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

FEBRUARY 2021

See our 2
021 M

ower C
omparis

on  

Charts
, startin

g on page 40.

®

Reach growth goals with diversity, p. 26
Bundle services while boosting profits, p. 28

Pick up new wireless irrigation trends, p. 32

INSIDE+

Reach your
POTENTIAL

Maintain and develop 
effective employees with 
training and career planning.



LANDSCAPE & ACHITECTURAL LIGHTING   |   Learn more. Visit fxl.com

Zoning, dimming, and 30,000 colors.
                     Now controlled from anywhere.

With new Luxor® Cloud management, you can 

control lighting systems from the palm of your hand 

— anywhere, anytime. This means no more costly 

site visits for you and total remote access for your 

customers. Welcome to cloud nine.



www.igin.com February 2021    Irrigation & Green Industry          3

• • CONTENTS

Features

14 Cover Story: Reach your potential
Maintain and develop effective employees with training and career planning.

22	 Close-up	Profile:	Scott	Fullerton
The founder of Fullerton Grounds Maintenance develops his employees into 
the effective crew he needs to power growth.

26	 Strength	in	difference
Encouraging diversity in the workplace leads to a high-performance business.

28 Making a deal
Build customer relationships by offering clients more while boosting  
profitability.

32 The year of wireless
Wireless technology helps irrigation professionals dealing with  
labor shortages and social distancing.

36	 Feeling	the	spark
Use these 3 tips to get the  
most out of battery-operated  
equipment.

        
22

ON THE COVER

14

®

page 40

Use our mower comparison charts  
to find the right machine for the job.

In this issue

From the Editor .......................... 4

Market Watch  ............................ 6

Green Business Brief ................ 8

Industry Insights ..................... 10

Night Lighting.......................... 12

Associations in Action ............ 47

Product Spotlight ..................... 48

Ad Index ................................... 49

Branching Out ......................... 50

Get recognized
Show off your incredible projects 
with the Changing the Landscape 
Awards. Submit your work to win 
at www.igin.com/ctl_awards.

32

February 2021 | Volume 25 | Issue 2

2021 ZERO-TURN MOWER COMPARISON CHART – RIDER MODELS

Model

Horse- 
power 

Cooling Forward 
speed 

(mph)

Fuel type  options Fuel 
capacity 

(gal)

Deck drive – belt/shaft
Width at 

rear wheels (in.)

Total width (in.) (chute up)

Wheel 
base 

(in.)

Overall 
length 

(in.)

Curb 
clearance (in.)

Deck discharge  options Unit weight (lbs) Width of cut (in.) Height of cut (in.)

Altoz XR 480, 540

23 air 8 gasoline
5

belt n/a
49-55 n/a 77 n/a

side
800-830 48-54 1.5-4.25

Altoz XE 540, 610

24 air 9 gasoline
10 belt n/a

55-62 n/a 80 n/a
side

930-970 54-61 1.5-4.25

Altoz XPHD 540, 610, 660, 720

27-35 air 11 gasoline
14 belt n/a

55-73 n/a 86.5-89 n/a
side

1,330-1,415 54-72 1.5-5

Altoz XC 610, 720

31-37 air 19 gasoline
14 belt n/a

62-73 n/a 85.5-89 n/a
side

1,400-1,500 61-72 1.5-5

Altoz TRX 354, 561, 766

27-37 air 7-10 gasoline
10-14 belt n/a

55-67 n/a 81-96 n/a
side/rear

1,200-1,600 54-66 2.25-7

BigDog Rex Briggs & Stratton

10.5 air 5 gasoline
2.8 qts belt n/a

37.5
n/a 65.5 n/a

side
390

34
1.5-4.5

BigDog Rex Briggs & Stratton

10.5 air 5 gasoline
2.8 qts belt n/a

43.25 n/a 65.5 n/a
side

400
42

1.5-4.5

BigDog Alpha Kawasaki FR541

15 air 6.5 gasoline
3

belt n/a
38.3 n/a 73 n/a

side
465

36
1.5-4.5

BigDog Alpha Kawasaki FR600

18 air 6.5 gasoline
3

belt n/a
44.4 n/a 73 n/a

side
495

42
1.5-4.5

BigDog Alpha Kawasaki FR691

23 air 6.5 gasoline
3

belt n/a
53.4 n/a 73 n/a

side
515

52
1.5-4.5

BigDog Alpha MP Kawasaki FR651
21.5 air 7.5 gasoline

3
belt n/a

37.3
n/a 73 n/a

side
577

36
1.5-4.5

BigDog Alpha MP Kawasaki FR651
21.5 air 7.5 gasoline

3
belt n/a

44.4 n/a 73 n/a
side

587
42

1.5-4.5

BigDog Alpha MP Kawasaki FR651
21.5 air 7.5 gasoline

3
belt n/a

49.7 n/a 73 n/a
side

625
48

1.5-4.5

BigDog Alpha MP Kawasaki FR691
23 air 7.5 gasoline

3
belt n/a

55.7 n/a 73 n/a
side

650
54

1.5-4.5

BigDog Alpha MP Kawasaki FR730
24 air 7.5 gasoline

3
belt n/a

61.7
n/a 73 n/a

side
670

60
1.5-4.5

BigDog Alpha MPX Kawasaki FR691
23 air 7 gasoline

3
belt 41

49
n/a 73 n/a

side
620

48
1.5-4.5

BigDog Alpha MPX Kawasaki FR691
23 air 7 gasoline

3
belt 46

55
n/a 73 n/a

side
666

54
1.5-4.5

BigDog Alpha MPX Kawasaki FR730
24 air 7 gasoline

3
belt 46

61
n/a 73 n/a

side
671

60
1.5-4.5

BigDog Blackjack Kawasaki FR691
23 air 7 gasoline

3
belt 43.7 48.8 n/a 69.4 n/a

side
755

48
1.5-4.5

BigDog Blackjack Kawasaki FR691
23 air 7 gasoline

3
belt 43.7 54.8 n/a 69.4 n/a

side
770

54
1.5-4.5

BigDog Stout Kawasaki FR691

23 air 8 gasoline
5

belt 47
49.1

n/a 76 n/a
side

855
48

1.5-4.5

BigDog Stout Kawasaki FR691

23 air 8 gasoline
5

belt 52
55.1 n/a 76 n/a

side
860

54
1.5-4.5

BigDog Stout Kawasaki FR730

24 air 8 gasoline
5

belt 52
61.1

n/a 76 n/a
side

880
60

1.5-4.5

BigDog Stout MP Kawasaki FX691
22 air 9 gasoline

5
belt 47

49.1
n/a 73.6 n/a

side
862

48
1.5-4.5

BigDog Stout MP Kawasaki FX691
22 air 9 gasoline

5
belt 52

55.1 n/a 73.6 n/a
side

891
54

1.5-4.5

BigDog Stout MP Kawasaki FX730

23.5 air 9 gasoline
5

belt 52
61.1

n/a 73.6 n/a
side

916
60

1.5-4.5

BigDog Diablo Kawasaki FX850

27 air 10.5 gasoline
11.7 belt n/a

54.4 n/a 80.2 n/a
side

1,255 52
1-5.5

BigDog Diablo Kawasaki FX850

27 air 10.5 gasoline
11.7 belt n/a

62.4
n/a 80.2 n/a

side
1,306 60

1-5.5

BigDog Diablo Kawasaki FX850

27 air 10.5 gasoline
11.7 belt n/a

75.7 n/a 84 n/a
side

1,465 72
1-5.5

BigDog Diablo MP Kawasaki FX850
27 air 14 gasoline

12 belt n/a
65.3 n/a 89 n/a

side
1,460 60

1-5.5

BigDog Diablo MP Kawasaki FX1000
35 air 14 gasoline

12 belt n/a
65.3 n/a 89 n/a

side
1,475 60

1-5.5

BigDog Diablo MP Kawasaki FX1000
35 air 14 gasoline

12 belt n/a
75.3

n/a 93 n/a
side

1,590 72
1-5.5

BigDog Hike Kawasaki FS541 (ES)
15 air 6.3 gasoline

3.4 belt 35
37

n/a 76.7 n/a
side

560
36

1.5-4.5

BigDog Hike Kawasaki FS600 (ES)
18.5 air 6.3 gasoline

3.4 belt 44
49

n/a 75 n/a
side

635
48

1.5-4.5

BigDog Hike Kawasaki FS600 (ES)
18.5 air 6.3 gasoline

3.4 belt 46
55

n/a 75.3 n/a
side

660
54

1.5-4.5

BigDog Hike Kawasaki FS651 (ES)
21.5 air 6.3 gasoline

3.4 belt 46
61

n/a 77.5 n/a
side

695
60

1.5-4.5

Bob-Cat CRZ

21.5-23 air 7 gasoline
6

belt 41-46 43-63 48-51 76-79 n/a
side

684-795 42-61 1.5-4.875

Bob-Cat  XRZ/XRZ Pro

21.5-24 air 8 gasoline
6

belt 46-47 49-63 48 76-79 n/a
side

736-817 48-61 1.5-4.875

Bob-Cat XRZ Pro RS

20.5-27 air 10 gasoline
9.5 belt 47-50 49-63 48 76-79 n/a

side
773-844 48-61 1.5-4.875

Bob-Cat QuickCat 4000

19-26 air 9-10.5 gasoline
5.1-6.5 belt 35-50 35.5-63 48-50 64-67 n/a

side
800-1,028 36-61 1.5-4.5

Bob-Cat FastCat Pro SE

16.5-19 air 0-8 gasoline
9.5 belt 36-50 37-54 47-53 79 n/a

side
705-744 36-42 1-4.875

Bob-Cat Predator-Pro 7000

35-37 air 15-19 gasoline
15 belt 56

63-74 54-56 87-89 n/a
side

1,500-1,659 61-72 1-5.5

Bob-Cat ProCat 6000MX

27-29.5 air 12 gasoline
15 belt 53

63
53 83 n/a

side
1,464 61

1-5.5

Bob-Cat ProCat 6000

25.5 air 12 gasoline
15 belt 53

54-63 53 83 n/a
side

1,371-1,421 52-61 1-5.5

Bob-Cat Procat 5000

23.5-26 air 10 gasoline
11 belt 49-53 49-63 53 83 n/a

side
1,253-1,318 48-61 1-5.5

Country Clipper Avenue

18, 23 air 7
5

belt 43, 45 54, 67 n/a 80 n/a

587-635 42, 54 1.5-4.5

Country Clipper Boulevard

23 air 7.5
5

belt 47, 49 58, 67, 74 n/a 79 n/a

688-722 48, 54, 60 1.5-4.5

Country Clipper XLT

24, 26 air 8
5

belt 47, 49 61, 65, 73 n/a 79 n/a

805-838 48, 52, 60 1.5-5

Country Clipper Challenger

24, 25 air 9
7

belt 49
53, 61 n/a 79 n/a

824-834 52, 60 1.5-5

Country Clipper Charger

25.5 air 11
10.25 belt 51, 56 53, 61 n/a 84 n/a

1208-1256 52, 60 1.5-5

Country Clipper Boss XL

31, 35 air 12.5
10.25 belt 58.5 61, 73 n/a 84.5, 87 n/a

1330-1421 60, 72 1.5-5

Dixie Chopper Zee 2 2342KO

23 air 7
4

belt n/a
51.5

n/a 76 n/a

730
42

1.5-4.5

Dixie Chopper Zee 2 2348KO

23 air 7
4

belt n/a
57.5

n/a 76 n/a

750
48

1.5-4.5

Dixie Chopper Zee 2 2348KW

23 air 7
4

belt n/a
57.5

n/a 76 n/a

750
48

1.5-4.5

Dixie Chopper Zee 2 2354KO

23 air 7
4

belt n/a
64

n/a 76 n/a

763
54

1.5-4.5

Dixie Chopper Zee 2 2354KW

23 air 7
4

belt n/a
64

n/a 76 n/a

763
54

1.5-4.5

Dixie Chopper Magnum R 2450KW

24 air 8
8

belt n/a
61

n/a 80 n/a

730
50

1.5-4.5

Dixie Chopper Magnum R 25540KO
25 air 8

8
belt n/a

61
n/a 80 n/a

730
50

1.5-4.5

Dixie Chopper Magnum R 2460KW

24 air 8
8

belt n/a
71

n/a 80 n/a

750
60

1.5-4.5

Dixie Chopper Magnum R 2560KO
25 air 8

8
belt n/a

71
n/a 80 n/a

750
60

1-5

Dixie Chopper BlackHawk 2248KW

22 air 9
6.8 belt n/a

49.2 n/a 81.3 n/a

1,104 48
1-5

Dixie Chopper BlackHawk 2454KW

24 air 9
6.8 belt n/a

55.4 n/a 81.3 n/a

1,114
54

1-5

Dixie Chopper BlackHawk 2460KW

24 air 9
6.8 belt n/a

61.9
n/a 81.3 n/a

1,121 60
1-5

Dixie Chopper BlackHawk HP 2248KW
22 air 10

6.8 belt n/a
49.2 n/a 81.3 n/a

1,116
48

1.5-4.5

Dixie Chopper BlackHawk HP 2548KOE
25 air 10

6.8 belt n/a
49.2 n/a 81.3 n/a

1,121 48
1-5

Dixie Chopper BlackHawk HP 2454KW
24 air 10

6.8 belt n/a
55.4 n/a 81.3 n/a

1,132 54
1-5

Dixie Chopper BlackHawk HP 2554KOE
25 air 10

6.8 belt n/a
55.4 n/a 81.3 n/a

1,138 54
1-5

Dixie Chopper BlackHawk HP 2460KW
24 air 10

6.8 belt n/a
61.9

n/a 81.3 n/a

1,140 60
1-5

Dixie Chopper BlackHawk HP 2560KOE
25 air 10

6.8 belt n/a
61.9

n/a 81.3 n/a

1,144 60
1-5

Editor’s note: Information presented in these charts was provided by manufacturers. 

Please contact the manufacturer directly for more details.

CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft. 
  To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.

Thanks to Grasshopper for sponsoring 
this year’s mower comparison charts.

www.igin.com
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As an industry, 
you’ve endured one 
of the tougher years 
in recent memory, 
and that on its own is 
worth celebrating.

®

Facebook
@iginmagazine

Twitter
@iginmagazine

LinkedIn
Irrigation & Green Industry

Instagram
@iginmagazine

Remember your wins

A
s we start to get further into the new 
year, it’s time to really look at some 
of the major projects planned for the 
upcoming months. For landscape 
and irrigation professionals, these 
few months are often deep dives 
into repairs, technical education and 

business planning. It can mean a lot of time 
spent going over the books and finding where 
things could’ve run more smoothly, or where 
there was money left on the table.

Looking for ways to improve efficiency 
and boost profits is important, but I’d en-
courage you not to stop there this year. It’s 
just as important to take the time to look at 
everything that went right and mark those 
successes and the hard work that went into 
them. As an industry, you’ve endured one of 
the tougher years in recent memory, and that 
on its own is worth celebrating. Whether 
you struggled to get through payroll or you 
fought to keep up with demand, 2020 was 
a rollercoaster of a year. Take a moment to 
think about what it took to get through and 
the team you’re working with that’s support-
ed you throughout. 

Part of the reason I bring up celebration 
of past successes is to introduce a new proj-
ect for our magazine that I’m excited to talk 

about. This year, we’re debuting the Changing 
the Landscape Awards, a set of awards that 
recognize the amazing work done by land-
scape and irrigation professionals across the 
country in four categories: Landscape De-
sign, Water Features, Irrigation and Lighting.

We’re looking for the best work you’ve 
done that’s been completed in the past year, 
regardless of when the project began. Did you 
put together an amazing irrigation layout that 
saves the client water? How about the land-
scape design you completed that’s bound to 
pull more work your way when the neighbors 
see it? We want to recognize your achieve-
ments in our pages. 

Send us the details of your project at www.
igin.com/ctl_awards, including some notes 
about how the project came together and an 
image or two. Our panel of judges will go 
through the submissions, and the best jobs 
completed in the past year will be featured 
as in-depth feature articles in upcoming edi-
tions of Irrigation & Green Industry. 

Take a look back at the projects where you 
tackled huge obstacles or got amazing results, 
and show off your team’s work on our stage. 
I can’t think of a better way to celebrate the 
successes of the past year.  



www.dawnindustries.com

800.321.7246

Patent Number 7150289

A SUPERIOR TOOL-LESS SADDLE TEE 

FOR POLYETHYLENE PIPE AND  

PVC CLASS 160 & 200 PIPE

THE MOST SECURE FITTINGS ON THE MARKET

•	 PE: 3/4” to 1 1/2” 

•		Metric: 25mm & 32mm

•		3/4” & 1” Class 160 & 200 PVC pipe

•	 Outlets available: 1/2” & 3/4” FPT, 

Funny/Swing Elbow, Straight Adapter 

or 17mm Drip Adapter

•	 No Tools Required

•	 No Snaps or Straps

•	 Swing & Drip fittings pre-installed

 and are removable for onsite 

customizations
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Investors Corner
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STOCK
UPDATE

Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 

Koninkijke  
Philips NV

(NYSE: PHG) 

The Scotts  
Miracle-Gro  

Company 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro  
Company

(NYSE: TTC) 

Watts Water  
Technologies
(NYSE: WTS)

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

BrightView  
Holdings Inc.

(NYSE: BV)

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Briggs &  
Stratton Corp.

(NYSE: BGGSQ)

Pool Corp.
(NASDAQ: 

POOL)

Caterpillar Inc., Deerfield, Illinois, is join-
ing OneTen, a new coalition of 37 private 
U.S. employers that have committed to 
train, hire and retain 1 million Black Amer-
icans over the next 10 years into family- 
sustaining jobs with opportunities for ad-
vancement.

As a founding member, Caterpillar is 
making an annual financial commitment 
of $1.5 million and a yearly hiring com-
mitment of at least 200 Black American 
employees.

OneTen connects employers with tal-
ent partners, nonprofits and other skill- 
credentialing organizations that support 
the development of diverse talent.

OneTen will work with employers, ed-
ucation partners and upskilling partners to 
design educational and employment solu-
tions. Its role in the talent ecosystem will be 
local, reflecting the workforce development 
landscape, and focus on reducing exclu-
sionary hiring practices, identifying robust 
and new talent sources, and ensuring that 

adequate and equitable career pathways for 
advancement exist. In January 2021, the 
organization began working with partner 
employers to improve workplace inclusivity 
practices and connecting talent providers 
to partner employers.

“We are proud to join forces with other 
major employers to lead in this effort,” says 
Jim Umpleby, Caterpillar chairman and 
CEO. “It is a natural extension of our work-
force development journey and enhances 
our efforts to build the next generation of 
doers. Our involvement in OneTen is par-
ticularly timely as we conclude our 95th an-
niversary year, ready to launch into the next 
century with the team that will help our 
customers build a better world.” 

Caterpillar joins employer coalition to create 
1 million jobs for Black Americans

“Our involvement in OneTen is particularly timely as we conclude our 95th  
anniversary year, ready to launch into the next century with the team that  
will help our customers build a better world.” 

– Jim Umpleby, Caterpillar chairman and CEO



Saving water system 
professionals time and 
money is our mission. Over 
the past 30 years, Dawn 
Industries, Inc. has introduced 
some of the most innovative 
and successful water system 
and replacement products on 
the market. The Company’s 
team of seasoned engineers, 
sales and office staff 
continue to work closely with 
professionals from multiple 
industries in developing new 
and innovative products. 
 
What separates Dawn 
Industries is our commitment 
to pleasing our customer 
base. We’re a business that 
treats our customers like 
family, with respect, courtesy 
and warmth. We recognize 
that you are our lifeblood, 
everything we do is focused 
on your satisfaction. 
 
We appreciate your business 
and look forward to serving 
you for many years to come. 

Team Dawn Industries
Contact Us
Phone: 1-303-296-4041 
Toll-Free: 1-800-321-7246 
Fax: 1-303-295-6604
Email: sales@dawnindustries.com

SPONSORED CONTENT
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  Landscape

Heritage Landscape Supply Group acquires two suppliers
Heritage Landscape Supply Group Inc., McKinney, Texas, 
acquired Irrigation Station, a family-owned distributor of 
irrigation, outdoor lighting and other landscape products.

Headquartered in Houston, Irrigation Station was 
founded in 1987 and operates a second location in Okla-
homa City. The Burtch family, alongside Irrigation Sta-
tion’s entire sales and operations team, will lead the busi-
ness going forward and Heritage will continue to operate 
these locations under the Irrigation Station name.

Heritage also acquired Reams Sprinkler Supply, a family- 
owned distributor of irrigation, outdoor lighting and other 
landscape products.

Headquartered in Lincoln, Nebraska, Reams was 
founded in 1975 by the Bousquet family and is currently 
led by third generation family member, Bryce Bousquet. 
The company operates a network of eight branches across 
four states (Nebraska, Kansas, Iowa and Missouri) and 
employs a team of more than 30 people. Bousquet will 
continue to lead the company’s dedicated employee base 
under the Reams banner, ensuring continuity and consis-
tency for customers and supplier partners.

  Landscape

Janet Moyer Land-
scaping receives a 
2020 CLCA Trophy Award
Janet Moyer Land-
scaping, San Francisco, 
received the Califor-
nia Landscape Con-
tractors Association 
Trophy Award for 
Small Residential Installations, award-
ed at its annual meeting held virtually in 
mid-November.

Located in the Mission District of San 
Francisco, the winning garden was designed 
by Joe Couture for clients wanting a new 
look in the rear of their two-unit Victorian 
home. The design maximizes the space by 
utilizing diagonal lines in the fencing and 
the patio area to expand the visual feel of 
the space. In addition, by working together 
to select complementary plants, containers 
and furniture, the designer and homeown-
ers were able to create a warm, welcoming 
and fun environment. Couture and the rest 
of the design team at JML are very excited 
to receive recognition from this prestigious 
yearly competition, adding to awards re-
ceived in prior years.

