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Take your best shot

A
s we’re getting a little further into 
the new year, I’ve been working 
on ways to give myself the best 
chance to achieve some goals. But 
even though we’re not at the busi-
est time of the season, things have 
already kicked back into high gear 

since the holidays. At this point, I’m pretty 
sure my to-do lists have to-do lists of their 
own.

One of the projects I’m taking on to help 
things run smoothly is looking closely at how 
I approach some of my day-to-day tasks to 
see if they line up with our best practices. 
This is especially helpful while the season 
is still relatively quiet, and we have time to 
make some modifications here and there. I’m 
extremely grateful to my team, who gathered 
useful documents and project outlines for me 
as I came on board. They’ve been invaluable 
in helping me find my feet in these first few 
months and in getting the whole team work-
ing together.

Whether it’s a full binder or a shared on-
line folder, having a collection of best prac-
tices can make a difference in getting the 
season off to a good start. It can be tough 

to get team members on board to talk about 
how they approach their work, but it’s worth 
putting in the effort. Even starting that pro-
cess can lead to a discussion of different ap-
proaches to projects and the opportunity to 
correct problem areas. 

Though having a lot of past experience 
can help you figure out the best way to take 
on different parts of the job, it might turn 
out that someone else has found a novel way 
to deal with particular issues. If nothing else, 
it starts a dialogue with team members that 
can end up delivering a more consistent, 
quality product for your clients. It might 
even be something such as developing a 
quick checklist for use in the field. Even if 
you can’t get every employee on exactly the 
same page, ideas or changes that come about 
from this process will likely end up having a 
positive impact on your customers. 

Not everything actually needs a best 
practice breakdown, but it can’t hurt to oc-
casionally take stock of the day-to-day work 
you’re doing to make sure you’re getting the 
most out of your time. After all, the season is 
only going to get busier. Take this year, and 
make it your best!  

Having a collection 
of best practices can 
make a difference in 
getting the season 
off to a good start.



QualityMaxijet would
like to welcome
Sherry Davis and
Melissa Paddock
to the Customer
Service Team!

Give us a call.
We would love to
hear from you!

Customer Service

Made in the USA

Maxijet is quality. From our manufacturing to 
our customer care, excellence is tirelessly 
pursued each step of the way. Every time 
product goes out the door, our name is on the 
line. So we do it right.

Maxijet products are made right here in the 
U.S. We take pride in the fact that, as a 
company, we do as much as we can to keep 
jobs at home. It’s just one of the ways we 
work hard to build a stronger community and 
a stronger tomorrow.

Maxijet customer service is second to none. 
We work hard to provide our customers with 
the very best. We may win you over with our 
exceptional products. But it’s our customer 
care that will bring you back time and again.

Thank You!
As a company, we want to say a huge THANK 
YOU to all of our customers. We appreciate 
every single one of you.

Sherry has worked as a 
Customer Service Specialist
in the low-volume irrigation 
industry for 35 years.  
“I especially enjoy working with 
our customers...I feel fortunate 
to work for, and be part of such 
a great team of people!” 

Melissa spent more than 20 years 
in the building industry before 
making the move to Maxijet. “My 
entire career has been customer 
driven...Working here, I have seen 
firsthand why the company has an 
outstanding reputation. I can’t 
imagine working anywhere else.”

Maxijet customer service can be reached at (863) 439-3667 or sales@maxijet.com.
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(NYSE: 

 BAYRY) 

BASF SE
(NYSE: BASFY)

Briggs &  
Stratton Corp.

(NYSE: BGG)

BrightView  
Holdings Inc.

(NYSE: BV)

 Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Franklin  
Electric Co. Inc. 
(NASDAQ: FELE) 

Koninkijke Philips NV
(NYSE: 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)

STOCK
UPDATE

    Last trade (1-15-20)  52-week low  52-week high; Source: Bloomberg.com

Deerfield, Illinois-based Caterpillar Inc. 
celebrated its 90th anniversary of the com-
pany’s listing on the New York Stock Ex-
change on Dec. 17. Caterpillar chairman 
and CEO Jim Umpleby rang the opening 
bell to mark the occasion.

Of the about 2,200 companies listed on 
the NYSE, Caterpillar is among only 3% 
that have been consecutively listed for 90 
years or more.

“I am proud of our entire Caterpillar 
team. Every day, they create solutions to 
help our customers build a better world,” 
says Umpleby. “Our team’s relentless focus 
on executing our strategy for profitable 
growth, including the advanced technolo-
gies that we are showcasing at the NYSE 
today, has given the company a strong bal-
ance sheet and the ability to return a sig-
nificant part of our free cash flow to share-
holders. Since 2017, we have repurchased 
about $7.1 billion in stock and paid about 
$3.5 billion in dividends.”

As part of the celebration, Caterpillar 
gave Wall Street traders the opportunity to 
handle an advanced construction excavator 
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simulator system. Through a panel of video 
monitors and remote-control technology, 
traders had the chance to take a turn at the 
excavator’s controls and attempt to dig vir-
tual trenches, footings and more.

There was also a variety of Caterpillar 
machines on display in front of the NYSE, 
including a wheel loader, wheeled excava-
tor, industrial loader and compact loader, all 
of which have played a part in Caterpillar’s 
historic success. 
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12.31

Caterpillar celebrates 90 years on the New York Stock Exchange
“I am proud of our entire Caterpillar 
team. Every day, they create solutions 
to help our customers build a better 
world.”

— Jim Umpleby, Caterpillar chairman and CEO
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 HUSQVARNA AUTOMOWER® 500 SERIES 

PERFECT CUT.
LESS NOISE.
MORE PROFIT.

© 2020 Husqvarna AB. All rights reserved.

• All-Weather Performance 

• Built-In Theft Protection 

• GPS Assisted Navigation 

• Quiet Operation with No Emissions 

Shifts personnel to  
more profitable tasks

Professional quality  
cutting in all conditions

Advanced remote management 
with Husqvarna Fleet Services™

Connect with HusqvarnaUSA

HUSQVARNA.COM
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 QUICK
 TAKES
University	baseball	
players	save	landscaper
Four Embry-Riddle Aeronautical 
University baseball players were 
golfing at a Daytona Beach, Florida, 
course when they heard a splash 
and saw a large commercial lawn 
mower upside down in the water.

When they realized someone 
was likely underneath, the group 
ran over. The four players jumped 
into the water and together lifted 
the 1,000-pound mower so land-
scaper Paul Pilato could get out 
from underneath the lawn mower. 
A husband and father of four, Pilato 
was grateful for their quick action. 

School	uses	goats	for	
landscaping	problem
For more than 20 years, the 
overgrown reservoir on the side of 
Imperial Estates Elementary in 
Titusville, Florida, has been a chal-
lenge for grounds crews to maintain 
due to rough terrain. The area is 
also home to a protected species of 
gopher tortoises. 

To tame the wild acre, the 
school has hit on a creative solution: 
goats. Two dozen of the animals 
will bite back the problem shrubs to 
clear the unruly plot. The goats are 
on loan from the southcentral Flor-
ida franchise of Rent-a-Ruminant, 
a national company that specializes 
in landscaping livestock.

Holiday	donation	 
makes	a	difference
Weed Man Lawn Care chooses a 
location to donate to every year, and 
this past holiday season, it chose 
Boise, Idaho’s Ronald McDonald 
House Charities to support by 
donating $15,000. Its donation 
is adding a healing garden to the 
property, helping make the $15.3 
million project possible.

“We’re always looking for a way 
to give back,” says Austin Walters, 
branch manager for Weed Man 
Lawn Care Services. 

  Landscape

Ewing and local companies build green space for Phoenix veterans in recovery
Local green industry companies led by Phoe-
nix’s Ewing Irrigation and Landscape Sup-
ply came together Dec. 7 on a project to give 
back to veterans: They installed a calming 
garden and new green spaces for patients at 
the Phoenix Veteran’s Administration Health 
Care System’s Substance Abuse Recovery 
and Rehabilitation Treatment Program.

With the intention of giving patients a 
serene place to congregate, volunteers from 
Ewing and its partners worked together 
to renovate the landscape at the VA facility 
for patients residing in SARRTP. They con-
structed raised planter beds around the en-
trance and sides of the building, installed wall planters and created an herb walk. Patients 
will be able to cultivate the gardens in the raised planter beds and wall planters.

“This functional garden is going to allow us to therapeutically treat those residing in 
SARRTP,” says Michelle May, a recreation therapist at the Phoenix VA. “Gardening has 
been proven to help with providing coping skills and healing to those who suffer from 
PTSD as well as substance use disorders by giving them a sense of purpose and responsi-
bility. Gardening, especially for substance use disorders, helps reciprocate the concepts we 
are also wanting our veterans to see in themselves — that with time, care and attentiveness, 
positive growth and change can happen.”

As part of Ewing’s commitment to local sustainable solutions and community outreach, 
Ewing partnered with manufacturers Hunter Industries, Landscape Products, Corona 
Tools, Mirimichi Green, AquaSmart, Holganix, Pavestone and a Phoenix-area contractor, 
One Fix Sprinklers, on the project. 

  Equipment

Scientists to plant 1 billion trees by 2028 using drones
Canadian scientists plan to use drones to plant 1 billion trees by 2028, according to a 
Newsweek article. The team behind the Flash Forest reforestation company says it has de-
veloped drone technology that maps out the best areas for planting. One drone operator 
has the potential to plant 100,000 seed pods per day. Flash Forest hopes to offset carbon 
emissions enough to have a significant and measurable impact on climate change within 
the next decade.

The company uses a pneumatic machine attached to a drone to plant the pods. Each 
vessel contains three germinated seeds as well as other species that support the area, a fun-
gus called mycorrhizae that helps plants to develop, fertilizers and other ingredients. After 
planting, a spray drone will cover the area with nutrients such as nitrogen to help the seed-

lings grow. A mapping drone is later sent out 
to monitor their progress.

The science and engineering graduates 
behind the project claim their methods are 
10 times faster and 20% cheaper than nor-
mal tree planting techniques. They hope this 
will enable them to efficiently target areas 
that have been harvested and ravaged by 
wildfires.

Founded at the start of 2019, Flash For-
est completed its first pilot test last August 
and have since planted over 3,000 trees in 
southern Ontario using what it called their 
“manual firing mechanism.” 

Ewing Irrigation and Landscape Supply helped renovate 
the landscape at the VA facility in Phoenix, adding 
raised planter beds, wall planters and an herb walk.
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  Landscape

Lawn care business owner receives surprising gift after trailer,  
equipment stolen
Last November, Landeros Reid, owner of L and L Lawn Care Service in 
Blue Springs, Missouri, experienced a devastating loss when his trailer was 
stolen, as well as more than $25,000 worth of equipment.

When FOX4 News of Kansas City, Missouri, published a story about 
the theft, it caught the attention of a company who wanted to help.

Kohler Engines of Kohler, Wisconsin, gifted Reid with two brand-new 
lawn mowers to help jump-start his business once again. 

“It’s just amazing that there are a 
lot of good people out there to coun-
teract bad situations,” Reid says. “You 
never know social media, the news and 
how that can impact a situation, but it 
can. I’m just grateful for it. My family 
is grateful for it, and I’m grateful for it.”

Megan Amundson, market analyst 
for Kohler Engines Division, said it 
was a team effort between Kohler En-
gines; Medart Inc., a distributor of en-
gines and outdoor power equipment; 
and Lawn and Leisure in Lee’s Summit to make this happen.

“Landscapers are at the heart of our business, and we felt it was import-
ant to help one of our own,” Amundson says.

Thanks to the kindness of others, Reid is back in business, with a chance 
to start over, an opportunity and business he’s using to inspire his children.

“It’s all for them. It’s all for legacy, all for growing a business and showing 
them they can do things and be their own boss. And it’s a blessing for me 
and my family,” says Reid.

  Equipment

SiteOne Landscape Supply acquires three suppliers
Roswell, Georgia-based SiteOne Landscape Supply Inc. has acquired three 
suppliers focused on the distribution of hardscape and landscape supplies.

Dirt Doctors serves the greater New England market with three locations. 
“Dirt Doctors is a great fit with SiteOne as they add hardscapes, landscape 
supplies and natural stone to our existing irrigation, agronomic and land-
scape lighting product lines in New Hampshire while strengthening our full 
product line presence in the Boston market,” says Doug Black, chairman and 
CEO of SiteOne Landscape Supply. 

Wittkopf serves the greater Spokane, Washington Valley, with two lo-
cations. “Wittkopf Landscape Supplies has a passionate and talented team 
focused on providing excellent quality, service and value to their customers, 
and we are excited to have them as part of our family,” says Black. 

Empire Supplies serves the 
greater  Newark-Union, New 
Jersey,  metro with three loca-
tions. “Empire Supplies has 
an outstanding culture built 
around customer service. They 
have a talented team that shares 
SiteOne’s passion for providing 
quality products, exceptional 
service and superior value to our 
customers,” says Black. 

  Landscape

BrightView acquires Signature Coast Holdings
Plymouth Meeting, Pennsylvania-based 

BrightView Holdings Inc. has an-
nounced the acquisition of Signature 

Coast Holdings, a commercial land-
scaping company headquartered in 
Napa, California. 

Signature Coast’s operations 
span nine strategic locations in both 
California and Nevada. The compa-

ny’s 600 landscape professionals pro-
vide landscape maintenance, irrigation, 

enhancement, installation, arbor care, pest 
control and snow removal services under its three major 
brands: Coast Landscape Management, Signature Land-
scapes and C and R Landscape.

