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What glitters is platinum

How is it possible I lived my 
whole life not knowing that 
there was a rule that was 
superior to the golden one?

I f you are like me, you grew up with par-
ents who enforced what is often referred 
to as The Golden Rule. And most everyone 
knows what it is: “Do unto others as you 
would have them do unto you.” Of course 
we learn very quickly as we go through 
life that rule can be difficult to live by, but 

striving for it sure is admirable and right. 
So if it’s so difficult, then why am I about 

to tell you about an even harder one? Google 
the The Platinum Rule and you’ll get some 
49 million returns. Either you’ve also heard 
of it, or I’ve rocked your world just now. You 
might be thinking like I did the first time I 
heard it. How is it possible I lived my whole 
life not knowing that there was a rule that 
was superior to the golden one? 

But I’m here to tell you it very much ex-
ists. Urban Dictionary does a really great job 
of explaining its superiority over it’s golden 
compadre. “The Platinum Rule is a much 
more empathetic, sensitive moral guideline 
than its predecessor, The Golden Rule, which 
ignores the wishes and preferences of the re-
cipients of the behavior in favor of imposing 
the giver’s preferences onto others in a mis-
guided attempt at kindness.” (This is the first 

and probably last time I will ever quote Ur-
ban Dictionary in my editor’s column.)

So why am I sharing The Platinum Rule 
with you? Understanding it and following 
it is critical to being successful as a busi-
ness owner or supervisor. Whether you are 
managing empolyees or customers, the rule 
absolutely applies. You want to make deci-
sions and treat individuals the way they want 
to be treated. Why? It’s quite simple, really. 
It’s what brings out the best in people. It’s 
what makes your employee stay a little past 
his shift to make sure a job gets done right. 
It’s what keeps a customer coming back each 
year instead of going with the competition to 
save a few dollars. It means less turnover of 
clients and employees. If you can master the 
art of The Platinum Rule then you’ve basical-
ly got it made. 

Now you’re probably asking, where do I 
start? In order to fully execute The Platinum 
Rule, you need to do your homework. Spend 
some time getting to know the people who 
work for you and the clients you serve, and 
you will be well equipped to treat them the 
way they want to be treated, and not in the 
way that best suits or serves you.  
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Briggs and Stratton projects up to
$35 million in savings 

Investors Corner
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Briggs and Stratton Corp., Milwaukee, 
made an announcement recently that it 
is in the midst of a transformation. Tra-
ditionally known for its gasoline-powered 
engines for residential outdoor power 
equipment, the 110-year-old company 
introduced a Business Optimization Pro-
gram in late 2017 to increase production 
capacity for higher-margin commercial 
turf products, bring engine production 
closer to its customers and better utilize 
its facilities to drive efficiencies. 

These actions, coupled with an enter-
prise resource planning software upgrade, 
are anticipated to yield pre-tax savings of 
$30 million to $35 million and set the 
foundation for continued profitable com-
mercial growth, according to the company.

“Over the last five years, we’ve suc-

cessfully grown commercial sales by more 
than 70 percent, requiring us to evaluate 
all facets of our business to best support 
this growth,” says Todd Teske, Briggs and 
Stratton chairman, president and CEO. 
“In a short amount of time, Briggs and 
Stratton has displayed quick execution 
and substantial movement toward meeting 
the goals of the program and is on pace to 
meet the expected pre-tax cost savings.”

As part of its business optimization, 
the company has moved production of its 
Vanguard V-Twin small and big block en-
gines from a joint venture partnership in 
Japan to its existing Statesboro, Georgia, 
and Auburn, Alabama, facilities.

By consolidating a number of its small-
er existing engine and product warehouses 
throughout the U.S. into two large ware-

houses in Germantown, Wisconsin, and 
Auburn, Alabama, Briggs and Stratton 
says it is increasing efficiencies to more 
effectively serve customers and provide a 
North American enterprise distribution 
footprint that supports its strategy with 
optimal inventory and order delivery.

Given the significant commercial sales 
growth over the past five years, the compa-
ny is expanding its Ferris mower produc-
tion capacity into a new, modern facility in 
Sherrill, New York. 
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  Legislation and Regulation

DHS and DOL propose modernizing recruitment requirements for H-2B employers
The Department of Homeland Security, in conjunction with the Department of Labor, 
has published a joint notice of proposed rule-making that would modernize the recruit-
ment requirements for employers seeking H-2B non-immigrant workers. The proposed 
rule is designed to make it easier for U.S. workers to find and fill these open jobs. The 
H-2B program allows U.S. employers who meet specific regulatory requirements to bring 
foreign nationals to the U.S. to fill temporary nonagricultural jobs.

The proposed rule would require elec-
tronic advertisements be posted on the 
internet for at least 14 days, replacing 
the print newspaper advertisements that 
regulations currently require. The depart-
ments say electronic advertisements post-
ed on websites that U.S. workers in the 
area of the job opportunity would use best 
ensures they would learn of job opportu-
nities. The joint rule proposes phasing out 
the current requirements with a limited 
transition period.

  Snow and Ice Removal

Road salt shortage hits Northeast
Salt supplies, critical for melting snow and 
ice on roads, are running short in parts of 
the Northeast, according to a story post-
ed on the website of WCAX, Burlington, 
Vermont. Those supplies have been deplet-
ed partly because of early season winter 
storms that have hit the region. This could 
affect landscape contractors who do snow 
removal in those states.

The Vermont Agency of Transportation 
says it spent between $10 and $20 more 
per ton on road salt for this winter than last 
year. VTrans officials say they aren’t worried 
about the price increase, however.

Last winter, weather put a strain on the 
salt supplies coming from mines. VTrans 
used about 173,000 tons of salt last year, 
exceeding the normal yearly average of 
around 130,000 tons.

Officials say the shortage hasn’t yet af-
fected Vermont, and that salt sheds are at 
full capacity.

Even though Vermont had enough salt 
as of mid-December, if the winter runs 
long, more could be needed. 

Weathermatic, a Dallas-based manufac-
turer of smart irrigation technology, has 
announced its acquisition of certain assets 
and substantially all of the intellectual prop-
erty of Signature Control Systems, a Peoria, 
Illinois-based irrigation technology manu-
facturer with a full line of irrigation compo-
nents for residential, commercial, golf and 
institutional installations.

The announcement was made by Mike 
Mason, president and CEO of Weather-
matic. “By joining forces with Signature, 
customers of both companies will benefit 
from a broader range of smart irrigation 
products and world-class quality and avail-

ability to help meet the increasing demand 
for more efficient irrigation systems,” he 
says. “We envision outstanding opportuni-
ties to further expand product lines, while 
developing new technologies for profes-
sional water managers both here in the U.S. 
and abroad.”

Under the leadership of owner/found-
er Brian Smith, Signature consolidated 
key industry brands, including Thompson 
Manufacturing Co., Bear golf rotor and 
hose-end product lines along with the Nel-
son Turf product line. 