  Tree care

Arborjet sponsors Vail Valley  
Foundation’s 2020 winter events
Woburn, Massachusetts-based Arborjet 
| Ecologel is continuing support of Vail 
Valley Foundation by sponsoring this year’s 
special winter events: “Magic of Lights 
Vail,” as well as the Vail Valley Foundation’s 
Vilar Performing Arts Concert Series. Ar-
borjet has been a sponsor of Xfinity Birds 
of Prey Audi FIS Ski World Cup for the 
past four years, including its new Ski for a 
Tree campaign. Working with area part-
ners, the goal is to raise awareness and 
broaden education about the mountain re-
gion and its trees.

“At Arborjet, we recognize that envi-
ronmental responsibility and good stew-
ardship are essential to sustaining our 
business, our customers and our planet — 
with this in mind, we are proud to sponsor 
the Vail Valley Foundation’s 2020 winter 
events,” says Russ Davis, president and 
CEO of Arborjet.

  Franchise

Conserva Irrigation reaches 100 territories 
with new expansion in Oregon, Texas and 
Pennsylvania
Conserva Irrigation, Richmond, Virginia, 
has passed 100 territories by signing fran-
chise agreements to grow in Northwest 
Portland, Oregon; Dallas/Fort Worth, Tex-
as; Northwest Houston, Texas; and Dela-
ware Valley, Pennsylvania. The company 
now operates in 107 territories across the 
country.

“This is an exciting achievement for 
Conserva Irrigation, and despite a turbulent 
year filled with plenty of obstacles, we’ve 
been able to grow our footprint to more 
than 100 territories across the country,” says 
Russ Jundt, founder of Conserva Irrigation.

Conserva Irrigation operates underneath 
the Outdoor Living Brands umbrella.

“It’s been a privilege to be part of Con-
serva Irrigation’s journey and we feel fortu-
nate that the unprecedented events in 2020 
haven’t impeded our franchisees’ success,” 
says Chris Grandpre, chairman and CEO of 
Outdoor Living Brands. “Conserva Irriga-
tion operates in an industry that has grown 
to more than $7 billion in revenue and it has 
always been our vision to build this brand 
into an industry leader and the household 
name around the country. Reaching 100 ter-
ritories in just over three years is just anoth-
er step in achieving that goal. Our goals for 
2021 include opening another 50 territories 
adding to Conserva Irrigation’s footprint 
across the United States.”

In addition to reaching its newest mile-
stone, Conserva Irrigation recently jumped 
more than 1,400 spots in this year’s Inc. 
5000 ranking, which lists companies based 
on their percentage of revenue growth from 
2016 to 2019. In addition, Conserva Irriga-
tion experienced its highest sales months 
in June and July 2020 since the company’s 
inception in 2010.
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 QUICK
 TAKES

Alpine Materials joins 
SiteOne Landscape Supply
SiteOne Landscape Supply Inc., 
Roswell, Georgia, acquired Alpine 
Materials, which serves the greater 
Dallas market from a single 
location.

“Alpine Materials is a terrific 
addition to SiteOne as they add  
market-leading hardscapes, land-
scape supplies and natural stone 
capability to our existing full line 
of products in the Dallas, Texas, 
market,” says Doug Black, chairman 
and CEO of SiteOne Landscape 
Supply.

Landscape Workshop 
expands in Georgia
Landscape Workshop, Bir-
mingham, Alabama, acquired 
the landscape maintenance and 
enhancement operations of Great 
Oak Landscape Group of Buford, 
Georgia. The acquisition, which 
will serve the greater Atlanta area, 
marks Landscape Workshop’s 10th 
location across five southeastern 
states.

Great Oak Founder Tim 
Christie along with four account 
managers have joined Landscape 
Workshop. Great Oak has grown 
to three locations in greater 
Atlanta.

Lawn care startup Sunday 
raises $19M in funding
Sunday, a subscription box service 
for lawn care products, has raised 
$19 million in its second round of 
venture-capital funding.

The Boulder, Colorado-based 
startup registered as This Land Inc. 
uses available climate data and soil 
samples from customer lawns to 
decide which lawn products they 
send to homeowners.

The company has raised a total 
of $28.2 million in venture funding 
overall.

  Acquisition

Horizon Distributors acquires  
TWC Distributors
Horizon Distributors Inc., Covington, 
Louisiana, acquired the assets of TWC Dis-
tributors Inc., a Sarasota, Florida-based dis-
tributor of irrigation and landscape mainte-
nance products. TWC Distributors operates 
nine sales and distribution centers located in 
southwest and central Florida and one dis-
tribution location in Georgia.

“TWC Distributors 
has been a strong pres-
ence in the Florida irri-
gation and landscape in-
dustry for over 30 years,” 
says Horizon President 
Jeffrey Clay. “Adding the 
TWC Distributors team and 
sales locations to Horizon’s existing Florida 
sales centers extends our reach into Florida’s 
largest irrigation and landscape markets al-
lowing us to better serve customers in the 
growing southeastern U.S. region.”

“Joining the Horizon organization will 
enhance TWC’s customers’ growth oppor-
tunities with expanded product offerings, 
services and resources,” says Tim Milligan, 
president of TWC Distributors. “We ap-
preciate the support from the many custom-
ers, vendors and dedicated employees that 
we have had the privilege of working with 
over the past 30 years. We look forward to 
working with the Horizon team to ensure 
a smooth transition and a strong combined 
business going forward.”

  Manufacturing

Mecalac welcomes Trekker Group to  
growing North American network
Mecalac, Norfolk, Massachusetts, a design-
er, manufacturer and distributor of compact 
construction equipment, welcomes Trek-
ker Group to its growing dealer network. 
The Trekker Group is one of five dealers 
Mecalac added in 2020 to expand cover-
age across North America. Trekker Group 
will offer Mecalac’s line of crawler skid- 
excavators, the MCR Series, as well as the 
company’s MWR Series of wheeled exca-
vators and AS Series swing loaders at six lo-
cations throughout Florida. The partnership 
creates a foundation for sales and service in 
the Southeast and Gulf Coast regions.

“Growing a brand, especially one as 
unique as Mecalac, requires a strong partner 
with exemplary customer service,” says Pe-
ter Bigwood, general manager for Mecalac 
North America. “Trekker Group recogniz-
es Mecalac’s potential for their landscaping 
and construction customers. They also have 
the support network necessary for helping 
us foster a whole new way of thinking about 
the job site.”

  Irrigation

Ewing to launch new contractor rewards program
Ewing Irrigation & Landscape Supply, Phoenix, launched the Ewing ProAdvantage Pro-
gram, a customer rewards program designed for irrigation and landscape contractors. The 
ProAdvantage Program features reward benefits that can be redeemed for points earned on 
purchases, as well as business resources and discounts that can be utilized after signing up.

The ProAdvantage Program offers more than points and redemption options. The pro-
gram’s intent is to aid contractors in all areas of business, including resources to help ele-
vate the value and efficiency of their business model; discounts on back-office resources like 
marketing solutions, accounting and payroll; proven workbooks and guides for all human 

resource functions; and access to options allowing them to 
offer homeowner financing through Synchrony Financial.

Ewing’s ProAdvantage Program builds upon the compa-
ny’s mission to be a true partner to its customers and create 
mutually beneficial relationships.

These resources can be utilized right after signing up, 
with no points necessary. Points customers earn through pur-
chases at Ewing can be redeemed for rewards like gift cards, 
merchandise, travel, event tickets and more.
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Gary Horton, MBA, is CEO of Landscape Development Inc., a green industry leader for over 35 years with offices 
throughout California and Nevada. He can be reached at ghorton@landscapedevelopment.com.
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n landscaping, efficient, safe labor is what 
powers your profits, plain and simple. Single- 
mindedly protecting your labor force from 
wastes of time and unnecessary and redundant 
motion will put you in the top tier of profits in 

our industry. 
Construction projects generally consist of 30% 

labor. Maintenance and arbor care are closer to 50%. 
These are huge, variable and manageable costs that 
must be optimized if your business is to be tru-
ly successful. A swing of only 10% labor efficiency 
can improve your bottom line 6%-10%, taking you 
from ho-hum to solid profitability. Labor usage is 
our most variable cost and, fortunately, also the most 
controllable, so this is where you must laser-focus 
your management efforts.

Most labor efficiency improvements can be made 
simply by observing and thinking. These are both in-
expensive investments with potentially huge returns 
for the effort. But this analysis takes discipline, time 
and commitment.

You’ll want to review all of your business actions, 
from activities inside your office to workers out in 
the field, searching for any inefficient or redundant 
use of labor. 

Crew routing, of course, is top of the list. “Wind-
shield time” is a dead loss. But how often are you 
reoptimizing routing? Make this routine for both 
maintenance and construction dispatch.

Work staging is similar to routing, but you’re plot-
ting the course of workers on-site instead of on-road. 
How efficiently do crews load and unload? Consider 
the order the tasks are arranged. Do crews constantly 
go in and out of back yards or back and forth over 
the site? How can you minimize motion itself and 
simplify sequential tasks? Observe your jobs and look 
for opportunities to condense movement.

Proper material staging on larger jobs will save 
money and ease workloads, while staging mistakes 

Your best 
investment 
for increasing 
company 
profitability is 
to just stop 
and think.

shred profits with standby time or extra effort. Mate-
rial must arrive in correct quantities, correctly timed 
for when you ideally need it. Stockpiling is usu-
ally your enemy, as you end up double- and triple- 
handling and moving materials. Stockpiling also in-
curs plant maintenance expense and often material 
theft as well. Jobsite material stockpiles are generally 
profit-killers. Get as close to “just in time” and “just 
the right spot” as much as possible for deliveries to 
minimize the labor spent between the delivery truck 
and installed in the ground.

Be thorough in your ordering. Order sufficient 
quantities or even a little extra of critical parts to save 
the uncountable expense of foremen leaving jobs, 
wasting time standing around Home Depot or an 
irrigation supply store just to pick up $3 of fittings. 
Do the math: Count your number of foremen, count 
how often they leave a site in a week and multiply 
that by $30 per hour for 52 weeks. Foremen leaving 
jobs for parts is the single most dangerous and avoid-
able cost plaguing most landscape companies.

Your best investment for increasing company 
profitability is to just stop and think. Really think 
through staging and crew makeup thoroughly, be-
fore boots ever hit the ground. First stop and think 
to improve every step and phase of your jobs before 
starting.

Due to COVID-19, most have learned we can 
do far more from our desks than we ever did driving 
around all over town. Consider the good procedures 
you’ve learned from your pandemic response and 
make these new practices stick. 

So, what’s the very best “best practice” to improve 
your business? Consistently, routinely and single- 
mindedly focus on eliminating unnecessary and re-
dundant motion of men, machines, vehicles and in-
formation.

Just stop and think. And watch costs drop and 
profits soar.  

By Gary HOrTOn

Your best ‘best  
business practice’
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By Kevin SmiTH

A year in review

Hello, lighting friends! I hope you all had a 
wonderful holiday season.

2020 was a rather challenging year. It 
seems that we were all pulled in many dif-

ferent directions, both as an industry and as a coun-
try. The pandemic, political concerns, social unrest 
and division have affected us all whether we like it or 
not. COVID-19 is still with us. However, we have all 
risen to that challenge and have accepted the ways of 
the new norm. I must applaud all the contractors and 
distributors that I visited last year. You have done an 
excellent job keeping your crew and customers safe. 
Congratulations and keep up the good work!

Last year, we brought you several articles that dis-
cussed the thought of aiming higher and improving 
your skills. In this discussion, I recommended that 
contractors should not settle for a particular item 
that was on sale at the local distributer or selling just 
one product. It may seem easier to be a fixture planter 
and not a lighting designer, but in the long term it 
is dangerous to fall into that trap. I am pleased to 
say that over the year I have seen a change in this. 
In 2020, more contractors upped their game and fo-
cused on designing instead of just installing. Many 
more contractors are working with products they 
may have been afraid to try in the past. Great job!

In another article, we investigated using fixtures 
for their intended purpose. This encourages great 
communication between manufacturers and con-
tractors. As we learned, it is never a good idea to as-
sume a product can be installed a certain way. For ex-
ample, let’s look at a decorative light. While a flowery 
fixture may look like a path light, it actually might be 
intended for flower gardens and not pathways. Read 
the specifications, talk to your reps and contact the 
tech department at the manufacturer. Even though 
you may have been doing this for 30 years, one per-
son can never know everything. There are plenty of 
resources to help us all, so reach out for them. 

One of my favorite articles we brought you in 
2020 was the two-part series about the pioneers of 
landscape lighting. It all began with a vision from a 
magician. Frank Nightingale was known in his magi-
cian circle as Nightingale the Mystifyer. Frank taught 
us to hide fixtures in plain sight. His birdhouse fix-
ture was a perfect example. What looked like a com-
mon birdhouse during the day became a great moon-
lighting device at night. A submariner and hero of 
World War II made the landscape lighting system 
easier and safer for all of us. William Locklin invent-
ed the 12-volt lighting system. Using the principles 
of design learned by associates of Frank Nightingale, 
Locklin introduced lighting to the landscape con-
tractor in a safer 12-volt format. If it were not for 
these gentlemen and others who would come later, 
we would not have this industry today. 

We also looked at lighting tuneups and main-
tenance. One part pointed out to revisit past jobs. 
Hopefully, you have maintained great relationships 
with previous clients. If you have done so, a phone 
call to offer a service or a maintenance package is 
rarely declined. Also, offering maintenance is a good 
way to get your foot in the door for a potential new 
customer. This led the way for us to look at the white-
glove service potential. This business discipline was 
born in the auto detailing industry, and it provides 
the upmost service and quality for a premium. 

The new year of 2021 marks many new chang-
es and challenges. You may hire new employees and 
work with new clients. Jobs might require assistance 
from other contractors like electricians or Wi-Fi spe-
cialists. Just think, one of these folks could become 
your next tailgating or fishing buddy. The important 
thing is to approach everything with a positive men-
tal attitude. I believe in all of you. If there is anything 
you would like me to research for a possible article, 
please reach out to me. I wish you all a safe and pros-
perous 2021! 

In 2020, more 
contractors 
upped their 
game and 
focused on 
designing 
instead of just 
installing.
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One of the largest struggles for any 
landscape professional is finding 
good, reliable labor. It’s remained the 
highest obstacle to business growth 
on our Green Industry Outlook sur-
vey for the past three years. With the 
additional pressure of last year’s in-
creased demand, finding new talent 
is likely to continue to be difficult.

Instead of looking for more new recruits, many 
landscapers are doing what they can to improve and 
develop the teams they already have. With the right 
practices in place, the crew you already have could 
be the crew you think you need. But that starts with 
making sure you can keep your effective employees 
happy and growing in their roles.

One of the major ways that Philip Germann, 
partner at GreenLawn Specialists, Lewis Center, 
Ohio, keeps his quality employees is through a 
competitive payroll, he says. 

“We’re being really aggressive with pay,” he says. 
As the average wage for hourly workers in the U.S. 
is around $22, “our industry is not one of the high-
est, but we’re working to get closer to that average.”

Providing a higher base pay is important for 
Germann because it adds value to the job itself and 
gets employees to think of it as more than a 9-to-5.

“It’s a tough job, and it gets devalued by our cus-
tomers a lot. It’s not an easy thing to get people to 
commit to 40 hours in the field,” he says. “If it’s not 
a career, you’re not going to engage people. So we’re 
trying to make it a career.”

Though that does put some additional pressure 
on the bottom line, Germann has been able to find 
that money for his crews by raising prices, he says. 
With a good economy to back him up and a strong 
customer base, he can do that successfully while 
supporting his crew. 

Dennis Realmuto, president of Professional Ir-
rigation, Amityville, New York, does what he can 
to make sure that his employees are able to make a 
living wage on the job, he says. As a guideline, if an 
employee is bringing in about three times his salary, 
then he’s worth the money going into that payroll.

Rather than leaning into high paychecks, Pro-
Turf Landscaping LLC, Pelham, New Hampshire, 
offers a solid benefits package for its employees, 
as well as perks such as accrued time off after em-
ployees have been on board for a year, says Andrea 

BY Kyle Brown
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Dube, office manager. There’s health insurance, with 
part of those costs paid by the company, and a re-
tirement plan. They have uniforms taken care of by 
the company. 

GreenLawn also provides benefits and a 401k 
for full-time employees, with company matching. 
That provides some incentive for employees to learn 
to save some money, says Germann, and can build 
a solid amount over the course of the season with 
small contributions. Because employees can borrow 
cheaply against it, it also provides a better option 
than going to a payday lender if an unexpected ex-
pense comes up.

Pro-Turf provides longevity bonuses for employ-
ees who have been a part of the company for a lon-
ger period of time. The bonus is set up as a kind of 
wager, where employees can choose to get 1%, 3% 
or 5% of their overall pay as a bonus if they stay on 
for the same number of years, Dube says. 

“It encourages people to stick around for the 
long run,” she says. “If you’ve been here five years, 
and you’ve got a bonus waiting for you, maybe 
you’re not going to go work for this other guy just 
because he’s going to give you two more dollars.”

Bonuses don’t just come in the form of cash, ei-
ther, Dube says. Employees who have stayed on for 
five years receive a TV, and those who stick around 
for 10 years get a trip to various locations around 
the world.

“They love their TVs, and they know it’s com-
ing,” she says.

Realmuto also makes it a point to provide loyalty 
bonuses to his crew over time, with some bonuses 
adding up to almost an extra week’s pay, he says.

STARTING STRONG
Communication with new employees about the 
drive behind the company’s pricing to customers 
and high pay is an important step in the hiring pro-
cess for Germann.

“We’re not a Robin Hood situation,” he says. 
“We get out there and work hard for these people, 
so we’re worth it. And we’re honest with our cus-
tomers, too. We tell our customers we hire good 
people. They’re hard workers.”

When new employees start at Pro-Turf, the 
team discusses the possibilities of future develop-

CM’s Outdoor Solutions Group uses team-building exercises to get employees to come together as a more 
cohesive crew, encouraging them to get outside of their day-to-day work. Those projects can provide a 
break from the tough work in the field and build stronger relationships. Photos: CM’s Outdoor Solutions 
Group
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ment throughout the course of their career, Dube 
says. 

“They can start off as a weed whacker guy and 
work all the way up to the $25- or $30-an-hour hy-
droseed guy,” she says. “If they work for it, they have 
that opportunity to grow with our company, to be 
well compensated and get health insurance.”

A new employee gets to see a potential career 
ladder up front, says Germann. “We build a ladder. 
Every position or skill set has a base pay and a max-
imum pay, with a plan for how to get there. That’s 
all delineated on paper so they know exactly what 
they can get.”

Dube says having a path laid in front of employ-
ees provides an incentive to look at the work as a 
way to get more out of it than a daily job. “Some of 
them have excelled, and they’re our top guys. They 
work full time year-round with those pay and bene-
fits,” she says. “Our company offers the opportunity 
to grow and succeed and become a professional in a 
trade if these guys put the energy into it.”

The onboarding process is an important part 
of incorporating new employees at CM’s Outdoor 
Solutions Group, Omaha, Nebraska, taking up to 
three days, explains Bobby Byers, design and mar-
keting.

“We’ve really tried to get away from ‘Welcome 
to the team, now grab a shovel,’” he says. “It revolves 
around getting to know the processes and some of 
the techniques we use. We introduce them to every-
body across the board, so they start to get familiar 
with everyone and their roles.”

CONTINUING EDUCATION
Developing employees has always been a major 
drive for Realmuto, who encourages continuous 
training not just in skill sets connected to work for 
customers, but across the entire company, he says.

“The first thing I learned was, ‘In business, if 
you’re the one doing it all, you’re the business,’ so 
the business itself never really has any value to it,” 
he says. “So the goal has always been for me to get 
employees to do everything.”

That’s led to many situations working with em-
ployees one-on-one or letting them lead on projects 
and giving direction in the background until they 
feel comfortable with the new skills.

During the downtime of winter, CM’s Outdoor 
keeps employees on for a guaranteed 32 hours each 
week, breaking that down into structured, sched-
uled training, says Byers. 

“It might be technical things to help them do 
their job better,” he says. “A lot of it is budget and 
business education.” That helps develop employees’ 
understanding of how and why the business itself 
works, which translates into more conscientious use 
of materials and stronger investment in projects as 
they see how their work affects the bottom line.

“The exposure to some of business, budgeting 
and financing might just never have been there,” 
Byers says. “It becomes less of a job where you’re 
just coming in and punching the clock and more of 
a holistic approach to building people up.”

With the right information on how every de-
cision can impact the overall company, employees 
make better decisions, he says. 

When working with an employee to find where 
they fit best, Dube’s team tests the employee across 
multiple disciplines, she says. “We have plenty of 
opportunities for them to be a helper in anything 
we do,” she says. “We can send the guy out to help 

A good deal of the winter is spent in ed-
ucation at CM’s, including cross-training 
with different job responsibilities. Those 
classes also cover business literacy, 
which helps employees understand the 
company’s development.

If it’s not a career, you’re not going to engage 
people. So we’re trying to make it a career.  
Philip Germann, GreenLawn Specialists



18            Irrigation & Green Industry    February 2021 www.igin.com

COVER STORY

with the mulch or hydroseed, or lawn installations 
or sprinklers. So they get out on a crew and they 
just feel them out. It’s really the only way to do it.”

“The best thing to do is to train up your guys. 
Find out what they’re good at and train them in 
it, then try to hang onto them, because finding an 
experienced guy off the street is impossible,” Dube 
says.

After sending employees out to try different 
parts of the job, crew managers report back with 
results. It’s not a typical buddy system, but it helps 
determine who makes a better natural fit for addi-
tional training in the future, she explains. 

“We try to get our leaders to lead,” Dube says. 
“It’s feeling out what each one of them has skill in 
and trying to match them to a role in the company 
they can hang on to and succeed in.”

Sometimes finding the right place for an em-
ployee takes some close work, says Realmuto. For 
one of his longtime employees, he spent time work-
ing alongside him on the job, coming away with an 
understanding of how the employee struggled with 
pressure but did stellar work when given the space 
to get the job done. 

For CM’s Outdoor, a lot of that training comes 
during the winter education sessions, where there 
are opportunities to cross-train across disciplines, 
says Byers. Beyond giving employees more op-
portunities to find the right niche for their skill 
sets, that continues to point toward the concept of 
building a more well-rounded employee that un-
derstands how the different parts of the company 
work most effectively.