Kelly Solomon, CEO of Signature Coast, and her 
senior leadership team will remain with BrightView to 
guide the integration process and beyond. “Our shared 
values toward our customers and employees convinced 
me that joining BrightView was the logical next step for 
Signature Coast,” says Solomon. “In addition to sharing 
best practices and leveraging industry-leading resources, I 
am excited by the opportunities that we will create for our 
award-winning team members to continue growing while 
keeping the customer at the center of everything we do.”

  Equipment

Doosan Bobcat North America awards grants to  
schools for STEM projects
Compact equipment manufacturer Doosan Bobcat North 
America Inc., West Fargo, North Dakota, has awarded 15 
grants totaling $7,500 to North Dakota elementary and 
middle school classrooms for projects focusing on science, 
technology, engineering and mathematics. This is the sixth 
year Doosan Bobcat has awarded “Doosan Discovery 
Grants” to accredited schools in communities where the 
company has offices or production facilities.

These selected schools and classrooms can use the 
grants to help with a variety of projects supporting STEM 
initiatives. Designing robots and rockets, learning how to 
code, and creating a hydraulic arm are just a few of the 
hands-on projects planned by grant recipients.

Projects will be designed to improve, advance and en-
rich student learning. These grants will help students ap-
ply STEM concepts they are learning in school to solve 
problems, using some of the same technologies and tools 
utilized in the workplace.



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

By STaCie Zinn ROBeRTS

Write better emails

Every email 
you send is a  
representation  
of you  
and your  
company. 
It’s marketing 
in its purest 
form.

I work with this vendor named Darryl. Darryl is 
a nice guy. His products are well-priced. They’re 
good quality. Everything comes in on time. But 
Darryl is hard to work with because Darryl is 
terrible at email. Every time I work with him, 

he signs his email: “Thanks, Darryl.” Darryl knows 
his phone number. I don’t. Nearly every time I buy 
something from him, I need to call him. But because 
his signature doesn’t have his phone number, and I 
don’t have it memorized, I’ve got to go searching for 
it. It creates extra work for me. It’s annoying. Don’t 
be Darryl. 

I tell you this story because most people, like Dar-
ryl, don’t realize they are terrible at email. But you, 
my friend, can get better at email, and your custom-
ers will thank you for it. Here’s how:

Create	a	complete	signature.	
Don’t assume that your customers know you or 
anything about you. Always include your name, 
title, company name, address, phone number and 
email address. Add a link to your website and all of 
your social media channels too. To do this, create 
a standard email signature in your email software 
that automatically populates on the bottom of every 
email. 

If this seems like overkill, consider the informa-
tion you’re actually conveying. Using your full name 
lets the receiver know who you are. Maybe there 
are two men named Bob at your company. Your full 
name tells them you’re the right Bob. Your title tells 
the recipient that you are qualified to answer their 
questions. Your company name tells them who you 
represent. The address indicates if you are local to 
your customers. It gives them a clue to your time 
zone if you’re not local and a physical address in case 
they want to drop by with a basket of fruit. You nev-
er know! Include your phone number, so they can 
call you, and your email address, so they don’t have to 
look for it in the email thread. And the rest offers a 
myriad of ways to contact you, learn about your com-
pany and become a raving fan. 

Keep	it	short.	
Have you ever opened an email and found it went 

on, and on and on? I bet you didn’t read the whole 
thing. Just skimmed it, right? We’re all busy and no 
one has time to read the War and Peace of emails. It’s 
just too daunting. So do your customers a favor, and 
keep it short. Get to the point in three paragraphs or 
less. Say thank you and end it.

Use	subheads	and	bullets.	
If you can’t keep it short, then use subheads and 

bullets to break up the information and call out sta-
tistics, dates or other important bits of information. 
They might only read the bullets because most of us 
know that’s where the good stuff is. Vary the length 
of paragraphs to create white space, make it easier to 
read and pull the reader’s eye through the email. 

Make	friends	with	spell-check.	
Most email programs come with a spell-checker. 

In addition, there are several spell-check programs 
available for download. Grammarly offers free and 
paid versions (www.grammarly.com) that work as a 
Chrome extension to your email. I use them together 
to double-check my spelling.

Don’t	type	in	ALL	CAPS.	
In the world of email, ALL CAPS is the equiva-

lent of screaming at the email recipient. Not only is it 
rude, but a long string of capitalized words is almost 
impossible to read. Use ALL CAPS sparingly, for 
emphasis only, or NOT AT ALL because it sounds 
like your mom is scolding you.

Every email you send is a representation of you 
and your company. It’s marketing in its purest form. 
Make it easy for your clients and potential custom-
ers to do business with you. Follow these tips, then 
shoot me an email at stacie@whatsyouravocado.com 
to let me know about your progress.  
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       www.meangreenmowers.com    

Mean Green Mowers offer all day mowing with 
extreme power and stealthy operation. With  
available horsepower exceeding most commercial 
gas mowers  in their class, Mean Green Mowers 
prove that cordless electric mowers can be   
powerful and extremely  quiet. The loudest our 
mowers will attain is 82 db, whereas gas mowers 
obtain 95-100 dbs. For every 6 db difference in 
sound, noise  doubles. Our 82 db mower is less 
than half the noise of a 88 db mower. 
Mean Green provides powerful electric  
replacements for gas engine products that run at 
close to 90% efficiency and only cost about 5% of 
what you would pay to operate and maintain a gas 
engine rival. This means you can save $5.50-
$15.00 per hour while mowing with one of our  
extremely efficient zero turn battery powered 
mowers. 
Routine maintenance is one of the most  
important, time consuming, and expensive tasks 
that every gas mower owner is plagued  with time 
and time again throughout the service life of the  
mower. With Mean Green  Mowers, there is very 
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By Kevin SmiTh

Aim higher

We work to make money; the goal is to 
make more and to keep more. One 
of the ways to do this is to sell prod-
ucts at a higher price and still win the 

business. Many contractors have done a great job of 
doing this by distinguishing themselves as a quali-
ty company with a quality brand. These contractors 
have put much time and effort in working with the 
high-end customer. These customers demand the 
best, so in many cases price is no object. Creating 
a quality company can lead to more prosperous job 
opportunities.

After the last recession, there has been a “race to 
the bottom” in the lighting industry. Many contrac-
tors and distributor sales staff have lost their confi-
dence in selling a pricier, quality product. In some 
ways, they believe that if they can’t afford to buy a 
quality product — then neither can their custom-
er. This isn’t true! Remember, what might be good 
enough for you may not be good enough for your 
customer. Couple that with a good economy and 
consider the stars to be aligned for success.

If you begin a sales pitch with a lower-end prod-
uct, you may likely be leaving money on the table. I 
learned years ago that the way a product is present-
ed for sale is extremely important. Once, an elder-
ly gentleman came into the store I was managing, 
looking for lighting for his walkway and steps. As 
we spoke, I found out that his steps were surrounded 
by planter walls, with planters on both sides of the 
walkway. Using my newly learned sales skills, I di-
rected him to the most expensive copper wall sconce 
and area lighting that I had in stock. He asked me if 
I could stop by his home after work to show his wife, 
and later that night I visited the property. He and 
his wife lived in a beautiful Tuscan-style estate filled 
with outdoor sculptures. After showing the couple 
the effects of the two fixtures, they agreed that these 
indeed were their choice products to use. Price was 
no issue. Over time, they ended up purchasing more 
than $25,000 of high-quality lighting products from 

the store I managed. It would have been easy to hand 
him a few lower-priced fixtures that would have suf-
ficed. However, he may not have been back to buy 
more. 

Many contractors today have moved away from 
the artistry of lighting to become fixture planters. 
This is a big mistake. The successful lighting contrac-
tors have developed their businesses with positive 
relationships that become customers for life. Their 
customers rely on them and their choice brand. These 
customers trust and refer these contractors to their 
friends and family. Successful lighting contractors 
have mastered the mechanics, design and salesman-
ship of their products. They have specific products 
that they work with and are always open to new 
technology. When working with their clients they 
first discuss the application. It’s important to ask the 
question “Why light?” Is the goal to provide safety, 
security or beauty? 

Educate your customers on the concepts of a true 
lighting system and the value in quality lighting. 
This will allow you to lead in with the higher quality 
product and the added value it can provide to the 
home. Also, always be prepared to discuss product 
warranty and wow them with your customer service!

If you are not playing in this space today, how do 
you get there? Invest in yourself ! The first step is to 
seek out proper training. Your local manufacturer rep 
can lead you in the right direction. During the winter 
months there are classes being held at your local dis-
tributors, as well as factory-sponsored seminars. The 
Association of Outdoor Lighting Professionals also 
has a mentor program, which pairs a new contractor 
with an experienced one. Take the time to read some 
books on sales techniques. There is always so much 
that can be learned. I will leave you with the words 
of Bill Locklin, the inventor of the 12-volt lighting 
system. When closing each seminar, Bill would say, 
“They expect landscape lighting to be expensive; 
don’t you dare disappoint them!” 

If you begin 
a sales pitch 
with a lower-
end product, 
you may likely 
be leaving	
money	on	
the	table.



HUNTER INDUSTRIES:

Hunter Industries is a global, family-owned company that 
provides unmatched solutions for the irrigation and landscape 
lighting sectors. Hunter and FX Luminaire products can be 
found everywhere from residential landscapes, commercial 
complexes, and universities to professional stadiums, national 
landmarks, and government buildings worldwide.

Headquartered in San Marcos, California, since 1981, Hunter 
is the world leader in the development of water-efficient solu-
tions for residential, commercial, golf course, and agricultural 
irrigation applications. Designed with the demands of profes-
sionals in mind, our product family includes pop-up gear-driven 
rotors, high-efficiency rotary nozzles, spray sprinklers, valves, 
irrigation controllers, central control platforms, micro irrigation 
systems, weather sensors, and accessories. 

In 2016, we expanded our product line to include the in-
dustry’s most complete Wi-Fi-based irrigation management 
software solution for contractors. Hydrawise® technology rep-
resents the forefront of irrigation management. The software 
saves water and keeps landscapes 
flourishing while helping contractors 
increase labor savings and pursue 
new avenues to grow their business-
es.

Our core business philosophy is to 
produce products that allow irriga-
tion professionals to create solutions 
that use as little water and energy as 
possible while maintaining optimal 
landscape function and ambience. To 
maximize reach, infrastructure, and 
capabilities, we expanded into the 
landscape lighting industry with our 
acquisition of FX Luminaire in 2009.

FX Luminaire is an industry-lead-
ing manufacturer of landscape and 
architectural lighting products with 
a focus on the advancement of LED 
technology and digital lighting man-
agement. Our flagship Luxor® light-
ing controller leads the industry in 
low-voltage lighting control with 
zoning, dimming, and color capabil-
ities. We also offer a full spectrum of 
traditional and modern lighting fixtures to create endless op-
portunities for elegant landscape lighting systems in commer-
cial and residential applications. Both Hunter and FX Luminaire 
products are available exclusively via our professional distribu-
tor network.

We believe in selling through the professional channel. 
That’s because we know industry professionals are instrumen-
tal in ensuring that irrigation and lighting products are properly 
designed, selected, and installed. Hunter University is our com-

prehensive, free online training program. We offer an array of 
programs so professionals can stay on top of the latest products 
and techniques to help grow their businesses. More than 100 
courses and several certificate tracks are available that cover 
product knowledge, installation, design, and troubleshoot-
ing. Many courses feature field experts and include interactive 
learning elements. 

Beyond products, we are conservation-minded in all areas of 
our operations. From LEED-certified factories and facilities, to 
extensive material waste-reduction efforts, every aspect of our 
business is designed to use as few resources as possible while 
maintaining superior product quality. 

We are proud of our nearly 40 years of success and thank 
our customers and partners for their ongoing support. We will 
continue to build upon our legacy of innovation with exciting 
new products while remaining true to our values of customer 
satisfaction, innovation, family, and social responsibility wher-
ever we do business.

A Global Leader in Irrigation and Landscape Lighting

To learn more about our best-in-class irrigation solutions, 
visit hunterindustries.com. 

Visit fxl.com to see our latest lighting innovations.
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— By Mary Elizabeth Williams-Villano — 

Sustainable practices can be friendly  
to both your client’s turf and you.

Across many industries, companies are look-
ing at environmentally friendly practices, 
prompted by public concerns such as cli-
mate change, pollution and threat to polli-

nators. Those issues hit especially close to home when 
it comes to landscaping and irrigation, as well as the 
chemical inputs that green industry professionals use.

Transitioning to a more sustainable, eco-friendly 
approach takes lots of planning to match your clients’ 
expectations and protect your company’s bottom line. 

Changing course
For Frank Crandall, owner of Frank Crandall Hor-
ticultural Solutions, Charlestown, Rhode Island, 
a company that offers both organic consulting and 
organic landscape services, the transition began in 
January 2005 when he took a trip to Barre, Massa-
chusetts, to take the Northeast Organic Farming As-
sociation’s five-day land care training course. 

“It was a comprehensive course in organic land 
care principles, taught by experts in the fields of soil 
health, organic pest and disease control, composting, 
organic lawn care, native plants, invasive plants and a 
whole bunch of other topics,” says Crandall. 

This course changed his life. “I had been trained 
in traditional landscaping methods, using chemical 

pesticides, herbicides and nonorganic fertilizers,” he 
says. “The course taught me that there were natural 
tools I could use instead of those.”

Crandall began transitioning his landscaping 
business over to more sustainable practices, a process 
that took about two years. “I immediately gave up 
using some of these harsh sprays and converted to 
using insecticidal soaps and neem oil, things that 
were allowed by NOFA (Northeast Organic Farm-
ing Association) and OMRI (Organic Materials Re-
view Institute).” 

Among the greatest fears any small business own-
er has is losing hard-won accounts. Crandall admits 
that part wasn’t easy. “The big challenge was getting 
the word out to our clients, saying that we’re going 
to be doing things organically from now on, and here 
is the program that we’re going to follow.” He found 
that most of his clients were at least willing to give 
the new way a try.

