crews manually remove weeds un-
til the desired plants become stronger and force out 
the weeds. “If you have a strong, dense turf, there’s 
less possibility of weed growth, and that’s more the 
management practice of being organic and less im-
pactful to the environment that we end up taking a 
lot of times.” 

There’s controversy in many areas, including 
Boulder, over the possible harmful effects of herbi-
cides on insects, animals and humans. Because of 
that, Natter says it’s a better scenario if the compa-
ny can achieve the desired effects of a healthy lawn 
without reverting back to using chemicals.

The cost of going green
Educating clients that to have a sustainable land-
scape, one must accept a certain level of weed growth 
can be a challenge. “There’s this mentality for some 
that ‘I don’t want to see any weeds in my turf, I just 
want a lush, green lawn.’ To achieve that organically 
without using chemicals is virtually impossible. At 
some level, you’re going to have some weeds.” 

However, he adds that if you create a very 
strong turf, you’ll have very few weeds. That doesn’t 
mean you’ll have a yard full of dandelions, but an  
organic-seeking homeowner has to be content with 
one or two stragglers. “If people can accept that, we 
can achieve an organic lawn by not using chemicals.” 

But, the question is, are people going to accept 
this if they’re paying good money for landscaping 
services? Natter says some clients are receptive to this 
approach, and some aren’t. “It’s when the values don’t 
align that make it difficult.” He says LID Landscapes 
works with clients to “help them find a happy medi-
um of how much time they want to spend maintain-
ing their lawn, how much they want to pay for it and 
really what is acceptable.”

When people hear the words green or organ-
ic associated with a product or service, they usually 
equate this with higher costs. Natter says that for cli-
ents who really want this organic method, there is an 
upfront cost because of the labor you invest to get it 
to a state that’s more sustainable.

However, some investments pay off over time. 

from project removals and demolitions. Rather than 
hauling these materials to a landfill, it crushes the 
materials into a small size, similar to gravel, which is 
then used for sub-bases under patios, driveways and 
other landscape hardscapes. 

“If we can eliminate [the need for] 80 percent of 
[new materials] and recycle everything that comes 
off of our sites, that’s definitely a big gain for us.” 

The company also takes all metal scraps, wood 
pallets and plastic materials to a recycling plant. The 
company practices the “reduce, reuse, recycle” men-
tality in its office, limiting its use of paper, which is, 
not surprisingly, made from recycled materials. 

Not only are these practices good for the envi-
ronment, they benefit the company’s bottom line. 
Using recycled materials from job sites reduces the 
amount of new materials the company has to pur-
chase, and with each truckload to a landfill costing 
between $200 to $400, Natter says it also saves on 
disposal costs. 

“There’s this 
mentality for 
some that ‘I 
don’t want to see 
any weeds in my 
turf, I just want
a lush, green 
lawn.’ To achieve 
that organically
without using 
chemicals is
virtually
impossible.”

– Scott Natter
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Natter says upgrading irrigation systems is one of 
the biggest green initiatives Colorado is experienc-
ing. And it’s also a money saver. According to Natter, 
most irrigation systems in the Boulder area are older. 
Helping customers use proper water management 
practices and update their old irrigation systems has 
a direct impact on the overall cost of their landscape. 

So, yes, some sustainable services can be more ex-
pensive, but it really comes down to what the client 
wants. Natter says he’s fine if every prospective client 
isn’t interested in LID Landscapes’ methods. He says 
the company prefers to have a more sustainable prac-
tice, and if that means it doesn’t win over everyone 
with its approach, then it just finds other clients who 
are a good match for its services.

Looking forward
Beyond recycling all of its materials and using organ-
ic weed control methods, what more could a com-
pany possibly do to operate more sustainably? LID 
Landscapes is moving toward reducing its carbon 
footprint and emissions by using battery-powered 
equipment. The equipment doesn’t create exhaust 
fumes or noise when working on job sites. 

While LID Landscapes does already use some 
battery-powered tools like backpack blowers and 
concrete saws, it’s still holding out on electric mow-
ers. Natter says this is because it hasn’t found a com-
mercial mower that will last one of his crews an entire 
day. He’s optimistic that manufacturers will get there 
soon, but he says his company’s biggest challenge is 
having technology catch up with what it needs. 

Adapting to change
There’s no doubt the industry is moving more to-
ward sustainable practices as evidenced by the in-
creasing number of electric power tools, mowers 
and lawn care products that have come out in the 
last few years. Natter says that many of LID Land-
scapes’ competitors profess to have green practices, 
and while they may not be recycling as fully as LID 
Landscapes does, they at least offer the use of organic 
fertilizers and herbicides. 

“If you’re not on the cutting edge of the green 

Rather than relying on organic products, LID Landscapes believes the 
most effective organic method of weed control is manual weeding.
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industry, if you’re not pursuing these more organic 
methods of landscaping, then you’re being left be-
hind,” says Natter. 