“That’s when it’s not just our sprinkler division 
or our fertilizer division,” he says. “You can put 
them all together and then can start to bounce 
ideas off each other or teach each other what they 
do from day to day.”

COMING TOGETHER
Beyond professional training, GreenLawn man-
agement spends time working with the individ-
ual employees, with tips on nutrition and getting 
enough sleep, anything that could both help them 
improve in their personal lives and also keep them 
performing well at work, Germann says.

From her perspective, the most important goal 
in keeping quality employees engaged and growing 
is to put enough effort into team building, Dube 
says. 

“It’s truly making your team feel like a team,” 
she says. “Nobody wants to work in a place where 
they’re miserable. Making sure that your guys have 
what they need to be successful is important too.”

In a typical year, Pro-Turf runs several group 
outings for employees to build team cohesion and 
relationships, Dube says. That looks a little different 
with COVID-19 in play, but there’s still the effort 
to create spaces where employees can connect and 
relax. Beyond holiday parties, there are occasional 
pop-up events where the team orders pizza in and 
does something like a darts competition. 

“When we look at an outing, we try to pick 
something where everybody has to intermingle,” 
to keep teams from breaking down into their usu-
al groups and encouraging more connections, she 
says. 

One point that might seem obvious but bears 
repeating is to remember to treat your employees 
fairly and respectfully, she says.

“A lot of what this industry comes down to is 
just to not be mean to your guys,” Dube says. “A 
lot of guys have come on board with us because 
their previous boss in this same industry just wasn’t 
paying them on time.”

It comes down to treating employees how you 
would want to be treated, says Realmuto. “Learn 
how to say ‘Good morning.’ Learn everybody’s 
name.” He pairs that with thanking his team mem-
bers at the end of the day as they head out, even his 
office employees. “It’s a small gesture.”

Showing that appreciation can be more than 
just saying a phrase, though. For new employees 
especially, Realmuto makes it a point to check in 
with them in the mornings to see how they’re ad-
justing to the job, and he makes sure they’ve got 
food for lunches when it comes to break time. 
When he shows up to the work site, he has some 
kind of sports drink in his truck. He makes sure 
his employees know about their sick days and use 
them when necessary. 

“Appreciation isn’t a one-way street,” Realmuto 
says. “They know I appreciate what they do, and 
they appreciate me doing what I have to do.” 

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

Let employees know how 
they can grow and develop 
from their current position, 
and provide options for 
education.
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CONNECT TO YOUR CUSTOMERS 
AND THEIR SMART IRRIGATION 

SYSTEMS FROM ANYWHERE.

Monitor, adjust and receive notifications for multiple 
sites from anywhere with the B-hyve ProTM app and 
smart HRC 400 Wi-Fi/Bluetooth controller. Now you 
can finally manage your work the same way you 

manage everything else — from your phone.

ALL FROM THE CONVENIENCE 
OF YOUR BACK POCKET.

INTRODUCING 
THE HRC 400 CONTROLLER WITH 
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Hydro-Rain controllers are designed with consci-
entious water managers in mind. Providing ease 
of programming to entry-level technicians and ad-
vanced controls that experienced water managers 
will appreciate. The B-hyve® Pro platform allows you 
to take remote irrigation system management and 
smart irrigation to the next level.  

Use the HRC 410 indoors for a crisp, clean appearance 
in the modern home. The HRC 400 has a traditional 
face, and the locking weather-resistant enclosure is 
perfect for many outdoor applications.  An HRC 480 
Hose Bib Controller allows you to control outdoor 
spigots with Bluetooth or you can pair them to a hub 

for smart irrigation and remote access. And don’t 
forget the Flood/Freeze Sensors for early alerts to 
water ingress or dangerous temperatures.

The easy-to-use Android or iOS app allows you to 
pair with devices over Bluetooth, connect them to 
the cloud, and manage them anywhere! Conduct ir-
rigation audits directly in the app, modify schedules 
from the dashboard, or allow WeatherSense™ to cre-
ate an irrigation schedule based on current weather 
conditions. 

Hydro-Rain has the solutions to make your business 
faster and smarter.

SPONSORED CONTENT

Hydrorain.com
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Scott Fullerton focuses on training and developing his 
crews to build their expertise and satisfy customer 
expectations. Photo: Jen Oceana Photography
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W ell-trained employees are 
valuable to their current 
employer. They’re also very 
attractive to competitors. 
Scott Fullerton knows that. 

He knows that the time and money he in-
vests in training employees could eventually 
mean a payoff for someone else, and in fact, 
he’s experienced it more than once. But it’s 
a risk he’s willing to take, because he also 
knows that an educated employee upgrades 
a company in every way. 

After graduating from Penn State Uni-
versity with a degree in horticulture, Fuller-
ton began his career with the largest land-
scape company in the country, followed by 
a job with a smaller local company. Though 
both companies were successful, neither 
company turned a spotlight on profession-
al development. When he founded Ken-
vil, New Jersey-based Fullerton Grounds 
Maintenance in 1994, Fullerton says he 
spent little time at first thinking about or 
implementing employee development, as 
his main focus as a new business owner was 
growing his client list, his service offerings 
and a team of dedicated employees. 

What started as a grounds maintenance 
company has grown steadily over the past 
26 years, from what Fullerton calls a mom 
and pop shop to a corporate enterprise. The 
company now provides complete commer-
cial and residential grounds maintenance, 
landscape, urban and environmental de-
sign services, as well as commercial snow 
removal, light excavating and masonry ser-
vices. Today, FGM has 80 year-round em-

Scott Fullerton

The value of education

ployees, and many of them have been with 
the company since its inception. During 
peak season, Fullerton’s staff spikes to 180 
employees. 

“The expansion of services is a product 
of customers asking for it,” Fullerton says. 
“They really begin to trust you and if you 
can do it, they would rather work with one 
vendor than many. We grew in diversity and 
volume in those businesses.” 

As FGM steadily grew with its loyal 
base of employees, Fullerton says he enjoyed 
showing his appreciation for his employees 
by taking them on fishing trips and picnics, 
getting to know each other better over a 
beer and some laughs. In fact, he says those 
times were some of his favorite memories 
from the early years. When a few employ-
ees began to inquire about taking a course 
or two at the local college, he says he was 
happy to cover the tuition.

“They wanted to improve themselves, so 
to pay for a college course for them seemed 
like a natural benefit,” Fullerton says. “They 
get out there for 8, 10, 12 hours a day to 
work as hard as they do. It’s hard to sit in 
an ivory tower and think about them doing 
that every day. It was something I wanted 
to do for people who wanted to improve 
themselves. For $250, if they’re going to 
learn about plants to work here, it sounded 
like a no-brainer to me.” 

With a growing business and happy em-
ployees, Fullerton says providing more ro-
bust continuing education and professional 
development options still wasn’t in the front 
of his mind. 

The founder of Fullerton Grounds Maintenance develops his 
employees into the effective crew he needs to power growth.

[ By Lauren Sable Freiman ]

“Even in my first 10 years of business, I 
probably did very little of it,” he says. “It’s 
very hard when you’re barely keeping your 
head above water. Safety and training just 
look like an expense. If I have one or two 
guys, am I going to pull them from the field 
for training?” 

Slowly, Fullerton says, the benefits of a 
well-trained workforce started to resonate. 
He began to realize that if an employee 
could work without damaging a truck or 
without a piece of equipment rolling over 
his foot, he could mow faster, more effi-
ciently and without injury. 

“For every hour you put into it, you’re 
saving an hour of efficiency and downtime,” 
Fullerton says. “When someone gets in-
jured on a job, it kills you. When you invest 
in training, all of a sudden, what you’re pay-
ing in insurance goes down, your customers 
are happy and your employees are happy. 
Somewhere along the line it dawned on me, 
this is a real benefit.” 

FGM has always presented weekly Tool-
box Talks, generally focused on safety, to 
managers, who then relay that information 
back to their crews. Crews also get frequent 
reminders of safety basics like wearing gog-
gles, using ear plugs and being aware while 
driving. About eight years ago, FGM rolled 
out “rodeos,” large-scale, day-long employee 
trainings covering a variety of topics. 

“We take an entire day off and go out to 
one of our corporate sites where we set up 
10 stations to educate the masses so we are 
all on the same page,” Fullerton says. “It’s 
the most efficient way to teach the safest 
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way to do things, but then we realized we actually 
needed to teach people how to do those things as 
well.” 

As small groups go from station to station, in-
structors have 30 minutes to present on topics like 
equipment maintenance, oil changes and vehicle 
inspection, proper edging and pruning techniques, 
topsoil, seeding and mulching. Presented in both 
English and Spanish, Fullerton says rodeos have 
been the best way to make sure the entire team is 
on the same page and completing tasks in a uniform 
manner.

“Consistency is important because we share em-
ployees across crews, so if they get mixed signals, it’s 
hard,” Fullerton says. “Even with our top managers, 
people may do things differently, so it’s important to 
get consistency in how we do things.” 

Fullerton admits that planning rodeos involves a 
big time commitment, and gathering 180 employees 

for a day of learning can be pandemonium. So for 
the last rodeo, he introduced a new twist to ignite 
excitement. 

“We raffled off a plow truck,” Fullerton says. “It 
was a clunker, but it ran. It was registered and you 
could plow with it. You want these guys to be there 
so we built up excitement around this raffle. They 
couldn’t wait until the end of the day. It was great.” 

As he’s formalized more opportunities for learn-
ing, Fullerton says that his crew is appreciative of the 
opportunities and hungry to learn more. When he 
heard about the Landscape Management Appren-
ticeship Program, a new program sponsored by the 
National Association of Landscape Professionals 
and registered by the U.S. Department of Labor, he 
says he thought it would be a great way for FGM 
to offer another level of formal education. He is one 
of the first landscape companies in the country to 
implement the program. 

FGM is one 
of the first 

companies in 
the country 

to implement 
NALP’s new 
Landscape 

Management 
Apprenticeship 

Program.

Fullerton Grounds Maintenance uses “rodeos,” day-long employee training events to cover various topics. The entire team goes to a corporate 
site where stations are set up to work through techniques and develop consistency. Photo: Fullerton Grounds Maintenance

Employees have shown an eager-
ness to learn and develop skills 
as more education opportunities 
have been provided. Photo: Jen 
Oceana Photography
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FGM’s first class of five apprentic-
es – all current FGM employees – began 
learning together this past year. The group 
will benefit from 2,000 hours of instruc-
tion, which includes time in the classroom 
and in the field, work at home and formal 
computerized evaluations. NALP allows 
flexibility in the implementation of the 
program, so FGM has chosen to extend 
the program from one to two years. 

“We want them to live it and do it by 
the season,” Fullerton says. “In the spring, 
we want them to learn planting and land-
scape design, in the winter, snow removal.” 

Most of the learning takes place during 
the workday. Participants are pulled from 
their normal assignment, typically in four-
hour blocks, to dive into topics like seed 
types and aeration. They’re back in their 
normal roles by the end of the day so they 
can see the crews come back in and deal 
with any issues or needs. COVID-19 has 
slowed the apprenticeship’s momentum 
slightly, as some topics have been post-
poned that are best presented in a class-
room setting, like how to read a landscape 
design plan. 

Though the program comes with a cost 
of about $900 in registration and materi-
als for each participant plus 2,000 work 
hours devoted to learning, Fullerton says 
in this industry, where labor shortages are 
the rule, companies have to provide a place 
for employees to build a career. Partici-
pants also receive wage increases as they 
successfully complete each portion of the 
apprenticeship. 

“My employees are young and they 
want to move, and to sustain good employ-
ees you need to have growth, you need to 
have someplace for them to go,” Fullerton 
says. “When you get good, aggressive em-
ployees, they don’t want to wait, they want 
to grow. You need to accelerate their learn-
ing and you have to have positions avail-
able for them so it pushes growth. That’s 
the phase we are in. We are going to be 
growing so we have the market out there 
for them to manage.” 

Fullerton says the next class of FGM 
apprentices will include recent college 
graduates. Over the past year, he’s spent 
time connecting with college sophomores 
and juniors who say they are intimidated 
about joining the workforce. When they 
find out there is an established appren-
ticeship program that will prepare them as 
part of a cohort, it brings them a level of 
comfort. 

“We are building our pipeline of college 
students so we are a familiar company to 
them,” he says. 

Fullerton has realized the payoff for a 
well-educated team is much greater than 
the risk of losing talented employees. In 
his experience, if you teach employees the 
ins and outs of the industry, pay them well 
for their work and treat them respectfully, 
they’ll be motivated to stay at the company. 

“There are a lot of people out there who 
are afraid that if they develop employees, 
they’ll take the knowledge and leave,” says 
Fullerton. “I think you’ll find out the re-
ward is much greater if we develop every-
one together for a stronger industry.” 

Lauren Sable Freiman is a freelance writer based 
in Cleveland and can be reached at laurensable@
gmail.com.



BUSINESS TO BUSINESS

Strength in

difference
Encouraging 
diversity in 
the workplace 
leads to a high-
performance 
business.

By Tom Borg

When I was barely 18 years old, I joined 
the United States Air Force Reserves. 
As part of that process, I was required 
go active for six months. The first 

part was to go through six weeks of basic training 
at the Lackland Air Force base in Texas. For me it 
was the first time away from home. Immediately 
upon arrival, I was immersed in a sea of diversity and 
uncertainty. Coming from a mainly white section of 
Detroit, I quickly came to recognize the hidden bias 
I had unknowingly possessed of other human beings 
due to their race, creed, color, age, education, abilities, 
cultural background or location of the world where 
they had come from. 

In my group, we had airmen from the South, 
West Coast, East Coast, Midwest, Hawaii and Puer-
to Rico. Some of my fellow airmen, no matter what 
their ethnicity, spoke different languages. As I looked 
around, I was struck with the impression of how 
different we were from one another.

After six weeks of living and experiencing 
each other in this most unusual environment, 
something magically strange and wonderful 
started to happen. Our walls of prewired bias, 
prejudice and misunderstanding started to crum-

ble. When I looked at a fellow airman, all I saw was 
another human being with a shaved head, dressed 
in a green fatigues uniform and combat boots, just 
like me.

Although there were differences, I realized we 
were so much more the same than different.

Many years have passed since that long “vacation” 
courtesy of Uncle Sam. But one of the main lessons 
I learned remains. As a human race, we are so much 
more the same than different.

When one stops to consider the diversity we have 
as a human race, this very ingredient strengthens our 
businesses.

LOOKING AT THE RESEARCH
Today, we are living and working in a global village. 
Diversity abounds. As you read that last statement, 
stop and look around at the team in your company. 

Do you have a truly diverse workforce? Do you 
have a diverse management team? If you don’t, 
it could be costing you money.

Let’s look at some statistics. Boston Con-
sulting Group reports that companies with a 
more diverse workplace make more money. 
They go on to say that companies with a more 
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Tom Borg is a business 
consultant who works at the 
intersection of leadership, 
communication and culture. 
As a thought leader, he 
works with his green 
industry clients and their 
leadership teams to help 
them connect, communicate 
and work together better 
without all the drama. To ask 
him a question please call 
(734) 404-5909 or email him 
at: tom@tomborg.com or 
visit his website at: www.
tomborgconsulting.com.

According to research by online decision-making 
platform Cloverpop, workplace diversity leads to 
better decision-making.

As I have told my 
green industry 
clients, if you are 
the smartest person 
in your company, 
you haven’t hired 
enough of the right 
people.

diverse management team have 19% higher reve-
nue. What would 19% higher revenue do for your 
bottom line?

According to Josh Bersin Research, “Workplace 
diversity leads to innovation. Inclusive companies 
are 1.7 times more likely to be innovation leaders in 
their market.” Do you have any business challenges 
that you can’t resolve, i.e., hiring qualified employees? 
Would having a more diverse leadership team help 
you come up with an answer to that conundrum? It 
might.

A white paper from online decision-making plat-
form Cloverpop reported that “workplace diversity 
leads to better decision-making.” As diverse teams 
made a business decision, they outperformed indi-
vidual decision-makers up to 87% of the time when 
it came to making business decisions.

As I have told my green industry clients, if you 
are the smartest person in your company, you hav-
en’t hired enough of the right people. With a more 
diverse set of frontline employees and a more diverse 
leadership team, as a whole, your decision-making 
IQ goes up exponentially. 

Here is another interesting set of statistics. Ac-
cording to Glassdoor, “Workplace diversity generates 
higher job acceptance rate. 67% of job seekers said 
a diverse workforce is important when considering 
job offers.”

In other words, people like to know that the place 
where they are seeking employment is open mind-
ed and accepting of all types of people. They avoid 
biased or prejudiced employers where they feel they 
would be treated less than equally. Wouldn’t you? 
Can you think of the last time you felt prejudice or 
someone’s bias in a negative fashion? Maybe it was 
because of your weight, age or education level. 

BUILDING BUSINESS
Here is the last statistic to drive home the point I 
am trying to make about diversifying your company.

McKinsey reports that, “Companies with a di-
verse workforce outperform their competitors. Ra-
cially and ethnically diverse companies outperform 
industry norms by 35%.”

Take a moment and think of your nearest com-
petitor. Could you imagine if your company could 
outperform that company by 35%? What would that 
be like? How much would that equate to, in terms of 
dollars and cents to your organization’s bottom line? 
As a business owner or a member of your company’s 
leadership team, how would that affect your sense of 
pride? How about your own personal annual income 
or bonus for the year?

It doesn’t stop there. One small business owner I 
was working with shared a comment from one of his 
clients. “I noticed that you don’t have any employees 
that work here that are of the same ethnic group that 
I am.” Think about it. Your customers like it when 
they see that you employ team members who are of 
the same ethnic group that they belong to.

Andra Picinu writing in smallbusiness.chron.com 
stated, “Diversity and inclusion go hand in hand. 
An inclusive workplace is one where every person is 
heard, valued and respected. As a manager, you need 
to prioritize inclusion — not just diversity — to en-
gage and empower your team. A strong diversity and 
inclusion program can improve knowledge sharing, 
decrease turnover and increase loyalty.”

Hold a meeting with your entire company. Dis-
cuss the advantages of having a diverse team. Cite 
some of the statistics I have listed above and look for 
other forms of evidence through your own research. 
If you need some help in running a meeting like this, 
let me know, I would be happy to help facilitate it 
for you.

Conduct a thinking session and ask your team 
these questions:

1. How diverse are the members of our leader-
ship team? 

2. What can we do to make our leadership team 
more diverse?

3. What can we do to increase inclusion for all of 
our team members?

4. Are the people on our front lines as diverse as 
they could be? Why or why not?

5. What do we need to do to increase the di-
versity and inclusion levels of our front-line 
employees?

With the right guidelines and initiatives in place, 
diversity can help power your business’s growth.  
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P ackaging services together can be an effective way to drive 
more revenue while also building goodwill and strong rela-
tionships with clients. But it’s important to make smart choic-
es when packaging services together in order to get the most 
out of the effort.

Jack Moore, owner of Grassperson Lawn and Landscape in Lewis-
ville, Texas, says bundling services provides a lot of value in clients’ minds. 
Most people would prefer not to have to find and hire a variety of dif-
ferent service providers to work on their property if they can hire one 
company that they trust to do it all. He says one of the challenges is 
determining which services to package together. The goal is always to find 
services that the same crew can complete in one visit to reduce trip costs.

“Obviously, that’s not always possible,” Moore says. “The irrigation 
crew is not going to be skilled at fertilization and weed control as each is 
its own specialty. However, our goal is always to package what we can for 
a singular crew to handle. If we can add a service to the visit that the cus-
tomer sees a lot of value in — such as cleaning out gutters, something that 
people really don’t want to do themselves — then we can add profitability 
to that service visit while also making the client happy.” 

Moore says that landscape business owners should consider which 
services might be considered “high value” to the client while serving as an 
easy add-on for the company.

“Fire ant control is a good example of this for us,” he says. “Almost 
anyone working in our company is trained to provide that service. It’s 
high value to the client and to us. Drainage and drainage repair, which are 
commonly needed in our area, are a low-hanging fruit and another one 
that we often go after. But the timing on selling that service is critical as 
clients don’t always see a need unless they have standing water immedi-
ately after a rainfall.” 

Build customer relationships by offering 
clients more while boosting profitability.

By Lindsey Getz

While discounts sound 
like an easy way to buy 
goodwill with a client, 
they can sometimes lead 
to devaluing the work 
done by professional 
landscapers. Incentives 
can be more effective 
and protect value. Photo: 
Grassperson Lawn and 
Landscape

Making a
DEAL

CUSTOMER RELATIONSHIPS
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In terms of different service bundles, Grassper-
son has found success with a “good, better and best” 
lineup. The majority of their prospective clients lean 
toward that middle category, which is a little better 
than the basic package. If clients choose the basic 
package, then it’s viewed as a sales opportunity.

“Our goal is to get out there and prove to them 
that they’ve made a good choice by hiring us,” says 
Moore. “Once we’ve done that, we can start talking 
to them about other services that we offer.” 

Darrin French, owner of Greenridge Landscape 
Inc. in Lynnwood, Washington, agrees that clients 
see a lot of value in hiring one service provider who 
can “handle it all,” and he has no issues with bun-
dling multiple services together. 

“Clients appreciate that they don’t have to call 
around to different vendors and feel like they have 
all of these different relationships to maintain,” he 
says. “They appreciate that one company is handling 
a number of different services for them.” 

Like Moore, French says that in order to maxi-
mize profitability, he’s looking to get as many services 
into one visit as possible. Routing also comes into 
play as the most profitability comes when multi- 
service clients are also in close proximity to one an-
other. 

Joseph Barnes, marketing director for Yellow-
stone Landscape, headquartered in Bunnell, Flori-
da, with locations across the country, says that the 
company is intentionally seeking clients who want 
multiple services.