Several, however, were bothered by not seeing the 
sort of immediate results they were used to. “But we 
didn’t lose them,” says Crandall. “Those people, we 
put on a hybrid program that used mostly organics 
but included some nonorganic elements, mainly for 
weed control. For the most part, we’ve been able to 
keep those customers.” 

A Natural Path





COVER STORY

16            Irrigation & Green Industry    February 2020 www.igin.com

We spent 
two years 

experimenting 
with the 

products on our 
own lawn to 

make sure they 
would work.

– Eric Lunseth

When you have existing customers 
who have become used to a certain quality in 

their lawns, it can be tough, Crandall admits. “Then 
you have to ask yourself the question, do you lose a 
good client because you’re not willing to keep using 
traditional pesticides and herbicides?”

New baby, new way
Eric and Shay Lunseth, owners of Organic Lawns by 
Lunseth in Minneapolis, Minnesota, were willing to 
take that gamble. The birth of their first child 10 years 
ago was the catalyst for changing over the landscape 
business they’d started in 2007. “Both Shay and I re-
alized how important it was to us to keep chemicals 
away from our property,” says Eric Lunseth.  

They had talked about converting their business 
to organic lawn care earlier, “and I had dabbled in it a 
little bit while working for other companies,” he con-
tinues. “We spent two years experimenting with the 
products on our own lawn to make sure they would 
work. By 2010, after two seasons, we felt confident 
enough to start selling organic services to clients.” 

With nine residential customers their first year of 
going organic, “we said to the clients, ‘take it or leave 
it,’” says Shay Lunseth. “‘We’re going organic, and 
we hope you come with us.’ And most of them did.” 
They now have around 1,100 clients.

True believer
Michael Nadeau, owner of Wholistic Land Care 
Consulting LLC, Sharon, Connecticut, started land-
scaping at age 12, working for a neighbor’s company. 
At 17, he passed a difficult test to become a certi-
fied arborist and worked for a tree service for awhile. 
The arborist license allowed him to spray pesticides, 
which led to him starting a spraying business. In 
1981 he started his own landscape and tree service 
company, with his brother joining him in 1982. 

Talking to current customers about changing to more sustainable or organic practices can feel risky, but many 
are willing to give it a try, according to Frank Crandall, owner of Frank Crandall Horticulture Solutions. This 

Charlestown, Rhode Island, lawn shows a difference after organic applications. Photos: Frank Crandall 

“I learned how to kill everything that moved us-
ing all the high-powered synthetic pesticides of the 
day,” Nadeau says. 

But something didn’t feel right for a self-described 
nature boy who’d grown up roaming the woods. Then 
shaking spells brought him to a doctor, who asked 
him if he’d been exposed to organophosphate, a com-
mon pesticide chemical. “I’d been poisoning myself, 
being careless,” Nadeau says. “When we sprayed for 
gypsy moth on hot days, we’d take our shirts off and 
let the pesticide rain down on us to cool off.”

Sometimes working with sustainable practices means 
incorporating native plants or species that support pollinators. 

Just because the plants are native species doesn’t mean 
they can’t bring color to the yard. Photos: Michael Nadeau
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It’s going to be 
a healthier lawn 

overall, but 
people have to 

be patient. 

– Frank Crandall

Nadeau began investigating alternatives to chem-
icals but didn’t find many. “Biological pesticides were 
in their inception back in 1982. Then I heard about 
Rodale.” The Rodale Institute, Kutztown, Pennsylva-
nia, is a pioneering center for research and education 
in organic farming and landscaping. A monthlong 
apprenticeship there made him a true believer in the 
organic way.

Still, Nadeau says they didn’t switch to all-organ-
ic until around 1988. “In the meantime, my brother 
and I started using some organic methods, gradu-
ally phasing them into our landscaping work. We’d 
substitute with organic fertilizers without telling the 
clients because frankly, we didn’t know if they’d work 
or not.” 

Nadeau admits that the first few years of the tran-
sition were lean ones for him and his brother. “But 
remember, nobody was doing this back then. Though 
we lost our original clients, they were replaced by or-
ganic ones a little at a time. Then things really started 
to take off.”

But he cautions that the organic approach does 
take patience for both the client and the landscaper. 
“You have to have a benevolent soul for the plan-
et to get into this,” Nadeau says. “After three to five 
years, though, the clients will begin to notice their 
costs starting to really go down. They’ll tell two peo-
ple, and those two will two others, and after a while, 
you’ll have more business than you can handle. That’s 
what happened to us.”

As green as you want to be
There are many shades of green in the marketplace. 
Some landscape operations are fully all-organic, using 
absolutely no chemical inputs whatsoever. Others are 
mostly green, somewhat green or green-on-request.

Crandall says you can have a split business that is 
partly organic and partly traditional, as long as you 
keep the materials and equipment used for each part 
of the operation strictly separated. That means hav-
ing at least two of everything, including sheds. “The 
sprayer you’re using to spread organic pesticides or 
fertilizer should be designated for that use only,” he 

Organic doesn’t mean “weed-
free,” and it’s important to be 
realistic about expectations with 
clients, Nadeau says. Photo: 
Michael Nadeau



COVER STORY

18            Irrigation & Green Industry    February 2020 www.igin.com

says. “You can’t go back and forth with tools, and you 
can’t just throw everything into the same building.”

The Lunseths offer a conventional chemical 
weed-and-feed program to their commercial cus-
tomers. The reason? Organic inputs cost more, and 
large-scale commercial sites find it cost prohibitive.

Managing expectations
You shouldn’t paint too rosy a picture of what their 
landscapes will look like for the first few months and 
years of this approach. It takes patience and trust. 

“Don’t overpromise,” says Nadeau. “If you tell 
someone they’ll have a weed-free lawn with organics, 
you’re lying. You have to tell people both the up and 
the down sides of the organic way.”

Organic fertilizers encourage mycorrhizae and 
beneficial soil bacteria. There are no toxic chemicals 
in the runoff to pollute local water bodies. It’s better 
for the pollinators.

How to 
transition 
a lawn to 
organics

A soil test is the first step. The results will provide a road map as to what soil amendments are needed.  
The first year of organic conversion may include the use of preemergent and post-emergent chemical  
weed control treatments and chemical grub control; after that, all treatments should be nonchemical.

An organic program would include early spring applications of lime and organic, low nitrogen, 
phosphorus and potassium fertilizers with an NPK number of 8-1-1 and kelp booster in late spring. Soil 
conditioner should be added in summer, and in early fall, another application of 8-1-1 fertilizer. These  
inputs would be in addition to compost top dressing and applications of compost tea.

For weed control, seek out Organic Materials Review Institute-approved products containing d-limo-
nene, an oil extracted from orange rind, ammoniated soap of fatty acids or corn gluten. For grub control, 
use neem oil, beneficial nematodes and milky spore; for flies and mosquitoes, Bacillus thuringiensis.

Good cultural practices will help you achieve success. These include aeration, overseeding and 
watering infrequently but deeply in the early morning hours. Mowing to a height of 2½ to 3 inches with 
a mulching mower allows grass to better resist disease and shades out weeds; grass clippings and 
chopped-up leaves add nitrogen. 

Weeds and insects are harder to kill using organic 
methods. The content of natural pesticides such as 
milky spore and Bacillus thuringiensis is unregulated, 
so you can’t be sure of how much you’re getting or its 
freshness. And organic inputs just plain cost more. 

People that are hopelessly addicted to having that 
perfect green lawn with zero weeds, what Nadeau 
calls “the show,” aren’t likely to go for this approach. 
“Maybe the husband plays golf and wants his lawn to 
look perfect like the course,” he says. 

“It’s going to be a healthier lawn overall, but peo-
ple have to be patient,” says Crandall. “Any new client 
we take on, we explain that it takes two to three years 
of building up the soil before it really starts to pay off. 
Most all of the clients that have allowed me a two-
year window have been rewarded with a thick, lush 
lawn that doesn’t give many weeds room to grow.”

Dan Delventhal, owner of MowGreen Organic 
Lawn Care, Fairfield, Connecticut, says to keep cus-
tomers through the switch, you should adjust their 
expectations. “You need to tell them that in the long 
run, they’ll save money and be safer, their soil will 
be healthier and their lawn is going to look better 
than ever before. But the results are not quick and 
immediate like they are with chemical landscaping.”

Delventhal started his business in 2006 as an 
all-electric landscape company. He says the sort of 
customers who are attracted to that kind of approach 
are usually open to organic landscaping. “People have 
to be inspired to go along with this and be a little 
bit more tolerant of having a weed here and there,” 
he says. “And you as the service provider have to be 
more diligent.” 

Mary Elizabeth Williams-Villano is a contributing editor to Irri-
gation & Green Industry and can be reached at pouncerspy@
gmail.com.

Communication with 
clients should include the 
long-term results of saving 
money and providing safer, 
healthier soil, says Dan 
Delventhal, owner of Mow-
Green Organic Lawn Care. 
Photo: Dan Delventhal

— By Frank Crandall —

Adapted from his article Landscape Now: 
Transitioning From Traditional to Organic 

Lawn Care. Used with permission.
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Drygala looks for lessons from the oil and  
energy industry to improve the turf market
By Kyle Brown

Unlike many working in the landscape and irriga-
tion industries, Reinie Drygala, director of ag-
ricultural science, specialties, for HollyFrontier, 

didn’t start his career behind a push mower. Straight 
out of university, he started work for Petro-Canada.

Taken in under the management training program, 
he picked up experience across the company in several 
roles before reaching the company’s finance segment. 
There, he spent time learning and developing strate-
gies in the business-to-business market. 

“Part of that was a skill I started to develop in 
becoming more of a problem-solver,” Drygala says. 
There were sometimes problems in the organizations 
or industries, and he was sent in to look into those 
issues with fresh eyes.

“Sometimes it’s best when you go into a 
business where you don’t have all the con-
nections and all the biases,” he says. “You 
can ask a lot of good questions because 
you’re just there saying, ‘I’m just here to un-
derstand.’”

With that starting point, Drygala was 
able to help turn several businesses around 
and developed his own insights around the 
industries, he says. About 15 years ago, he 
moved into a new role commercializing 
green industry products for turf diseases us-
ing the company’s oil products. 

“What I quickly found out was that what they had 
was an idea or concept, right? So utilizing my back-
ground, we went right back to the start saying, ‘What’s 
the market dynamic? What are the market issues?’”

The process was almost like starting a new business, 
though with a very large financial backer, he says. With 
his entrepreneurial thinking, the business expand-
ed into fungicides and herbicides and most recently 
into overall plant health. He helped develop a team 
that was specially suited to the turf market, including 
members with agronomic backgrounds, crop advisor 
licenses or history as golf course superintendents. 

“Even though we work for a large oil energy com-
pany, we really focused on making sure that we under-
stand the market, understand the customer and we’re 
supporting them properly,” he says. “We really started 
getting into the plant health aspect in terms of what 
our products can do for it and allow growers to man-
age their plants rather than managing diseases.”

Finding similarities
With his background in the oil and energy industry, 
he dealt with some big differences in the transition to 
working in the green industry. But his training as a 
problem-solver also helped him see some surprising 
common points between the two.

“There are a lot of similarities between that side 
of the business and what I would call the professional 
lawn care business, really,” he says.

First, at the customer level, both are treated like 
commodities, he says. For gas and oil, “what other 
market can you be in where you can be driving at 60 
miles an hour and price shop, because there’s three 
gas stations on the corner and they all have their price 
signs up?” While it’s not quite that easy to compare 
prices across lawn care companies, “both industries are 
extremely price sensitive.”

The barriers to entry are higher in oil, as the cost 
for refining equipment is much more expensive than 
a mower and a truck, but the differences aren’t that 
great. Even with all the effort that goes both into re-
fining crude and developing strong turf, to the cus-
tomer, the end result is often commodified, he says. 

“In terms of the service, everyone can provide the 
same type of service,” Drygala says. In talking to in-
dustry professionals, he’s heard of customer turnover 
of about 30% each year. “To me, that just goes to show 
there’s no real hook there that allows them to differ-
entiate themselves.”

If companies in either arena don’t do things differ-
ently to provide other services for customers, the end 
user comes to view price as the main differentiator, 

This is how 
you make 
the green 
industry 
green.
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he says. That ends up feeding a race to lower prices 
without a long-term view.

“Eventually, profitability ends up drying up for 
everyone unless you can start adding additional value 
into your business,” he says.

The oil and the turf industry both share one more 
major characteristic, he says. “Both industries over the 
course of time have always been trying to redefine 
themselves,” Drygala says. Both are trying to show how 
they work to support and integrate with their respective 
communities, whether that means a rig off of the Gulf 
Coast or a neighborhood with water level concerns.

“You’re seeing a lot of energy companies now re-
defining themselves in terms of what sustainability 
actually means,” he says. “It’s not just that they have 
recycling programs for their paper.”

Energy companies like ExxonMobil Corp. and BP 
PLC have put an effort into commercial messaging 
showing efforts to protect endangered species.

“That’s where I think the oil industry is maybe a 
little bit further ahead than the green industry,” Dry-
gala says. “Whereas the green industry still needs to 
define themselves in terms of what their sustainable 
position is. It’s going to take some time, but I think 
they could look at other industries to say, ‘This is what 

we could do to make a change.’ This is how you make 
the green industry green.”

Being proactive
Given his background as a problem-solver, it’s tough 
for him not to look for ways to improve difficult ar-
eas for the turf market. One aspect of making a more 
sustainable industry is being proactive about taking on 
those practices, says Drygala. Based in Ontario, he’s 
felt the pressure from regulations on pesticides per-
sonally, and he has seen multiple turf professionals 
caught off-guard because they hadn’t prepared.