Considering implementing sustainable initiatives 
in your company is a step in the right direction. Nat-
ter’s advice? “Just take it one step at a time. Find the 
next way to improve your practices, and institute that. 
And then once you’ve got that down, work toward 
the next one.” He recommends to just keep doing 
this until you’ve moved in a much better direction.

Becoming a sustainable company doesn’t happen 
overnight. LID Landscapes has been in Boulder 
since 1980, and its green practices have evolved over 
the years. “As we’ve become more knowledgeable 
about the effects of these questionable practices with 
using herbicides and pesticides … and filling up our 
landfills and all the waste that’s created, we’ve pur-
posely moved toward a more sustainable direction 
for our company.”

Adopting new practices and methods as a com-
pany can seem daunting, but be careful not to resist 
the ways the market is changing. You don’t want to 
be left in the dust as your competitors adapt their 
services to what clients are asking for. 

“Just take it one 
step at a time. 
Find the next 
way to improve 
your practices, 
and institute 
that. And then 
once you’ve got 
that down, 
work toward the 
next one.”

– Scott Natter

It’s safe to say that most landscapers want to take 
care of the environment and create landscapes that 
are healthy and safe for people and creatures alike. 
So if moving more toward sustainability is good for 
the earth, cost-saving and what your customers want, 
what do you have to lose? 

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

LID Landscapes recycles old concrete from project removals and 
uses the materials for sub-bases under new hardscape projects. 

www.digcorp.com

DIG’s Dripline 
Make your plants happy

SUSTAINABLE LANDSCAPES

With the Irrigation &
Green Industry app,

you can read our magazine 
from your mobile device. 

Download the app
for Apple or Android. 

NOT AT YOUR DESK?
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WIRELESS IRRIGATION

CAN YOU FEEL THE BUZZ? INNOVATORS BOTH
NEW AND OLD ARE TAKING WIRELESS IRRIGATION
TECHNOLOGY TO THE NEXT LEVEL. 
B Y  M A R Y  E L I Z A B E T H  W I L L I A M S - V I L L A N O

I
t’s official. The future of irrigation is going to be a 
wireless one. Rain, evapotranspiration, soil mois-
ture and flow sensors, and now, even entire irri-
gation systems have exchanged wires for Wi-Fi, 
Bluetooth, cellular and 900 megahertz. Anyone 
who attended the recent Irrigation Show and 

Education Conference in Long Beach, California, 
last December got a glimpse of that future, especial-
ly if you walked around the display of entries in the 
Irrigation Association’s new product contest. 

Connectivity is the word of the day as smart ir-

rigation control is increasingly being integrated into 
the “internet of things.” That has suddenly made 
smart controllers a hot commodity, attracting com-
panies outside of the irrigation industry to develop 
them. Some new products have eliminated the box 
on the wall completely, using a smartphone or tablet 
as the controller. 

For a fascinating window into what’s ahead, we’ve 
checked out a few of these new products. Some of 
them are from established irrigation companies and 
some are from new players. 

Taking
wireless
into
uncharted
waters
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WIRELESS IRRIGATION

Wireless irrigation system 
Not simply a wireless device that helps with one as-
pect of irrigation, such as a sensor, Reservoir Spoke 
is an entire wireless irrigation system. Jesse Lafian, 
who founded the company in his junior year at the 
University of Georgia, came up with the product 
“because I saw that there are several major problems 
irrigation contractors deal with daily and I wanted to 
solve them.” 

Lafian says two-wire systems, the industry stan-
dard for commercial sites, “are very complex, with up 
to 11 parts. My system simplifies that down to three: 
a hub, spokes and a DC latching solenoid.”

This system makes it easy to add valves with the 
push of a button on the phone app. You can add a 
virtually unlimited number of zones to a system.

Because there are no wires in the system, light-
ning can’t hurt it. Also, since there’s no need to dig up 
a yard to install this system, there’s no risk of cutting 
other wires in the ground. 

Repair estimating is also easier. “When a contrac-
tor troubleshoots a two-wire system, he’s guesstimat-
ing the cost of a repair,” says Lafian. With Spoke, he 
can know exactly how much it’s going to cost.”  

There are three options for connectivity from the 
hub to the cloud: cellular, Wi-Fi or ethernet. 

Jay Stephens, owner of Davis Landscape, At-
lanta, was an alpha tester of the Spoke product. In 
business since 1994, he installs irrigation systems as 
part of landscape installation. He calls the product a 
“game changer,” with the potential to add $25,000 to 
$35,000 to his yearly bottom line. 