“Our preference is to work with clients who hire 
us for landscape maintenance, fertilization and irri-
gation. We want to handle all three because of the 
fact that they really do go hand in hand,” Barnes ex-
plains. “We don’t think of that as a bundle deal but 
instead that we can provide the most possible value 
by handling all of those services. Occasionally we run 
into a client who already has a good relationship with 
a sprinkler company and wants them to handle irri-
gation while we handle everything else. But typically, 
this is a red flag for us that it’s not going to be a good 
fit. You open the door to clients or other vendors 
playing the blame game when you aren’t handling 
everything for them from the start.”

DO DISCOUNTS WORK?
While a lot of landscape business owners might 
assume that bundling services means they should 
weave a discount in to show “goodwill” to the cli-
ent, our experienced sources don’t agree with that 
approach. In fact, they say that discounts can some-
times be a big mistake. 

Barnes says that discounts can backfire by setting 
the client relationship off on the wrong foot. Wheth-
er services are bundled or not, the company does not 
do discounting.

Sometimes discounting can be tempting to land a 
job, but Barnes says this is a slippery slope.

“When a client comes back and says that the 
competition is 5% cheaper, it’s not in your best in-
terest to give them 5% off,” Barnes warns. “All that 

Landscape professionals should look at which services are consid-
ered high value to customers while remaining an easy add-on by the 
company. Photo: Yellowstone Landscape

Look for clients that will hire for multiple services such as landscape 
maintenance, fertilization and irrigation, instead of splitting that 
work with another company. Photo: Yellowstone Landscape

We make sure 
that clients 
know our 
first offer was 
exactly what 
we needed to 
get to the job 
done the way 
they expect it 
to be done.

– Joseph Barnes, 
Yellowstone Landscape
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does is imply you didn’t give them the best price the 
first time. We see a lot of contractors do this to get 
work, but we believe it’s not the best way to start a 
relationship.”

Instead, Barnes says that if clients come back say-
ing they need 5% off, they’ll look at what they can do 
to reduce the scope. 

“We make sure that clients know our first offer 
was exactly what we needed to get to the job done 
the way they expect it to be done,” he adds. “If they 
need us to shave some cost, then we don’t just dis-
count our services, we talk about where we can cut 
back. For instance, maybe they don’t really need all of 
the visits they put in their scope. If we need to make 
cuts somewhere, we first have a realistic conversation 
about expectations. Transparency is the best way to 
start a client relationship.” 

French and Moore also agree that discounts are 
not always wise. French says that on a case-by-case 
basis he might offer a military discount, but as a gen-
eral rule of thumb, he thinks discounts are a bad idea 
for the same reasons that Barnes cites. 

“We do everything that we can to avoid dis-
counting services,” says Moore. “Sometimes, it can 
be a necessity due to a lack of work. For instance, 
historically in January and February, we’ve offered a 
50% discount for us to perform a standard irrigation 
inspection. On face value, we don’t make money off 
of that, but the technicians almost always find some-
thing that needs repair. Then the repair work is at 
regular price. This generates some off-season irriga-
tion work for our technicians while also providing 
value to clients because it’s discounted and gets them 
ready for spring early.” 

INCENTIVES VERSUS DISCOUNTS
While the contractors we spoke to were fairly against 
discounting in many cases, they did express that “in-
centives” are a bit different and can be seen as a value- 
add if clients sign on for more services.

“Sometimes if a client has a large enhancement 
project that they want to do such as a flower rotation 
or palm pruning, we might leave that outside of the 
landscape maintenance contract,” Barnes explains. 
“Then, if they do start up a landscape maintenance 
agreement, we can give them an incentive to also use 
us for the enhancement work. For instance, if the 
cost of the enhancement is $10,000, we might give 
them $2,500 toward it if they sign the maintenance 
agreement. In our experience, it’s best to offer incen-
tives outside of the maintenance contract. In terms of 
profit, they work best for one-time projects.” 

Moore says that Grassperson has also employed 
strategies to secure work without necessarily dis-
counting services. He says sometimes it must be an-
alyzed on a case-by-case basis.

“For one large account we were looking to secure, 
we did their first maintenance job, which required 
two crews for a whole day, for free,” he recalls. “Our 

strategy was that we knew they were looking at us, 
and we wanted them to give us a chance to prove 
ourselves. We landed a 12-month commitment from 
that client.”

Of course, Moore says this is not a strategy he’d 
use often but says it’s a great example of thinking 
outside of the box. He says that every landscape busi-
ness owner should know their customer acquisition 
cost as well as what they stand to make. It could eas-
ily make an initial incentive worthwhile.

HANDLING PAYMENT STRUGGLES
Ensuring that clients are paying regularly is import-
ant to the cashflow of any landscape business. But 
some landscape business owners have been con-
cerned that the COVID-19 pandemic would create 
more problems with unpaying or late-paying clien-
tele. For the contractors we spoke with, this hasn’t 
been a major concern, but they still offered some ad-
vice to ensure payments remain on time.

“One thing that we’ve done, not just because of 
the pandemic, is focused more on our accounts re-
ceivable,” says Barnes. “Rather than waiting for 
someone to get to that 90-day mark, we’re aiming to 
start that conversation at the 30-day mark. We don’t 
let unpaid accounts get to 90 days anymore.”

Barnes says that too often, landscape business 
owners want to write off those unpaid accounts and 
just send them to collections. They don’t want to 
hurt relationships or have tough conversations. But 
he says that sending clients to a collection agency is 
certainly not a relationship booster. It’s better to have 
those difficult conversations in-house.

“Focusing more closely on accounts receivable 
has been a gamechanger for us,” he says. “We have 
in-house collections people making those calls and 
that’s made a really big difference. They know exactly 
what to say and how to handle it. Honestly, sending 
a client to a collection agency can leave them with a 
bad experience. You have a better chance of preserv-
ing that relationship and collecting money by han-
dling it yourself.” 

Moore agrees that remaining on top of finances 
has been a key to their success. 

“When we secure a new client, no matter what 
service we’re offering, we require a deposit,” he says. 
“Accounts receivable does not have to end up be-
ing a problem if you have good practices up front. 
A service deposit, even for a recurring plan, coupled 
with the practice of keeping a credit card on file has 
helped prevent us from having any problems. We 
have the occasional slow-paying client, but we have 
never sent a single client out for collections, and 
that’s attributable to staying on top of the financials 
and adhering to those best practices. Ultimately, it 
helps our relationships with clients.” 

Lindsey Getz is a contributing editor to Irrigation & Green In-
dustry and can be reached at lindsey.getz@yahoo.com.

While each 
of your crews 
will have 
a specialty, 
make it a goal 
to package 
what makes 
sense for 
a singular 
crew to 
handle to add 
profitability to 
a service visit.
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W ireless irrigation devices are here to stay, there’s little 
doubt about that. Smart controllers that receive weather 
data wirelessly have been around for years. We have wire-

less rain, soil moisture and sun sensors, and more recently, wireless flow sensors 
have been added. Wireless, battery-powered valves appeared in the last couple 
of years. Both homeowners and caretakers of commercial irrigation sites have 
become accustomed to using their smartphones to change settings and receive 
alerts from controllers even when thousands of miles away.

Because of the challenges still facing the industry with COVID-19 and labor 
issues, it’s looking more and more as if this will be the year that wireless irriga-
tion technology really takes off.

THE YEAR OF 
wireless
Wireless technology helps 
irrigation professionals 
dealing with labor shortages 
and social distancing.

By Mary Elizabeth Williams-Villano

Photo: Rain Bird
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The year 2020 was not normal in any way, with 
the pandemic affecting virtually every person and 
business on Earth. Contact-free communications, 
delivery and control became not merely matters of 
convenience, but imperatives. All of this has served 
to push the wireless irrigation revolution forward. 

John Crossley, product group manager, residen-
tial and commercial irrigation and lighting at The 
Toro Company’s irrigation division, Riverside, Cal-
ifornia, sees that as a silver lining. 

“This horrible situation we’re in is going to slow-
ly push people into using wireless,” Crossley says. 
“If you can get all your diagnostics without phys-
ically going to a controller that’s been touched by 
other people who may not have washed their hands, 
that’s a good thing.”

The intensity of the past year accelerated people’s 
needs for more wireless technologies, just like how 
Zoom and other videoconferencing tools became a 
part of daily life, says Joe Porazzo, senior product 
manager of controllers and connected devices at 
Rain Bird, Azusa, California. “We’ve seen signifi-
cant growth in our remote customer usage, either 
for our Wi-Fi or our cellular-connected products. 
These connected devices are becoming more com-
monplace as a result of what’s happened.”

The ongoing green industry labor shortage is an-
other log adding fuel to this fire. Wireless technolo-
gies have made it easier to manage properties from a 
distance, meaning fewer field personnel are needed. 

Wireless technology is definitely becoming 
more popular, especially in the realm of large, high-
end central control systems, says Steven Sadler, as-
sistant service manager at Nature Unlimited Irriga-
tion and Lighting Solutions, Finksburg, Maryland. 
“We have a large number of commercial clients, and 
it’s practically become a requirement to have some-
thing that can control the valves remotely, where we 
don’t have to physically be in front of the controller 
100% of the time or need to run back and forth 
across a large job site.”

ADDED EFFICIENCY
It’s easy to see the benefit of wireless technology 
for an irrigation contractor, and homeowners are 
becoming more savvy with it as well, says Porazzo.

“It’s a pretty even split between the contractors 
and the end users requesting these technologies,” 
he says. “We’re seeing homeowners also asking for 
more tools that will make their everyday lives more 
convenient. It could be as basic as having a con-
nected controller or as complex as having more ad-
vanced weather-based data programming.”

Wireless irrigation devices allow for greater effi-
ciency in time management, especially surrounding 
transit time, says Porazzo. Traveling from site to 
site takes up a good deal of crew time, and wireless 
technology can reduce fuel and labor costs there. 

More contractors are realizing that, accelerating the 
demand for wireless. “Now we’re seeing contractors 
that had previously shied away from these technol-
ogies, whether they were uncomfortable with them 
or just didn’t see their value — they’re starting to 
see it now.”

Sadler says, “Anytime a system can be smart 
enough to shut itself down when there’s a problem 
and give us awareness when there’s a problem, that’s 
obviously a big time and money saver. If we know 
that there’s an overflow and it’s not just on one 
specific zone, then we can identify it as a mainline 
break. That helps us decrease the time spent looking 
for the leak and saves hours and hours of labor and 
gallons and gallons of water.”

Ben Sacks, product manager for intermediate 
commercial controllers at Hunter Industries, San 
Marcos, California, says, “Now you can literally 
pull up an app, look at the history and troubleshoot 
from there. There’s a lot of time, money and labor 
savings in being able to manage multiple controllers 
and systems remotely.”

Wireless technologies increase efficiencies for both the homeowner 
and irrigation professional by providing easier control over water 
use. Photo: Hunter Industries
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It’s important to have a good read of what’s hap-
pening with a client’s flow rates, which is an area 
where wireless flow sensing devices can be helpful. 

Sadler’s company is responsible for a large num-
ber of commercial and municipal clients including 
dozens of systems within the Maryland Depart-
ment of Motor Vehicles. Wireless flow sensing has 
become vital to maintaining those systems. “We’ve 
been alerted to major overflows by the wireless flow 
sensors,” says Sadler. “It’s happened a number of 
times.” 

Sacks, who used to work in sales, says he assisted 
with contractors who got yelled at when property 
managers ran across swamps created by a pipe break 
or other system malfunction. “Now a contractor can 

have the ability to catch it when it happens. They 
can be proactive rather than reactive when a prob-
lem occurs, which does a lot for client satisfaction. 
It builds trust on the part of the client, and for a 
contractor trust is pretty much everything.”

Sadler can attest to that. “A lot of those com-
mercial sites are high-traffic areas where a lot of 
money has been invested in the landscape. Limit-
ing problems on those sites for those clients is key 
to our relationship with their owners or managers. 
Wireless has definitely made that a lot easier.”

For commercial or municipal settings, adding 
flow sensors isn’t too difficult to work in as an ad-
ditional cost. But historically, flow sensing has been 
too expensive for residential users, says Porazzo.

Wireless controllers make it easier to manage flow rates, and 
can help pinpoint trouble spots before landscaped areas are 
damaged. Photo: The Toro Company

“ IT BUILDS TRUST ON THE PART OF THE 
CLIENT, AND FOR A CONTRACTOR TRUST 
IS PRETTY MUCH EVERYTHING.”  
    – Ben Sacks, Hunter Industries
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“Now, the costs are starting to come 
down to where they make sense for a 
homeowner,” he says. “I would argue that 
flow sensing is just as important if not 
more so in the big picture than having a 
connected product.”

DEALING WITH 
OBSTACLES
Every contractor has dealt with situa-
tions where existing hardscape hampers 
installation. “Costs skyrocket, especially 
with big commercial systems with a lot 
of obstacles in the way,” says Sacks. “Then 
there are all the things that adversely 
affect wires, from ground squirrels to tree 
roots. There are all sorts of factors that we 
could improve upon or eliminate if we 
had a fully wireless solution.”

It’s important to remember that bat-
tery life is a consideration with any wire-

less installation. Sacks says it’s an obstacle 
as solid as any cement barrier. “Everyone 
thinks wireless is super easy — you just 
put it in the ground and forget about it,” 
says Sacks. “But batteries are finite. It’s 
hard to estimate how long a battery will 
last in a generic irrigation installation, be-
cause it depends on how often the system 
starts up and the operating conditions. If 
a battery is in a valve box that’s soaked in 
water all day, every day, how is that going 
to affect its life span?”

A lot still needs to be sorted out be-
fore battery power becomes a better op-
tion than copper wire, says Sacks. “That’s 
where harvesting solar energy and using 
inline water-propelled turbines as gener-
ators would come into play as a means of 
recharging those batteries.”

With anything new comes the need 
to know how to use it. Implementing 
these wireless technologies means placing 
a greater emphasis on training. It’s been 
that way for the company Sadler works 
for. “We’ve had to increase our technicians’ 
knowledge about how to run these wire-
less systems and manage the controllers,” 
says Sadler.

Whenever new products are unveiled, 
manufacturers are brought in to give in-
house tutorials, says Sadler. “The people 
that are going to be using and installing 
those new products in the field are sit-
ting in those meetings. The makers make 
it relatively easy to understand these 
devices.”

Crossley says that standardizing one 
or two brands within the irrigation pro-
fessional’s company makes training much 
easier and gives added leverage with sup-
pliers. “If someone reaches out to us and 
says, ‘I’m a contractor, I want to standard-
ize with your products, I need help train-
ing my team,’ we’ll hop to it.”

Crossley says that there is another as-
pect of the wireless revolution that is just 
as important as a wireless flow sensor or a 
smart controller. “The biggest trend we’ve 
seen on the residential side is with the ad-

vent of not just Wi-Fi-based communi-
cations but cloud-based data storage. The 
software is becoming more of the product 
than the hardware hanging in somebody’s 
garage. Cloud infrastructure is being built 
into smart homes, whether it be through 
more of a Zigbee or Z-Wave standard 
with home automation, like an Amazon 
Alexa protocol, Apple HomeKit or Goo-
gle Home. All of that full smart home 
integration is in the cards now.” 

One thing is for sure: Irrigation man-
ufacturers, large and small, will keep 
working on the dual problems of broad-
ening the range and robustness of wire-
less signals and elongating battery life. 
They’ll keep innovating to make the 
troubleshooting process easier for irri-
gation contractors, commercial property 
managers and homeowners alike. 

It’s exciting to think about what the 
future might bring — and don’t we all 
need something to look forward to right 
now? 

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

WIRELESS TECHNOLOGY CAN REDUCE 
FUEL AND LABOR COSTS WHILE 
INCREASING CONTRACTOR AND CLIENT 
CONTROL OF THE SYSTEM.

BRILLIANCE

The Everglades
Area Light
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F or many landscape professionals, the 
business starts with a couple mowers and 
a truck. From the beginning, the mow-
er fleet is often populated with what-
ever working machines the landscaper 
can find, whether gasoline or battery- 

powered. For many, fuel choice doesn’t come into play 
until the company is already well-established.

But Dan Delventhal, founder of MowGreen, has 
never used gas-powered tools in his Fairfield, Con-
necticut, lawn care business. For him, the reason goes 
back to his passions for conservation and environmen-
talism, which have been with him since childhood.

Thinking there had to be a way to care for his lawns 
at home and work without gas-powered equipment, 
he found an 18-inch reel mower down the street from 
his office. Pairing exercise with lawn work could make 
the perfect marketing pitch, he thought. Eco-fitness 
would be a way to get fit while working. Unfortunate-
ly, it proved too labor-intensive and time-consuming 
to be effective on the average suburban lawn.

He wasn’t about to give up. His first attempt to 
implement large-scale gas-free mowing services start-
ed with a Scotts 20-inch reel mower manufactured by 
American Lawn Mower. Looking for a wider cutting 
path, he contacted the CEO inquiring about plans for 
a push gang kit. None were in the works. So, Delven-
thal developed and manufactured his own model, the 
Reel2Reel in 33- and 48-inch models.

“Reel mowers have advantages and disadvantages 
when compared to rotary mowers. They don’t mulch 
leaves, which is a big drawback,” he says. “With this 
gang kit, it became possible to mow an acre in an hour 
or two. It was still two or three times slower than using 
commercial gear.”

Committed to finding a solution to improve effi-
ciency without adding gas, he and a partner converted  

22-inch Toro mower motors to run on hydrogen. The 
HydroMow project included a solar-powered elec-
trolyzer for making hydrogen. The concept worked 
but was impractical for mowing five or 10 acres.

That’s when he discovered self-propelled elec-
tric and battery-operated mowers. In 2012, he pur-
chased his first pieces of electric and battery-operated 
equipment.

“I was an IT guy who was doing lawns as a side job 
but could see that it was possible to run a commercial 
business with all electrical equipment,” he says.

Today, his fleet includes five 4-foot stand-on com-
mercial mowers, two mid-sized mowers, a backpack 
blower and a multi-head tool. He also relies on six 
self-propelled 21-inch mowers as well as string trim-
mers, blowers, hedgers, snowblowers, chain saws and 
multi-head tools.

Delventhal was in a unique situation, to launch 
and scale-up exclusively with electric and battery- 
powered equipment. We asked him to share lessons 
learned along the way that can help any company in-
corporate these pieces of equipment into their tradi-
tional model.

KEEP IT SIMPLE
Since 2006, Delventhal has mowed more than 7,000 
acres without gas, an equivalent to offsetting 7 mil-
lion auto-mile equivalent emissions, he says. To do it, 
he has had to make sure he has enough batteries to 
operate during the day.

“Each crew takes a bag of batteries,” he says. “You 
have to have more battery power than you need so 
you don’t have downtime. The crews take seven to 
eight of each type and use four to five of them, espe-
cially when they are trying to blow wet leaves.”

He has found that batteries can last five to sev-
en hours on a single charge and require about eight 

Use these 3 TIPS to get the most out 
of battery-operated equipment.

The equation manufacturers use is that companies 
can save about $7 per hour with electric 

equipment when gas is at $2.50 per gallon.  
– Dan Delventhal, MowGreen
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hours to fully repower. Batteries on the smaller tools 
last about 10-20 minutes depending on the task be-
ing performed.

As an example, he says a blower rated at 600 cu-
bic feet per minute burns through a battery in about 
10 minutes. Crews bring chargers to the job sites for 
recharging drained batteries. Most of MowGreen’s 
customers have made powering up easy by allowing 
them to use their power source. Of Delventhal’s 150 
customers, only one will not allow them to charge 
on-site and a handful don’t have electricity available.

“The customer can really be on your side by let-
ting you plug in chargers on-site,” he says.

Delventhal has also taken a unique approach to 
provide power on-site by converting a former news 
van into a self-sufficient power source on the go. 
The former van was used to cover the Olympics so 
it came with key features that allowed for charging 
tool batteries at the site from a backup battery on 
board. The battery can recharge while in motion or 
while parked thanks to an inverter, charger, special 
wiring to the engine alternator and wiring for electric 
outlets inside.

“It can also be plugged in to be charged from an 
external source or accept a plug to charge or power 
external sources,” he says. “We plan to add a solar 
panel or two so it can also charge from solar in addi-
tion to the backup battery while parked.”

Because backup batteries are integral to keeping 
crews operational, Delventhal focuses on standard-
izing and simplifying. That is a mantra he learned as 
an IT entrepreneur that is as important in the lawn 
care business.

“When buying electric equipment it’s easy to end 
up with an abundance of parts and batteries specific 
to each brand,” he says.

That complicates the workflow and frustrates 
staff. Sticking with one or two brands and their parts 
translates into more efficient employee training. He 
recommends exploring several options before pur-
chasing to determine the best fit for your business 
model.

STICKER SHOCK
The price of electric lawn care equipment caught 
Delventhal off guard. Battery- and electric-powered 
equipment are about double the cost of gas-powered 
models. He has invested about $120,000 compared 
to $60,000 for traditional models. Manufacturer es-
timates on cost savings helped him decide the up-
front capital outlay provided an efficient return on 
investment.

“The equation manufacturers use is that compa-
nies can save about $7 per hour with electric equip-
ment when gas is at $2.50 per gallon,” he says. “Run-
ning the numbers on that, I thought if I have 7,000 
hours on my equipment, I can save $50,000 in gas.”

Comparing gas savings to the investment in 
equipment, he has figured his return on investment 
was less than five years, an acceptable breakeven for 
most businesses. He was also surprised that ear-
ly electric models were not as powerful in terms of 
horsepower or blade speed as their gas-fueled coun-
terparts. Over the last five years, he has noticed that 
performance has gone from subpar to comparable.

“While electric equipment is on par now, there 
are subtle differences,” he says. “If you’re used to 
blowing through a lawn at 13 mph and the blade 
cuts like butter you will find situations where you 
have to slow down.”

Another advantage Delventhal has found is that 
electric equipment decreases the time required for en-
gine maintenance. There are no oil changes, no spark 
plugs, fuel filters or carburetors. The maintenance is 
less work overall, but some knowledge of how motors 
work is needed to service electric equipment.

“It’s important to keep gear lubricated where nec-
essary and clean, especially around cooling fans,” he 
says. “This regime has been easy. We have done most 
of our maintenance in-house, but we used local ser-
vice providers a few times.”