“It had a serious impact on the industry here,” 
he says. “Many people lost the equity that they had 
built up in their business because they really had no 
solutions that the customer wanted. They still wanted 
their lawns and properties to look pristine, and all of a 
sudden they didn’t have the tools for that.”

Drygala cautions those in the U.S. green industry 
to start looking into sustainable practices and prepare. 
Producers are working on finding more products that 
can be used under organic or sustainable circumstanc-
es. “We’re looking for products that work but also 
allow them to address issues in terms of what’s the 
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impact it’s having on the soil? What’s the impact it’s 
having on residue? What are the human health as-
pects? You need to bring all that to the table.”

Starting to incorporate those practices doesn’t have 
to be a scary prospect for a business. Because they’re 
still new across the industry, professionals can use 
them to stand apart from others in a way that doesn’t 
have to immediately compete on price. On top of that, 
as green products become more prevalent, profession-
als can show regulators that they’re being proactive, he 
says. “You can still have a business that differentiates 
and take charge by showing the government that, ‘I’m 
taking the active approach by starting to search out 
and implement these products.’”

By being in front of the change, it could help pre-
vent blanket bans like the one in Montgomery Coun-
ty, Maryland, he says. 

Drygala and his team work with distribution 
companies to connect with lawn care operators for 
sustainable product testing, finding the right ways to 
integrate the products into an integrated pest man-
agement program. Even if an operator doesn’t imme-
diately switch the entire business to organic products, 
it can provide more options for those customers who 
are looking for it. 

He also works with customers through training 
programs to provide guidelines on implementing 
sustainable practices and talking to customers about 
what’s being used and what to expect. One part of 
that is learning how to develop marketing materials 
around those efforts and communicate how they set 
the company apart from others and open up new po-
tential revenue sources, he says. 

One area where Drygala says the oil industry is 
pulling ahead from the green industry is having an 
overall strategy. Turf professionals would benefit from 
deciding how they want to be viewed from various 
perspectives, from clients to regulators. 

“Creating that vision or understanding in terms of 
where they want to go is critical for them,” he says. 
“Or else, they’ll just be spinning their wheels going 
around in circles.”

Drygala says while there’s always some resistance 
to change, in a few years, he’d like to see a green in-
dustry where that change is happening on a broader 
scale, and outsiders can see “we want to be different.” 
That wider change could come in the next five or six 
years, as companies like his continue to develop more 
and more effective new solutions. 

“I want to be part of that,” he says. 

The author is editor-in- 
chief of Irrigation & Green 
Industry and can be reached 
at kylebrown@igin.com.
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A short time ago, a business owner was vent-
ing his frustration to me on how hard it 
was to find and retain good people to work 
for his green industry company. His com-

pany paid excellent wages to front-line employees, 
and his foremen received excellent salaries, benefits 
and bonuses. On paper it was a great place to work, 
but it wasn’t the right kind of culture.

In many ways, he was doing the same things that 
his competition was doing. His competitors were also 
complaining and frustrated about the difficulty of 
finding and retaining good people. Of course, many 
of them advertised for help in the same places like 
Craigslist, Beyond and other employment websites. 
Many of them had the same weak onboarding prac-
tices. Many of them avoided having regular meetings 
because they turned into “complaint sessions.” And, 
many of them had the belief that the problem was 
with the people they hired and not with owners and 
leaders of their company. As a result, they didn’t have 

the right kind of culture to find and retain the right 
people.

I shared with him that maybe it would be help-
ful to initiate some strategies to change the company 
culture. Like the saying goes, “If you keep on doing 
what you’ve always done — you will get less of what 
you always got.” In other words, if you keep using 
the same approach that is delivering minimal results, 
rather than creating the kind of company culture you 
want and need, you will find it harder and harder to 
get the results you want and need to run a successful 
company.

FROM THE TOP
One of the first places I begin with my clients to 
solve this dilemma is examining the type of com-
munication that is taking place within the company. 
Research shows that clear and ongoing communi-
cation remains the number one challenge businesses 
face today. Let’s face it, if you don’t have the right 

Cultivate
COMPANYyour

Create a work 
environment 
that attracts 
high-performing 
employees.



The sooner the right kind of culture is in place, the 
sooner the leaders of the company can retain and 
attract the right kind of people.
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communication tools in place, good communication 
can be difficult. 

As the late business guru, Peter Drucker, taught 
us, “The purpose of a business is to attract and keep 
good customers.” Before you can do that, you must 
be able to attract and keep the right leadership team 
and employees. Neither of these are possible unless 
you have good communication with your team, and 
in turn, they have good communication with your 
clients and customers.

No business owner in their right mind sets out to 
have poor communication practices in place. It just 
happens. People are different. They have different 
behavioral styles and expectations of how communi-
cation should take place.

One thing to take from author and speaker Tony 
Alessandra’s Platinum Rule, “Treat other people the 
way they want to be treated,” is to communicate with 
other people the way they want to be communicated 
with.

When I help my clients change their company 
culture, I often start with the use of assessment in-
struments that help measure the level of communi-
cation, behaviors, motivation and emotional intelli-
gence within the ownership and leadership team.

CORE CULTURAL VALUES
Once that is completed, they can begin to get a more 
accurate picture of where they are and what needs to 
happen to create the right kind of company culture. 
The sooner the right kind of culture is in place, the 
sooner the leaders of the company can retain and at-
tract the right kind of people. Then, you can attract 
and retain the right kind of clients and customers.

What would the right kind of culture look like in 
your green industry company? While only you and 
your team can decide for sure, here are a few ingredi-
ents that should be present:

• honesty
• transparency
• willingness to help each other
• connectedness
• sincere care for co-workers
• a company vision created by and maintained 

by all employees 
• a feeling of worth and contribution to the 

overall company goals
• accountability
• fairness
• appreciation for a job well done
• a company mindset to do the right things be-

cause they are right
The late Fred Rogers, who in his role as Mister 

Rogers influenced millions and millions of children 
to develop a deeper understanding of themselves and 
their personal values, made a lasting mark on most 
children and adults who heard his message. One of 
his quotes went like this, “The world needs a sense of 

worth, and it will achieve it only by its people feeling 
that they are worthwhile.”

How do you give and reinforce the feeling to your 
people that they are worthwhile and that they truly 
matter in contributing to the vision of the company 
they are part of? When you can do this on a regular 
basis, you are building a company culture that will 
attract and retain the right kind of people.

Let’s take this concept of retaining the right peo-
ple a step further. When you create a company envi-
ronment that people want to be a part of, you are on 
your way to making it a reality.

Once people are hired, what kind of an onboard-
ing process do you have in place? This is a critical fac-
tor in keeping good people. Do you have a plan that 
is properly and regularly implemented to ensure that 
a new hire’s first 30 days are a positive experience? 
Many companies use a buddy system. That is where 
a new hire is assigned to another team member who 
can help them navigate the ins and outs of their new 
position. 

Next on the list, do you have a career ladder that 
is clearly explained to your new team members at the 
time of their hiring, and when you do their regular 
appraisals? Remember when we mentioned the im-
portance of your team members knowing that they 
are part of a company with a vision for the future? 
They need to know where they fit into that future. 
What positions can they prepare for as they remain 
and grow with your organization?

If this sounds more than you can handle, get a lit-
tle help. Hire a business consultant or coach to help 
you implement these ideas. The results will more 
than pay for your investment.

Here is my suggested action plan for you to 
follow: 

• Continually work on creating the right kind of 
communication within your organization.

• Add the correct ingredients from the previ-
ously suggested list to build the right culture.

• Continually reinforce to your people that they 
are worthwhile.

• Review and upgrade your onboarding strategy.
• Create or review and update the career ladder 

for your team members. Make sure to com-
municate it to them on a regular basis.

When you create the right kind of culture you 
will attract and retain the right kind of team mem-
bers. Once that happens, you will consistently attract 
and retain the right kind of clients.  



Honda Engines: 
New Models, More Power and 
Even More Versatility

What’s New at Honda?
New for 2019 are four Honda V-Twin engines, the 
iGX700/iGXV700 and iGX800/iGXV800, providing 
turf industry and commercial construction customers 
versatile power and greater adaptability with excel-
lent fuel efficiency in a compact package. These new 
engines represent the pinnacle of Honda’s general- 
purpose lineup and serve as an extension of the GX 
Series commercial grade engines already known for 
their unparalleled durability, quality and reliability. 

For sale to power equipment OEMs in both ver-
tical and horizontal shaft configurations, the new  
Honda V-Twins are an ideal fit for demanding applica-
tions including commercial turf equipment (zero-turn 

radius [ZTR] mowers, lawn tractors, garden 
tractors, utility vehicles, trenchers, stump 

grinders and chipper/shredders) 
and concrete and construc-

tion equipment (power 
screeds, hydraulic power 
units, concrete saws, ride-
on concrete trowels, vibra-
tory rollers, generators and 

pressure washers).
Providing enhanced per-

formance and quality, the new 
Honda iGX700/iGXV700 

and iGX800/iGXV800 
engines are equipped 
with fuel injection tech-
nology and an integrat-

ed electronic control unit 
(ECU) with a self-tuning 

regulator (STR) governor sys-
tem that delivers drive-by-wire 

remote control capability to man-
age key aspects of engine operation— 

allowing the engine to communicate 

with the machine it is powering to achieve optimal 
performance by monitoring key parameters, con-
trolling engine speed and diagnostics. To illustrate, 
a potential application for this technology is for the 
automatic varying of engine speed (based on load) for 
ZTR lawn mowers so the engine does not slow when 
mowing in thick grass.

The new iGX700/iGXV700 and iGX800/iGXV800 
engines feature cutting-edge design and innovative, 
technologically advanced elements, including a hemi-
spherical combustion chamber, an integrated cylinder 
and cylinder head, forged steel connecting rods and a 
9.3:1 compression ratio, contributing to high efficien-
cy as well as low noise and vibration. In addition, the 
integrated cylinder and head eliminate the need for a 
head gasket, resulting in superior cooling and reliable 
performance. The integration of electronic fuel injec-
tion, along with the advanced combustion chamber 
design and the integrated Digital Capacitive Ignition 
(CDI) with variable timing, results in excellent fuel 
efficiency and enhanced operation.

The new Honda V-Twin models feature high pow-
er output in a compact design comparable to the com-
pact base frame footprints of other high-output Hon-
da engines, ranging from the GX630 to the iGX800. 
The design compatibility minimizes changing time, 
making it easy for the user to install the new V-Twin 
models when older engines reach the end of their 
service lives. The design also allows manufacturers 
maximum flexibility with current tooling and frames.

Available later in 2019, the new Honda iGX mod-
els will carry a three-year, non-declining warranty. 
Parts and services will be widely available via the 
Honda national dealer network.

Follow Honda Engines & Honda Power  
Equipment news & video on: 

hondanews.com
engines.honda.com

powerequipment.honda.com
honda.com
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Honda is the world’s largest manufacturer of engines and offers a comprehen-
sive range of fuel-efficient, four-stroke models that provide easy starts, quiet, low- 
vibration operation, and dependable power for thousands of different product ap-
plications including lawn mowers and landscaping tools, pressure washers, and 
rescue and construction equipment. Honda engines are some of the quietest and 
easiest to start of their kind, even in harsh commercial environments—helping 
people get jobs done. Such attributes have made Honda engines the popular choice 
for original equipment manufacturers (OEMs), especially turf industry customers, 
looking to add value to their own brands with more versatile power, greater adapt-
ability, and excellent fuel efficiency in a compact package.
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California Aqua Pros follow state 
regulations while building a  
water feature that stands out.
By Helen M. Stone
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Clients crave professionalism. With an increas-
ingly automated society, the hallmarks of su-
perior service are friendly acknowledgment, 

rapid response and timely follow-up, instead of stan-
dard procedure. 

California Aqua Pros have proven the value of pro-
fessionalism for more than 25 years. Greg and Marlo 
Purkey honed their customer service skills to create a 
thriving business, enhancing the lives and landscapes 
of their clients. Serving the entire San Francisco Bay 
Area, they built a network of contractors and friends 
who assist their company design and install unique 
gardens and water features. 

Covering nine counties and 101 municipalities 
throughout the Bay Area, each with their own rules 
and regulations, every job demands its own set of per-
mits and constraints. “We need to get a license for ev-
ery city we work in, and they are usually only good for 
a year,” Marlo says. At any given moment, they hold 
at least a dozen licenses. “They all have very different 
requirements, and it’s constantly changing. Before we 
even bid a project, we need to see ex-
actly what is allowed, and not.”

BUILDING A TRIBE
Greg and Marlo were high school 

sweethearts in central California and 
moved to the Bay Area after they were 
married. “My father and grandfather 
were both in the pool industry,” Greg 
says. Although he was successful stick-
ing to swimming pools, after getting 
a taste of the extra beauty and excite-
ment a water feature can offer, he start-
ed “dabbling in ponds.” 

Always a fan of continued educa-
tion, Greg Purkey discovered Greg Whittstock and 
Aquascape Inc., a pond-building company based in 
St. Charles, Illinois. Whittstock was a pond and turtle 
lover who founded his company in 1991 to build and 
design water features, waterfalls and ecologically bal-
anced ponds. Whittstock eventually devised a system 
to share with others, as well as a complete product line 
of biofilters and skimmers that keep water features 
running clean and clear.

Now known as “The Pond Guy,” Whittstock has 
built a network of pond professionals using proven 
systems and products to ensure both customer satis-
faction and contractor profits. “What they are doing 
right is offering training,” says Greg Purkey. 