“It’s the first product I’ve seen that’s truly wire-
less,” he says. “A lot of other products talk about be-
ing wireless or internet-enabled or whatever, mean-
ing that you have remote access to the controller, but 
from the controller to the valves there’s still a wire. 
With the spoke-and-hub scenario there are no wires. 
Your smart device is the controller.” He adds, “If I can 

install irrigation systems and not have to run wire, 
that’s black magic.” 

“If a couple years down the road, I don’t buy any 
more wire, I can charge less for a system,” he contin-
ues. “We install $800,000 a year worth of irrigation. 
Some 2 percent of that is wire; not buying it would 
save me $15,000 to $25,000 a year, conservatively.”

Multiple wireless flow sensing
coordinator
Truly wireless flow sensing is something that con-
tractors have wanted for a long time, and they recent-
ly got it. But the Nexus Wireless Flow System from 
Tucor is more like a translator for multiple sensors. 

Using a 900 mHz transmitter, the Nexus Wire-
less Flow System sends out the high-frequency puls-
es required by the current crop of smart controllers 
that are looking for rate of flow in gallons per minute 
as well as flow volume.

It’s compatible with most manufacturers’ control-
lers and pulse-output flow sensors, with the ability 
to “read” up to four wireless and two hardwired flow 
sensors (six total) and sum the pulses to form a com-
bined flow/volume and transmit that information to 
one receiver gateway. It can then transmit that flow 
information to two devices, an irrigation controller 
and a separate injector or other component that re-
quires flow information. You can have a mix of vari-
ous brands and sizes in the same system.

The Nexus can also figure out average flow by tak-
ing the combined pulse count and dividing it by the 
number of sensors.

Smart sprinkler hub/wireless soil
moisture sensor
Sprinkl launched as a company in 2014 with a prod-
uct called Conserve, a smart rain-and-freeze sensor 
that connects to any brand of controller. It’s one of 
the firms that’s entered the irrigation industry from 
another sector. 

Like the founders of Rachio and Skydrop, Sprin-
kl’s two co-founders come from a tech background. 
Noel Geren is a software developer and engineer, 
and Daniel Pruesner is an electronics engineer. Mark 
James, one of the company’s main investors, says, 
“We’re not like the traditional irrigation company. 
We’re a tech company; we use technology to create 
sustainable situations for water, a very precious and 
valuable resource, and to solve problems.”

What led to the development of that initial prod-
uct, Conserve? “Noel Geren, one of our co-founders, 
was out of town when a cold spell hit,” says James. “A 
neighbor called and said, ‘Your sprinkler system’s still 
on, do you want me to turn it off?’ There was no way 
he could do that because everything was locked up.”

Geren “being the hacker that he is,” went to 
work. He reportedly developed the prototype with 
the help of a 3D printer and a modified Easy-Bake 
Oven.

Hunter’s BTT Tap Timer allows 
smart control of container 
plants and window boxes via 
one’s iOS or Android device. 

“Our user
interface is 
really simple. 
That’s where
I think we have
a leg up.”
— Mark James, Sprinkl
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One of the two new products Sprinkl entered in 
the contest is called simply “Control.” Sprinkl char-
acterizes it as “the first smart sprinkler hub.” The 
Control wall module looks nothing like a conven-
tional controller. Open up the green box, and all you 
will see are the terminals for the valves. There are no 
buttons or dials; your smartphone is the controller. 

The complexity of smart controllers confused 
many end users and even some contractors. This cre-
ated a window for app-based smart-control products 
that were simple, user-friendly and low-priced, send-
ing shockwaves into the irrigation industry. 

“That’s where Sprinkl also differentiates,” says 
James. “Our user interface is really simple. That’s 
where I think we have a leg up.” 

Use Control in tandem with one or more Sense 
moisture sensors, Sprinkl’s other new product, and 
you just may remove the need for scheduling alto-
gether, says Geren. The Sense devices will determine 
if watering is required.

Advanced flow monitoring for
commercial sites
Sean Penn, vice president, product management and 
marketing for Hydropoint, explains WeatherTrak 
Optiflow XR’s place in the company’s product line. 
“We have a kind of ‘good, better, best:’ Weather-
Trak LC is for light commercial. Then we have the 
WeatherTrak Pro 3, which has been our workhorse, 
kind of the flagship controller. At the high end, we 
now have the Optiflow XR, adding advanced flow 
management to our suite of controllers.”

“What is really innovative about this, and new 
in the industry, is the ability for multiple controllers 
on a mainline to coordinate their schedules in the 
cloud,” Penn continues. “Once you have all of the 
schedules, zones and hydraulics of a site, they can 
run the maximum number of stations at any one 
time that the mainline or the hydraulics will sup-
port and look at that on a minute-by-minute basis 
using the latest weather data to get shorter irriga-
tion cycles.” 

Penn says that someone trying to do the math 
himself could end up with a water-wasting eight-
hour irrigation cycle. Using this product, and the 
software tools that come with it, all of that calculat-
ing is done automatically, translating into shortened 
runtimes and compliance with watering restrictions.