Smith says, “Weathermatic uniquely 
checked all the boxes for us in a partner 

with their commitment to the industry, fi-
nancial strength, global presence and com-
pany culture, which is exemplified by their 
Save Water | Give Life social cause serving 
those in need with clean water. Our entire 
team and family are excited about the future 
as we capitalize on the growth ahead of us.”

Weathermatic has been a leader in wa-
ter conservation and irrigation technology 
for more than 70 years. The company’s 
SmartLink cloud-based technology con-
trollers have been used by professional 
contractors and property managers with 
over 500,000 control systems saving bil-
lions of gallons of water.

  Distributors

Horizon acquires Turf and Garden Inc.
Phoenix-based Horizon Distributors Inc., a full-service distributor of irrigation and land-
scape products, has announced the acquisition of Turf and Garden Inc. Turf and Garden is 
a wholesale supplier of landscape products, irrigation, lighting and power equipment with 
four stores in southeastern Virginia and the Outer Banks, North Carolina.

David Cook, president of Horizon, says,“Turf and Garden has been a strong presence 
in the Virginia irrigation and landscape industry for over 100 years. This acquisition offers 
us a tremendous opportunity to expand our footprint in the East. The Turf and Garden 
business model is a seamless complement to Horizon, and we are excited about the growth 
opportunity we can offer to their team.”

Turf and Garden offers an expansive line of products and services to green industry pro-
fessionals, including power equipment parts and service. It has developed a strong following 
for its Southern Belle line of grass seed and fertilizers designed specifically for the needs of 
the Virginia climate and soil.

  Irrigation

Weathermatic acquires Signature assets
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 QUICK
 TAKES

LDI opens Sacramento 
division
Landscape Development Inc., 
Valencia, California, has opened 
a new Sacramento division. This 
new office expands the company’s 
service territory into Northern 
California.

The division will offer con-
struction, maintenance, landscape 
architecture, earth services, 
preconstruction and design build 
services.

Theft repeats itself at 
Georgia landscaping  
business
Pro Touch Landscapes in 
Gainesville, Georgia, has not 
had the best luck in 2018. It was 
burglarized on three separate 
occasions, according to local 
reports. In March, three suspects 
disabled the electricity and cut 
the fence, making off with six 
backpack blowers. 

Then in October, suspects 
cut the fence by running a car 
through it, taking several items as 
well as a $35,000 truck. The most 
recent incident was in November, 
when three lawn mowers, a truck 
and other items totaling more 
than $80,000 were stolen. 

Blower petition gains 
ground in South Carolina
In Daniel Island, South Carolina, 
a new petition started by the 
Daniel Island Property Owners’ 
Association is requesting that 
gas-operated landscaping equip-
ment not be used in public spaces 
managed by the POA.

The petition reportedly has 
over its required 100 signatures 
that were needed to meet with 
city council to discuss the transi-
tion to electric mowers, blowers 
and trimmers for commercial 
landscaping. 

The employee owners of PBI-Gordon 
Corp., Shawnee, Kansas, have announced 
Steve Clifford has joined the company as 
chief operating officer. He was previously 
an audit partner and the managing partner 
of Ernst and Young’s Kansas City, Missou-
ri, office from 1999 through his retirement 
in 2015.

Clifford, who has served as an advisory 
director on the PBI-Gordon board of di-
rectors since 2015, is an experienced senior 
executive who successfully led several orga-
nizations during his career. In addition to 
his duties at PBI-Gordon, he also serves as 
a director on the board of Ferrellgas Part-
ners, a U.S. supplier of propane.

In the newly created position of chief 
operating officer, Clifford will direct op-
erations of PBI-Gordon’s three business 
units: Pest Management, PetAg and Peg-
asus Laboratories. Additionally, he will 
oversee the company’s information tech-

nology and enter-
prise resource plan-
ning teams. Clifford 
will report directly to 
PBI-Gordon CEO 
Don Chew.

“Steve Clifford is a 
proven business lead-
er and will be an outstanding addition to 
the PBI-Gordon management team,” says 
Chew. “His experience in helping compa-
nies make their businesses better through 
strategic development, a focus on financial 
performance metrics and attainment of 
immediate and long-term growth objec-
tives will be vital as we continue to grow 
and increase market share across all the 
sectors we serve.”

PBI-Gordon offers a line of herbicides, 
insecticides, fungicides, growth regulators 
and other products for the professional turf 
and ornamental management industry. 

  Landscape

Landscaping company helps child’s Make-A-Wish Foundation dreams come true
Sheridan Landscaping, a hardscape, landscape and grounds maintenance company based in 
Plymouth, Massachusetts, is donating a basketball court to a child with a critical illness on 
behalf of the Make-A-Wish Foundation.

Constructed at the child’s home, the court will be presented to the child during a special 
ceremony which will be attended by Sheridan Landscaping staff, as well as professional 
basketball players from the Boston Celtics, who will meet with the child.

“I managed this project personally. It’s just one of those things — we’ve got so much 
going on, but this is something you don’t say ‘no’ to,” says Owner Matt Sheridan. “We all 
wanted to make the child’s day and fulfill his dream.”

Sheridan says that playing a part in fulfilling the child’s wish was a meaningful experi-
ence for them, and that they intend to do many future hardscape projects for the foundation, 
including additional basketball courts.

  Lawn Care

PBI-Gordon names chief operating officer

Clifford

  Landscape

ONLA hosts Ohio High School Landscape Olympics
The Ohio Nursery and Landscape Association, Westerville, Ohio, welcomed 230 students 
for its third annual Ohio High School Landscape Olympics, a hands-on competition at 

The Ohio State University Agricultural Technical Institute 
in Wooster, Ohio.

Students from 20 schools competed in multiple events 
over the span of two days that ended with an awards cere-
mony. The competition events included plant identification, 
plant and hardscape installation, landscape maintenance, ir-
rigation, cost estimating, low-voltage lighting and turfgrass.

The Olympics also included a networking event with 
sponsoring companies in the green industry, who were eager 
to support the event, lead competitions and get the chance to 
meet their future workforce.



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

By Jeff Carowitz

A turbo marketing plan 

Looking for a 
way to create 
a workable 
plan in a  
couple of 
hours? Grab 
a few sheets of 
paper, and make 
some lists.

W
hen I say, “Make a marketing 
plan,” many clients envision sit-
ting through an elaborate series of 
meetings that results in a binder 
full of text, graphs and lists. In 

other words, lots of work that results in a dusty book 
that nobody reads or refers to again.

I agree with what you’re thinking. You’re right — 
you don’t have the time to make that big a commit-
ment to planning.

However, you really do need a roadmap to guide 
the creation of a wise and impactful marketing pro-
gram. Otherwise, you can fall into the trap of “ran-
dom acts of marketing”: intermittent and unplanned 
efforts that react solely to business slowdowns or the 
whims of leadership.