“We meet once a year with other Aquascape con-
tractors,” Marlo says. “There’s lots of camaraderie and 
ideas exchanged. We’re all from different areas, so 

PRO 
RULES

“The developer gave 
them a choice of only a 
few plants, and if you 
look down the street, 
every front yard looks 
exactly the same. They 
wanted more.”

– Greg Purkey
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we’re not competing. We can openly share informa-
tion. We call it the tribe!”

The Purkeys are proud tribe leaders. “Last year 
we were the third largest contractor in the world 
for Aquascape,” Greg says. California Aqua Pros 
have consistently been one of the top 10 contractors 
through the last decade for the manufacturer.  

Greg originally produced all the designs on paper, 
but in the past year, the company has hired a dedicated 
designer. “We met Jorge Castellanos at an educational 
event. It was a good match and he has been with us for 
over a year now,” says Marlo. The company employs 
seven people. 

While California Aqua Pros performs the actual 
pond and water feature design and installation, other 

parts of the job are contracted out to the company’s 
wide network of professionals. “We sub out a lot of 
our big projects,” Greg says. “We have a concrete guy 
for concrete, and a paver guy for pavers. We work with 
multiple landscape contractors throughout the area. 
We have four or five different contractors we can use 
for the irrigation, depending on the location. We try 
to stick to companies who are specialists in their field.”

Marlo ensures that all subcontractors are thorough-
ly vetted before they ever set foot on a job site. “We’re 
audited every six months, so we need to be sure that 
everyone is updated, licensed and insured,” says Marlo. 
“We need to be sure that all contractors have proper 
liability, workers’ comp and all the other requirements.”

DOING THE WORK
Government regulations played a big part in one of 

the couple’s most interesting jobs of late. The call for 
a massive water feature, plus a complementary front-
yard design, was a bit above-and-beyond for the com-
pany, but they were up for the challenge.

“We met at a home show, before their house was 
even built,” Greg says. “They did it right, getting us in 
at the design stage. I met them on-site when there was 
nothing but the slab for the house poured.”

The front-yard landscape was one of the biggest 
hurdles. “The city had preapproved the front-yard 
landscapes by the developer, but our client wanted 
something beyond the cookie-cutter gardens offered,” 
says Greg. “The developer gave them a choice of only a 
few plants, and if you look down the street, every front 
yard looks exactly the same. They wanted more.” 

The client had a sound working knowledge of 
plants and wanted color and style. “We installed 
dry-stack boulder walls in the front that meandered 
around the walkway and drive, and they created some 
great terraced planting areas,” Greg says. “She wanted 
colorful foliage as well as flowers.”

Little did they know that it would require satis-
fying an obstacle course of rules and regulations to 
upgrade the front-yard landscape design. “The city 
required a detailed plan with all plants labeled as to 
water requirements,” says Greg. 

The Purkeys created a complete plan that checked 
all of the boxes, including bringing in other irrigation 
experts, Greg says. “They required us to hire a certified 
irrigation auditor to perform and audit and complete 
a report before they would sign off.” 

The regulatory obstacles in the front yard made the 
massive project in the back seem simple in compari-
son. The water feature itself was 18 feet by 24 feet and 
required a substantial raised wall. “They had a huge 
‘California room’ along the whole back side of the 
building, so it feels like the waterfall is literally fall-
ing into the house,” Greg says. The doors to the room 
open up, bringing the outdoors into the living space. 

But there’s plenty of living space outdoors around 
the water feature as well. A dining area and a fire pit 
create an irresistible invitation for entertaining and 

The pond project 
required digging 
and jackhammering 
through shale. The 
project used about 
80 tons of rock, all 
set by hand.
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lounging. “Of course we had to pull permits to run the 
gas line to the fire pit,” says Marlo. 

The client had design demands for the backyard as 
well. “She had a pond at her previous home and loved 
it. There was a black panther sculpture that she was 
bringing with her, and she wanted a great spot for it 
on the slope somewhere. It was almost life-sized — it’s 
huge,” Greg says. 

“We put it next to the waterfall, and for nighttime 
viewing we put a light on its face. It actually looks kind 
of menacing!” he jokes.

As well as design challenges, the company faced a 
few other issues. “We had time constraints and sched-
uling challenges as well,” Marlo says. 

“We hit a bunch of shale during the excavation 
process, so we had to use a jackhammer,” says Greg. 
“We made special accommodations to protect the lin-
er for the pond, because the rock was fairly sharp.” 

The weather provided a few setbacks as well. “We 
started right around the same time the rainy season 
did, about December, and by February we were a little 
behind because of the rains,” says Greg. “But we had 
already done all the gas line work and concrete work, 
so we were able to catch up.”

“We say in our contracts that one day of rain can 
cause up to seven days of delay,” Greg says. “That’s 
mainly because if we hit a downpour and we’re doing 
excavation, it’s just a mess. Typically a day or two of 
rain isn’t bad, but if we have clay and have excavated, 
you can’t move it around, and it sticks to everything. 

“The excavation and concrete pour were massive,” 
Greg says. The project used nearly 80 tons of rock, all 
set by hand. “Like many new developments, there was 
only about a 4-foot access on either side of the house 
to the back, so equipment use was limited. We hand 
dug, using jackhammers with spades on them, and 
brought out the soil by hand. After we put the liner in, 
all those tons of boulders were brought in using just a 
dolly and a wheelbarrow.” 

Once the boulders were in the back, they needed to 
be hoisted up to create a structure for the waterfall and 
outline for the pond. “We use special planks used for 
high-rise building scaffolding because they are very 
durable. We use them to span the waterfalls and roll 
the boulders up them. It’s a tedious process,” he says. 

“The boulders were set so they could mesh perfect-
ly,” says Greg. “It ended up looking very organic and 
natural.” And the clients loved it.

After more than a quarter century at work, Greg 
and Marlo still greet each day with enthusiasm and 
professionalism. What is the key to success? “Edu-
cation, education, education,” says Greg. “Never stop 
learning. We spend a lot of money every year on con-
tinued education.”

“Don’t take shortcuts,” Marlo says. “You have to 
follow the rules. It’s not always fun at the time, but the 
end results are so worth it!” 

Helen M. Stone is a freelance writer based in northern California 
covering the green industry for more than two decades.

California Aqua Pros 
put in the hard work 
to develop a back-
yard water feature 
according to state 
regulations, and 
even found a way to 
feature the client’s 
panther statue.
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Get SMART

T echnology has put some amazing tools into an irrigator’s toolbox: smart 
irrigation controllers with smartphone control; soil moisture, rain and 
flow sensors; Wi-Fi connectivity; and on-site weather stations. The way 
we use those tools effectively falls under the heading of best practices. 

What are the best practices that will allow you as a contractor to get the most 
out of these powerful tools for your clients — and for your business?

STARTING POINT
“We landscapers and irrigators need to think beyond the clock we’ve put on 
the wall and the pipes we put into the ground,” says Rich Miller, CLIA, CIC, 
owner of Rich Miller Landscape Service Inc. in Largo, Florida. Miller delivered 
his presentation “Fundamentals of the Smart Water Triangle” at the Irrigation 
Show and Education Week in December. 

Miller describes himself as a real stickler about best practices. For him, it 
doesn’t start with gadgetry, but with the soil. During his presentation, Miller 
says, “I asked the room, ‘How many people here take a soil sample when they’re 
on an irrigation appointment?’ Nobody raised their hand.”

A smart controller uses an 
algorithm to calculate runtimes 
based on prior local weather, 
reducing water waste.
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Learn to use smart irrigation devices 
to deliver results for clients.

BY MARY ELIZABETH WILLIAMS-VILLANO
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The quality of the soil is what determines how 
water is absorbed, he explained to the group. You 
need to know the soil texture before you design an 
irrigation system — or set the controller. 

“Us busy landscape contractors and irrigators 
can talk up the latest whiz-bang product that we 
can put in for someone — but do we bother to take 
a soil test? If someone has soil with hardly any wa-
ter-holding capacity, neither a smart controller nor 
anything else will improve things.” 

Miller says that we can’t just assume that when a 
lawn or landscape doesn’t look very good, the reason 
is lack of water, “so we go put another 15 minutes 
on the clock, which is the very opposite of what we 
should be doing.”

A TOOL FOR CUTTING WATER USAGE
Ideally, we’re using the latest smart control tech-
nology to help our clients cut their water use and 
bills while supporting the thriving landscapes and 
lawns they desire. One company, Conserva Irri-
gation, Richmond, Virginia, has based its entire 
business model on that premise. “We hinge every-
thing on smart irrigation practices and products,” 
says Jason Pyle, franchise support.

Residential customers who sign up with a Con-
serva franchise get a Toro Evolution smart con-
troller and an on-site weather station that accesses 
40 years of historical weather data for that ZIP 
code. The controller uses an algorithm that calcu-
lates run times based on the last three to seven 

days of current weather. “The smart controllers, 
along with accessories like soil moisture sensors, 
allow us to achieve 40% to 60% reductions in land-
scape water use,” says Pyle.

In Texas, saving water is of the utmost impor-
tance, says Pyle, who works out of the Dallas-Fort 
Worth area. “We have several water districts here 
that regularly go to one- or two-day-a-week wa-
tering, sometimes even as far as one-day-every-
two-weeks watering. But people who have smart 
controllers can get a variance to irrigate additional 
days.”

“The advantage of a smart controller is that 
it’s thinking far more about the irrigation than 
a homeowner is ever going to,” says Matt Hall, 
product marketing manager for Irritrol and Toro 
brands at The Toro Company’s irrigation division, 
Riverside, California. “When you shut the con-
troller door, the homeowner never has to look at 
it again. Every day it gets its weather information, 
makes the calculations and adjusts the run times 
accordingly.”

 The beauty of smart control, says Hall, is that it 
takes the user out of the equation, because the user 
is not very efficient. He uses himself as an exam-
ple. “My life is so busy that when I finally notice 
that fall has come and I should turn my run times 
down, the grass is already going dormant. I’m a 
month behind a smart controller that would have 
already made that calculation and ramped the irri-
gation schedule and run times down.”

“As a homeowner or property manager, you just want nice, 
healthy turf and landscape, and you don’t want to think about it.”

– Matt Hall, Toro

A soil moisture sensor like this one can help monitor water levels more closely, providing reductions in landscape  
water use. These sensors make up one part of a connected, smart irrigation system. Photo: Toro Irrigation
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PROVIDING BETTER SERVICE
The connectivity revolution has made smart irriga-
tion control as close as the nearest smartphone. It 
used to be that only expensive central control sys-
tems had the capability of managing multiple sites 
or projects. “Now, contractors can look at a map 
and see where all the systems are and be able to 
touch all of them,” says Ben Sacks, associate prod-
uct manager, controllers, Hunter Industries, San 
Marcos, California.

“When daylight saving time comes around, they 
don’t have to physically go to all 100 or 1,000 of 
those clients and turn their clocks back an hour. 
They can do it automatically from the comfort of 
their office or truck.” This amounts to a huge time 
and labor savings. Sacks says contractors have also 
been able to charge clients a monthly service fee for 
the ability to get text alerts and monitor and change 
schedules remotely.

The ability to manage systems from afar may 
seem like a benefit that’s just for you, the contrac-
tor. But it also allows you to give better service to 
your clients.

“Previous to having this technology, a contrac-
tor might be on a client’s property once a month 
or once a quarter identifying fixes or potential is-
sues,” says Joe Porazzo, product manager, connected 
devices, contractor division for Rain Bird Corpo-
ration, Azusa, California. “Now, when a property 
owner notices a problem and calls, a contractor can 
say, ‘We’re aware of it, and a tech is already on route.’ 
This builds customer trust and makes you look like a 
better service provider. In a business that’s built on 
word of mouth, trust is everything.”

“You can get a push notification on your phone 
about a catastrophic leak,” says Miller, “and turn 
off the master valve before the leak damages the 
landscape or the concrete parking lot. And you can 
do that while you’re on your vacation, from right 
aboard the deck of a cruise ship.”

OTHER SMART DEVICES
Is a smart controller enough by itself, or should 
it be used in conjunction with things such as soil 
moisture and rain sensors and flow meters to get 
optimum water savings? Miller thinks so. “You re-
ally need to use them with soil moisture and rain 
sensors for them to work at their optimum level.” 

He cites a recent study out of the University of 
Florida. It found that a smart controller combined 
with soil moisture sensors is the most powerful of 
all controller/accessory pairings, saving at least 30% 
in water use.

“Rain Bird has done research in this area too,” 
says Porazzo. “We know that rain sensors on aver-
age can save up to 30% on a water bill at a residen-
tial property. You add a soil sensor to that, and now 
you could reduce water consumption by 50% to 
55% with little to no negative impact on the health 
of the property.”

Hydro-Rain has incorporated an element of 
irrigation auditing into its smartphone app. “It’s 
one of the coolest things that we’ve implemented 
— a catch cup test,” says Jared Marshall, marketing 
manager at Orbit, North Salt Lake, Utah. This app 
gives you the distribution uniformity, and it is cal-
culated in the background in our algorithm.”

Miller says weather information should come 
from as close to a site as possible. “Many of the smart 

Smart controllers allow detailed program settings, providing expansive control for both the contractor 
and the client. Hunter’s X2 controller, available in March, also has the option to add wireless Hydrawise 
technology. Photo: Hunter Industries
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controllers that irrigate according to evapo-
transpiration rates use data from the near-
est weather station or from an internet ser-
vice like Weather Underground. But those 
weather stations could be miles away and 
fail to take microclimates into account. In 
our area in Florida, one street could be dry, 
but a block away, there could be a down-
pour. I encourage people who have smart 
controllers that use weather information to 
install their own on-site stations.”