Optiflow XR allows multiple controllers to 
wirelessly share flow, master valve and point-of- 
connection information. All of that is coordinated 
through the cloud and wirelessly using a cellular 
frequency. 

Battery-operated irrigation controller
with Bluetooth
Designed for commercial or large residential prop-
erties, the TBOS-BT from Rain Bird provides  
battery-operated, wireless irrigation control for 

street and highway medians, roundabouts or any-
where it’s needed, but where there is no access to AC 
power. Each TBOS-BT unit runs on one high-qual-
ity standard 9-volt alkaline battery, estimated to last 
about one year in the field. 

You might think the TBOS-BT was developed as 
an answer to the Hunter Node. Joe Porrazzo, prod-
uct manager for controllers at Rain Bird, says that 
product was actually launched in 2018, a battery- 
operated residential/light commercial controller 
called the ESP-9V. “The TBOS-BT evolved from us 
seeing an opportunity to incorporate the transmitter 
that everyone carries with them, the cell phone.”

Battery power makes the TBOS-BT ideal for ret-
rofitting situations and for temporary irrigation on 
new construction sites. It’s no cream puff either — it 

has a vandal-resistant (and waterproof ) case for in-
stallation in high-foot-traffic areas. 

With this product, too, there is no irrigation 
controller in a box mounted somewhere. To change 
settings, you use the free Rain Bird mobile app or a 
TBOS II Field Transmitter. The app also allows you 
to remotely check battery life. 

Bluetooth-enabled tap timer
The BTT Tap Timer from Hunter Industries is a 
solution to the problem of keeping container plants, 
window boxes and raised beds well watered when in-
ground irrigation isn’t available. No controller is need-
ed; An iOS or Android device is used to schedule. 

Installation is simple, just screw it onto any stan-
dard threaded hose faucet with a ¾-inch inlet. Drip 
or microirrigation emitters can be attached to the 
module with an optional BTT-LOC device. 

Two alkaline AA batteries should power the 
device for up to six months. Once they reach a low 
point, an alert is sent to one’s smartphone or tablet. A 
red LED on the unit itself also flashes when batteries 
need to be changed. 

“Contractors have been asking for something like 
this and our homeowners as well,” says Darik Chan-
dler, Hunter associate product manager. “It’s also a 
very popular product globally.” 

Change is good, but it also can be scary. While 
game-changing products like these new wireless ir-
rigation components are exciting, there is an adjust-
ment period while one learns the new rules. Don’t 
make the mistake of letting that minor obstacle keep 
you on the sidelines spectating while others run with 
the ball, score and win. 

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

online extra
Read the online  
sidebar for photos  
of the products  
mentioned and to  
find out what  
contractors think  
of wireless at  
www.igin.com.

“If I can install irrigation systems and not have to 
run wire, that’s black magic.” — Jay Stephens, Davis Landscape

WIRELESS IRRIGATION
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Q&A SERIES: LIGHTING

It seems like every day, landscape lighting man-
ufacturers are introducing new products. Each 
time they do, the options become greater, the 
energy efficiency is improved, the installation 
gets easier and the prices get lower. Ask any 
landscape lighting contractor, and he’ll say this 

is a great time to be in lighting. 
Others in the landscape industry are recognizing 

it as the No. 1  service contractors are considering 
adding or expanding in 2019, according to Irrigation 
& Green Industry’s “2019 Green Industry Outlook.” 
We talked to one such lighting contractor who has 
grown his business over the years about what it takes 
to be successful. 

Kyle McKelvy and his wife Leah founded Ore-
gon Outdoor Lighting in 2008 in Oregon City, Ore-
gon, just outside of Portland. What started with one 
van and a lot of hard work has now grown into a 
regionally recognized brand that has designed and 
installed over $11 million dollars in outdoor lighting. 

Over the years McKelvy has learned the impor-
tance of creating detailed systems and a strong com-
pany culture and that the ultimate measure of success 
is the happiness of your clients and your team. His 
focus now is to continue to invest in and grow his 

team, as well as provide mentorship services to oth-
ers who want to create multimillion dollar outdoor 
lighting companies. Whether you are just starting 
out in the lighting business or have been in it for  
years, McKelvey’s advice can help guide the way.

QWhat do you look for when choosing a vendor/ 
distributor to partner with?

AThe two most important things we look for in a 
vendor are quality and service. In terms of quality, 

we look for products that meet our standards from 
top to bottom. There are a lot of lights that have good 
housings but poor LED components or vice versa. 
For us, products and components have to be of high 
quality, and they’ve been harder to find than we ever 
anticipated. The main manufacturer we use is Gar-
den Light LED out of Tampa, Florida.