Repairs so far have been routine maintenance 
for any piece of equipment. Replacing tires, blades, 
blade motors, safety switches and controllers, con-

MowGreen uses a converted news van as way to provide power on-
site. The van came with features to allow for charging tool batteries 
from a backup battery on board. It can charge while in motion or 
parked. 

Delventhal 
makes certain 
his crew heads 
out with MORE 

BATTERY 
POWER THAN 
NECESSARY to 
make it through 
the day to avoid 
any downtime.
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tactors, and even welding on frame cracks 
are common repair items for any lawn care 
company. One thing he has learned is that 
idle Lithium batteries store best between 
40 and 80 degrees at a 40% to 70% charge.

“They can withstand colder temps and 
less deliberate charge management but 
won’t last as long,” he says.

SELLING THE SERVICE
Lessening the environmental impact of 
lawn care on the environment is Mow-
Green’s core mission, and Delventhal 
makes this part of the customer conver-
sation. Certain clients share the same val-
ues making the pitch easy. For example, a 
nature center in Westport, Connecticut, 
specifically hired MowGreen for its com-
mitment to zero emissions.

“They have outdoor areas for rehabbed 
wildlife, child recreation, nature trails and 
native pollinator gardens,” he says. “They 
also house a water quality testing and re-
porting entity, so they hired us for our val-
ues and mission.”

Similarly, the Discovery Museum in 
Bridgeport, Connecticut, saw hiring Mow-
Green as supporting its mission. The sci-
ence museum focuses on educating and 
entertaining children with an emphasis on 
science, technology, engineering and math. 
The museum holds workshops inside class-
rooms and in outdoor recreation areas.

“When Bill Finch, the executive direc-
tor, hired us in 2018, he did so because they 
aimed to be the greenest science museum 
in the world,” Delventhal says.

Another key selling point Delventhal 
uses is that the equipment produces no 
noise. A community garden specifical-
ly hired MowGreen because its electric 
equipment was so quiet. Catering to clients 
who appreciate the benefits is the founda-
tion of operating an all-electric fleet. When 
prospects cold-call to ask for a quote, he 
includes his mission in his sales pitch. The 
majority of customers squeeze as much on 
price as they can, but he has noticed a shift 
in their interest in lessening their environ-
mental impact. 

“We ask people if they care about the 
environment and talk about the emissions 
associated with lawn care,” says Delventhal. 
“We are finding people who are already en-
vironmentally motivated.” 

The author is a freelance writer in Mechanicville, New 
York, and can be reached at ktnavarra@gmail.com.
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H
aving a reliable mower is key to 
keeping your business running, and 
with higher demand from custom-
ers in the past year, it might be time 

to add to the fleet. New mowers this year 
continue to build on the standby themes of 
doing the work more effectively, and con-
tractors are looking to get more features to 
help with labor issues.

In the past few years, there’s been an 
increased focus on efficiency from contrac-
tors in their mower choices, says Lenny 
Mangnall, product manager for Exmark, 
Beatrice, Nebraska.

“Whether it’s larger decks, more horse-
power, less maintenance or increased ver-
satility, we’re seeing machines that can do 
more with less input from the operator,” he 
says.

That comes as a result of having more 
lawns to mow to increase revenue, as well as 
a desire by company owners to work with 
smaller crews, says Brad Unruh, director of 
new product development for Hustler Turf 
Equipment, Hesston, Kansas.

“Our job is to make sure our mowers are 
spending more time in the field and signifi-
cantly less time in the shop,” Unruh says.

Ride comfort continues to also be a 
key trend, says Nick Minas, go-to-market 
manager for John Deere, Moline, Illinois. 

“Another major trend has been fuel, 
which comes as a result of customers look-
ing for new ways to decrease fuel costs or 

exploring alternative fuel options such as 
diesel,” Minas says. 

There’s been a transition to zero-turns 
in the past few years as contractors contin-
ue to look for performance with comfort 
remaining a priority, says Dustin Shivvers, 
marketing manager for Country Clipper, 
Corydon, Iowa.

“Zero-turn mowers provide increased 
productivity versus traditional riding mow-
ers,” Shivvers says. “Enhanced comfort and 
features reducing operator fatigue allow 
more ride time.”

For any style of mower, increased equip-
ment productivity and efficiency reduces 
labor requirements and helps improve the 
service contractors deliver, Mangnall says. 

“As labor continues to be an issue for 
contractors, getting the available workforce 
cross-trained on all of their equipment is 
paramount,” he says. “Equipment needs to 
be easy and intuitive to operate.” The fewer 
adjustments or “tricks” required to get the 
machine to perform to meet customer ex-
pectations, the better. 

Spotting the trends
Contractors have been more willing in the 
past few years to shop outside their “usual” 
brands and spend more for features that 
will enhance operator experience and work 
output, says Shivvers.

“Purchasing a mower is an investment 
where rational buying considerations 

should take priority,” he says. “Functional-
ity and performance go much further than 
styling and novelties.”

That lines up with what Mangnall is 
seeing, as contractors are looking for ma-
chines that are highly productive, have a 
low cost of ownership and are easy to train 
operators on.

Minas has seen contractors’ interest 
continue to grow in machines equipped 
with electronic fuel injection engines, and 
uptime and fuel efficiency continue to be 
the other top concerns. 

“Commonly used in smaller block en-
gines, we are now seeing more and more 
options in the mid-block range and great-
er,” he says.

Making the right purchase
When purchasing a mower this year, keep 
in mind that contractors aren’t the only 
ones feeling the squeeze from a labor 
shortage, says Mangnall. Dealers are seeing 
increased costs for projects related to ser-
vice and equipment failures.

“As a result, it’s extremely important to 
pick the right equipment for the job and 
also choose machines designed to go the 
distance,” he says. “We talk a lot about to-
tal cost of ownership, and contractors need 
to keep in mind that the upfront purchase 
price of equipment is only about 15% of 
the total cost of the machine.” The balance 
of that cost lies in expenses like mainte-
nance and parts replacement.

On top of reliable equipment, it’s im-
portant to consider flexible financing and 
dependable dealer networks before making 
a purchase. 

Buying equipment with higher service 
or maintenance requirements will often 
make the mower more expensive over its 
lifetime, Mangnall says. 

“Having the wrong equipment for the 
job could also have a cost in customer attri-
tion due to poor performance or an inabili-
ty to service customers in a timely manner,” 
he says.

Contractors should always look for reli-
able, heavy-duty mowers that will last and 
can be serviced by dealers familiar with the 
equipment, says Unruh. 

“Productivity is also a significant factor 
when selecting the right mower for the 
job,” Unruh says. “Landscapers want their 
investment to go the distance.” 

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

BY KYLE BROWN

Go the distance

Look for productivity 
enhancements and 
durability when 
purchasing a new 
mower.



2021 ZERO-TURN MOWER COMPARISON CHART – RIDER MODELS
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Altoz XR 480, 540 23 air 8 gasoline 5 belt n/a 49-55 n/a 77 n/a side 800-830 48-54 1.5-4.25
Altoz XE 540, 610 24 air 9 gasoline 10 belt n/a 55-62 n/a 80 n/a side 930-970 54-61 1.5-4.25
Altoz XPHD 540, 610, 660, 720 27-35 air 11 gasoline 14 belt n/a 55-73 n/a 86.5-89 n/a side 1,330-1,415 54-72 1.5-5
Altoz XC 610, 720 31-37 air 19 gasoline 14 belt n/a 62-73 n/a 85.5-89 n/a side 1,400-1,500 61-72 1.5-5
Altoz TRX 354, 561, 766 27-37 air 7-10 gasoline 10-14 belt n/a 55-67 n/a 81-96 n/a side/rear 1,200-1,600 54-66 2.25-7
BigDog Rex Briggs & Stratton 10.5 air 5 gasoline 2.8 qts belt n/a 37.5 n/a 65.5 n/a side 390 34 1.5-4.5
BigDog Rex Briggs & Stratton 10.5 air 5 gasoline 2.8 qts belt n/a 43.25 n/a 65.5 n/a side 400 42 1.5-4.5
BigDog Alpha Kawasaki FR541 15 air 6.5 gasoline 3 belt n/a 38.3 n/a 73 n/a side 465 36 1.5-4.5
BigDog Alpha Kawasaki FR600 18 air 6.5 gasoline 3 belt n/a 44.4 n/a 73 n/a side 495 42 1.5-4.5
BigDog Alpha Kawasaki FR691 23 air 6.5 gasoline 3 belt n/a 53.4 n/a 73 n/a side 515 52 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 gasoline 3 belt n/a 37.3 n/a 73 n/a side 577 36 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 gasoline 3 belt n/a 44.4 n/a 73 n/a side 587 42 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 gasoline 3 belt n/a 49.7 n/a 73 n/a side 625 48 1.5-4.5
BigDog Alpha MP Kawasaki FR691 23 air 7.5 gasoline 3 belt n/a 55.7 n/a 73 n/a side 650 54 1.5-4.5
BigDog Alpha MP Kawasaki FR730 24 air 7.5 gasoline 3 belt n/a 61.7 n/a 73 n/a side 670 60 1.5-4.5
BigDog Alpha MPX Kawasaki FR691 23 air 7 gasoline 3 belt 41 49 n/a 73 n/a side 620 48 1.5-4.5
BigDog Alpha MPX Kawasaki FR691 23 air 7 gasoline 3 belt 46 55 n/a 73 n/a side 666 54 1.5-4.5
BigDog Alpha MPX Kawasaki FR730 24 air 7 gasoline 3 belt 46 61 n/a 73 n/a side 671 60 1.5-4.5
BigDog Blackjack Kawasaki FR691 23 air 7 gasoline 3 belt 43.7 48.8 n/a 69.4 n/a side 755 48 1.5-4.5
BigDog Blackjack Kawasaki FR691 23 air 7 gasoline 3 belt 43.7 54.8 n/a 69.4 n/a side 770 54 1.5-4.5
BigDog Stout Kawasaki FR691 23 air 8 gasoline 5 belt 47 49.1 n/a 76 n/a side 855 48 1.5-4.5
BigDog Stout Kawasaki FR691 23 air 8 gasoline 5 belt 52 55.1 n/a 76 n/a side 860 54 1.5-4.5
BigDog Stout Kawasaki FR730 24 air 8 gasoline 5 belt 52 61.1 n/a 76 n/a side 880 60 1.5-4.5
BigDog Stout MP Kawasaki FX691 22 air 9 gasoline 5 belt 47 49.1 n/a 73.6 n/a side 862 48 1.5-4.5
BigDog Stout MP Kawasaki FX691 22 air 9 gasoline 5 belt 52 55.1 n/a 73.6 n/a side 891 54 1.5-4.5
BigDog Stout MP Kawasaki FX730 23.5 air 9 gasoline 5 belt 52 61.1 n/a 73.6 n/a side 916 60 1.5-4.5
BigDog Diablo Kawasaki FX850 27 air 10.5 gasoline 11.7 belt n/a 54.4 n/a 80.2 n/a side 1,255 52 1-5.5
BigDog Diablo Kawasaki FX850 27 air 10.5 gasoline 11.7 belt n/a 62.4 n/a 80.2 n/a side 1,306 60 1-5.5
BigDog Diablo Kawasaki FX850 27 air 10.5 gasoline 11.7 belt n/a 75.7 n/a 84 n/a side 1,465 72 1-5.5
BigDog Diablo MP Kawasaki FX850 27 air 14 gasoline 12 belt n/a 65.3 n/a 89 n/a side 1,460 60 1-5.5
BigDog Diablo MP Kawasaki FX1000 35 air 14 gasoline 12 belt n/a 65.3 n/a 89 n/a side 1,475 60 1-5.5
BigDog Diablo MP Kawasaki FX1000 35 air 14 gasoline 12 belt n/a 75.3 n/a 93 n/a side 1,590 72 1-5.5
BigDog Hike Kawasaki FS541 (ES) 15 air 6.3 gasoline 3.4 belt 35 37 n/a 76.7 n/a side 560 36 1.5-4.5
BigDog Hike Kawasaki FS600 (ES) 18.5 air 6.3 gasoline 3.4 belt 44 49 n/a 75 n/a side 635 48 1.5-4.5
BigDog Hike Kawasaki FS600 (ES) 18.5 air 6.3 gasoline 3.4 belt 46 55 n/a 75.3 n/a side 660 54 1.5-4.5
BigDog Hike Kawasaki FS651 (ES) 21.5 air 6.3 gasoline 3.4 belt 46 61 n/a 77.5 n/a side 695 60 1.5-4.5
Bob-Cat CRZ 21.5-23 air 7 gasoline 6 belt 41-46 43-63 48-51 76-79 n/a side 684-795 42-61 1.5-4.875
Bob-Cat  XRZ/XRZ Pro 21.5-24 air 8 gasoline 6 belt 46-47 49-63 48 76-79 n/a side 736-817 48-61 1.5-4.875
Bob-Cat XRZ Pro RS 20.5-27 air 10 gasoline 9.5 belt 47-50 49-63 48 76-79 n/a side 773-844 48-61 1.5-4.875
Bob-Cat QuickCat 4000 19-26 air 9-10.5 gasoline 5.1-6.5 belt 35-50 35.5-63 48-50 64-67 n/a side 800-1,028 36-61 1.5-4.5
Bob-Cat FastCat Pro SE 16.5-19 air 0-8 gasoline 9.5 belt 36-50 37-54 47-53 79 n/a side 705-744 36-42 1-4.875
Bob-Cat Predator-Pro 7000 35-37 air 15-19 gasoline 15 belt 56 63-74 54-56 87-89 n/a side 1,500-1,659 61-72 1-5.5
Bob-Cat ProCat 6000MX 27-29.5 air 12 gasoline 15 belt 53 63 53 83 n/a side 1,464 61 1-5.5
Bob-Cat ProCat 6000 25.5 air 12 gasoline 15 belt 53 54-63 53 83 n/a side 1,371-1,421 52-61 1-5.5
Bob-Cat Procat 5000 23.5-26 air 10 gasoline 11 belt 49-53 49-63 53 83 n/a side 1,253-1,318 48-61 1-5.5
Country Clipper Avenue 18, 23 air 7 5 belt 43, 45 54, 67 n/a 80 n/a 587-635 42, 54 1.5-4.5
Country Clipper Boulevard 23 air 7.5 5 belt 47, 49 58, 67, 74 n/a 79 n/a 688-722 48, 54, 60 1.5-4.5
Country Clipper XLT 24, 26 air 8 5 belt 47, 49 61, 65, 73 n/a 79 n/a 805-838 48, 52, 60 1.5-5
Country Clipper Challenger 24, 25 air 9 7 belt 49 53, 61 n/a 79 n/a 824-834 52, 60 1.5-5
Country Clipper Charger 25.5 air 11 10.25 belt 51, 56 53, 61 n/a 84 n/a 1208-1256 52, 60 1.5-5
Country Clipper Boss XL 31, 35 air 12.5 10.25 belt 58.5 61, 73 n/a 84.5, 87 n/a 1330-1421 60, 72 1.5-5
Dixie Chopper Zee 2 2342KO 23 air 7 4 belt n/a 51.5 n/a 76 n/a 730 42 1.5-4.5
Dixie Chopper Zee 2 2348KO 23 air 7 4 belt n/a 57.5 n/a 76 n/a 750 48 1.5-4.5
Dixie Chopper Zee 2 2348KW 23 air 7 4 belt n/a 57.5 n/a 76 n/a 750 48 1.5-4.5
Dixie Chopper Zee 2 2354KO 23 air 7 4 belt n/a 64 n/a 76 n/a 763 54 1.5-4.5
Dixie Chopper Zee 2 2354KW 23 air 7 4 belt n/a 64 n/a 76 n/a 763 54 1.5-4.5
Dixie Chopper Magnum R 2450KW 24 air 8 8 belt n/a 61 n/a 80 n/a 730 50 1.5-4.5
Dixie Chopper Magnum R 25540KO 25 air 8 8 belt n/a 61 n/a 80 n/a 730 50 1.5-4.5
Dixie Chopper Magnum R 2460KW 24 air 8 8 belt n/a 71 n/a 80 n/a 750 60 1.5-4.5
Dixie Chopper Magnum R 2560KO 25 air 8 8 belt n/a 71 n/a 80 n/a 750 60 1-5
Dixie Chopper BlackHawk 2248KW 22 air 9 6.8 belt n/a 49.2 n/a 81.3 n/a 1,104 48 1-5
Dixie Chopper BlackHawk 2454KW 24 air 9 6.8 belt n/a 55.4 n/a 81.3 n/a 1,114 54 1-5
Dixie Chopper BlackHawk 2460KW 24 air 9 6.8 belt n/a 61.9 n/a 81.3 n/a 1,121 60 1-5
Dixie Chopper BlackHawk HP 2248KW 22 air 10 6.8 belt n/a 49.2 n/a 81.3 n/a 1,116 48 1.5-4.5
Dixie Chopper BlackHawk HP 2548KOE 25 air 10 6.8 belt n/a 49.2 n/a 81.3 n/a 1,121 48 1-5
Dixie Chopper BlackHawk HP 2454KW 24 air 10 6.8 belt n/a 55.4 n/a 81.3 n/a 1,132 54 1-5
Dixie Chopper BlackHawk HP 2554KOE 25 air 10 6.8 belt n/a 55.4 n/a 81.3 n/a 1,138 54 1-5
Dixie Chopper BlackHawk HP 2460KW 24 air 10 6.8 belt n/a 61.9 n/a 81.3 n/a 1,140 60 1-5
Dixie Chopper BlackHawk HP 2560KOE 25 air 10 6.8 belt n/a 61.9 n/a 81.3 n/a 1,144 60 1-5

Editor’s note: Information presented in these charts was provided by manufacturers. 
Please contact the manufacturer directly for more details.

CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.