More locally to the client, smart home 
devices are used to integrate systems  
inside the home such as security, air con-
ditioning and even window shades. But  

irrigation has been slower to integrate into 
the “internet of things.” 

Hall thinks he knows why. “The bene-
fit of smart home connectivity is more on 
the landscape lighting side, because that 
brings the property owners outside,” he 
says. When people have outdoor lighting 
systems with smartphone control, they 
want to play with it and create various 
moods and effects. 

The very nature of irrigation doesn’t 
lend itself to that. “Watering often hap-
pens early in the morning or late at night, 

invisibly,” says Hall. “As a homeowner 
or property manager, you just want nice, 
healthy turf and landscape, and you don’t 
want to think about it.” For landscape irri-
gation, the smart piece is more important 
than the smart home piece. That’s where 
the water conservation comes from.”

Pyle says smart home integration for 
irrigation has been slow, “but I think we’re 
on the cusp of a breakthrough. Everything 
else in the house is already there.” He 
thinks that what’s more important is clos-
ing some of the gaps in smart controller 
technology, such as adding weather-pre-
dictive features. 

Smart-hub connectivity plays out dif-
ferently in the commercial realm, accord-
ing to Pyle. He says that some of Conser-
va’s large retail clients wanted smart-hub 
connectivity when it first came along — 
but not anymore. “Right now, they’re not 
okay with having some connected device 
plugged into their network because of 
possible data breach issues.”  

Mary Elizabeth Williams-Villano is a contributing 
editor to Irrigation & Green Industry and can be 
reached at pouncerspy@gmail.com.

Some smart systems use Wi-Fi connectivity to share information 
with a cell phone app, putting collected data and controls in a single 
space for the customer. Photo: Rain Bird

“When a property owner notices a problem and calls, 
a contractor can say, ‘We’re aware of it, and a tech is 
already on route.’” — Joe Porazzo, Rain Bird
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N
ow is the time to make decisions and plan for 
the upcoming busy season so that you can get 
off on the right foot. Among the important  
decisions that you’ll be making are those relat-

ed to equipment planning and buying.
Green industry consultant Fred Haskett, head 

harvester with The Harvest Group, says that the 
equipment buying process should always begin by 
evaluating what you already have. Identify which 
parts need replacement in order to keep equipment 
running and what pieces of equipment need to be 
replaced entirely. It always helps to establish “buffer 
equipment,” which is backup equipment that can be 
used when a machine is undergoing repair. Equip-

ment that is nearing its end but still has some life 
in it can work well as buffer equipment and buy 
you time, says Haskett. This can be a smart  
financial move that will help you maximize exist-
ing equipment. 

In terms of equipment planning, your cur-
rent labor force situation might also come into 

consideration, especially taking into account the 
industrywide shortage. As you consider how much 
equipment you might need for the upcoming season 
you might be thinking about whether you have the 
labor to sustain your purchases and grow your busi-
ness, suggests David Crary, president at HindSite 
Software. Look at whether new equipment could 
make you more efficient so that you don’t need as 
much labor.

No matter what you do, you should not just pur-
chase the cheapest equipment you can find, warns 
Haskett, who says he has made that mistake himself. 
He learned the hard way that durability, performance 
and the ability of your local dealer to support you 
are also incredibly important factors that must be 
weighed with any equipment purchases.

Smart Financing
When it comes to financing, Ken Schaefer, market 
president of Home Federal Savings Bank, which 
works with a lot of small businesses, says you can 
typically finance 75% to 100% of the equipment over 
a three- to five-year time period, depending on the 
physical life of the asset. This can help small business-
es afford larger equipment purchases when the need is 
there but the financial timing is an issue. 

“In terms of working with a lender, I would recom-
mend forming an ongoing relationship with a banker 
and to make sure you know who you’re working with,” 
says Schaefer. “If you’re looking for a loan for a com-
mercial bank, be prepared to provide the bank with fi-
nancial statements — usually a business tax return. You 
might also want to provide a budget of a one-year pro-
jection. Most transactions will carry a personal guaran-
tee, and you’ll want to give the banker a copy of your 
personal tax return and a personal financial statement.” 

If you’re planning ahead for the future, it may also 
make sense to set up a preapproved line of credit, says 
Schaefer. 

“Then, if you find the equipment that you really 
want and need, you can act on it, knowing that you 
have the financing in place,” he says. “If you’re a larger 
operation that is buying $200,000 to $300,000 worth 
of equipment each year, having something set up in 
advance makes a lot of sense.” 

Small changes boost profitability
Since your equipment is directly linked to your prof-
itability, you might be wondering if there are changes 
you can make as you plan for the new year. Haskett 
says that even small changes can make a big difference.

“For one, you always want to make sure that you 
have your truck fully equipped,” Haskett says. “You 
want to stay on top of making sure all of your equip-
ment is fully maintained and continually treated well 
by your people. This isn’t something that will just hap-
pen. It takes ongoing diligence on your behalf.”

But for irrigation, specifically, Haskett says that the 
biggest downfall is not equipment failing but not hav-
ing enough of the right supplies. 

“What’s deadly to profitability in the irrigation in-
dustry is constantly running back and forth from the 
supply house,” he warns. “You need to have a compre-
hensive list of what you consume on a regular basis 
and an inventory system for maintaining backstock at 
the shop and on the truck. The biggest investment I 
had in my own business was shelving and a racking 
system in the truck that kept everything sorted and 
labeled so that we could quickly identify and inven-
tory supplies.”

Haskett says that restocking the truck on a routine 
basis should be part of a system that you already have 
in place. 

Make Your Money Count
Strong financial plans help pros get the most  
out of future new equipment purchases.

You can definitely 
run your business 
more efficiently  
with software.

– David Crary

By Lindsey Getz
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You need to have a comprehensive list 
of what you consume on a regular basis 
and an inventory system for maintaining 
backstock at the shop and on the truck.

– Fred Haskett
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Crary adds that software can also be incredibly 
beneficial when it comes to tracking and maintaining 
equipment and in turn boosting profitability.

“You can definitely run your business more ef-
ficiently with software,” he says. When it comes 
to equipment, you can track usage and hours. You 
can put a GPS on equipment that directly links to 
your software so that you know when something 
needs an oil change without having to just rely on 
that red light. In the end, that means you can get 
more out of your equipment and save a lot of money 
as a result.”

Looking to the end of the year
Of course, sometimes it can pay off to wait. It’s nev-
er too early to start planning ahead, and if you can 
hold off on equipment purchases, it could potentially 
benefit you to wait until the end of the year. Before 
making that decision, it makes sense to know how 
equipment purchases are going to impact your taxes.

“When you buy a piece of equipment, you can 
take accelerated depreciation, which will give you a 
big tax deduction,” says Schaefer. “So, if you have 
not used up all of your Section 179 depreciation, 
that’s an attractive way to lower the cost of buying 
equipment.” 

Haskett says that green industry equipment-buy-
ing timelines should start off in August with a dis-
cussion over what equipment is needed for next sea-
son. Then, a plan should be drafted in September or 
October after looking at the company’s tax position 
and projected growth. 

“You’re basically sourcing equipment for two pur-
poses — to replace equipment due to wear and 
tear that’s needed to sustain current op-
erations and to support brand-new 
growth,” Haskett says. “If you start 
looking at your tax position and 

projected growth by October, you have two months 
to source replacements if it will benefit you taxwise 
to make these purchases in that same year.”

Crary says there can also be incentives to working 
with your distributor at the end of the year. 

“Manufacturers often give distributors incentives 
to make certain sales goals,” Crary says. “At the end 
of the year, they might be a little short of their goal. 
So, you can potentially get a great deal just so that 
they can meet their number. Timing is everything. 
Some distributors will even say, ‘Buy this now but 
you don’t have to pay until next summer.’ If you can 
wait, it could be financially worth it.” 

Lindsey Getz is a contributing editor to Irrigation & Green Indus-
try and can be reached at lindsey.getz@yahoo.com.
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I
n much of the country, just before spring starts, the blanket of 
beautiful white snow starts melting away and the grass starts 
growing again. But there are things slumbering beneath the 
snow waiting to attack that green grass just a few weeks after 
it appears. We’re talking about spring pests, of course.

PROBLEM PESTS
White grubs are the larval stage of certain species of beetles, 
C-shaped and soft-bodied with chestnut-colored heads and three 
pairs of legs. Size varies according to stage of development and 
species, but the most mature ones range from ¼ to 1½ inches 
long. Some grubs take two or three years underground to grow 
and develop, overwintering just below the frost line, waiting for 
the right time to pupate.

“Grub” is a good term for these larvae. Their main job is find-
ing grub, i.e., the tender roots of grass plants, which are especially 

vulnerable during a spring green-up. Their voracious appetite for 
your clients’ turf is what makes them so destructive. 

White grubs are found pretty much everywhere in the con-
tinental U.S. Some of the most common white grubs are the 
larvae of masked chafer beetles, Japanese beetles, May beetles, 
black turfgrass ataenius beetles and green June beetles (often con-
fused with Japanese beetles because of their close resemblance). 
The adult female beetles lay eggs, and when the larvae hatch, they 
journey through various instars (stages), pupate and finally emerge 
from the ground as adult beetles who then mate, lay eggs and start 
the cycle all over again. 

Billbugs are another major turf pest. Their larvae look very 
similar to white grubs but are legless, with cream-colored bodies 
and dark brown heads. They damage both warm- and cool-season 
grasses by feeding on or inside the stems, crowns, roots, stolons 
and rhizomes. 

A GRASSROOTS CAMPAIGN
Keep common spring pests from feasting on clients’ lawns. BY MARY ELIZABETH WILLIAMS-VILLANO



Opposite page: Japanese beetle and masked chafer 
larvae. Photo: Douglas Scott Richmond, PhD.
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Other bugs attack turf too. “Some of the cater-
pillars, like sod webworms, their mature larvae will 
start feeding again in the spring and cause damage,” 
says Doug Richmond, PhD, associate professor of 
turfgrass entomology and applied ecology at Pur-
due University, West Lafayette, Indiana. “Brown 
cutworms continue feeding under the cover of snow 
and surprise people in the spring when all of a sud-
den the turf doesn’t green up.” 

THE SIGNS
A lawn shows signs that something is wrong: 
thinning turf, dead areas, brown spots. But these 
could mean a lot of things besides bugs chewing 
on the roots. “The first thing I look for is turf go-
ing off-color like it’s going through drought, maybe 
starting to turn yellow,” says Robert Avenius, north 
central region technical manager for TruGreen, 
Memphis, Tennessee. To make sure grubs are the 
cause, he does the “tug test.” Grab a hunk of grass 
and give it a firm but light yank. If a section starts 
to pull up easily like untacked carpet, you know the 
root system has been chewed away by grubs. You 
will probably be able to see the culprits lying there 
just below the surface. 

A lawn full of dug-up spots is another clue. 
“Those are telltale signs of animals digging for 
grubs: raccoons, skunks, armadillos, depending on 
where you are in the country,” says Richmond. 

“You’ll see almost comical little nose prints on 
the ground from skunks sniffing for grubs,” says 
Nicole Hendrickson, a sales representative at Ad-
vanced Turf Solutions, Fishers, Indiana, and vice 
president of the Midwest Regional Turf Founda-
tion. “By the time that happens, you’ve got a bad 
infestation issue.”

The next step is finding out just what pests the 
turf is infested with. “There are a lot of look-alikes 
for these pests,” says Ricardo A. Ramirez, PhD, as-
sociate professor and entomologist, department of 
biology, Utah State University in Logan. He offers 
this example. “At a golf course where I was trap-
ping beetles, the superintendent came over and said, 
‘We’ve been getting a lot of Japanese beetles here.’ 
This surprised me, because there are very few in this 
part of Utah. He pulled a very shiny green beetle 
out of the trap to show me — but it was a predato-
ry ground beetle (a beneficial insect that eats other 
insects and their larvae). He was confused because 
they also have shiny iridescent green bodies.”

TO TREAT OR NOT TO TREAT
A client might notice a grub and call you to come 
spray. That doesn’t mean you should, however. “Just 
because there’s one grub in the lawn doesn’t mean 
you have to do something about it,” says Ramirez. 

“It’s only when you have a large population and the 
lawn is really starting to look terrible that you need 
to take action.” 

Preventive spraying for common pests could ac-
tually cause more problems than solve them. “If you 
know that a property has a history with a certain 
pest, then a prophylactic spraying could be done,” 
says Hendrickson. 

But don’t spray before you even know there’s a 
problem. “That’s a good way to encourage pesticide 
resistance,” says Rodriguez.

Turf can tolerate the presence of grubs up to a 
certain threshold number, and each species is dif-
ferent (below). You don’t need to treat until that 

INSECT APPROX. THRESHOLD PER SQ. FT.

Japanese beetle 8 to 15 larvae

Oriental beetle 8 to 15 larvae

Masked chafer 6 to 15 larvae

European chafer 3 to 8 larvae

Asiatic garden beetle 12 to 20 larvae

May beetle (Phyllophaga) 2 to 4 larvae

Black turfgrass ataenius 8 to 15 larvae

Annual bluegrass weevil 8 to 15 larvae

Bluegrass billbug No good estimate available

Clinch bug 30 to 50 nymphs

Sod webworm, cutworm No good estimate available

An adult bluegrass billbug. Photo: David Shetlar, The Ohio State University, Bugwood.org

Credit: Best Management Practices for Lawn and Landscape Turf, version 1.51, University of Massachusetts Extension, 
compiled by Mary Owen, extension turf specialist, and Jason Lanier, extension educator. Used with permission.

Insect 
thresholds 
requiring turf 
treatment
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threshold has been reached, says Richmond. If a 
lawn or field is green and vigorous, it can tolerate 
a much higher population. “You could have many 
more grubs in the ground before a problem be-
comes evident,” says Richmond. “But if the turf is 
poorly maintained, or the soil is compacted, that 
lowers the tolerable threshold.”