For service, we look not just for great customer 
service but also speed. We want to deal directly with 
the people who are developing and manufacturing 
the lights. We do a lot of custom projects, so waiting 
for days to get a quote or needed information just 
doesn’t work. Garden Light allows us to deal directly 
with the manufacturer. This has even allowed us to 
have lights custom designed for individual projects.

“We believe that our 
people create our 
culture, our culture 
creates our brand 
and our brand
creates our business. 
It all starts with 
our people.”

– Kyle McKelvy

Oregon Outdoor Lighting’s
Kyle McKelvy shares some of
the wisdom he’s gained over the 
years about running a successful 
landscape lighting business.

LIGHTING THE WAY
Edited by Kristin Smith-Ely
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Q&A SERIES: LIGHTING

QWhat types of lights/fixtures/types are the most 
prevalent in your business?

AFor accent lighting, we mostly use spotlights 
and wall washers. Most accent lights have vari-

ous wattages, beam spreads and secondary covers or 
lenses. This allows us to create hundreds of different 
effects with one light. We also have a couple of path 
lights, one that’s a traditional style and one that’s 
more of a modern style. We try to use path lights 
only when necessary as we want our lights to be as 
unseen as possible during the day.

 

QWhat is the largest growing lighting design trend you 
are seeing with your customers?

ABy far, it is the LED strip lights. They have be-
come a very popular design trend. We design and 

install them mostly on benches, stairs and fireplaces. 

QHow does Oregon Outdoor Lighting differentiate  
itself in the marketplace?

AOur people. We believe that our people create 
our culture, our culture creates our brand and our 

brand creates our business. It all starts with our peo-
ple. We work really hard to build a strong culture so 
that we can offer our clients a world-class customer 
experience. We also have a strong set of core values 
that we live by. They are not just words on a piece of 
paper, they are who we are.

QHow much of your business involves retrofits and 
what kind?

AWe only do retrofits on occasion. We’ve found 
that a lot of older light fixtures aren’t designed 

to properly support and protect LED bulbs, making 
retrofits unreliable. Almost all of our work is with 
integrated LED fixtures, as we’ve found that we get 
better performance and longevity out of integrated 
fixtures.

QWhat add-on services do you provide to continue the 
customer relationship?

AThe biggest service that continues our customer 
relationship is our maintenance program. It’s very 

important to have lighting systems maintained on a 
regular basis, just like anything else in the landscape. 
We also have traveling services for clients with sec-
ond homes.

QWhat is the biggest challenge landscape lighting 
companies face in today’s market, and what does 

Oregon Outdoor Lighting do to address that challenge?

AI think one of the biggest challenges landscape 
lighting companies face is showing people the val-

ue of high-quality designs and products. Design is a 
highly subjective thing, and product information can 
get very technical. Our approach is to take the tech-
nical part and present it in a way that makes sense and 
means something to our clients. We also focus on our 
reviews and do testimonial videos. This third-party 
validation is very impactSful for potential clients. 

Kyle McKelvy is general manager, design and sales manager 
at Oregon Outdoor Lighting, Oregon City, Oregon, and can be 
reached at Kyle@OregonOutdoorLighting.com.

SNAPSHOT
Year started: 2008

Area served: Oregon 
and southwest  
Washington

Services: residential 
and commercial design, 
installation and servicing 
of LED outdoor lighting. 

No. of employees: 11 

SEVEN STEPS
Oregon Outdoor Lighting offers customers its Seven Step Service Program. According 
to co-founder Kyle McKelvy, many outdoor LED lighting systems are sold as being 
maintenance-free, but this is simply not true. “Virtually anything you buy, especially 
something you put outside, needs some level of maintenance. Having a service plan 
is the only way to completely protect your investment. While there may be no bulbs 
to change, there are still cleaning, adjusting and core system checks that need to be 
performed.” Oregon Outdoor Lighting’s Seven Step Service Program is designed to 
keep those lights glowing without interruption. The steps include:
1. Clean of all fixtures and heat-sink components.
2. Clean of all fixture lenses to ensure optimal light output.
3. Minor adjustment of light fixtures for refocusing.
4. Trim and minor pruning around fixtures.
5. Rebury any exposed wire.
6. Check transformers. We ensure proper input and output voltages and that
 terminal connections are properly secured.
7. Check timer settings and operation.

They sky’s the limit in outdoor lighting. These examples of lighting projects from Oregon Outdoor Lighting showcase the breadth of options. Whether it’s LED strip lights on fire pits, 
highlighting landscape elements or adding architectural lighting to complement the landscape lights, the possibilities are endless.
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The 2019 trade show season has officially kicked off!
Green & Growin’ 19 draws 
crowd to North Carolina
Thousands of horticulture and landscape 
professionals started their new year on 
the right note, feeling motivated and in-
spired by fresh ideas and new knowledge at 
Green and Growin.’ The Jan. 14-18 event 
in Greensboro, North Carolina, was hosted 
by the North Carolina Nursery and Land-
scape Association. 