Not only are random acts of marketing ineffective, 
but they also keep you from accomplishing what’s 
really important. Organizations without solid mar-
keting plans inevitably drift, allowing competitors 
to gain market share. They feel perpetually lost and 
behind. Avoid doing business with your eyes closed.

Prior to the 2018 Irrigation Show, I spoke at a 
conference of many of the top marketing leaders in 
the industry. One of them said that his biggest chal-
lenge in 2019 will be finding the time to plan the 
strategies that will make all his different marketing 
tactics more effective. The group agreed that there 
never seems to be enough time for planning. 

Looking for a way to create a workable plan in 
a couple of hours? Grab a few sheets of paper and 
make some lists.

Set two to three key goals. Identify what your 
marketing needs to accomplish. Make sure your 
goals are SMART (specific, measurable, attainable, 
realistic, timely). Consider creating goals around the 
“Five Ss”: selling (customer acquisition and growth); 
service (customer experience); sizzle (wow factor/
standing out from competition); speak (communi-
cating and engaging with customers); and save (ef-
ficiency gains).

Identify your target customer(s). Get focused 
on your audience. What are the major groups of cus-
tomers served by your business? How do their needs 
differ? How well are you meeting those needs?

Develop two to three powerful marketing 
messages. Ask: how does your company win and 
keep business, time after time? Why do customers 
choose you over someone else? What can you do that 
nobody else can? Translate these competitive advan-
tages into succinct messages. If you’re an established 
brand, find new and distinct ways of telling your sto-
ry to reinforce key points. Company leaders can be 
too close to their organizations to see their strengths 
and weaknesses clearly. Get feedback from customers 
to hone your messages until they’re razor-sharp.

Select high-producing marketing methods. 
Deliver your message to customers through the 
marketing media that reaches them best. What 
methods deliver the greatest exposure to your de-
sired audience? What media gets the best response? 
If you’re time- and budget-limited, do not waste 
funds on any but the most proven methods. Avoid 
the flashy and trendy and stick with what’s proven 
and consistent. Tip: allocate more dollars to traditional 
print and direct-mail advertising. For many reasons, 
engagement with social media and other e-communica-
tions continues to decline. 

Build a marketing calendar. Map out 12 months 
of activities around each of your campaigns and tac-
tics. I hear you saying, “But I don’t know specifically 
what I’ll want to do in July.” Better to have a rough 
calendar that you can edit as you go than having none 
to start with. It’ll help you understand the resources 
you’ll need on a sustained basis and encourage you to 
spread marketing activities throughout the year.

Stop saying you don’t have time to plan. Get 
started, then keep going. Build a simple roadmap. 
You’ll have less stress and enjoy better results in the 
year ahead. 





INDUSTRY INSIGHTS

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.

14            Irrigation & Green Industry   January 2019 www.igin.com

By Gary Horton

The value of a
good reputation

I
t doesn’t show up on your company balance 
sheet.  You can’t list it along with cash on hand 
or equipment owned when applying for a loan. 
Yet while it has no tangible value, your com-
pany’s reputation is by far its most valuable 

asset. Because, over time, having no reputation or a 
substandard reputation equals no business or a sub-
standard business — and substandard profits.

Great reputations aren’t made overnight, nor 
easily. A reputation is the summation of everything 
you’ve said, done, delivered, performed, guaranteed 
and served to your clients month after month, year 
after year and on those special occasions when they 
really needed you to come through for them. 

Sometimes, great reputations 
are earned virtually overnight like 
when you respond to a service call 
on a holiday weekend. The client’s 
main line is broken at the entry to 
his project site and water is gushing 
everywhere. 

In 30 minutes, you’re there, and 
bam! problem solved. Or a client 

adds substantial change orders to a model site the 
day before the grand opening. You slam everything 
in under the lights, and the next morning, every-
thing is perfect, just as though magical elves waved 
their wands and poof ! it was accomplished.

More often, great reputations are earned steadily, 
built up bid by bid, visit by visit, job by job. You 
become the one that’s known as “the steady guy” 
— the guy who always, without fail, keeps the grass 
green, the flowers bright and the weeds controlled. 
You’re the guy who never misses a deadline for any-
thing, who communicates well and at all the appro-
priate moments. And over time, because of all this, 
you’ve become the trusted source, the go-to MVP, 
the one that clients would bet their lives on.

Having a great reputation means you often win 
bids at better margins than your competition be-
cause your loyal clients know that going cheaper 
just isn’t worth the risk. Just as there are all sorts of 

The task of building a 
great reputation is as 
tough as landscape work 
itself. But the payoff for the 
effort can be spectacularly 
good.

different cars at different price points for different 
types of car buyers, so is it with landscapers. Your 
great reputation makes you the Volvo of safety, the 
Ford F-150 of dependability, the Ferrari of speedi-
ness. Your clients understand that, and they’re will-
ing to pay a bit more to get your high level of service 
and quality.

A great reputation becomes a profit center for 
your business. Bids that aren’t negotiated down. 
Contracts that are quickly renewed. Time and 
again, strong reputations insert themselves into 
consideration at the very moments when deals are 
being struck and business is getting done. Over 
time, you may gain a 2, 3 or even a 5 percent pricing 
advantage over your competitors. Do the math on 
that over an entire career!

We might, over time, become complacent and 
start taking our reputations for granted. Caution is 
advised. Remember, your first few years in the in-
dustry when you were the new guy going up against 
the established proven guy? You don’t want to go 
back to that.

More than any other asset you have, a great rep-
utation is the most fragile of all. It’s taken years to 
build, but it can be crushed in an instant. All it takes 
is one grossly negligent accident on a job site; or 
an abusively high-priced bid discovered through 
a competitive bidding process; or a job-site lie 
brought to light; or a blown deadline when your 
client put his faith in you; or consistently late or 
incomplete documentation.

It seems that on top of everything else we do, 
successful landscapers have to be hypervigilant 
guardians of their reputations, 24 hours a day, seven 
days a week, 365 days a year. That seems harsh, but 
it’s what we signed up for when we grabbed our first 
hacksaw or the handles of our first mower and ex-
pected to build a profitable, durable name for our-
selves and our companies.

The task of building a great reputation is as 
tough as landscape work itself. But the payoff for 
the effort can be spectacularly good. 
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By Kevin Smith

Mind your mount

M
ost of us are familiar with the stan-
dard plastic mounting spike that’s 
included with landscape lighting 
fixtures. That spike is designed to 
hold the fixture vertical and keep the 

metal from touching the ground, avoiding corrosion 
and damage to the stem. 

Soil type and weather need to be considered in 
determining the correct type of ground mount, as 
sometimes a traditional spike is not enough to pro-
vide a proper, secure mounting. 

I’ve spoken to several contractors across the 
country to get their input on choosing the right 
ground mount for the job. Let me share a few kinds 
of ground-mounting systems with you to help you 
make the best choice for the area you live in.