“Say you do a tug test, and it reveals five Japa-
nese beetle grubs in about a 1-foot square,” contin-
ues Richmond. “Not a serious concern; I’ve seen as 
many as 20 Japanese beetle grubs per square foot 
where you would have never known anything was 
there. But in some parts of the country, they have 
European chafer, another white grub species. Once 
you get to the five grubs per square foot level with 
that insect, you’re less likely to be able to mask the 
damage just with proper management practices.”

A “float test” will tell you just how many grubs 
you have per square foot. Mix 2 to 4 tablespoons 
of liquid dish soap in 1 gallon of water. Mark off 1 
square yard of lawn and sprinkle the solution evenly 
over the suspect area. Wait 10 minutes, then count 
the grubs that have come up.

WHEN TO TREAT  
After you’ve determined that treatment is warrant-
ed, when should you do it? This will vary a bit de-
pending on where you are. You don’t want to do it 
too early or too late. Timing this can be tricky for 
landscapers with hundreds of lawns to treat. 

Many do it right around July 4. It should be 
done when the larvae are just starting to hatch out, 
whenever that is in your region, because they’re eas-
ier to kill at that stage. “When the larvae are small, 
you can control them very nicely,” says Avenius. 
“When they get bigger, to the size of a shrimp, they 

are a lot tougher to control. You’ll need a different 
insecticide and more of it.” 

If the grub problem goes unnoticed until later 
in the year, even through August, it’s still possible 
to get it under control. “It will take longer, but you 
can still treat,” says Hendrickson. “There will be a 
mixed population at that point, some first instar 
grubs along with some third instars.” 

KEEPING THE GRUBS AWAY
Following the principles of integrated pest man-
agement can help keep a client’s turf from getting 
infested in the first place, says Ben Dasch, main-
tenance division director at Keane Landscaping, 
Wylie, Texas. The foundation of IPM is employ-

If the turf 
is poorly 
maintained, 
or the soil is 
compacted, 
that lowers 
the tolerable 
threshold.”

– Doug Richmond,  
Purdue University

AVOIDING RESISTANCE
Resistance is a problem with both pesticides and herbicides. It comes 
from using the same chemicals with the same mode of action year 
after year. Eventually, they stop working. A pesticide’s mode of action is 
the biological system it targets to kill the pest. Some work by inhibiting 
an insect’s growth; others go after its muscle cells or nervous system. 

Ricardo A. Ramirez, Ph.D., associate professor and entomologist, 
department of biology, Utah State University in Logan, explains exactly 
how resistance develops. “Let’s say you’re using a certain class of 
insecticide that blocks an enzyme that causes nerves to fire. But one 

insect in that population has a slight genetic modification in a receptor 
so the enzyme-blocking insecticide doesn’t attach to it in the same way. 
That insect is then able to recover and reproduce, and that mutation 
gets passed on to the next generation. Eventually you have a popula-
tion of insects that are resistant to that pesticide class.” 

To avoid this, take note of the group numbers on the pesticide 
labels. Two pesticides with the same group number will have the same 
mode of action. When treating in successive years, pick a pesticide 
with a different group number.

Bluegrass billbug larvae and pupae. Photo: Douglas Scott  
Richmond, PhD.
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www.elvisridgecapital.com

ing sound cultural practices that promote 
healthy, vigorous turf capable of tolerating 
or quickly recovering from insect damage, 
and every landscaper already knows what 
these are: proper fertilization, proper irri-
gation, removing excess thatch, aerating 
and cutting grass to the right height.

For example, a good cultural practice 
like cycle-and-soak watering can prevent 
Japanese beetle females from laying their 
eggs, which need water to hatch. But a 
soggy lawn is practically an engraved in-
vitation. 

IPM means dealing with pests as con-
servatively as possible, not routinely spray-
ing before you even know if a problem 
exists. You only reach for the pesticides 
when there’s no other option. “The goal 
of IPM is not to eliminate insects, but to 
keep insect pests below damaging levels,” 
says Richmond. 

it’s got nutrient-rich soil and its grass base 
is good and healthy.”

WHERE TO GET HELP
Your local university extension is a good 
place to get help with pest identification, 
treatment options and advice on best 
management practices. They’ll have the 
most up-to-date information about the 
pests found in your region. 

We’ll never kill every last grub on the 
planet (nor would we want to). But with 
the right practices, we can keep their 
numbers way down and give our clients’ 
lawns, fields, courses and campuses a 
fighting chance.  

Mary Elizabeth Williams-Villano is a contributing 
editor to Irrigation & Green Industry and can be 
reached at pouncerspy@gmail.com.

“The goal of IPM is not to 
eliminate insects, but to 
keep insect pests below 
damaging levels.” 
– Doug Richmond, Purdue University

Choosing the right variety of grass is 
also part of it. “The likelihood of or severity 
of insect damage can be reduced by pick-
ing turfgrass species that are well-adapted 
for that specific site,” says Richmond. 

Some grass types, the endophyte- 
enhanced varieties, harbor a secret anti- 
bug weapon. An endophyte is a micro-
scopic fungi found in many types of pe-
rennial rye, tall fescue and creeping red 
fescue. “The fungus produces a toxin that 
makes it unattractive to certain above-
ground pests, especially billbugs, as a food 
source,” says Ramirez. 

Dasch focuses on building up the 
strength of any lawn he inherits the care 
of, because he thinks it’s the best, least 
toxic and cheapest form of pest control. 
That is the essence of IPM. “And that’s 
the beauty of having a nice, healthy lawn,” 
he says. “It’ll defend itself just as a healthy 
human immune system fights off the 
germs it encounters on a daily basis. A 
lawn is going to function the same way, if 
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IA celebrates a successful 2019 
Irrigation Show and Education Week
Nearly 9,000 people from 57 countries attended the 2019 Irrigation Show and Ground-
water Week in Las Vegas Dec. 2-6. The Irrigation Association, Fairfax, Virginia, co-located 
with the National Ground Water Association, Westerville, Ohio, and the American Rain-
water Catchment Systems Association, Tempe, Arizona, resulting in a show floor with over 
600 exhibitors.

The education week featured new Industry Insights sessions, offering pre-
sentations and panel discussions on the latest trends, best practices and 

research updates on various agricultural and landscape irrigation and 
business topics. IA University courses teaching core irrigation cur-
riculum are respected in the industry and once again drew many 
participants. Many irrigation professionals became certified at the 
show by taking one of the IA’s seven different certification exams.

Keynote speaker and former Major League Baseball pitcher 
Jim Abbott highlighted the week with a powerful message about 
achieving success despite being born with only one hand. Abbott 

shared how he was able to overcome perceived limitations and 
reach his dreams.
Following the keynote address, the trade show floor opened, giv-

ing irrigation professionals the opportunity to interact with exhibitors and 
learn about products and services that could help their businesses. In addition to 

exploring the trade show floor for ideas, attendees had access to the industry’s latest tech-
nologies and innovations at the new product contest showcasing 56 entries.

The 2019 New Product Contest winners were announced at the general session, hosted 
by IA CEO Deborah Hamlin, CAE, FASAE; 2019 IA President Ed Santalone Jr.; and 
incoming 2020 IA President Jon Topham, CAIS, CID. They recognized and honored the 
2019 award winners and shared what the IA has accomplished over the past year. 

“The Irrigation Show is held each year to provide a venue where professionals can ex-
plore, connect and learn all about irrigation,” Hamlin says. “The 2019 show featured amaz-
ing new technologies on display, diverse educational opportunities and well-attended busi-
ness connection events that helped us accomplish this mission in Las Vegas.”

2019 New Product Contest winners revealed at Irrigation Show

Fifty-six new products and technologies were entered in five 
agriculture and landscape categories in the 2019 New Product 
Contest at the Irrigation Show and Education Week.

Products were evaluated based on innovation, design qual-
ity, increased water/resource-use efficiency, ease of use and 
product life expectancy. Contest judges were experienced pro-
fessionals with technical knowledge and industry expertise. 
The winners were announced Dec. 5, during the IA general 
session.

The winner of the landscape irrigation category is Klift-It 
by KJ Ketterling Enterprises LLC. Klift-It extends the height 

From left to right: landscape irrigation category winner, Klift-It by KJ Ketterling Enterprises LLC; landscape special-
ty category winner, Drill Pump by Action Machining Inc.; landscape lighting category winner, the Lighting Design 
Module of Irrigation F/X 16.0 by Land F/X

Landscape companies 
to offer NALP 
apprenticeships
Three New Jersey landscape companies are 
taking advantage of the Fairfax, Virgin ia-
based National Association of Landscape 
Professionals’ new Landscape Management 
Apprenticeship Program, according to an 
article by NJBIZ. 

RPM Landscape Contractor LLC 
of Absecon, Hewson Landscape Inc. of 
Plainfield and Fullerton Grounds Mainte-
nance of Kenvil are implementing the U.S. 
Department of Labor-registered program 
aimed at attracting young adults to the 
green industry and retaining them within it.

Scott Fullerton, owner of Fullerton 
Grounds Maintenance, has four employees 
beginning the apprenticeship program. “It is 
helping us recruit kids graduating from col-
lege,” says Fullerton. “We will teach you and 
pay you to learn.” 

“If you complete this apprenticeship, 
after 2,000 hours you are going to be a 
well-rounded individual,” he adds. “When 
you are awarded an apprenticeship certifi-
cate from Fullerton Grounds Maintenance, 
we would like that to have some substance 
and meaning.”

of a rotor sprinkler to operate correctly 
above the vegetation with little or no 
digging. Components are added to ex-
tend the body and stem to raise sunken 
sprinklers for improved performance.

The winner of the  landscape spe-
cialty category  is the Drill Pump 
by Action Machining Inc. The Drill 
Pump connects to a cordless drill and 
can quickly evacuate up to 35 gallons 

of water per minute. There is no other similar pump on the 
market that can handle the dirty water encountered by instal-
lation and maintenance crews.

The winner of the  landscape lighting category  is the 
Lighting Design Module of Irrigation F/X 16.0 by Land F/X. 
Lighting design is a demanding engineering task that is both 
time-consuming and error prone. The new Lighting Design 
Module from Land F/X allows the user to focus on design 
and selection of products, while reducing errors.

For more details about the new product contest, visit the 
Irrigation Show website at www.irrigationshow.org.
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TCIAF and Stihl announce ‘Gear Up’ winners
The Tree Care Industry Association Foundation, Manchester, New 
Hampshire, and Stihl Inc., Virginia Beach, Virginia, have announced 
the winning schools that submitted entries to “Gear Up, powered by 
Stihl,” an initiative that supports the future workforce of the industry 
by filling key equipment and training needs for students pursuing 
careers in arboriculture. This new program is part of a longstanding 
relationship between the TCIAF, the TCIA and Stihl Inc. in support 
of workforce development and industry training.

The following five winning colleges’ submissions were judged to 
have gone above and beyond the others:
• Allegany College of Maryland, Cumberland, Maryland
• Clackamas Community College, Oregon City, Oregon
• Huntley College of Agriculture, Pomona, California
• University of New Hampshire, Durham, New Hampshire
• Southern University and A&M College, Baton Rouge, Louisiana

The five winning schools each received $5,000 to put toward 
the purchase of Stihl equipment such as chain saws, brush cutters 
and personal protective apparel. To supplement the new gear, these 
schools will also receive a personalized training session from a Stihl 
Inc. representative.

“Although we’re only in our second year of Gear Up, we are once 
again impressed by all the submissions,” says Dave White, TCIA 

president and CEO. “We are confident that these funds will improve 
the quality of education and provide in-depth learning opportunities 
for students in these programs.”

“Investing in workforce development is critically important to the 
future of our industry, and Stihl Inc. is honored to partner with TCI-
AF to recognize and grow tree care educational programs around 
the country,” says Roger Phelps, corporate communications manager 
for Stihl Inc. “Through the Gear Up initiative, we’re helping equip 
students with the proper tools and training to develop the skills they 
need for their careers in arboriculture.”

Email: sales@raincad.com | Phone: (936) 372-9884

Easy-to-use landscape and 
 irrigation design software.

Trusted by thousands of green industry professional contractors,  
consultants and architects in over 30 countries. 
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3 Skid steer. Ditch Witch, Perry, Okla-
homa, offers its new SK3000 full-size 
stand-on skid steer with a Yanman 

58.9-horsepower four-cylinder diesel 
engine with 5,500 pounds of breakout 
force. It has a 118-inch hinge-pin height 
at its full-rated operating capacity of 3,100 
pounds. An advanced hydraulic system 
with hydraulically operated attachment 
pins and 8-, 14-, and 22-gallons per min-
ute flow settings direct up to 51 horse-
power to the attachments.

Features include three USB charging 
ports, a passcode-protected keyless igni-
tion and a 5-inch full-color LCD display 
that provides engine diagnostics.

The ergonomic operator’s station 
has standard dual-lever drive controls; a 
single-lever joystick is optional. Other 
options include automatic ride control,  
a dual self-leveling kit and the Orange 
Intel Fleet Management System.

Ditch Witch 
www.ditchwitch.com

SUPPLIER IN THE NEWS
Greenworks announces partnership with arborist Ken Palmer

1 Debris blower. Mean Green Mowers, 
Hamilton, Ohio, has been granted  
a patent for its ORV-Blast vehicle- 

mounted battery-powered commercial 
debris blower.

Built of strong, lightweight aluminum, 
the low-maintenance blower has two 
speeds, 120 mph and 155 mph, and a 
longer run time than most similarly sized 
gas-powered units. It quickly attaches to 
any vehicle, including the company’s CXR 
mower. The swivel air tube’s power and 
high/low functions are controlled via a 
remote or a foot switch. 