Thanks to Grasshopper for sponsoring 
this year’s mower comparison charts.
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Dixie Chopper Eagle 2754KOE 27 air 12 8 belt n/a 59.6 n/a 88.5 n/a 1,317 54 1-5
Dixie Chopper Eagle 2754KW 27 air 12 8 belt n/a 59.6 n/a 88.5 n/a 1,306 54 1-5
Dixie Chopper Eagle 2760KOE 27 air 12 8 belt n/a 66.1 n/a 88.5 n/a 1,333 60 1-5
Dixie Chopper Eagle 2760KW 27 air 12 8 belt n/a 66.1 n/a 88.5 n/a 1,322 60 1-5
Dixie Chopper Eagle HP 3160KOE 31 air 14 10 belt n/a 66.1 n/a 87.1 n/a 1,378 60 1-5
Dixie Chopper Eagle HP 3160KW 31 air 14 10 belt n/a 66.1 n/a 87.1 n/a 1,386 60 1-5
Dixie Chopper Eagle HP 3366KOE 33 air 14 10 belt n/a 72.5 n/a 87.1 n/a 1,403 66 1-5
Dixie Chopper Eagle HP 3566KW 35 air 14 10 belt n/a 72.5 n/a 87.1 n/a 1,409 66 1-5
Dixie Chopper Eagle HP 3372KOE 33 air 14 10 belt n/a 78.7 n/a 89 n/a 1,442 72 1-5
Dixie Chopper Eagle HP 3572KW 35 air 14 10 belt n/a 78.7 n/a 89 n/a 1,426 72 1-5
Dixie Chopper Classic 2750KW 27 air 12 8 belt n/a 55.5 n/a 77.5 n/a 1,074 50 1-5
Dixie Chopper Classic 2760KW 27 air 12 8 belt n/a 65.5 n/a 77.5 n/a 1,134 60 1-5
Dixie Chopper Classic 3160KOE 31 air 12 10 belt n/a 65.5 n/a 78 n/a 1,228 60 1-5
Dixie Chopper Classic 3160KW 31 air 12 10 belt n/a 65.5 n/a 78 n/a 1,228 60 1-5
Dixie Chopper Classic 3572KOE 35 air 13 12 belt n/a 76 n/a 79 n/a 1,425 72 1-5
Dixie Chopper Classic 3572KW 35 air 13 12 belt n/a 76 n/a 79 n/a 1,425 72 1.5-5
Dixie Chopper Classic 3672BR 36 air 13 12 belt n/a 76 n/a 79 n/a 1,425 72 1.5-5
Dixie Chopper Xcaliber 3160KOE 31 air 13 12 belt n/a 65 n/a 85 n/a 1,390 60 1.5-5
Dixie Chopper Xcaliber 3160KW 31 air 13 12 belt n/a 65 n/a 85 n/a 1,390 60 1.5-5
Dixie Chopper Xcaliber 3366KOE 33 air 13 12 belt n/a 72 n/a 85 n/a 1,445 66 1.5-5
Dixie Chopper Xcaliber 3566KW 35 air 13 12 belt n/a 72 n/a 85 n/a 1,445 66 1.5-5
Dixie Chopper Xcaliber 3574KOE 35 air 13 12 belt n/a 76 n/a 86 n/a 1,482 74 1.5-5
Dixie Chopper Xcaliber 3574KW 35 air 13 12 belt n/a 76 n/a 86 n/a 1,482 74 1.5-5
Dixie Chopper Xcaliber 3674BR 36 air 13 12 belt n/a 76 n/a 86 n/a 1,482 74 1.5-5
Encore Arrow EA46XS22KW 21.5 air  7 4 belt, PTO 33.8 55 w/D 44 72 3.5 side 544 46 1.5-4.5
Encore Arrow EA50XL24KW 23 air  7 4 belt, PTO 33.8 59 w/D 44 72 3.5 side 590 50 1.5-4.5
Encore Arrow EA60XL24KW 23 air  7 4 belt, PTO 33.8 68.5 w/D 44 72 3.5 side 637 60 1.5-4.5
Encore Fuzion F34K20 18 air  8 6 belt, PTO 33.5 41.5 w/D 43 73 4.125 side 720 34 1-4.5
Encore Fuzion F42K20 18 air  8 6 belt, PTO 38 53 w/D 43 73 4.125 side 750 42 1-4.5
Encore Dart ED34FS600V 18 air  8 6 belt, PTO 33.5 45 w/D 43 73 4.125 side 770 34 1-4.5
Encore Edge EE48FR691V32 23 air  9 9.5 belt, PTO 47 60 w/D 50.5 77.4 6.375 side 920 48 1.5-4.75
Encore Edge EE52FR691V32 23 air  9 9.5 belt, PTO 49.5 65.5 w/D 50.5 77.4 6.375 side 950 52 1.5-4.75
Encore Edge EE60FR730V32 24 air  9 9.5 belt, PTO 49.5 73 w/D 50.5 77.4 6.375 side 1,020 60 1.5-4.75
Encore Edge Single Stick EE48FR691V32SS 23 air  9 9.5 belt, PTO 47 60 w/D 50.5 77.4 6.375 side 920 48 1.5-4.75
Encore Edge Single Stick EE52FR691V32SS 23 air  9 9.5 belt, PTO 49.5 65.5 w/D 50.5 77.4 6.375 side 950 52 1.5-4.75
Encore Edge Single Stick EE60FR730V32SS 24 air  9 9.5 belt, PTO 49.5 73 w/D 50.5 77.4 6.375 side 1,020 60 1.5-4.75
Encore Edge EE52FX691V34 22 air  10 9.5 belt, PTO 49.5 65.5 w/D 50.5 77.4 6.375 side 950 52 1.5-4.75
Encore Edge EE60FX730V34 23.5 air  10 9.5 belt, PTO 49.5 73 w/D 50.5 77.4 6.375 side 1,020 60 1.5-4.75
Encore Caliber EC52FX801V4 25.5 air  12 14 belt, PTO 47 65 w/D 50.5 78 5 side 1,050 52 1-5.25
Encore Caliber EC60FX850V5X 27 air  12 14 belt, PTO 50 73 w/D 54.5 79 5 side 1,110 60 1-5.25
Encore Prowler EP60FX921V5 31 air  12 14 belt, PTO 57 73 w/D 57 91 6.5 side 1,410 60 1.5-5.5
Encore Prowler EP60MX800EV5 32 air  12 14 belt, PTO 57 73 w/D 57 91 6.5 side 1,410 60 1.5-5.5
Grasshopper 124V-41 724cc air 7.5 gasoline 3 Belt n/a 44 47 76 n/a side/mulch/rear/collect 700 41 1.0 - 5.0
Grasshopper 124V-48 724cc air 8 gasoline 6.5 Belt n/a 51 45 75 n/a side/mulch/rear/collect 810 48 1.0 - 5.0
Grasshopper 125V-48 747cc air 8 gasoline 6.5 Belt n/a 51 45 75 n/a side/mulch/rear/collect 810 48 1.0 - 5.0
Grasshopper 125V-52 747cc air 8 gasoline 6.5 Belt n/a 55 45 75 n/a side/mulch/rear/collect 830 52 1.0 - 5.0
Grasshopper 125V-61 747cc air 8 gasoline 6.5 Belt n/a 64 48 78 n/a side/mulch/rear/collect 880 61 1.0 - 5.0
Grasshopper 126V-52 810cc air 8 gasoline 6.5 Belt n/a 55 45 75 n/a side/mulch/rear/collect 830 52 1.0 - 5.0
Grasshopper 126V-61 810cc air 8 gasoline 6.5 Belt n/a 64 48 78 n/a side/mulch/rear/collect 880 61 1.0 - 5.0
Grasshopper 225V-G4-52 747cc air 9 gasoline 12 Belt n/a 55 46 76 n/a side/mulch/rear/collect 980 52 1.0 - 5.0
Grasshopper 225V-G4-61 747cc air 9 gasoline 12 Belt n/a 64 46 79 n/a side/mulch/rear/collect 1050 61 1.0 - 5.0
Grasshopper 225-48 747cc air 9 gasoline 12 Belt n/a 51 50 75 n/a side/mulch/rear/collect 1050 48 1.0 - 5.0
Grasshopper 225-52 747cc air 9 gasoline 12 Belt n/a 55 50 75 n/a side/mulch/rear/collect 1070 52 1.0 - 5.0
Grasshopper 225-61 747cc air 9.5 gasoline 12 Belt n/a 64 51.5 76.5 n/a side/mulch/rear/collect 1120 61 1.0 - 5.0
Grasshopper 226V-G4-52 810cc air 9 gasoline 12 Belt n/a 55 46 76 n/a side/mulch/rear/collect 960 52 1.0 - 5.0
Grasshopper 226V-G4-61 810cc air 9.5 gasoline 12 Belt n/a 64 46 79 n/a side/mulch/rear/collect 1030 61 1.0 - 5.0
Grasshopper 328G4 EFI-52 810cc air 10.5 gasoline 13 Belt n/a 55 50 84 n/a side/mulch/collect 1140 52 1.0 - 5.0
Grasshopper 328G4 EFI-61 810cc air 10.5 gasoline 13 Belt n/a 64 51.5 85 n/a side/mulch/collect 1190 61 1.0 - 5.0
Grasshopper 329G4 EFI-52 824cc air 10.5 gasoline 13 Belt n/a 55 50 84 n/a side/mulch/collect 1140 52 1.0 - 5.0
Grasshopper 329G4 EFI-61 824cc air 10.5 gasoline 13 Belt n/a 64 51.5 85 n/a side/mulch/collect 1190 61 1.0 - 5.0
Grasshopper 329B-52 895cc air 10 gasoline 12 Belt n/a 55 50 78 n/a side/mulch/rear/collect 1140 52 1.0 - 5.0
Grasshopper 329B-61 895cc air 10.5 gasoline 12 Belt n/a 64 51.5 79.5 n/a side/mulch/rear/collect 1190 61 1.0 - 5.0
Grasshopper 333G5 EFI-61 824cc air 11 gasoline 13 Belt n/a 64 51.5 85 n/a side/mulch/collect 1250 61 1.0 - 5.0
Grasshopper 333G5 EFI-72 824cc air 11 gasoline 13 Belt n/a 75 55 89 n/a side/mulch/collect 1330 72 1.0 - 5.0
Grasshopper 335B-61 993cc air 10.5 gasoline 12 Belt n/a 64 51.5 79.5 n/a side/mulch/rear/collect 1190 61 1.0 - 5.0
Grasshopper 335B-72 993cc air 10.5 gasoline 12 Belt n/a 75 55 83 n/a side/mulch/rear/collect 1280 72 1.0 - 5.0
Grasshopper 337G5 EFI-61 993cc air 11 gasoline 13 Belt n/a 64 51.5 85 n/a side/mulch/collect 1260 61 1.0 - 5.0
Grasshopper 337G5 EFI-72 993cc air 11 gasoline 13 Belt n/a 75 55 89 n/a side/mulch/collect 1340 72 1.0 - 5.0
Grasshopper 325D-52 898cc liquid 10 diesel 12 Belt n/a 55 51 80 n/a side/mulch/rear/collect 1230 52 1.0 - 5.0
Grasshopper 325D-61 898cc liquid 10.5 diesel 12 Belt n/a 64 52.5 82.5 n/a side/mulch/rear/collect 1360 61 1.0 - 5.0
Grasshopper 325D-72 898cc liquid 10.5 diesel 12 Belt n/a 75 56 86 n/a side/mulch/rear/collect 1450 72 1.0 - 5.0
Grasshopper 329-52 962cc liquid 10 gasoline 12 Belt n/a 55 51 81 n/a side/mulch/rear/collect 1310 52 1.0 - 5.0
Grasshopper 329-61 962cc liquid 10.5 gasoline 12 Belt n/a 64 52.5 82.5 n/a side/mulch/rear/collect 1360 61 1.0 - 5.0
Grasshopper 329-72 962cc liquid 10.5 gasoline 12 Belt n/a 75 56 86 n/a side/mulch/rear/collect 1450 72 1.0 - 5.0
Grasshopper 400D-61 1.3L liquid 11 diesel 12 Belt n/a 64 54.5 84.5 n/a side/mulch/rear/collect 1450 61 1.0 - 5.0
Grasshopper 400D-72 1.3L liquid 11 diesel 12 Belt n/a 75 58 88 n/a side/mulch/rear/collect 1540 72 1.0 - 5.0
Grasshopper 524V-42 724cc air 8 gasoline 4 Belt 12.5 45 47 59.5 n/a side/mulch/collect 935 42 2.0 - 4.5
Grasshopper 526V-52 810cc air 8 gasoline 4 Belt 36 55 47 59.5 n/a side/mulch/collect 1025 52 2.0 - 4.5
Grasshopper 623T w/ 52 694cc air 8.5 gasoline 4 PTO 12.5 55 46 100 n/a side/mulch/collect 1120 48, 52 1.25 - 5.0
Grasshopper 725KT w/ 52 747cc air 9 gasoline 7.2 PTO 12.5 55 51.5 105.5 n/a side/mulch/rear/collect 1260 52, 61 1.25 - 5.0
Grasshopper 727T EFI w/61 747cc air 10 gasoline 7.2 PTO 12.5 64 51.5 107.5 n/a side/mulch/rear/collect 1285 52, 61, 72 1.25 - 5.0
Grasshopper 729BT6 w/61 895cc air 10 gasoline 7.2 PTO 12.5 64 51.5 107.5 n/a side/mulch/rear/collect 1350 52, 61, 72 1.25 - 5.0
Grasshopper 735BT6 w/72 993cc air 10 gasoline 7.2 PTO 12.5 75 51.5 117.5 n/a side/mulch/rear/collect 1475 61, 72 1.25 - 5.0
CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.
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Grasshopper 725DT6 w/ 61 900cc liquid 10 diesel 8 PTO 36 64 51.5 107.5 n/a side/mulch/rear/collect 1420 52, 61, 72 1.25 - 5.0
Grasshopper 729T6 w/ 61 962cc liquid 10 gasoline 7.2 PTO 36 64 51.5 107.5 n/a side/mulch/rear/collect 1420 52, 61, 72 1.25 - 5.0
Grasshopper 900D 1.3L 1.3L liquid 11 diesel 7.2 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1645 61, 72 1.25 - 5.0
Grasshopper 932 w/72 962cc liquid 11 gasoline 7.2 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1645 61, 72 1.25 - 5.0
Grasshopper 937 w/ 72 993cc air 11 gasoline 14.4 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1685 61, 72 1.25 - 5.0
Grasshopper 325D-52 898cc liquid 10 diesel 12 Belt n/a 55 51 80 n/a side/mulch/rear/collect 1230 52 1.0 - 5.0
Grasshopper 325D-61 898cc liquid 10.5 diesel 12 Belt n/a 64 52.5 82.5 n/a side/mulch/rear/collect 1360 61 1.0 - 5.0
Grasshopper 325D-72 898cc liquid 10.5 diesel 12 Belt n/a 75 56 86 n/a side/mulch/rear/collect 1450 72 1.0 - 5.0
Grasshopper 329-52 962cc liquid 10 gasoline 12 Belt n/a 55 51 81 n/a side/mulch/rear/collect 1310 52 1.0 - 5.0
Grasshopper 329-61 962cc liquid 10.5 gasoline 12 Belt n/a 64 52.5 82.5 n/a side/mulch/rear/collect 1360 61 1.0 - 5.0
Grasshopper 329-72 962cc liquid 10.5 gasoline 12 Belt n/a 75 56 86 n/a side/mulch/rear/collect 1450 72 1.0 - 5.0
Grasshopper 400D-61 1.3L liquid 11 diesel 12 Belt n/a 64 54.5 84.5 n/a side/mulch/rear/collect 1450 61 1.0 - 5.0
Grasshopper 400D-72 1.3L liquid 11 diesel 12 Belt n/a 75 58 88 n/a side/mulch/rear/collect 1540 72 1.0 - 5.0
Grasshopper 524V-42 724cc air 8 gasoline 4 Belt 12.5 45 47 59.5 n/a side/mulch/collect 935 42 2.0 - 4.5
Grasshopper 526V-52 810cc air 8 gasoline 4 Belt 36 55 47 59.5 n/a side/mulch/collect 1025 52 2.0 - 4.5
Grasshopper 623T w/ 52 694cc air 8.5 gasoline 4 PTO 12.5 55 46 100 n/a side/mulch/collect 1120 48, 52 1.25 - 5.0
Grasshopper 725KT w/ 52 747cc air 9 gasoline 7.2 PTO 12.5 55 51.5 105.5 n/a side/mulch/rear/collect 1260 52, 61 1.25 - 5.0
Grasshopper 727T EFI w/61 747cc air 10 gasoline 7.2 PTO 12.5 64 51.5 107.5 n/a side/mulch/rear/collect 1285 52, 61, 72 1.25 - 5.0
Grasshopper 729BT6 w/61 895cc air 10 gasoline 7.2 PTO 12.5 64 51.5 107.5 n/a side/mulch/rear/collect 1350 52, 61, 72 1.25 - 5.0
Grasshopper 735BT6 w/72 993cc air 10 gasoline 7.2 PTO 12.5 75 51.5 117.5 n/a side/mulch/rear/collect 1475 61, 72 1.25 - 5.0
Grasshopper 725DT6 w/ 61 900cc liquid 10 diesel 8 PTO 36 64 51.5 107.5 n/a side/mulch/rear/collect 1420 52, 61, 72 1.25 - 5.0
Grasshopper 729T6 w/ 61 962cc liquid 10 gasoline 7.2 PTO 36 64 51.5 107.5 n/a side/mulch/rear/collect 1420 52, 61, 72 1.25 - 5.0
Grasshopper 900D 1.3L 1.3L liquid 11 diesel 7.2 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1645 61, 72 1.25 - 5.0
Grasshopper 932 w/72 962cc liquid 11 gasoline 7.2 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1645 61, 72 1.25 - 5.0
Grasshopper 937 w/ 72 993cc air 11 gasoline 14.4 PTO 36 75 54.5 120.5 n/a side/mulch/rear/collect 1685 61, 72 1.25 - 5.0
Grasshopper 932 w/72  962cc liquid 11 7.2 PTO 36 75 54.5 120.5 n/a 1,645 61, 72 1.25-5.0
Gravely Pro-Turn 600 27-38.5 air 15 gasoline 12.7 belt 50 53-75 n/a 83 n/a side 1400-1815 52, 60 ,72 1.0-5.5
Gravely Pro-Turn 400 27-35 air 13 gasoline 13.4 belt n/a 67.5-87 n/a 80-82 n/a side 1,326-1,453 52-72 1-5.5
Gravely Pro-Turn 200 25-31 air 13 gasoline 13.4 belt n/a 67.5-87 n/a 80-82 n/a side 1,302-1,410 52-72 1.5-5.5
Gravely Pro-Turn 100 22-26 air 10 gasoline 10 belt n/a 62-75 n/a 78.5 n/a side 1,062-1,136 48-60 1.5-5.5
Gravely Pro-Turn ZX 22-23.5 air 8.5 gasoline 5 belt n/a 63-75 n/a 81 n/a side 924-953 48-60 1.5-5
Gravely Pro-Turn Z 26.5 air 8 gasoline 5 belt n/a 67-75 n/a 81 n/a side 932-953 48-60 1.5-5
Gravely Compact-Pro 15.5-19 air 7 gasoline 7.2 belt n/a 48.3-56.9 n/a 75 n/a side 737-789 34-44 1-5
Husqvarna Z448 Kawasaki FS651 22 n/a 8 gasoline 6 belt n/a 53 49 75.5 n/a side, mulch/collect optional 730 48 1.5-4.5 
Husqvarna Z454 Kawasaki FS651 22 n/a 8 gasoline 6 belt n/a 55 49 75.5 n/a side, mulch/collect optional 760 54 1.5-4.5 
Husqvarna Z460 Kawaskai FS691 23 n/a 8 gasoline 6 belt n/a 63.75 49 75.5 n/a side, mulch/collect optional 790 60 1.5-4.5 
Husqvarna Z454X Kawasaki FX691 22 n/a 10 gasoline 6 belt n/a 55 49 75.5 n/a side, mulch/collect optional 770 54 1.5-4.5 
Husqvarna Z460X Kawasaki FX730 23.5 n/a 10 gasoline 6 belt n/a 63.75 49 75.5 n/a side, mulch/collect optional 805 60 1.5-4.5 
Husqvarna Z548 Yamaha MX800 26 n/a 10 gasoline 12 belt n/a 53 50 81 n/a side, mulch/collect optional 1,107 48 1-5
Husqvarna Z554 Yamaha MX800 26 n/a 10 gasoline 12 belt n/a 55 50 81 n/a side, mulch/collect optional 1,131 54 1-5
Husqvarna Z560 Kawasaki FX751 25.5 n/a 10 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,161 60 1-5
Husqvarna Z560 Yamaha MX825 27.5 n/a 10 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,362 60 1-5
Husqvarna Z554X Kawasaki FX751 25.5 n/a 12 gasoline 12 belt n/a 55 50 81 n/a side, mulch/collect optional 1,330 54 1-5
Husqvarna Z560X Kawasaki FX850 27 n/a 12 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,358 54 1-5
Husqvarna Z560x Kawasaki FX801 25.5 n/a 12 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,358 60 1-5
Husqvarna Z560X Kawasaki FX921 31 n/a 12 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,368 60 1-5
Husqvarna Z560X Yamaha MX800 EFI 31 n/a 12 gasoline 12 belt n/a 63.75 50 81 n/a side, mulch/collect optional 1,364 60 1-5
Husqvarna Z572X Kawasaki FX921 31 n/a 12 gasoline 12 belt n/a 75 50 81 n/a side, mulch optional 1,375 72 1-5
Hustler Dash Briggs & Stratton 10.5 air 5 gasoline 2.8 qts belt 34 37.5 n/a 65.5 n/a side 390 34 1.5-4.5
Hustler Dash Briggs & Stratton 10.5 air 5 gasoline 2.8 qts belt 35.5 43.25 n/a 65.5 n/a side 400 42 1.5-4.5
Hustler Dash XD Kawasaki FR541 15 air 6 gasoline 2 belt 35 37.5 n/a 65.4 n/a side 455 34 1.5-4.5
Hustler Dash XD Kawasaki FR541 15 air 6 gasoline 2 belt 41 43.25 n/a 65.4 n/a side 467 42 1.5-4.5
Hustler Dash XD Kawasaki FR600 18 air 6 gasoline 2 belt 41 48.25 n/a 65.4 n/a side 490 48 1.5-4.5
Hustler Raptor X Kawasaki FR600 18 air 7 gasoline 3 belt 43 45.5 n/a 68.8 n/a side 537 42 1.5-4.5
Hustler Raptor X Kawasaki FR651 21.5 air 7 gasoline 3 belt 46.5 58.6 n/a 70.6 n/a side 564 54 1.5-4.5
Hustler Raptor XL Kawasaki FR651 21.5 air 7 gasoline 3 belt 43 45.5 n/a 69.9 n/a side 567 42 1.5-4.5
Hustler Raptor XL Kawasaki FR691 23 air 7 gasoline 3 belt 46.5 58.6 n/a 71.7 n/a side 594 54 1.5-4.5
Hustler Raptor XD Kawasaki FR651 21.5 air 7.5 gasoline 3 belt 42 45.8 n/a 69.3 n/a side 616 42 1.5-4.5
Hustler Raptor XD Kawasaki FR651 21.5 air 7.5 gasoline 3 belt 42 52.5 n/a 69.3 n/a side 627 48 1.5-4.5
Hustler Raptor XD Kawasaki FR691 23 air 7.5 gasoline 3 belt 48.6 58.5 n/a 71.1 n/a side 653 54 1.5-4.5
Hustler Raptor XD Kawasaki FR730 24 air 7.5 gasoline 3 belt 48.6 64.4 n/a 71.1 n/a side 680 60 1.5-4.5
Hustler Raptor FlipUp Kawasaki FR691 23 air 7 gasoline 3 belt 43.7 48.8 n/a 69.4 n/a side 755 48 1.5-4.5
Hustler Raptor FlipUp Kawasaki FR691 23 air 7 gasoline 3 belt 43.7 54.8 n/a 69.4 n/a side 770 54 1.5-4.5
Hustler Raptor XDX Kawasaki FR651 21.5 air 8 gasoline 3 belt 45.8 50.6 n/a 71.1 n/a side 646 48 1.5-4.5
Hustler Raptor XDX Kawasaki FR691 23 air 8 gasoline 3 belt 48.6 57 n/a 71.1 n/a side 678 54 1.5-4.5
Hustler Raptor XDX Kawasaki FR730 24 air 8 gasoline 3 belt 48.6 62.2 n/a 71.1 n/a side 710 60 1.5-4.5
Hustler FasTrak Kawasaki FT691 22 air 8 gasoline 5 belt 47 49.1 n/a 76 n/a side 835 48 1.5-4.5
Hustler FasTrak Kawasaki FT691 RD 22 air 8 gasoline 5 belt 47 48.85 n/a 76 n/a rear 840 48 1.5-4.5
Hustler FasTrak Kawasaki FT691 22 air 8 gasoline 5 belt 52 55.1 n/a 76 n/a side 845 54 1.5-4.5
Hustler FasTrak Kohler 7500 EFI 27 air 8 gasoline 5 belt 52 55.1 n/a 76 n/a side 845 54 1.5-4.5
Hustler FasTrak Kawasaki FT691 RD 22 air 8 gasoline 5 belt 52 54.85 n/a 76 n/a rear 860 54 1.5-4.5
Hustler FasTrak Kawasaki FT730 24 air 8 gasoline 5 belt 52 61.1 n/a 76 n/a side 865 60 1.5-4.5
Hustler FasTrak Kohler 7500 EFI 27 air 8 gasoline 5 belt 52 61.1 n/a 76 n/a side 865 60 1.5-4.5
Hustler FasTrak SDX Kawasaki FX691 22 air 9 gasoline 5 belt 47 49.1 n/a 73.6 n/a side 862 48 1.5-4.5
Hustler FasTrak SDX Kawasaki FX691 22 air 9 gasoline 5 belt 52 55.1 n/a 74.42 n/a side 891 54 1.5-4.5
Hustler FasTrak SDX Kawasaki FX730 23.5 air 9 gasoline 5 belt 52 61.1 n/a 75.92 n/a side 916 60 1.5-4.5
Hustler X-One Kawasaki FX850 27 air 10.5 gasoline 11.7 belt 51 54.4 n/a 80.2 n/a side 1,240 52 1-5.5
Hustler X-One Kohler Command Pro 25 air 10.5 gasoline 11.7 belt 51 54.4 n/a 80.2 n/a side 1,240 52 1-5.5
Hustler X-One Kawasaki FX730 23.5 air 10.5 gasoline 11.7 belt 54.5 62.4 n/a 80.2 n/a side 1,245 60 1-5.5
Hustler X-One Kawasaki FX850 27 air 10.5 gasoline 11.7 belt 54.5 62.4 n/a 80.2 n/a side 1,245 60 1-5.5
Hustler X-One Kawasaki FX850 EFI 29.5 air 10.5 gasoline 11.7 belt 54.5 62.4 n/a 80.2 n/a side 1,290 60 1-5.5
Hustler X-One Kohler Command Pro 25 air 10.5 gasoline 11.7 belt 54.5 62.4 n/a 80.2 n/a side 1,290 60 1-5.5
Hustler X-One Kawasaki FX850 27 air 10.5 gasoline 11.7 belt 54.5 75.7 n/a 84 n/a side 1,320 72 1-5.5
CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.
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Hustler X-One Kawasaki FX850 EFI 29.5 air 10.5 gasoline 11.7 belt 54.5 75.7 n/a 84 n/a side 1,320 72 1-5.5
Hustler X-One Kawasaki FX730 RD 23.5 air 10.5 gasoline 11.7 belt 51 55.72 n/a 80.2 n/a rear 1,275 54 1-5.5
Hustler X-One Kawasaki FX730 RD 23.5 air 10.5 gasoline 11.7 belt 54.5 61.72 n/a 80.2 n/a rear 1,305 60 1-5.5
Hustler Super Z Kawasaki FX850 27 air 14 gasoline 11.7 belt 57 60 n/a 89 n/a side 1,420 54 1-5.5
Hustler Super Z Kawasaki FX850 27 air 14 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,451 60 1-5.5
Hustler Super Z Kawasaki FX1000 35 air 14 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,451 60 1-5.5
Hustler Super Z Kawasaki FX1000 EFI 38.5 air 14 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,451 60 1-5.5
Hustler Super Z Kawasaki FX850 RD 27 air 14 gasoline 11.7 belt 57 66 n/a 91.5 n/a rear 1,566 60 1-5.5
Hustler Super Z Kawasaki FX1000 35 air 14 gasoline 11.7 belt 60 72 n/a 91.5 n/a side 1,516 66 1-5.5
Hustler Super Z Kawasaki FX1000 35 air 14 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,526 72 1-5.5
Hustler Super Z Kawasaki FX1000 EFI 38.5 air 14 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,526 72 1-5.5
Hustler Super Z Kawasaki FX850 RD 27 air 14 gasoline 11.7 belt 60 73.23 n/a 93 n/a rear 1,626 72 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block 36 air 16 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,536 60 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI 37 air 16 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,536 60 1-5.5
Hustler Super Z HyperDrive Kawasaki FX1000 35 air 16 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,536 60 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI w/ Oil Guard 37 air 16 gasoline 11.7 belt 57 66 n/a 89 n/a side 1,536 60 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI RD 37 air 16 gasoline 11.7 belt 57 66 n/a 91.5 n/a rear 1,606 60 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI 37 air 16 gasoline 11.7 belt 60 72 n/a 91.5 n/a side 1,551 66 1-5.5