Brass ground spikes. These can provide hearty 
mounts in areas with hard ground. Depending on 
the soil density, a brass spike can be pounded into 
the ground with a dead-blow hammer. It has been 
said that a solid brass spike can also assist as an addi-
tional ground should there be any crossover voltage 
from a faulty transformer. Over time, they’ll acquire 
an attractive patina just as brass fixtures do. Contrac-
tors in the Northeast primarily rely on solid brass 
spikes, as they perform well in freezing conditions 
and in very wet locations.

Post and cap mounts. These are primarily used 
in line-voltage applications. They usually consist of 
a plastic or metal cap with a ½-inch conduit thread 
and a ¾-inch, angle-cut ABS stem. Stabilizing bars 
are often included. The bars assemble like a grid 
with the stem in the center and assist in keeping 
the post and cap level. There are occasions where 
it will be necessary to mount an adjustable or path 
light in a turf area. When this is required, the post 
and cap is a good mounting choice, because it will 
keep the fixture out of the way of mower wheels and 
trimmer strings. 

When performing monument lighting, this style 

will work very well. If the location is susceptible to 
vandalism, it may be necessary to set it in concrete. 
Some manufacturers offer these mounts in a tele-
scopic style, which works very well in areas where 
plant material could grow over the fixtures. Archi-
tects will specify this mounting system for the ma-
jority of commercial 12-volt applications. 

Tri-spike mounts. These are a relatively new style 
of mounting system, normally constructed out of 
stainless steel or brass, with a thick, flat, round thread 
and three long, nail-like spikes protruding from the 
bottom (hence the name). Tri-spike mounts are an 
excellent choice for any soil type. Loose soil is a chal-
lenge for most mounting systems, but the tri-spike 
meets it very well. 

To install them, one contractor I spoke with 
creates a concrete pour tube with a 1-foot piece of 
4-inch-diameter low-head drain pipe. Upon leveling 
the concrete, he inserts the tri-spike mount into the 
pipe. Enough clearance is left to slide the fixture’s 
lead wire through. This method is often used in com-
mercial and high-end residential projects.

Underground box mounts. These are like di-
rect-bury transformers without a transformer inside. 
These mounting systems are generally used in com-
mercial applications where conduit is required. It’s 
a common specification if more than one fixture is 
needed in an enclosed area. 

The underground box mount is made from cast 
brass or glass-filled composite material. The lid can 
be manufactured with multiple outlets that will ac-
cept fixture threads. A watertight gasket keeps the 
cable connections dry.

Using the correct tool for the job is a standard 
in the landscape lighting business. All the major 
manufacturers are equipped to help you with great 
ground-mounting systems. In our next article, we’ll 
take a good look at tree- and wall-mount devices. 
Until then … choose wisely! 

Soil type and 
weather need 
to be considered 
in determining 
the correct type 
of ground mount.
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2019
GREEN
INDUSTRY
OUTLOOK
Find out what
direction the
industry is
headed in and if
your business
is following the
right course. W

elcome to Irrigation & Green Industry’s 
2019 Green Industry Outlook. This 
market analysis looks different from 
the status reports you have seen from 
us before. We wanted to make abso-
lutely sure that the information we are 
sharing with you is an accurate and true 

representation of the current state of affairs for landscape compa-
nies, so we went directly to the source for the answers: you.

During November 2018, we surveyed the segment of our read-
ers who are landscape contractors. We wanted to hear from you 
about your business size, mix of services, revenues, challenges and 
growth opportunities. And we were pleased with the number of 
you who took the time to take our Green Industry Outlook survey. 

Thank you to all 437 of you who took our survey. It’s because 
of you that we are able to publish the results with confidence and 
portray a true reflection of the industry. We are planning to con-
duct this survey on an annual basis, so if you did not respond to 
this one, you will get another opportunity to complete one later 
in the year. 

Beyond being interesting for the reader to see how the industry 
responded, I hope you will take the time to compare the results to 
your own business. There is useful information contained in this 
report that you can use to gauge the market and compare your 
company. 

Have you ever wondered how your company compares with 
your peers? Do you face similar problems and opportunities? 
Where are they investing and seeing growth in 2019? Are you 
keeping up with the competition? Answers to these questions and 
more are revealed.

BY KRISTIN SMITH-ELY
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Is your
business
seasonal or
year-round?
18%
SEASONAL

82%
YEAR ROUND

n	Northeast
n	Southeast
n	Upper Midwest
n	Lower Midwest
n	West

AN EQUAL REPRESENTATION

What types of properties do you service? 

303
Residential

283
Commercial

56
Other

148
Municipal/Parks/Sports field 

18%

20%
17%

14%

31%

Diving into the demographics

2019 GREEN INDUSTRY OUTLOOK

O
ur survey respondents hailed from all 
over the United States. An almost equal 
number of respondents come from the 
East, West and Central parts of the 
country. The vast majority of those 

who responded consider themselves executives at the 
company they work for, with another 14 percent that 
are managers or supervisors. 

They also have a lot of experience in the landscape 
industry, with a whopping 73 percent reporting they 
have worked in the landscaping industry for more 
than 20 years. Yes, that ages some of our respondents. 
Sixty-six percent responded they are 50 or older. It’s 
a sign that attracting more and younger people into 
careers in the landscaping industry will be critical in 
the coming years.

We know from previous reports in Irrigation & 
Green Industry (see the August 2018 article “Young 

and Driven”) that young entrepreneurs, some as 
young as 13, are out there already realizing the earn-
ing potential there is. We would welcome a few more. 

Most of the people responding to the survey say 
“landscape contractor – installation” is their primary 
business (32 percent), with lawn maintenance com-
pany coming in close second (30 percent). 

These contractors offer a host of other services in 
addition to their primary business, which you can see 
in blue on the next page. 

These businesses primarily operate year-round 
(82 percent), and more than half have been in busi-
ness for over 20 years (58 percent). They come from 
businesses that are family-owned (63 percent) or 
privately held (32 percent). A few (4 percent) say 
they work with government, while less than 1 per-
cent are publicly traded. They service a variety of 
property types.



Which of the following 
best describes your title?
Executive
Owner, Partner, CEO, President, 
General manager

75%

Manager/Supervisor
Architect, Director, Superintendent, 
Foreman, Landscape grounds
manager, Consultant

14%

Specialist
Arborist, Agronomist, Forester,
Horticulturist, Instructor, Water
Manager, Researcher, Engineer

4%

Sales/Marketing/PR/Advertising 2%
Service crew member 1%
Other 4%

AN EXPERIENCED GROUP OF RESPONDENTS

WHICH OF THE
FOLLOWING

SERVICES DOES
YOUR COMPANY

PROVIDE?