The company says the unit is healthier 
for operators to use, as it’s lighter to carry, 
easier and less fatiguing to start. It puts 
out zero emissions and produces 60 dba 
compared to a traditional gas blower that 
can be as loud as 100 dba or higher.

Mean Green Mowers 
www.meangreenproducts.com

2 Zero-turn mowers. Kioti Tractor, a 
division of Daedong-USA Inc., 
Wendell, North Carolina, presents its 

commercial zero-turn mower line with six 
models designed for landscape profession-
als. There are four series: ZXR, ZXR SE, 
ZXC and ZXC SE. 

All models feature Briggs and Stratton 
or Kohler engines ranging from 21 to 27 
horsepower and Hydro-Gear transmissions 
with optimized belt routing to reduce 
vibration. The ZXC and ZXC SE models 
have 12.5-gallon fuel tanks; the ZXR and 
ZXR SE models have 7.5-gallon tanks. 
Features include easy-to-reach controls,  
ergonomically designed seating and a  
digital control panel with keyless start.

The decks have simple dial-type height 
adjustment. They’re made from fabricated, 
reinforced 10-gauge steel with standard 
notch blades and come in 48-, 54- and 
60-inch sizes. 

Kioti 
www.kioti.com

Mooresville, North Carolina-based Greenworks Commercial 
has entered into a sponsorship agreement with ArborMaster,  
Willington, Connecticut, and its internationally known 
co-founder, arborist Ken Palmer.

Per the agreement, Palmer will use Greenworks Com-
mercial’s line of lithium-ion battery-powered saws as his 
exclusive battery-powered equipment during 2020, a year 
that also marks the 25th anniversary of ArborMaster. Palmer 
will also conduct private training programs, make celebrity 
appearances and consult on new product development with 
Greenworks engineers.

The agreement coincides with the release of two new 
members of Greenworks Commercial’s professional-duty 
line: the 48TH12 48-volt 12-inch brushless top handle saw 
and the GS181 18-inch rear handle chainsaw. The 48TH12 

will be the first product in the Green-
works Commercial line to incorporate 
the latest 21700 lithium-ion cells that 
offer users more power, lighter weight, 
longer life and improved run times. 

The GS181 is Greenworks’ most 
powerful chain saw to date. The com-
pany says it produces 50% less noise 
and five times fewer vibrations than 
equivalent gas-powered units.

“Greenworks’ new top handle saw is a game changer,” says 
Palmer. “And the new GS181 rear-handle is the most pow-
erful battery chain saw I’ve ever run. I’m confident that using 
Greenworks products will enhance ArborMaster’s core pillars 
of safety, productivity and skill.”

Ken Palmer, arborist and 
co-founder of ArborMaster
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Do you have  
a product to 
spotlight?
Submit your 125-word 
product description and 
high-resolution photo to 
news@igin.com.

• •

digcorp.com

Solar-Powered Irrigation Management
LEIT® CONTROLLERS

No power. No problem.
Powered by ambient light; ideal  
for commercial installations such 
as Pocket Parks, Median Strips, 
Greenbelts, and Habitat Restoration        

• No Batteries Needed  
• No AC Power Required
• No External Solar Panels
• Trouble-Free Installation
• Available in 4-28 stations

®

p. 24Learn how to prevent employee burnout, p. 28Top 5 irrigation issue fixes, p. 36

+

2020
GREEN INDUSTRYOUTLOOK

Subscribe 
today.

FREE
Subscription

www.igin.com/Subscribe/Feb20

The leading magazine  
for irrigation, landscape  
and maintenance  
contractors.

4 Fuel container. Scepter, Miami, Okla-
homa, presents its SmartControl fuel 
container with an innovative spout 

design that allows a user to easily dispense 
the exact amount of fuel desired without 
spilling. The flow valve has a flame miti-
gation device that enhances safety, and the 
container can be stored with the spout on 
so a user’s hands stay clean. 

To dispense, the user squeezes the 
container while upright to vent the fumes. 
Then, with one motion, the user presses 
the lever up to unlock the safety feature 
with the palm of the hand, squeezes the 
large button, then places the nozzle over 
the tank and squeezes again to pour.

The product is available in one-, two- 
and five-gallon gas, kerosene and diesel 
sizes. The high-density polyethylene 
containers can be safely stored while  
filled in garages and sheds.

Scepter 
www.scepter.com
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7 Top-handle chain saw. Stihl Inc., 
Virginia Beach, Virginia, is offering its 
first battery powered top-handle chain 

saw, the MSA 161 T, part of its AP Series. 
The light, 4.6-pound powerhead contains 
a commercial-grade brushless electric 
motor that produces low noise and zero 
exhaust and gives the saw a cutting speed 
of 52.5 feet per second. It comes standard 
with a ¼-inch Stihl Picco saw chain for 
precise pruning. A Stihl Quickstop Plus 
electronically controlled coast-down brake 
stops the saw chain from rotating when 
the rear handle is released. 

Other features include a captured guide 
bar nut on the sprocket cover; a built-in 
retractable carry ring; a toolless, translu-
cent 3.5-ounce bar and chain oil tank; a 
rubberized handle and a side-access chain 
tensioner. Users can get up to 50 minutes 
of operation from a Stihl AP 300 battery. 

Stihl Inc.  
www.stihlusa.com

SUPPLIER IN THE NEWS
Doosan Bobcat completes acquisition of Bob-Cat Mowers, Steiner and Ryan brands
Compact equipment manufacturer Doosan Bobcat North 
America Inc., West Fargo, North Dakota, has acquired 
the Bob-Cat Mowers and the Steiner and Ryan brands of 
grounds maintenance equipment from Schiller Grounds  
Care Inc.

“We are pleased and proud to welcome the Bob-Cat,  
Steiner and Ryan team members into the Doosan Bobcat 
family,” says Mike Ballweber, president of Doosan Bobcat 
North America. “We are bringing great people and strong 
brands into our organization to help further grow our busi-
ness and reach more customers and markets.”

Doosan Bobcat announced the signing of a definitive 
agreement in December 2019 to acquire Bob-Cat Mowers 
and the Steiner and Ryan brands of grounds maintenance 
equipment, including the Johnson Creek, Wisconsin,  

manufacturing facility. 
About 200 employees at 
the manufacturing facility 
and members of the dis-
tributor and dealer direct 
field sales and technical 
support teams will join 
Doosan Bobcat.

“A dedicated group 
has been working on the 
integration plans, and we 
are excited about what our expanded team and new brands 
will accomplish together,” says Ballweber. “This will position 
Doosan Bobcat to offer a broader range of quality products 
and solutions to our dealers, distributors and customers.”

6 Accident camera. NexTraq, Atlanta, a 
Michelin Group company, is launch-
ing its new NexTraq Dashcam, a 

vehicle incident camera system that takes 
the guesswork out of conflicting accident 
reports by providing high-definition video 
coverage of the moments before, during 
and after an event. It provides download-
able HD incident videos, real-time alerts 
and live GPS location via email using 4G 
LTE connectivity that has 10 times the 
speed of 3G networks.

 Features include a wide-angle HD 
lens, nine infrared LEDs for nighttime 
recording and an optional second camera 
for in-cab viewing. Installing this product 
in your company’s vehicles may reduce in-
surance premiums. The product is available 
in the United States and Canada.

NexTraq 
www.nextraq.com

5  Booster pump. Xylem, Rye Brook, 
New York, offers the ResiBoost  
Complete Packaged Variable Fre-

quency System that solves the problem 
of low or inconsistent water pressure for 
homes connected to a municipal water 
supply.

The plug-and-play system consists of 
a Lowara stainless steel multistage pump 
with a variable frequency drive that mon-
itors and adjusts pump speed to maintain 
consistent pressure and a small standard 
bladder tank.

There are built-in protections against 
short circuits, dry running, high current 
and incorrect supply voltage. The system 
can also be manually bypassed in case of 
VFD failure.

The system will be available in early 
2020 in six models covering a 10 to 32 
gpm range and up to 75 psi. 

Xylem 
www.xylem.com
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“I’ve never had a problem with a  
callback on Bowsmith emitters in my  

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

- Doug Matthews, Logan Simpson Design

Why choose BOWSMiTH 
NonStop® Emitters?

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

No Call Backs!

Best in the World Against Cloggingwww.siboredrill.com
siboredrill@neo.rr.com | Brent – (330) 844-0042

Please mention this ad, and we will give you a FREE  
48" heavy-duty extension, extending your boring capacity to 16'.

HEY, IRRIGATION CONTRACTORS! 
Do you need a quick and efficient way to get your  
lines under solid objects?  The SiBore Drill uses a  
waterless boring method so there is no mud in your 
trenches. The SB2-16HD is powered by a Honda GX35, 
 4-cycle gas engine.  

This unit comes with:
• 2 heavy-duty 48"  

extensions 
• 2 heavy-duty augers 
 You have a choice  

of 2", 3", 4", 6" and 8"  
augers. (There is a  
small upcharge 
for the 8".) 

Also includes a motor stand 
to keep the drill all together 
in your shop. Can be  
converted to a vertical  
posthole drill in 2 minutes.

Comes with a  
2-year  warranty!

Fertigation

Call us @ 832-321-3311

www.Turffeeding.com

Scan for Video

Scan for Website

Save $10,000 on any Field

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

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

•  Full Flow Interior – Prevents material build-
up due to the absence of an interior hose 
shank. Instead, our coupling screws easily 
and securely over the outside of the hose to 
provide full flow.

•  Swivel Joint – Stainless steel ball bearings 
ensure smooth swivel action, reducing 
instances of hose twisting.

•  Versatile 2-Piece Design – Coupling consists of male and female ends 
connected by NPSM threads. Male portion also sold separately.

Kuriyama of America, Inc.
(847) 755-0360 
sales@kuriyama.com
www.kuriyama.com

NEW

Fits the following  
Tigerflex™ series hoses:
 • MULCH™

 • MULCH-LT™ 
 • BARK™ 
 • LK™ 
 • UV1™

• • GREEN INDUSTRY MARKETPLACE • • MINI MART

For samples:
sales@maxijet.com

The Wing Jet

for Landscapes
 !

Proudly
Made in the USA!

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.

Contact your account manager today.

Grow your business  
by placing an AD!

®

www.igin.com

Eric Anderson | North Central | 952.905.3206
Tom Schoen | South Central | 952.905.3214
Alan Scott | East and West | 310.593.1928
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HELP WANTED

PRODUCTS

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

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

www.agcirrigation.net.

WANT TO BUY OR 
SELL A BUSINESS?

Professional Business 
Consultants can obtain purchase 

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

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

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

Installation all over the U.S. and Canada.

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

1994~25th Anniversary~2019  
 

BUSINESS

Roundstone is Your Source for
Consulting •  Installations  •  Seeds •  Plugs

Contact us for a free quote •  888.531.2353

sales@roundstoneseed.com
9764 Raider Hollow Road Upton KY 42784
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5  Bountiful shades of blue – Landscape 
professionals anticipate rich tones of blue 
to make a striking impact in 2020. With 

PPG naming Chinese Porcelain, a cobalt and 
moody blue, and Sherwin-Williams declaring 
Naval, a strong and calming dark blue, as 
their respective colors of the year, experts 
predict these tones will influence 
the design of outdoor spaces this 
year. To add touches of the hue, 
homeowners could consider 
a blue sculpture or water 
feature. To incorporate shades 
of blue into gardens, look to 
plants such as blue fortune, 
delphinium, hydrangea, globe 
thistle or grape hyacinth.

NALP releases its 
TOP 5 landscape 
trends of 2020
The National Association of Landscape 
Professionals, Fairfax, Virginia, has 
announced its official list of the top 
lawn and landscape trends for 2020. 

3 One-click, remote irrigation – Technology 
continues to be a staple of the lawn and 
landscape industry. In 2020, homeowner 

demand will contribute to a rise in high-tech irrigation 
systems that deliver just the right amount of water 
to a lawn or landscape, conserving water and saving 
money in the long run. Today’s irrigation systems are 
controllable from anywhere with Wi-Fi, Bluetooth and 
smartphone apps to help maximize efficiency.

4 Your style, your garden design – 
Gardens serve as a relaxing escape for 
many across the country. From creating 

edible gardens for farm-to-table dining to 
planting gardens that produce favorite fruits, 
vegetables or herbs, homeowners are more 
aware of the options that exist for installing 
gardens that meet their personal needs. For 
smaller spaces, consider container gardens, 
vertical gardens and interiorscaping to create 
an outdoor garden oasis.

2 Ornate, geometric hardscaping – Professionals are noting an uptick 
in requests for intricate hardscaping patterns including waves, chevron, 
lattice and basket weave sweeping the country. From walkways and 

patios to retaining walls and fire features, homeowners are looking to 
integrate popular home decor patterns into their hardscape designs.

1 Contemporary and transitional landscape design – 
Clients are seeking sleek, contemporary and simple 
landscape designs. Whether opting for an elegant 

outdoor kitchen, contemporary sculpture or modern fire 
or water feature, professionals are seeing a shift toward 
simplistic designs. Multiseason functionality is essential 
as more homeowners are selecting elements that can 
survive a range of temperatures, such as native plants, 
heat lamps and protective structures.



                                         LOW                LOW               ZERO               ZERO  
              NOISE       MAINTENANCE   EMISSIONS          GAS  

    
Find a Dealer at:  www.meangreenmowers.com  



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

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

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

healthy, beautiful, water-smart landscapes.

Find out how Ewing can help with your next project.

YOUR 
PROJECTS 
WILL TURN 
HEADS

Follow us on social media:

EwingIrrigation.com
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