With a 2019 theme of “Piece it Togeth-
er,” the event is billed as a one-stop-shop 

for green industry professionals looking to 
expand expertise, earn or maintain licens-
ing credentials, find top products and build 
solid business connections. 

Thousands attend Canada’s 
largest green industry event
Congress is the annual trade show and 
conference for Canada’s horticultural and 
landscape professionals and is sponsored 
by the Landscape Ontario Horticultural 
Trades Association. 

This year’s event was held in Toron-
to from Jan. 8-10 and featured over 600 
exhibitors. 

In addition to walking the show floor, 
the 13,000 plus attending green profes-

sionals had the opportunity to gain knowledge and ideas at more than 60 professional de-
velopment sessions. 

The conference hosted special events throughout the week, like the Awards of Excellence 
Ceremony, as well as Hardscape Live, a hardscape installation completed in six live sessions 
on the show floor. Another popular event was the Come Alive Outside Design Challenge, 
where over 200 designers participated in a challenge to design portable play elements that 
can be implemented at Ontario’s Green Streets Challenge events. 

Congress allows attendees to connect with the people and products that will further  
their personal and professional success, leaving them excited for next year.

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.

Mulch & Bark Hoses
•  For delivery of mulch, bark, and wood chips 

surfacing materials.
•  Increased flexibility; allows easier winding and 

unwinding from hose reels.
•  Easy slide helix; allows hose to slide easily over 

rough surfaces.

600 PSI PVC-Reinforced Spray Hoses
•  Spray hoses are made with premium quality PVC 

compounds.
•  Ideally-suited for lawn and ornamental spray 

applications.
•  Pin-pricked ribbed cover reduces drag and 

increases flexibility.
•  Hoses are light weight and easily coiled after use.

Kuriyama of America, Inc.
(847) 755-0360 

sales@kuriyama.com

www.kuriyama.com
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Indiana Green Expo included 
Landscape Challenge 
The Indiana Green Expo Educational 
Conference and Trade Show is Indiana’s 
largest and most comprehensive green 
industry event of the year. 

Sponsored by the Midwest Regional Turf 
Foundation and the Indiana Nursery and 
Landscape Association, the education 
conference kicked off Jan. 9 in Indianap-
olis, followed by the two-day trade show 
Jan. 10-11. 

In addition to being able to meet ven-
dors and view the newest products and 
technology, attendees had fun at the Land-
scape Challenge where landscape teams 
competed to build a 225-square-foot land-
scape/garden project in four hours with 
products from participating exhibitors.

Beating the winter blues at 
TPIE in sunny Florida
Attendees of the Tropical Plant In-
ternational Expo were exposed to all 
things bright and colorful at the trade 
show held Jan. 16-18 in Fort Lauder-
dale, Florida. 

Hosted by the Florida Nursery, 
Growers and Landscape Association, 
TPIE showcased the latest trends in 
foliage, floral and tropical plants. The 
trade show exhibited nearly 5 acres of living and vibrant plants, creating a virtual indoor 
garden of colorful displays.

Prior to the show, the week began with the TPIE Road Show on Tuesday, Jan. 15. Two 
different tours were offered. The first one was a landscape design tour, which showcased 
interesting ways to use a tropical plant palette to create landscape masterpieces. The produc-
tion tour took attendees on a trip to explore four nurseries featuring interior and exterior 
tropical plant production facilities in Homestead, Florida. 

Along with discovering unique products on the trade show floor, attendees could attend 
five different designer sessions at the TPIE Create Theatre. This year’s sessions were cen-
tered on inviting and innovative ways to incorporate plants in small spaces, both inside and 
outside. TPIE Interiorscape Workshops were offered, which were geared for professionals 
interested in innovative ideas for creating and maintaining interiorscapes. The show ended 
with the TPIE Cool Products Awards and the FNGLA Horticulture Career Fair. ©
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1Walk-behind mowers. John Deere, Mo-
line, Illinois, has unveiled its new line of 
M and R Series commercial walk- 

behind mowers with six models, includ-
ing the W36M, W48M, W36R, W48R, 
W52R and W61R. 

The new line offers improved hand 
position and control grips with recessed 
operator-presence levers. The mowers’ 
spring-loaded neutral locks ease release. 
Improved weight distribution makes it 
easier to raise the front end while curb 
climbing. 

The 14.5-horsepower, recoil-start M 
Series line can achieve speeds up to 6.5 
mph. The W36M and W48M both pro-
vide four inches of ground clearance.

The electric-start R Series line includes 
the W36R, W48R, W52R and W61R. 
Each provides ground speeds of up to 7.5 
miles per hour with up to 8.5 inches of 
ground clearance. 