60% 
Landscape design 

and installation

60% 
Irrigation maintenance

58% 
Lawn maintenance

57% 
Turf and landscape 

renovation

56% 
Irrigation design 
and installation

51% 
Drainage

50% 
Landscape lighting

47% 
Hardscaping

42% 
Tree and ornamental care

40% 
Disease, insect  

and weed control

38% 
Chemical application

37% 
Water features

30% 
Snow/ice management

28% 
Environmentally friendly 

services

20% 
Hydroseeding/ 
erosion control

16% 
Holiday lighting

n	2 years or less
n	3–5 years
n	6–10 years

n	11–20 years
n	21–30 years
n	31 years or more

How long has your company
been in business?

10%

21%

35%

23%

4% 7%

How many locations does
your company have?

6%

78%

13%

3%

How old are you?
n	Under 20
n	20–29
n	30–39
n	40–49
n	50–59
n	60+

8%

22
%

38
%

28
%

3%1%

Landscape contractor - installation

Lawn maintenance company

Irrigation contractor/Consultant

Landscape architect/Designer/Consultant

In-house lawn and grounds maintenance

Chemical application company

Tree care

What is your company/organization’s primary business?

                                                                                                         32%

                                                                                                    30%

                                                                 21%

                   7%

              6%

2%

2%

How long have you
been working in the
landscape industry?
n	5 years or less
n	6–10 years
n	11–20 years
n	21–30 years
n	31 years or more

8%

15
%

24
%

49
%

4%

n	1
n	2–5

n	5–10
n	10 or more

www.igin.com
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WHAT ARE YOUR COMPANY’S LARGEST EXPENSES?

OtherEmployee
compensation
and benefits

Insurance Fuel and
energy

Equipment 
acquisition

Equipment 
maintenance

7%69% 37% 32% 25% 14%

                                                                                                                                    38%

                                                    18%

                    10%

        7%

        7%

        7%

  5%

  5%

4%

4%

Too much competition

Negative perceptions of industry

Economic conditions

Regulations

Labor shortage

Low profit margins

Aging client base

Equipment costs

Insurance/ labor costs

Weather conditions

What barriers most impact your business growth?

31% – Number of respondents 
who answered water.

26% – Number of respondents 
who answered fuel.

Which regulation has the most  
negative impact on your business? 

Compared to 2017, how much 
do you expect your business 

has grown in 2018?

What is the expected
growth in demand for your

company’s services in 2019?

What is your company’s
projected gross

revenue for 2018?

12
%

8%

25
%

30
%

18
%

7% 17
%

63
%

18
%

2%

2019 GREEN INDUSTRY OUTLOOK

n	1%–5%
n	Flat 
n	Decrease

n	16% or more 
n	11%–15% 
n	6%–10% 

n	Less than $100,000 
n	$100,001–$500,000 
n	$500,001–$1 million 

n	$1,000,001–$5 million 
n	$5,000,001–$10 million 
n	Over $10 million

n	High growth
n	Moderate growth

n	Flat 
n	Declining

21
%

30
%

22
%

8%

5%

14
%
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Every  
indication 
is that the 
industry is 
optimistic 
about  
business
and the
majority are 
experiencing 
growth. 

Let the good times roll

W
hen we surveyed contractors at the 
end of 2018, their official year-
end revenues had not yet been 
calculated. But based on their 
estimates, three quarters of those 

who responded anticipated growth in 2018 over the 
previous year. Most were in the 1 to 5 percent range 
(30 percent) or the 6 to 10 percent range (25 percent) 
of growth. The majority of the rest of the respondents 
estimated flat growth. Perhaps a good sign for the 
industry is that the smallest response rate (7 percent) 
reported they thought business had actually con-
tracted from 2017.

More than half (65 percent) of contractors re-
sponding to the survey have revenues under $1 mil-
lion. Those whose revenues are between $100,001 
and $500,000 make up the largest category of re-
spondents (30 percent). Still about one third of 
those responding have projected 2018 revenues over  
$1 million in 2018. Five percent anticipate revenues 
of over $10 million. 

And the good news is, based on the responses, 
these contractors expect to see business continue to 
improve in 2019. Sixty-three percent said they ex-
pected moderate growth in demand for their com-
pany’s services in 2019, while another 17 percent ex-
pect high growth in the coming year. Still another 18 
percent say growth will be flat for business in 2019, 
while only 2 percent see it declining. Every indica-
tion is that the industry is optimistic about business 
and the majority are experiencing growth. 

But with every opportunity comes its challenges. 
These survey takers were asked to rank what barriers 
most impact their business. The number one answer 
was too much competition. A little more surprising 
was that the second largest barrier that came out of 

the survey is negative perceptions of the industry 
(18 percent). It beat out economic conditions, reg-
ulations, labor shortage and low profit margins as a 
barrier to business growth. This sends a strong mes-
sage to the industry of the importance of employee 
training and providing exceptional customer service. 
Don’t be a company whose lack of attention to detail 
or poor response time ends up reflecting poorly on 
the whole industry. 

While only 7 percent of respondents say regula-
tions impact growth the most, we asked them to be 
more specific about what regulations were causing 
them the most trouble. Thirty-one percent said water 
regulations, while 26 percent said regulations around 
fuel were the most detrimental. We took a closer look 
at where these respondents were located, and those 
who said water were primarily irrigation-focused 
companies located in the West, South Central and 
West Central regions of the U.S. These drought-
prone areas have been no stranger to regulations re-
stricting water use as a way to conserve water. Fuel 
ranked higher among lawn maintenance companies 
with the Southeast, Mid-Atlantic and East Central 
standing out as the most troubled areas. 

It came as no surprise that when these respon-
dents were asked to pick their two highest expenses 
that employee compensation and benefits was the 
top response with 69 percent of respondents select-
ing it in their top two. Insurance (37 percent) and 
fuel and energy (32 percent), were the second and 
third most popular choices. Equipment acquisi-
tion was fourth on the list (25 percent), followed by 
equipment maintenance. When cross-referenced by 
area of the country, insurance/labor costs were dis-
proportionately higher in the Southeast, West, East 
Central and Mid-Atlantic.
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When
two-thirds of
an industry
responds 
that finding 
qualified 
workers is a 
problem, it 
signifies a 
major issue.

Labor shortages continue

A recurring theme in Irrigation & Green 
Industry throughout 2018 was the labor 
shortage in the industry. This has been 
compounded by tighter restrictions on 
H-2B worker hiring practices being 

implemented by the Department of Labor and De-
partment of Homeland Security. 

It’s no wonder that 66 percent of respondents 
answered “no” when asked, “Does your region offer 
enough qualified workers to meet your company’s 
needs?” 

When two-thirds of an industry responds that 
finding qualified workers is a problem, it signifies 
a major issue. Industry associations, including the 
National Association of Landscape Professionals 
and the Irrigation Association have recognized this 
and have implemented programs aimed at attracting 
young people into the irrigation and green industry. 