Hustler Super Z HyperDrive Kawasaki FX1000 35 air 16 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,596 72 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block 36 air 16 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,596 72 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI 37 air 16 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,596 72 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI w/ Oil Guard 37 air 16 gasoline 11.7 belt 60 78 n/a 93 n/a side 1,596 72 1-5.5
Hustler Super Z HyperDrive Vanguard Big Block EFI RD 37 air 16 gasoline 11.7 belt 60 78 n/a 93 n/a rear 1,676 72 1-5.5
Hustler TrimStar Kawasaki FS541 15 air 6.3 gasoline 3.4 belt 35 37 n/a 42.55 n/a side 560 36 1.5-4.5
Hustler TrimStar Kawasaki FS600 18.5 air 6.3 gasoline 3.4 belt 44 49 n/a 42.55 n/a side 635 48 1.5-4.5
Hustler TrimStar Kawasaki FS600 18.5 air 6.3 gasoline 3.4 belt 46 55 n/a 42.55 n/a side 660 54 1.5-4.5
Hustler TrimStar Kawasaki FS651 21.5 air 6.3 gasoline 3.4 belt 46 61 n/a 42.55 n/a side 695 60 1.5-4.5
Hustler Super 88 Vanguard Big Block 36 air 10 gasoline 13.9 belt 57 91.1 n/a 84 n/a rear 2,057 88 2-5.5
Hustler Super 88 Vanguard Big Block EFI w/ Oil Guard 37 air 10 gasoline 13.9 belt 57 91.1 n/a 84 n/a rear 2,057 88 2-5.5
Hustler Super 104 Vanguard Big Block 36 air 11 gasoline 12 belt 60.3 106.1 n/a 95.5 n/a rear 2,500 104 1-5.5
Hustler Super 104 Vanguard Big Block EFI w/ Oil Guard 37 air 11 gasoline 12 belt 60.3 106.1 n/a 95.5 n/a rear 2,500 104 1-5.5
Hustler Super 104 Kawasaki FX1000 35 air 11 gasoline 12 belt 60.3 106.1 n/a 95.5 n/a rear 2,500 104 1-5.5
Hustler Z Diesel Shibaura 25 liquid 11.5 diesel 14.4 belt 56 66 n/a 86.8 n/a side 1,656 60 1-5.5
Hustler Z Diesel Shibaura RD 25 liquid 11.5 diesel 14.4 belt 56 66 n/a 86.8 n/a rear 1,766 60 1-5.5
Hustler Z Diesel Shibaura 25 liquid 11.5 diesel 14.4 belt 56 78 n/a 90.4 n/a side 1,711 72 1-5.5
Hustler Z Diesel Shibaura RD 25 liquid 11.5 diesel 14.4 belt 56 78 n/a 90.4 n/a rear 1,816 72 1-5.5
Hustler Super 104 Kawasaki FX1000 35 air 11 gasoline 12 belt 60.3 106.1 n/a 95.5 n/a rear 2,500 104 1-5.5
Hustler Z Diesel Shibaura 25 liquid 11.5 diesel 14.4 belt 56 66 n/a 86.8 n/a side 1,656 60 1-5.5
Hustler Z Diesel Shibaura RD 25 liquid 11.5 diesel 14.4 belt 56 66 n/a 86.8 n/a rear 1,766 60 1-5.5
Hustler Z Diesel Shibaura 25 liquid 11.5 diesel 14.4 belt 56 78 n/a 90.4 n/a side 1,711 72 1-5.5
Hustler Z Diesel Shibaura RD 25 liquid 11.5 diesel 14.4 belt 56 78 n/a 90.4 n/a rear 1,816 72 1-5.5
Jacobsen ZT400 2248KW 22 air 9 6.8 belt n/a 49.2 n/a 81.3 n/a 1,104 48 1-5
Jacobsen ZT400 2454KW 24 air 9 6.8 belt n/a 55.4 n/a 81.3 n/a 1,114 54 1-5
Jacobsen ZT400 2460KW 24 air 9 6.8 belt n/a 61.9 n/a 81.3 n/a 1,121 60 1-5
Jacobsen ZT600 2248KW 22 air 10 6.8 belt n/a 49.2 n/a 81.3 n/a 1,116 48 1.5-4.5
Jacobsen ZT600 2548KOE 25 air 10 6.8 belt n/a 49.2 n/a 81.3 n/a 1,121 48 1-5
Jacobsen ZT600 2454KW 24 air 10 6.8 belt n/a 55.4 n/a 81.3 n/a 1,132 54 1-5
Jacobsen ZT600 2554KOE 25 air 10 6.8 belt n/a 55.4 n/a 81.3 n/a 1,138 54 1-5
Jacobsen ZT600 2460KW 24 air 10 6.8 belt n/a 61.9 n/a 81.3 n/a 1,140 60 1-5
Jacobsen ZT600 2560KOE 25 air 10 6.8 belt n/a 61.9 n/a 81.3 n/a 1,144 60 1-5
Jacobsen ZT900 2754KOE 27 air 12 8 belt n/a 59.6 n/a 88.5 n/a 1,317 54 1-5
Jacobsen ZT900 2754KW 27 air 12 8 belt n/a 59.6 n/a 88.5 n/a 1,306 54 1-5
Jacobsen ZT900 2760KOE 27 air 12 8 belt n/a 66.1 n/a 88.5 n/a 1,333 60 1-5
Jacobsen ZT900 2760KW 27 air 12 8 belt n/a 66.1 n/a 88.5 n/a 1,322 60 1-5
Jacobsen ZT1000 3160KOE 31 air 14 10 belt n/a 66.1 n/a 87.1 n/a 1,378 60 1-5
Jacobsen ZT1000 3160KW 31 air 14 10 belt n/a 66.1 n/a 87.1 n/a 1,386 60 1-5
Jacobsen ZT1000 3366KOE 33 air 14 10 belt n/a 72.5 n/a 87.1 n/a 1,403 66 1-5
Jacobsen ZT1000 3566KW 35 air 14 10 belt n/a 72.5 n/a 87.1 n/a 1,409 66 1-5
Jacobsen ZT1000 3372KOE 33 air 14 10 belt n/a 78.7 n/a 89 n/a 1,442 72 1-5
Jacobsen ZT1000 3572KW 35 air 14 10 belt n/a 78.7 n/a 89 n/a 1,426 72 1-5
Jacobsen ZT1000 2960KOEP 29 air 14 7 belt n/a 66.1 n/a 87.1 n/a 1,334 60 1-5
Jacobsen ZT1000 2972KOEP 29 air 14 7 belt n/a 78.7 n/a 89 n/a 1,408 72 1-5
John Deere Z915E ZTrak 25 air 10 gasoline 11.5 VB/EM 200 n/a n/a n/a 84 n/a side 1,100-1,178 48-60 1-5.5
John Deere Z920M 23.5 air 10 gasoline 11.5 VB/EM 200 n/a n/a n/a 84 n/a side 1,220-1,283 48-60 1-5.5
John Deere Z930M  25.5 air 10 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,275-1,365 54-60 1-5.5
John Deere Z945M EFI 27 air 10 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side 1,275-1,365 60 1-5.5
John Deere Z950M 27 air 10 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,275-1,365 54-72 1-5.5
John Deere Z955M EFI  29 air 10 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,275-1,365 60-72 1-5.5
John Deere Z960M 31 air 10 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side 1,252-1,340 60-72 1-5.5
John Deere Z930R 25.5 air 12 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side 1,273-1,310 54-60 1-5.5
John Deere Z950R 27 air 12 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,292-1,340 60-72 1-5.5
John Deere Z955R EFI 29 air 12 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,275-1,365 60-72 1-5.5
John Deere Z970R 35 air 12 gasoline 11.5 VB/EM 225 n/a n/a n/a 84 n/a side, rear 1,336-1,345 60-72 1-5.5
John Deere Z994R Diesel 24.7 liquid 10.5 diesel 11.5 VB/EC 12 68-74 n/a 88.6 n/a side, rear 1,660-1,760 54-72 1-5.5
John Deere Z997R Diesel  37.4 liquid 11.5 diesel 12 WDC/HC n/a n/a n/a 60-96 n/a side, rear 1,774-1,841 60-72 1.5-5
Lastec WZ1000 platform 49 liquid 10 diesel 13.5 belt 71 126 54 92 4.5 side/mulch/rear 3,395 120 1-4.5
Lastec WZ800 platform 37 liquid 10 diesel 13.5 belt 71 106 54 92 4.5 side/mulch/rear 3,275 100 1-4.5
Lastec WZ600 platform 37 liquid 10 diesel 13.5 belt 71 86 54 92 4.5 side/mulch 3,125 80 1-4.5
Lastec WZ400 Series- WZ400D2573 24.8 liquid 10 diesel 12 belt 58 82 50 85 6 side/mulch 1,652 73 1.5-4.5
Lastec WZ400 Series- WZ400D2561 24.8 liquid 10 diesel 12 belt 58 69 50 85 6 side/mulch 1,513 61 1.5-4.5
Lastec WZ400 Series-WZ400G3873 38 air 10 gasoline 12 belt 58 82 50 85 6 side/mulch 1,598 73 1.5-4.5
Lastec WZ400 Series- WZ400G2761 27 air 10 gasoline 12 belt 58 69 50 85 6 side/mulch 1,459 61 1.5-4.5
Scag Turf Tiger II – Briggs Vanguard Big Block 31 air 12 gasoline 12 PTO 51 64.5 n/a 83 n/a side 1,418 52 1-6
CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.
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Scag Turf Tiger II – Briggs Vanguard Big Block 31 air 12 gasoline 12 PTO 56 73.5 n/a 88 n/a side 1,538 61 1-6
Scag Turf Tiger II – Kawasaki DFI 31 liquid 12 gasoline 12 PTO 56 73.5 n/a 88 n/a side 1,496 61 1-6
Scag Turf Tiger II – Briggs Vanguard Big Block EFI 37 air 12 gasoline 12 PTO 56 73.5 n/a 88 n/a side 1,519 61 1-6
Scag Turf Tiger II – Kawasaki DFI 31 liquid 12 gasoline 12 PTO 56 83 n/a 92 n/a side 1,556 72 1-6
Scag Turf Tiger II – Briggs Vanguard Big Block EFI 37 air 12 gasoline 12 PTO 56 83 n/a 92 n/a side 1,556 72 1-6
Scag Turf Tiger II Kubota Diesel 25 liquid 12 diesel 11 PTO 56 73.5 n/a 87.5 n/a side 1,709 61 1-6
Scag Turf Tiger II Kubota Diesel 25 liquid 12 diesel 11 PTO 56 83 n/a 90 n/a side 1,739 72 1-6
Scag Turf Tiger II Propane – Kohler LP EFI 25 liquid 12 propane 11 PTO 51 64.5 n/a 83 n/a side 1,486 52 1-6
Scag Turf Tiger II Propane – Kohler LP EFI 25 liquid 12 propane 11 PTO 56 73.5 n/a 88 n/a side 1,606 61 1-6
Scag Cheetah II – Briggs Vanguard Big Block EFI 37 air 16, 12 gasoline 15 belt 55.25 73.5 n/a 85.5 n/a side 1,364 61 1.25-5
Scag Cheetah II – Kawasaki FX EFI 38 air 16, 12 gasoline 15 belt 55.25 73.5 n/a 85.5 n/a side 1,377 61 1.25-5
Scag Cheetah II – Kawasaki FX Rear Discharge 31 air 16, 12 gasoline 15 belt 55.25 63.5 n/a 85.5 n/a rear 1,377 61 1.25-5
Scag Cheetah II – Briggs Vanguard Big Block EFI 37 air 16, 12 gasoline 16 belt 55.25 83 n/a 92 n/a side 1,399 72 1.25-6
Scag Cheetah II – Kawasaki FX EFI 38 air 16, 12 gasoline 15 belt 55.25 83 n/a 91 n/a side 1,412 72 1.25-5
Scag Tiger Cat II – Kawasaki FX 22 air 12 gasoline 9.5 belt 47 60.5 n/a 81 n/a side 1,160 48 1-5
Scag Tiger Cat II – Kohler Command EFI 25 air 12 gasoline 9.5 belt 48.75 64.5 n/a 81.5 n/a side 1,180 52 1-5
Scag Tiger Cat II – Kawasaki FT EFI 26 air 12 gasoline 9.5 belt 48.75 64.5 n/a 81.5 n/a side 1,175 52 1-5
Scag Tiger Cat II – Kawasaki FT EFI 26 air 12 gasoline 9.5 belt 51.5 73.5 n/a 85.5 n/a side 1,257 61 1-5
Scag Tiger Cat II –  Briggs Vanguard Big Block EFI 32 air 12 gasoline 9.5 belt 51.5 73.5 n/a 85.5 n/a side 1,277 61 1-5
Scag Patriot – Kawasaki FX 22 air 10 gasoline 6.5 belt 47.5 64.5 n/a 73 n/a side 840 52 1-4.5
Scag Patriot – Kohler Command Pro 23 air 10 gasoline 6.5 belt 47.5 64.5 n/a 73 n/a side 911 52 1-4.5
Scag Patriot – Kawasaki FX 23 air 8.5 gasoline 6.5 belt 50.5 73.5 n/a 79 n/a side 900 61 1-4.5
Scag Patriot – Kohler Command Pro 25 air 8.5 gasoline 6.5 belt 50.5 73.5 n/a 79 n/a side 956 61 1-4.5
Scag Freedom Z – Kohler 7000 Series 22 air 8 gasoline 6.5 belt 47.5 60.5 n/a 73 n/a side 745 48 1-4.5
Scag Freedom Z – Kohler 7000 Series 24 air 8 gasoline 6.5 belt 47.5 64.5 n/a 73 n/a side 765 52 1-4.5
Scag Freedom Z – Kohler 7000 Series 24 air 8 gasoline 6.5 belt 47.5 64.5 n/a 73 n/a side 765 52 1-4.5
Snapper Pro S40 Series 28 air 10 8 electric n/a 65, 77 n/a 67, 72 n/a 921, 998 52-61 1.5-4.5
Snapper Pro S50xt Series 19-25 air 8 4, 8 electric 36.5-n/a 52,64 n/a 69 n/a 688-724 36-48 1.5-4.5
Snapper Pro S120xt Series  24-25 air 10 5.5 electric 51-53 67.5, 77 n/a 81 n/a 1,059, 1,113 52-61 1.5-5
Snapper Pro S200xt Series  26-37 air 10 11 electric 57.25-n/a 76 n/a 79 n/a 1,190 61-72 1.5-6
Toro Titan HD 2000 Series Kohler 74463 25 air 9 gasoline 7 belt n/a 63.25-75.25 n/a 82-84.25 n/a  side 870-1,012 48-60 1.5-5
Toro Titan HD 2000 Series Toro V-Twin (74465, 74466, 74467) 24.5 air 9 gasoline 7 belt n/a 63.25-75.25 n/a 82-84.25 n/a  side 870-1,012 48-60 1.5-5
Toro Titan HD 2500 Series Kawasaki 20.5-23.5 air 10 gasoline 7 belt n/a  63.25-75.25 n/a  82-83 n/a  side 937-1,006 48-60 1.5-5
Toro Z Master 3000 Series Kohler 25 air 8.5 gasoline 8 belt n/a 67.6 n/a 79.2 n/a side 1,085 48-72 1-5.5
Toro Z Master 3000 Series Kawasaki  25.5 air 10 gasoline 8 belt n/a 75.7 n/a 83.1 n/a side 1,165 48-60 1-5.5
Toro Z Master 5000 Series Kohler EFI 23-26.5 air 10 gasoline, propane 12 belt n/a 63.6-78.3 n/a 79.2-83 n/a side, rear 1,120-1,335 48-72 1-5.5
Toro Z Master 6000 Series Kawasaki (CARB) 23.5 air 10-11.5 gasoline 12 belt n/a 63.6-87.6 n/a 79.2-86.1 n/a side 1,160-1,334 60-72 1-5.5
Toro Z Master 6000 Series Kohler EFI 26.5-34 air 11.5 gasoline 12 belt n/a 75.7-87.6 n/a 83.1-86.1 n/a side 1,254-1,369 60-72 1-5.5
Toro Z Master 7000 Kubota 25 liquid 11.2 diesel 12 belt n/a 68-88 n/a 79.5-84.5 n/a side 1,443-1,543 52-72 1-5.5
Toro Z Master 7500-D Yanmar 25-37 liquid 12.5 diesel 12.5 belt n/a 75.7-87.6 n/a 96.6-100.68 n/a side, rear 2,055-2,650 60-96 1-5.5
Toro Z Master 8000 Series Direct Collect Z 20-25 air 7 gasoline 7.5 belt n/a n/a n/a  n/a n/a direct collect 1,140 42-48 1.5-5
Walker R21 21 air 6 gasoline 3 electric clutch n/a 49 39 93 n/a side 575 42-54 1-4
Walker S14i 14 air 6.5 EFI 1.9 MBTC+BB n/a 43.25 42.25 87 n/a side, mulch, collection 767 36-42 1-4
Walker S18 18 air 7.4 gasoline 4 MBTC+BB n/a 49 42.25 89.25 n/a side, mulch, collection 827 36-48 1-4
Walker C19/C19i 19 air 6.5 gasoline/EFI 4 MBTC+BB n/a 43.25 41 89.25 n/a side, mulch, collection 925-930 36-62 1-4
Walker T23/T27i 23-27 air 6.5 gasoline/EFI 4.7 MBTC+BB n/a 49 41 93 n/a side, mulch, collection 1,006-1,009 36-74 1-4
Walker D21d 21 liquid 6.5 diesel 4.7 MBTC+BB n/a 49 41 93 n/a side, mulch, collection 1,178 36-74 1-4
Walker B23 23 air 8 gasoline 4 electric clutch n/a 49 42.25 90.75 n/a side, mulch 789 36-62 1-5
Walker B27i 27 air 9 EFI 4 electric clutch n/a 49 42.25 90.75 n/a side, mulch 819 36-74 1-5
Walker H24d/H27i/H37i 23.4-37 liquid/air 10 diesel/EFI 9.4 MBTC+BB n/a 66 46.375 107 n/a side, mulch, rear 1,185-1,434 52-74 1-5
Worldlawn Viper WYRZ46XS20BS 20 air 7 4 belt, PTO 33.8 55 w/D 44 72 3.5 side 544 46 1.5-4.5
Worldlawn Viper WYRZ46XS22KW 21.5 air 7 4 belt, PTO 33.8 55 w/D 44 72 3.5 side 544 46 1.5-4.5
Worldlawn Viper WYRZ50XL26BS 26 air 7 4 belt, PTO 33.8 59 w/D 44 72 3.5 side 590 50 1.5-4.5
Worldlawn Viper WYRZ50XL24KW 23 air 7 4 belt, PTO 33.8 59 w/D 44 72 3.5 side 590 50 1.5-4.5
Worldlawn Viper WYRZ60XL26BS 26 air 7 4 belt, PTO 33.8 68.5 w/D 44 72 3.5 side 637 60 1.5-4.5
Worldlawn Viper WYRZ60XL24KW 23 air 7 4 belt, PTO 33.8 68.5 w/D 44 72 3.5 side 637 60 1.5-4.5
Worldlawn Gater WYZ34FS600V 18 air 8 6 belt, PTO 33.5 45 w/D 43 73 4.125 side 770 34 1-4.5
Worldlawn Diamondback WYDB48FR691V32 23 air 9 9.5 belt, PTO 47 60 w/D 50.5 77.4 6.375 side 920 48 1.5-4.75
Worldlawn Diamondback WYDB52FR691V32 23 air 9 9.5 belt, PTO 49.5 65.5 w/D 50.5 77.4 6.375 side 950 52 1.5-4.75
Worldlawn Diamondback WYDB60FR730V32 24 air 9 9.5 belt, PTO 49.5 73 w/D 50.5 77.4 6.375 side 1,020 60 1.5-4.75
Worldlawn Diamondback XE WYDB52FX691V34E 22 air 10 9.5 belt, PTO 49.5 65.5 w/D 50.5 77.4 6.375 side 950 52 1.5-4.75
Worldlawn Diamondback XE WYDB60FX730V34E 23.5 air 10 9.5 belt, PTO 49.5 73 w/D 50.5 77.4 6.375 side 1,020 60 1.5-4.75
Worldlawn Cobra WYZ4824KWH 22 air 10 10 belt, PTO 39 60 w/D 48.6 63 6.375 side 1,026 48 1.5-4.5
Worldlawn Cobra WYZ5224KWH 22 air 10 10 belt, PTO 39 65 w/D 48.6 63 6.375 side 1,059 52 1.5-4.5
Worldlawn Cobra WYZ5227KWH 24.5 air 10 10 belt, PTO 39 65 w/D 48.6 63 6.375 side 1,056 52 1.5-4.5
Worldlawn Cobra WYZ6027KWH 24.5 air 10 10 belt, PTO 39 73 w/D 48.6 63 6.375 side 1,105 60 1.5-4.5
Worldlawn King Cobra WYK52FX801V5 25.5 air 12 14 belt, PTO 47 65 w/D 50.5 78 5 side 1,050 52 1-5.25
Worldlawn King Cobra WYK60FX850V5X 27 air 12 14 belt, PTO 50 73 w/D 54.5 79 5 side 1,110 60 1-5.25
Worldlawn King Cobra WYK60FX921V5S 31 air 12 14 belt, PTO 50 73 w/D 54.5 79 5 side 1,110 60 1-5.25
Worldlawn Python WYP72FX1000V5 35 air 12 14 belt, PTO 63 86 w/D 61 91 6.5 side 1,550 72 1.5-5.5
Worldlawn Python WYP72MX825EV5 34 air 12 14 belt, PTO 63 86 w/D 61 91 6.5 side 1,550 72 1.5-5.5
Worldlawn Python WYP72MX825EV5RD 34 air 12 14 belt, PTO 63 86 w/D 61 91 6.5 rear 1,570 72 1.5-5.5
Worldlawn Python WYP72BSV37EV5RD 37 air 12 14 belt, PTO 63 86 w/D 61 91 6.5 rear 1,570 72 1.5-5.5
Wright ZXT (with ROPS) 52 40 air 13 gasoline 15.5 belt n/a 53 n/a 82.5 n/a side 1,491 52 1.5-6
Wright ZXT (with ROPS) 61 40 air 13 gasoline 15.5 belt n/a 62 n/a 83.5 n/a side 1,521 61 1.5-6
Wright ZXT (with ROPS) 72 40 air 13 gasoline 15.5 belt n/a 73 n/a 84.5 n/a side 1,551 72 1.5-6
Wright ZTO (with ROPS) 48 23.5 air 10.5 gasoline 13.5 belt n/a 49 n/a 78 n/a side 1,080 48 1.5-5.5
Wright ZTO (with ROPS) 52 23.5 air 10.5 gasoline 13.5 belt n/a 53 n/a 78 n/a side 1,102 52 1.5-5.5
Wright ZTO (with ROPS) 61 23.5 air 10.5 gasoline 13.5 belt n/a 62 n/a 78 n/a side 1,157 61 1.5-5.5
CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.
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2021 ZERO-TURN MOWER COMPARISON CHART – STANDER MODELS
Model Horsepower Width of cut (in.) Height of cut (in.) Forward speed (mph) Cooling Fuel capacity (gal) Overall length (in.)
Bob-Cat QuickCat 4000 19-26 36-61 1.5-4.5 9-10.5 air 5.1-6.5 64-68
Dixie Chopper Stryker 2548KWE 25 48 1.5-5 3.1 air 6 70.5
Dixie Chopper Stryker 2548KWE 25 54 1.5-5 3.5 air 6 70.5
Encore Rage ER32FS600VL 18 32 1.5-5 8 air 4.5 67.5
Encore Rage ER36FS600VL 18 36 1.5-5 8 air 4.5 67.5
Encore Rage ER48FX730VX 23.5 48 1.5-5 10.5 air 8 74
Encore Rage ER52FX730VX 23.5 52 1.5-5 10.5 air 8 74
Encore Rage ER60FX730VX 23.5 60 1.5-5 10.5 air 8 74
Exmark Staris E-Series n/a 32; 36; 44 1.5-5 7.5 air 5 58.1-61.7
Exmark Staris S-Series n/a 48; 52; 60 1.5-5 10 air 10 69.3-70.5
Ferris SRS Z1 19-23 36, 48 1.75-4.5 0-8 air 6 63.75, 65
Ferris SRS Z2 25.5-28 52, 61 1.75-5 0-10 air 8 67, 72.75
Ferris SRS Z3 29.5-37 52, 61, 72 1.75-5 0-12 air 11 69, 73.75
Gravely Pro-Stance 32, 36 18.5 32,36 1.5-5 8 air 6 63
Gravely Pro-Stance 48-60 23.5-26 48, 52, 60 1.5-5 9 air 9 67-72
Husqvarna V548 24.5 48 1 in - 5 in 11 air 7 57
Husqvarna V554 24.5 54 1 in - 5 in 11 air 7 57
Hustler Super S Kawasaki FS541 15 36 1.5-5.5 8 air 6.5 63.5
Hustler Super S Kawasaki FX600 19 36 1.5-5.5 8 air 6.5 63.5
Hustler Super S Kawasaki FX691 22 48 1.5-5.5 9 air 7.3 68
Hustler Super S Kawasaki FX691 22 52 1.5-5.5 9 air 7.3 68
Hustler Super S Kawasaki FX850 27 52 1.5-5.5 9 air 7.3 68
Hustler Super S Kawasaki FX850 EFI 29.5 52 1.5-5.5 9 air 7.3 68
Hustler Super S Kawasaki FX850 27 60 1.5-5.5 9 air 7.3 70.75
Hustler Super S Kawasaki FX850 EFI 29.5 60 1.5-5.5 9 air 7.3 70.75
Jacobsen Pro Series SZT 2548 25 48 1.5-5 8 air 6 79
John Deere 652E 22 52 1.5-5 0-9.5 air 5.6 66
John Deere 636M 18.5 36 1.5-5 0-8.2 air 5.5 62
John Deere 648M 22 48 1.5-5 0-8.2 air 5.5 59.75
John Deere 652M 22 52 1.5-5 0-8.2 air 5.5 59.75
John Deere 648R 22 48 1.5-5 0-9.6 air 5.6 66
John Deere 652R 23.5 52 1.5-5 0-9.6 air 5.6 66
John Deere 652R EFI 25 52 1.5-5 0-9.5 air 5.6 66
John Deere 661R 23.5 61 1.5-5 0-9.6 air 5.6 68
John Deere 661R EFI 25 61 1.5-5 0-9.6 air 5.6 68
Scag V-Ride II – Kawasaki FX 16 32 1.5-4.5 8.5 air 5 65.25
Scag V-Ride II – Kawasaki FX 19 36 1.5-4.5 8.5 air 6.75 65.25
Scag V-Ride II – Kawasaki FX 22 48 1.5-4.5 8.5 air 8 67.5
Scag V-Ride II – Kohler Command Pro EFI 25 52 1.5-4.5 8.5 air 8 69.5
Scag V-Ride II – Kawasaki FT EFI 26 52 1.5-4.5 8.5 air 8 69.5
Scag V-Ride II – Briggs Vanguard Big Block EFI 37 52 1.5-4.5 8.5 air 8 69.5
Scag V-Ride II – Kawasaki FX 25 61 1.5-4.5 8.5 air 8 72.75
Scag V-Ride II – Briggs Vanguard Big Block EFI 37 61 1.5-4.5 8.5 air 8 72.75
Scag V-Ride II – Kawasaki FX EFI 38 61 1.5-4.5 8.5 air 8 72.75
Snapper Pro SS100 19-23 36, 48 1.75-4.5 0-8 air 6 63.75, 65
Snapper Pro SS200 25.5-28 52, 61 1.75-5 0-10 air 8 67, 72.75
Toro GrandStand 74534 15 36 1-5 8 air 7.8 74
Toro GrandStand 74536 15 40 1-5 8 air 7.8 70
Toro GrandStand 74504 (79504 CARB) 22 48 1.5-5 10 air 10.5 75
Toro GrandStand 74505 (79505 CARB) 22 52 1.5-5 10 air 10.5 75
Toro GrandStand 74518 (79518 CARB) 23 48 1.5-5 10 air 10.5 75
Toro GrandStand 74519 25 52 1.5-5 10 air 10.5 75
Toro GrandStand 74513 25 60 1.5-5 10 air 10.5 79
Toro GrandStand Multi Force 74523 26.5 60 1.5-5 10 air 10.5 79
Toro GrandStand Multi Force 74529 26.5 52 1.5-5 10 air 10.5 75
Toro GrandStand Multi Force 74527 (snow-only) 26.5 n/a 1.5-5 10 air 10.5 75
Worldlawn Venom WYS32FS600VL 18 32 1.5-5 8 air 4.5 67.5
Worldlawn Venom WYS36FS600VL 18 36 1.5-5 8 air 4.5 67.5
Worldlawn Venom WYS48FX730VX 23.5 48 1.5-5 10.5 air 8 74
Worldlawn Venom WYS52FX730VX 23.5 52 1.5-5 10.5 air 8 74
Worldlawn Venom WYS60FX730VX 23.5 60 1.5-5 10.5 air 8 74
Wright WSB48/52 22 48, 52 2-5 7 air 5 65.75, 65.75
Wright WSB32/36 18.5 32, 36 2-5 7 air 5 66.5
Wright WS32/36 18.5 32, 36 1.75-4.5 7.5 air 5.5 58, 60
Wright WS48 23.5 48 1.25-5 9.5 air 5.5 59.25
Wright WS52 23.5 52 1.25-5 9.5 air 5.5 59.87
Wright WSTN36/42 19 36, 42 1-5 8.2 air 5.5 62, 70
Wright WSTX48/52/61 23.5, 28 48, 52, 61 1.5-5.5 9.5 air 8 65, 66, 67
Wright WSPX48/52/61 23.5 48, 52, 61 1.5-5.5 9.5 air 8 68,68,70.5
Wright WSZK52/61/72 27, 37 52, 61, 72 1.5-5.5 12.5 air 15.5 67, 69.50, 72
CC: cubic centimeters; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off; VB/EM 200: V-belt/electro-magnetic, 200 lb./ft.   To download a copy of these comparison charts, go to www.igin.com/2021-mower-comparison-charts.
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IA’s Landscape  
Lighting Conference  
shares bright ideas
More than 200 attendees came together for the 2021 virtual Land-
scape Lighting Conference presented by the Irrigation Association, 
Fairfax, Virginia. Held virtually Jan. 11, the event featured landscape 
lighting experts discussing the latest techniques and product trends.