John Deere
www.johndeere.com

2Air injector. GT Airinject, Jackson-
ville, Florida, presents the Air2HP, a 
portable, hand-held air-injection tool 

that relieves soil compaction and improves 
drainage in remote, high-traffic areas of 
turf fields and lawns. It’s designed for use 
in small, hard-to-reach areas and can be 
easily navigated around tree roots.

It uses a removable, 40-inch stainless 
steel probe to laterally inject pressurized 
air into an area up to 3 feet in diameter 
and as deep as 40 inches beneath the soil 
surface. The process does not disturb turf 
and requires no post-treatment cleanup. 

A flex-coil air supply hose with indus-
trial quick-disconnect fittings, expandable 
to 25 feet, is included. An external air 
compressor such as the Air2G2 324, sold 
separately, is required for use. 

GT Airinject
www.air2g2.com

3Electric fuel-injection mowers. 
Grapevine, Texas-based Kubota 
Tractor Corp.’s 2018 commercial 

mower introductions included three new 
models with EFI added to Kubota’s Z700 
family of gasoline zero-turn mowers. The 
Z751KWi with a 48-inch deck, Z781K-
Wi with a 54-inch deck and the Z781K-
WTi with a 60-inch deck. The new EFI 
models include electronic fuel injection 
systems that adjust the high-pressure 
fuel delivery for optimum power and fuel 
efficiency.

They are equipped with Kawasaki EFI 
engines. Other features include 24-inch 
low-profile tires for reduced ground 
pressure and tire roll, a large 3.5-inch 
LCD engine monitor and a dial throttle 
control for precise engine management, a 
new style suspension seat and a deck step 
indicator and a 12-volt outlet to charge 
and power 12-volt devices.

Kubota Tractor Corp. 
www.kubotausa.com

SUPPLIER IN THE NEWS
Honda seeks partners to develop its Autonomous Work Vehicle 
Honda, Torrance, California, is seeking business and tech-
nology partners to further develop its prototype self-driving 
off-road vehicle, the Honda Autonomous Work Vehicle.

Designed by Honda R&D Americas to enhance efficiency 
and safety for public, commercial and consumer enterprises, 
the company envisions the AWV as a tool with applications 
in landscaping, snow removal, agriculture, search and rescue, 
firefighting and construction.

Built on Honda’s ATV four-wheel-drive chassis, the vehi-
cle uses GPS- and sensor-based autonomy to guide it. A rail 
accessory-mount system allows for safe storage and transport 
for a large array of equipment and attachments, and there are 
plenty of onboard power outlets as well.

Honda says that the AWV’s compact size and off-road ca-
pabilities make it highly maneuverable in all kinds of terrain 

ranging from dense 
forests to urban 
pedestrian zones.

Since introduc-
ing the AWV as a 
concept under the 
name 3E-D18 at the 
2018 International 
Consumer Electron-
ics Show, Honda has 
worked with a variety of partners to beta-test it in a broad 
array of environments. 

The company seeks additional partners to further develop 
the prototype, which was shown again this past January at 
CES 2019 in Las Vegas. 
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TAKE YOUR PROFITS TO A NEW LEVEL
Eric Anderson – North Central: eric.anderson@bock-assoc.com • 952.905.3206
Deborah Hamlin – East and International: deborahhamlin@igin.com • 703.536.7080
Tom Schoen - South Central: tom.schoen@bock-assoc.com • 952.905.3214
Alan Scott – West Coast and Mountain: alanscott@igin.com • 703.559.0532

www.igin.com

Add some sparkle
to your displays!

barcana.com
Lights • Greenery • Electrical Supplies

PLANT • SOIL • ROOT • RHIZOSPHERE

toll free: 800-441-3573      email: bioplex@earthlink.net
www.bio-plex.com

T/O PLANT 
HEALTH thru 
Sustainable

BIOlogy!

www.nitetimedecor.com877.552.4242

With NTD you receive:
PRODUCT • EDUCATION • SUPPORT 

The Irrigation & Green Industry  
Newsletter, Product Roundup and  

Video Vault deliver the latest industry  
news, product information and  
videos directly to your inbox.

Sign up at: www.igin.com 

Stay informed
between issues.[ [

Call 1.800.687.9551 for a No-Obligation Territory Analysis
www.christmasdecor.net/franchise

We provide:
• Comprehensive Training 
• 24/7/365 Support 
• Consistent Product Availability
• Marketing and Sales Plans
• Proprietary Industry Software

We help seasonal companies build  
successful holiday decorating businesses.

Restoring the native balance

ernstseed.com
sales@ernstseed.com

800-873-3321
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Advertise in the IGIN classifieds today! Contact Alan Scott at alanscott@igin.com / 703-559-0532

PRODUCTS

Visit www.igin.com today!

Need a permanent solution to the
H2-B visa cap problem?

Seasonal & permanent workers.
Based in San Antonio, TX.