The good news is the survey provided some 
statistics on pay that are very marketable to young 
workers. In fact, 87 percent of those who responded 
say they pay their crew workers at least 6 percent 
above the minimum wage. What’s better is that 
more than half responded they pay 11 percent or 
more than the minimum wage (64 percent). Many 
of the higher paying landscape companies are small-
er in size and are located primarily in the Southeast, 
West and Mid-Atlantic regions. 

The landscape companies who are represented in 
the survey tend to be on the smaller side of the spec-
trum. Most of the firms who responded to the sur-
vey employed 10 or less workers during their peak 
seasons (60 percent). Only 12 percent employed 

more than 50 people, with just 5 percent having 101 
employees or greater. Perhaps these smaller compa-
nies wouldn’t be so small if they could find workers. 

One respondent commented that his biggest 
challenge was “having people with the knowledge 
or desire to obtain knowledge so I do not have to 
be everywhere.” Those types of comments were an 
ongoing theme for survey takers when asked that 
open-ended question. “No labor.” “Not enough la-
bor.” “Difficulty getting our H-2B workers here due 
to the cap.” “Labor. There is a big shortage of people 
willing to do manual labor in western New York.” 
This was just a sample of what was said.

While H-2B has received a lot of attention lately, 
it turns out a small percentage of respondents have 
ever participated in the program. According to the 
survey, only 12 percent have ever used it, with only 5 
percent using it in 2018. With the difficulties those 
who have used it experienced this year, it’s no won-
der the percentage is so low and as the program be-
comes more strict, the participation rate will likely 
drop off even further.

Spanish speaking workers are quite common for 
the companies who responded to the survey. More 
than half (54 percent) are employing at least some 
employees who consider Spanish their primary lan-
guage. Nearly 20 percent of the companies that re-
sponded say more than half of their labor force is 
Spanish-speaking. The regions with the highest per-
centage of Spanish-speaking workers are located in 
the West and South Central U.S. 

It just might be time to brush up on those Span-
ish language skills. 
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Does your
region offer

enough qualified 
workers to meet
your company’s 

needs?

No – 66%

Yes – 34%

On average, do you pay your crew 
members minimum wage or a 
higher amount?

64%
11% or more

4%
Minimum wage

9%
1%–5% more

23%
6%–10% more

n	1–5
n	6–10
n	11–25  

n	26–50
n	51–100
n	101+

What percentage of your employees speak 
Spanish as their first language?

None

1% – 25%

26% – 50%

51% – 75%

76% or more

                                                                                            46%

                               20%

                 15%

  8%

        11%

“Two things stand
out. One is finding
reliable, consistent 
labor, and two is

reducing fuel costs 
with more efficient 

trucks and equipment.” 

“Lowball pricing.
Other companies not  

knowing their true 
cost/profit margin.”

“Definitely a labor 
shortage. I am also 
concerned about

increasing material and 
equipment costs due to 
tariffs and lack of labor 
causing the market to 

swing downward.”

“Labor, labor, labor, 
labor. I could be a

millionaire if I could just 
get guys to show up to 
work on time every day 
and stay sober until the 

work day is over.”

“Labor shortages.
Our current employees 
are getting older, and 
there are not enough 

young people to
fill their roles.”

“Low unemployment 
rates driving up 
compensation 

necessary to be 
competitive. Increasing 
number of startups in 

the industry.”

How many full-time
employees does your company

employ at peak season?

Does your company participate
in the H-2B nonimmigrant

visa program?

54%
Total percentage of respondents who 
employ workers who speak Spanish 
as their first language.

Hello

 Hola

n	We used H-2B labor in 2018
n	We have previously used H-2B labor but  
 did not use it in 2018
n	We have never participated in H-2B

48%

16%

12%

12%

7%5%

88%

7%
5%

WHAT YOU HAD 
TO SAY ABOUT 
YOUR BIGGEST 
CHALLENGES

IN 2019 ...

“ ”
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Which of the following services are you 
considering expanding or adding in 
2019?  

Landscape lighting 27%
Landscape design and installation 25%
Irrigation maintenance 23%
Environmentally friendly services 20%
Hardscaping 20%
Lawn maintenance 19%
Irrigation design and installation 19%
Drainage 17%
Turf and landscape renovation 15%
Water features 14%
Holiday lighting 14%
Tree and ornamental care 13%
Disease, insect and weed control 13%
Chemical application 13%
Snow/ice management 10%
Hydroseeding/erosion control 7%

Which of the following services are you 
considering reducing or eliminating 
in 2019?

Snow/ice management 16%
Lawn maintenance 15%
Chemical application 14%
Water features 14%
Holiday lighting 12%
Hydroseeding/erosion control 11%
Disease, insect and weed control 10%
Hardscaping 9%
Tree and ornamental care 7%
Drainage 6%
Landscape design and installation 6%
Irrigation maintenance 5%
Irrigation design and installation 4%
Landscape lighting 4%
Turf and landscape renovation 4%
Environmentally friendly services 3%

In 2019, which equipment and/or services
are you considering investing in? 

52%
Trucks

49%
Hand-held power equipment

38%
Mowers

34%
Construction equipment

33%
Tires

31%
Business hardware

26%
Battery-powered equipment

23%
Uniforms

21%
Design software

20%
Business management 
software

12%
Drones

10%
GPS

8%
Hiring a business consultant

7%
Tree equipment

7%
Financial services

6%
Engines

6%
Chippers/shredders

5%
Remote-operated equipment

What trends do you expect to gain the most traction with 
your clients in 2019?

Smart irrigation controllers

Native landscapes

Outdoor entertainment spaces

Landscape lighting

Organic fertilizer

Battery power

Water features

Artificial turf installation

                                                                                                            46%

                                                                                           37%

                                                             29%

                                      20%

                                    19%

                              17%

7%

7% 46%
Percentage
of respondents 
who expect the 
smart irrigation 
controllers trend 
to grow in 2019.

61%
NO
39%
YES

Do you use GPS/
navigation software
on your trucks?

37%
Percentage
of respondents 
who expect
the native
landscapes trend 
to grow in 2019.

q
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Which products will you purchase for your clients over the next 12 months?

Irrigation equipment/controllers

Nursery/flowers

Soil/organics/mulch

Sod

Grass seed

Chemicals 

Hardscape products

Landscape lighting

Water feature accessories

                                                                                      70%

                                                                                   69%

                                                                                67%

                                                            59%

                                                            59%

                                              53%

                                           52%

                                         51%

34%

Opportunity is knocking

T
here is a lot of good news going on in 
the industry as evidenced by the growth 
contractors are anticipating in 2019. We 
drilled things down even further to find 
out where contractors plan to invest, 

what services they plan to add or remove and what 
equipment and services they plan on spending their 
dollars on in 2019. Is your business in line with what 
the rest of the industry is seeing?