The event kicked off with a state-of-the-industry session from 
Ryan Williams, director of marketing for FX Luminaire, San Mar-
cos, California, digging into the impacts of the past year, specifically 

including the pandemic, on the outdoor lighting industry. 
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“It has changed literally everything that we do, 
from how we work to where we work, to how 

we educate our children, how we decide 
where we live in some cases,” Williams says. 
He surveyed landscape lighting installation 
companies to get a read on COVID-19’s 

impact. In his results, 61% of respondents saw 
net sales growth, with 22% remaining flat. The 

remainder saw a decline in the past year. 

“The great news is that we see a lot of optimism for 2021,” 
Williams says. Among his respondents, 96% expect a better year for 
total landscape lighting projects in 2021 compared to 2020. That high 
confidence could come from a combination of early bookings for this 
year and a backlog from last year.

Williams discussed potential outcomes for the 2021 landscape 
lighting industry, using consumer spending data as guidelines. 
Homeowners are spending more money on their homes and have 
more savings on hand to fuel that growth. 

After the state of the industry presentation, attendees picked up 
notes on how to create and maintain a successful lighting business 
from a panel of experts moderated by Chris Pine, president of Irritech 
Training Inc. The day’s next panel focused on successes and lessons 
learned in landscape lighting with questions from attendees, moder-
ated by Dan Puthuff, director of channel management for Horizon 
Distributors Inc.

The final panel for the day covered advanced installation guide-
lines with more situations suggested by attendees, moderated by Tom 
Glazener of Pacific Sports Turf Inc. That panel included Irrigation 
& Green Industry Night Lighting columnist Kevin Smith, national 
trainer for Brilliance LED.

The event wrapped up with a product showcase of some of the 
newest products in the industry. 

For more information on upcoming Irrigation Association con-
ferences, visit www.irrigation.org/virtualconferences.
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1 Aerator. Exmark, Beatrice, Nebraska, an-
nounced its new stand-on aerators. The 
mid-size Z-Aerate 30 (30-inch aeration 

width) and compact Z-Aerate 24 (24-inch 
aeration width) models join the Z Turf 
Equipment line. The Z-Aerate can aerate 
more than 100,000 square feet per hour.

Both new Z-Aerate models feature a 
free-floating center tine design that enables 
aeration around trees and flowerbeds. Up to 
1,200 pounds of adjustable down pressure 
enables the machines to pull plugs up to 5 
inches deep. Intuitive controls are similar to 
a zero-turn mower, making the Z-Aerate 
machines easy to operate. The dual-drive 
design powers both wheels for zero-turn 
maneuverability and traction. 

The Z-Aerate is capable of accepting ad-
ditional attachments such as a slide seeder, 
de-thatch rake, spiker, sprayer system and 
hydraulic drive spreader.

Exmark 
www.exmark.com

2 Snowplow. SnowEx, Madison Heights, 
Michigan, introduces its RDV V-plow, 
designed for half-ton trucks with many 

features found on heavy-duty plows. The 
RDV V-plow is stronger and lighter than 
conventional steel and configures to varying 
vehicle heights for performance on some of 
the most popular truck models.

Available with either powder-coated or 
stainless-steel blades, the RDV V-plow is 7 
foot, 6 inches wide as a straight blade or 6 
foot, 9 inches wide in V mode. Double- 
acting angle cylinders allow the operator to 
adjust the wings independently or to lock 
them together for efficient straight-blade 
operation and clean back-dragging. 

The Automatixx power-assisted attach-
ment system offers quick and easy plow 
hook-up. The system includes self-aligning, 
removable receiver brackets that provide ad-
ditional ground clearance when setting up.

SnowEx 
www.snowexproducts.com

SUPPLIER IN THE NEWS
Ewing expands Rain Bird Golf exclusive distributor territory
Phoenix-based Ewing Irrigation & Landscape Supply and 
Rain Bird, Azusa, California, continue to expand their golf dis-
tribution partnership. As of Jan. 1, Ewing is the exclusive Rain 
Bird Golf distributor for the Mid-Atlantic states of Delaware, 
Maryland and Virginia.

Ewing has served as the fulfillment partner for the Mid- 
Atlantic states since March 2018. With this distribution ex-
pansion, Ewing now serves as the exclusive distribution partner 
in 10 territories, including Arizona, Southern Nevada, North 
Carolina, South Carolina, Georgia, Connecticut, New Jersey, 
New York, Pennsylvania and West Virginia.

“We’re excited to further our relationship with Rain Bird 
and its golf product line,” says Ewing President Douglas York. 
“Our team in the Mid-Atlantic will be providing the excel-
lent service, robust inventory and expansive industry expertise 

Ewing is known 
to golf course 
superintendents 
throughout the 
country. By starting 
as a fulfillment 
partner in this area, 
we now have a 
stronger under-
standing of the 
golf market and are equipped to serve the more than 500 golf 
courses throughout the Mid-Atlantic.”

Ewing’s product offering grants Rain Bird Golf customers 
access to other golf course supplies as well, such as seed, fertil-
izer, bunker liners, golf accessories and drainage supplies.

3 Tractor. Kioti Tractor, Wendell, North 
Carolina, a division of Daedong-USA 
Inc., has added two new models to 

its CS Series. The CS2220 and CS2520 
have an ergonomic operator station, with 
standard features including a tilt wheel with 
power steering, a joystick valve with quick 
attach and detach loaders, and a precision- 
built Kioti diesel engine. 

The CS2220 and CS2520 are com-
patible with Kioti’s new SB2420 backhoe 
and SL2420 front-end loader. Both models 
come standard with a joystick valve to give 
operators precise control over the loader to 
lift, lower and carry loads anywhere, regard-
less of experience or skill level.

The new “pinless” design enables the 
operator to quickly remove or install the 
loader, without having to remove or install 
loader pins to secure it to the tractor.

Kioti Tractor 
www.kioti.com
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• Marketing and Sales Plans
• Proprietary Industry Software

Fill Your Off Season With Profits

“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 Clogging

MINI MART • •

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

One Product... COMPLETE
Plant - Soil - Root

AGRONOMICS



• • BRANCHING OUT
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Southern Nevada landscape rebate 
program hits milestone
The Southern Nevada Water Authority, Las Vegas, reached a new milestone with 
its Water Smart Landscapes Rebate Program. With the recent completion of resi-
dential and commercial landscape conversions, the WSL program surpassed more 
than 197,000,000 square feet of grass converted in the Las Vegas Valley. That’s 
enough to roll an 18-inch-wide strip of sod completely around the circumference 
of the Earth.

The monumental WSL program milestone was achieved after local residents 
and businesses completed nearly 67,700 water-smart landscape conversion proj-
ects throughout the valley, collectively saving more than 140 billion gallons of 
water.

By converting grass to water-smart landscaping, Southern Nevadans saved 
enough water to fill the Luxor Pyramid nearly 400 times. For their efforts, the 
SNWA paid out more than $247 million to program participants since 1999.

2021 plant of the year
The Perennial Plant Association has presented its 
plant of the year for 2021: Calamint, a sun-loving, 
low-growing, bushy perennial with long-lasting 
blooms that benefit pollinators.

Calamint, Calamintha nepeta subsp. Nepeta, is 
a member of the mint family and is an excellent 
companion for an herb garden, does wonderfully in 
containers and is lovely cascading over low retaining 
walls.

With blooms from early summer until frost, cal-
amint supports bees, butterflies and other pollinators 
while its aromatic foliage is deer-resistant. Calamint 
is easily started from seed. It may spread in the gar-
den by rhizomes, or self-seeding to form an interest-
ing ground cover.

RESEARCHERS DISCOVER ‘OASIS 
EFFECT’	AT	PHOENIX	PARK	
Arizona State University researchers have discovered an “oasis 
effect” happening in Encanto Park in central Phoenix, causing 
excessive evaporation while releasing CO2 into the atmosphere.

Encanto Park has playgrounds, walking paths and ponds, 
and a golf course, and most of the 222-acre park is covered by 
grass, according to an article on kjzz.com. 

Using equipment housed in the middle of the golf course, 
the research team found that the system of irrigating at night 
that was meant to save water was actually causing this effect. On 
excessively hot days in Phoenix, all that heat built up in the En-
canto neighborhood and was drawn into the cool, moist park at 
night. They found that the park loses a lot of water, not so much 
because of the solar radiation it receives, but more because the 
surrounding urban area adds heat to the park. 

Although more research still needs to be done, it could ul-
timately lead to some small changes to watering schedules that 
might make grass in the desert a little more sustainable.

NALP NAMES
TOP 
LANDSCAPE 
TREND 
PREDICTIONS  
FOR 2021
1. Outdoor entertaining areas
 Due to the pandemic, outdoor rooms and sanctuary areas are 

receiving a new level of appreciation.
2. Stay-at-home effects
 While many consumers aren’t traveling, they are putting extra 

funds into landscape improvement projects.
3. Tech in the landscape
 Outdoor lighting, smart irrigation systems and outdoor sound 

systems help increase enjoyment of the outdoor space while sat-
isfying the tech-savvy community.

4. Increased environmental awareness
 These trends include a desire for more native plants, pollinator 

gardens, water conservation and organic lawn care.



WHETHER TACKLING A FULL DAY’S SCHEDULE OR YOUR OWN 

FRONT YARD, YOUR KAWASAKI ENGINE IS DESIGNED TO KEEP 

UP WITH YOU FOR AS LONG AS YOU NEED IT TO. BECAUSE THE 

MOST IMPORTANT PART OF A DAY’S WORK IS THE ABILITY TO 

ALWAYS SEE IT THROUGH.

PUSHING WHAT’S POSSIBLE.

FROM

FIRST SPARK 
TO

LAST LIGHT.

KawasakiEnginesUSA.com
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Follow us on 
social media:

800.343.9464 | EwingIrrigation.com

The Ewing New ProAdvantage Program was built for landscape contractors!
Earn points for every dollar spent at Ewing, plus:
 • Redeem for the rewards you want 
 • Leverage services that help add value to your business 
 • Access resources that really make a difference, like Synchrony homeowner-financing   
    options and back office discounts from ADP, Office Depot, UPS, Penske and more! 

Ask your local Ewing branch for more details.

Shop, Earn and Have Fun!

PRO ADVANTAGE

Ewing ProAdvantage Program 
Rewards + Resources for Green Industry Pros

Introducing the New
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