Call Todd Miller (210) 695-1648.
www.puertorico-pronto.com 

H2-B WORK VISA
INSURANCE

BUSINESS SOLUTIONS

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

Average Gross Sales
(after year 3)

$214,226
Average New

Residential Sale

$1,577
Average Net Profit

38%
Average Closing Rate

52%
Average Daily

Production
(3-man crew)

$2,430How Would You Like to See Numbers Like This?

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

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

www.christmasdecor.net/franchise

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

BUSINESS FOR SALE

**FOR SALE**

Long established landscaping maintenance
business located in North San Luis Obispo

County in California, with long term accounts 
throughout SLO County.

Company has trucks, equipment, and employees  

Call/text Scott (805) 878-3023 for more info.
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HELP WANTED
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WATCH YOUR
PROFITS
GROW!
Irrigation & Green Industry 
offers several ways to reach 
your target audience in print 
and online. Our sales team 
will work directly with you 
to get your brand in front of 
decision-makers. With an 
abundance of options for any 
budget, our sales team can  
help you develop an advertis-
ing program tailored to your 
individual business goals.

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

Deborah Hamlin
East and International
deborahhamlin@igin.com
703.536.7080

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

Alan Scott
West Coast and Mountain
alanscott@igin.com
703.559.0532

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

ANC Technology 
 www.anctech.com ...............................47

Barcana 
 www.thedecorgroup.com ................47

BioPlex Organics 
 www.bio-plex.com ..............................47

Bowsmith 
 www.bowsmith.com ..............................7

Brilliance 
 www.brillianceled.com ........................ 9

Christmas Decor 
 www.christmasdecor.net .................47

Dabmar 
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Dawn Industries 
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DIG Corp. 
 www.digcorp.com ................................37

Ernst Conservation Seeds 
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FX Luminaire 
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Hino Trucks 
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Hunter Industries Inc. 
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Hydro-Rain 
 www.hydrorain.com ............................51

Irrigation Association 
 www.irrigation.org ................................. 3

Irrigation & Green Industry 
 www.igin.com ................................. 13, 37

Kuriyama of America 
 www.kuriyama.com ............................44

Lazarov Inc. 
 www.keyfittools.com ..........................45

Mean Green Mowers 
 www.meangreenproducts.com ..... 5

Natural Lawn of America 
 www.naturalawnfranchise.com ...44

Nite Time Decor 
 www.nitetimedecor.com ..................47

PRO Landscape 
 www.prolandscape.com .................... 9

Software Republic 
 www.softwarerepublic.com ...........45

WAC Lighting 
 www.waclighting.com .......................52
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www.igin.com

FEB. 28- MARCH 1
Land and Water Summit

www.landandwater 
summit.org

Albuquerque,  
New Mexico

MARCH 5-6
Michigan Green  

Industry Association 
Trade Show

www.landscape.org
Novi, Michigan 

MARCH 4-7
Canada Golf Course 

Management  
Conference

www.golfsupers.com
Banff, Alberta

MARCH 13-14
Northeast 

Hardscape Expo
www.nehexpo.com

Providence,  
Rhode Island

MARCH 13-16
Hearth, Patio 
and Barbecue 

Expo 2019
www.hpbexpo.com

Dallas ©
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1Choose a location that blends in well with 
other elements of the landscape design. 

Instead of the pond being front and center, 
select a spot near the perimeter of the yard or 
at the end of a steppingstone walkway. 

2Use a material that resembles stacked 
stone. This simulates how bodies of water 

and rock formations look in nature.

3Incorporate a variety of plants, like cattails 
and hornwort. Having plants at different 

depths most resembles a water garden that 
your client’s neighbors would never guess is 
man-made.

(Source: Lehigh Lawns and Landscaping)

Minimum wage increases
As a result of legislative efforts, ballot measures and adjustments for inflation, 
19 states and 21 cities have increased minimum wage in 2019. These increases 
range from a $0.05 inflation adjustment to a $2 per hour increase. Three addi-
tional states and 18 cities and counties will raise minimum wage later this year.

(Source: National Employment Law Project) 

DID YOU KNOW?
Mercedes-Benz Stadium, 

Atlanta, the location of this 
year’s Super Bowl LIII, is one 
of 12 NFL stadiums with an 
artificial turf field; the other

19 fields have turfgrass.  

Who says winter landscapes have to be dull? Not 
only does the red twig dogwood have beautiful 
spring blossoms, its branches turn a bright red in 
the winter that stand out on a clear day or under a 
layer of snow. To ensure the best color, trim these 
branches in the fall to encourage its red growth.

(Source: AllGreen Landscape Co., Chantilly, Virginia)

Add color
with branches

Three tips for designing a natural-looking pond



HYDRORAIN.COM

WE HAVE THE TOOLS TO MAKE YOU

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

SMARTER & FASTER

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