For starters, respondents appear to see an oppor-
tunity in the market to enter or expand into landscape 
lighting more than any other service. Twenty-seven 
percent say they are considering it. Landscape design 
and installation comes in close second at 25 percent 
and irrigation maintenance finished third. 

Environmentally friendly services, hardscaping, 
lawn maintenance and irrigation design and installa-
tion are all within close reach of each other in terms 
of where companies see opportunities for growth. 

But contractors are also considering reducing or 
eliminating services. Topping that list is snow/ice 
management with 16 percent of contractors saying 
they would consider that move. Other areas where 
a reduction or elimination are being contemplated 
most heavily are lawn maintenance (15 percent); 
chemical application (14 percent); and water features 
(14 percent). 

Contractors are seeing some trends in the types of 
projects clients are requesting as evidenced by some 
pretty clear front-runners. When asked to select 
what trends are expected to gain the most traction 
with their clients in 2019, nearly half of them (46 
percent) answered smart irrigation controllers. This 
was followed by native landscapes (37 percent) and 
outdoor entertainment spaces (29 percent). At the 
bottom of the list was water features and artificial 
turf installation. 

With all these services landscape businesses are 
considering, equipment and supplies will surely be 
needed. More than half said they plan to invest in 
trucks in 2019. Other popular areas of equipment 
acquisition include hand-held power equipment 
(49 percent); mowers (38 percent); and construc-
tion equipment (34 percent). As business grows in a 
tight labor market, it is clear equipment investment 
will be critical to help these businesses achieve their 
growth goals. 

They also will be purchasing supplies for their 
clients. The most popular item they say they will be 
buying in 2019 is irrigation equipment/controllers. 
The majority of contractors also will be buying nurs-
ery/flower items, soils and mulches, sod, grass seed, 
chemicals, hardscape supplies and landscape lighting. 
What a great time it is to be in this industry! 

When asked what 
is the biggest
challenge your 
business faces 
in 2019, 54% of 
respondents
listed labor.

The area of  
service  
expecting the 
highest growth 
in 2019 is 
landscape 
lighting.

70%
Percentage of 
respondents
who plan to
purchase
irrigation
equipment or 
controllers.

A SPECIAL THANKS
Asking people to take time out of their busy schedules to take an online survey is no easy feat. We want to thank Stihl for giving people 
an added incentive to respond. The Germany-based outdoor power equipment company with U.S. headquarters in Virginia Beach, 
Virginia, gave away one of its FSA 130R lightweight cordless brush cutters with AP 300 battery, charger and accessory bag to one 
lucky respondent who entered to win. Congratulations to the winner, Eldon Hoover, landscape manager at Weaver’s Landscape Co., in 
Shippensburg, Pennsylvania. 
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Jeremy 
Yamaguchi

REINVENTING
LAWN CARE

I
’ve interviewed a fair number of people in my career. It’s prob-
ably in the hundreds by now. Over the last 17 years that I’ve 
been writing articles, there are a handful of people who stand 
out. It doesn’t matter how much time has passed, I never forget 
interviewing them. 

I have a feeling Jeremy Yamaguchi is one of those unfor-
gettable interview subjects. When I was talking to him for this 
article, he had such business insight, I felt as if I could have 

been interviewing him for the next issue of Forbes or Fortune. 
Maybe it’s because he started his first company at the age of 

16, or the fact that he never had a formal education — his entre-
preneurial abilities seem to have come to him naturally. Whatever 
the reason, Yamaguchi has a remarkable story, and his brainchild, 
Lawn Love, is  providing business and support to small landscaping 
companies across the country. Here is that story.

From the beginning
Jeremy Yamaguchi’s life broke the mold from the very beginning. 
As the child of overseas missionaries, he got to see a great deal of 
the world starting at an early age. Much of his childhood was spent 
in Japan, but he also lived in Southeast Asia and East Africa for a 
while with his Australian mother.

As a homeschooled kid, he immersed himself in his education, 
following what Yamaguchi describes as a self-guided curriculum. 
Though his mother and some of her friends would step in and help 
from time to time, he says, “It was a heavily self-directed education, 
not totally dissimilar from something like ‘unschooling’ where you 
move at your own pace.”

But he admits, “I don’t think that approach is for everyone. I 
can’t go to a parallel universe where I received a classic classroom 
education that I could compare it against, but I am overall reason-

His big idea to 
start the tech 
firm Lawn 
Love is giving a 
business boost 
to landscape 
professionals 
across the 
country. 

By Kristin Smith-Ely
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Jeremy 
Yamaguchi

REINVENTING
LAWN CARE

Jeremy Yamaguchi, founder
of Lawn Love, is giving small  
landscaping companies the
ability to compete on a larger 
level.  Photo: Amy Gray
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found to be “hit-or-miss.”
It dawned on him that he had both the product 

skills and the marketing know-how to build a tech-
nical solution to this problem. What he developed 
was something he now calls “an Uber for in-home 
services,” he named Golden Sunshine even though 
he says he conceived his idea about six months before 
the popular ridesharing service debuted. 

“I ended up growing it very quickly,” he says of 
Golden Sunshine. “I sold it to a private-equity search 
fund in 2013 and started Lawn Love a week later.”

Spreading some love
Yamaguchi, now 31, says he realized lawn care is the 
industry he wanted to be in. “I’ve mowed my fair share 
of lawns over the years and know my way around 
most of your run-of-the-mill lawn equipment.”

His desire to develop technology for the lawn 
care industry didn’t grow out of any expertise about 
grasses or plant varieties, but more, “I just saw this 
huge opportunity where service providers in this 
space were not operating efficiently.” Having closely 
observed the way they operate — planning out routes 
on whiteboards or notepads and leaving invoices un-
der doormats — he knew there was a better way. 

Seeing that the technology available to lawn care 
professionals was radically underdeveloped, Yamagu-
chi saw an opportunity to bring more efficient rout-
ing and customer relationship management tools 
into the industry. “I realized I could build a solution 
that would be much better for the end consumer and 
deliver a more modern, delightful experience.” 

And although he’s compared Lawn Love to Uber, 
he says his company is different in one critical way: 
it’s not out to put small lawn care companies out of 
business. “I think the Uber model has been appro-
priately criticized for coming into a new geography 
and steamrolling all over the incumbent legacy taxi 
companies and being fundamentally disruptive to 
their businesses. Lawn Love takes the polar-opposite 
approach,” he says. “The first thing we do is partner 
with a bunch of pros already in the market, and then 
give away all of our software to help make them bet-
ter, more efficient versions of themselves.”

Lawn Love operates on the core thesis that the 
only thing that matters is the quality of its pros. “No 
bells or whistles or slick software really matters to 
the customer if he walks out his front door and sees 
that his yard is all hacked up,” Yamaguchi explains. 
“It truly comes down to the quality of the work, and 
the only way we are going to be able to get there is 
if we start by building with the lawn pro in mind. 
We designed a whole business model around part-
nering with the best lawn care companies out there 
and helping them thrive.”

This strategy seems to be working. Launched in 
April 2014 in San Diego, Lawn Love is now oper-
ating in 128 markets across 38 states. “We’ve part-
nered with tens of thousands of independent lawn 

ably happy with my educational background. It was 
definitely atypical, but I feel like I largely have what I 
need to navigate the world.” 

His educational process seems to have worked 
out just fine. No matter where he was living or how 
old he was, ideas for businesses would just come to 
him. “I’ve been an entrepreneur my entire life,” he 
says. “I believe entrepreneurship can certainly be 
taught, but for some reason I showed a bent for it at 
a young age.”

His first forays into business consisted of selling 
hand-drawn pictures to childhood friends and at-
tempting to peddle candy he took out of the cup-
boards at home. He sold calendars online and started 
a business building websites for soon-to-be-married 
couples. Those are just few examples of what Yama-
guchi calls his “tiny microventures.” “I was always 
looking for things I could do entrepreneurially from 
as early as I can remember,” he says.

At the age of 16, he moved to San Diego to live 
with his father, taking that entrepreneurial spir-
it along with him. He promptly finished his high-
school requirements and immediately started his first 
official company. What began as “doing some web 
development with a few friends” ended up scaling 
into a full-service digital agency offering product, 
design, marketing and growth work for businesses all 
around the country. 

Yamaguchi had been running that company for 
almost five years when he spotted an opportunity 
in the home-services space. Searching for a house-
keeper one day, he went online to try to find one. 
He quickly realized that all of his options came from 
what he termed “overpriced franchises” or someone 
advertising on Craigslist, an experience which he 

“We are direct defenders of the American Dream 
for all of our lawn pros that we partner with.”––

– Jeremy  Yamaguchi”

Lawn Love, available in an app 
form for both customers and 
landscape contractors, gives 
contractors additional jobs at 
their fingertips. Many Lawn 
Love users also enjoy the 
added benefits of marketing, 
routing and invoicing help.
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care companies across the country and are moving 
very quickly.”

According to Yamaguchi, the lawn care industry, 
although a large, well-established part of the service 
economy, underutilizes technology. “As a result, cus-
tomer experiences can be all over the map, the market 
is very fragmented, and pros aren’t operating as effi-
ciently as they could.” Addressing this combination 
of factors is what has made Lawn Love so successful.

Lawn Love’s mission is to solve these problems. 
It is a market platform that pairs vetted, prescreened 
lawn care professionals with consumers. It’s designed 
to make it easier for a homeowner to get a quote. All 
a customer has to do is punch in his or her address 
and fill out an online form. Then, through the power 
of satellite mapping and algorithms, Lawn Love can 
calculate a quote in just two minutes. “It gives con-
sumers a much more modern, streamlined lawn care 
experience,” says Yamaguchi.

He describes the lawn care pros that use the ser-
vice as experts that understand their domain well, 
but maybe don’t have strong marketing skills or ex-
perience using software. “That’s essentially what we 
help them with. We start by providing them with a 
huge pipeline of customer demand so they can pick 
up whatever jobs they want and spend more time out 
in the field. We also give them software to help make 
them more efficient.” 

Lawn Love’s software includes job-clustering 
and routing optimization tools. Instead of a monthly 
billing cycle, payment is usually received within two 
days of a customer using Lawn Love. “We handle all 
the back-office work, customer support and account-
ing for them,” Yamaguchi says.

“We are trying to democratize technology by le-
veraging software that has previously only been avail-
able to huge industry players, giving that technical 

capability to tens of thousands of small-time inde-
pendent lawn care companies all across the country.” 

Lawn Love is in nearly every major geographi-
cal location in the U.S. with the exception of dense 
urban areas like San Francisco or New York City. 
“We operate in every other major and not-so-ma-
jor city down to the Boca Ratons,” Yamaguchi 
says. “We get pretty small, down to cities in the 
100,000-to-150,000-in-population range, and we’ll 
probably keep going from there.”

The lawn care companies who partner with Lawn 
Love are typically owned by experienced landscape 
professionals with small companies who have been 
in the business for an average of eight to 10 years. 
Yamaguchi says Lawn Love doesn’t often work with 
firms having 20 crews; it’s typical partners range 
from one-person-in-a-truck outfits to ones with four 
or five crews.

“That is really our sweet spot,” says Yamaguchi. 
“We’re able to bring these small firms the things that 
they are struggling to do on their own, like billing, 
marketing and customer support services.” 

Pros who partner with Lawn Love can take on 

How it works:
1.  Go to www.lawnlove.com/apply.

2.  Fill out the questionnaire and take the domain-specific industry
 knowledge quiz. 

3.  Make sure you have the relevant equipment.

4.  Download the app and start picking up jobs.

5.  Like Uber, both customers and pros submit real-time, quantified
 information after the service is delivered about their experience. High  
 ratings are rewarded with preferred access and perks.

CLOSE-UP PROFILE

Lawn Love is described as the 
Uber for lawn care, connecting 
customers with lawn care 
professionals in their area. 
Pros can take jobs, and quotes 
can be provided to customers 
in minutes based on satellite 
imagery and algorithms.
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as much or a little work from it as they want. Ya-
maguchi says most lawn care companies start out by 
“dipping a toe in,” maybe filling in a couple of holes 
in their routes. “Over time, they start taking on more 
and more work to the point where many of our pros 
are doing substantially most of their jobs on the 
Lawn Love platform.”

Lawn Love won’t partner with just anyone. Pros 
that want to sign up must meet certain qualifications. 
They must pass a quiz tailored to their market and 
have all the requisite equipment. “The system is really 
designed to help us partner with the best pros in each 
market right out of the gate, and then give them tools 
to help them continue to do well over time.”

Lofty goals
Lawn Love’s ultimate goal is “to become the largest 
lawn care marketplace on Planet Earth.” And while 
there is still a long way to go, the company continues 
to take off. “We are far bigger than we were two years 
ago but much smaller than we are likely to be two 
years from now,” says its founder. 

Entrepreneurship, says Yamaguchi, particularly 
when you’re involved in a hypergrowth startup like 

Lawn Love, “is kind of an exercise in blinking and 
being shocked about how far you’ve come each year.” 

But then, it was never Yamaguchi’s intention to 
think micro. “The goal was always to build some-
thing transformative in the industry. We didn’t set 
about this to do something small.” 

Yamaguchi found the perfect pairing for his expe-
rience and skills, having both technological acumen 
and a background in lawn care. But don’t let Yama-
guchi — or the entertainment industry — fool you 
into thinking that being an entrepreneur is easy. In 
fact, it’s getting more difficult by the minute. After 
all, it’s not every day that you can spot a massive mar-
ket space where there is also a technological void.

“In reality, small business creation has been on the 
decline for the last 30 years thanks in large part to 
the Walmarts and Amazons of the world rolling over 
everyone,” Yamaguchi says. “It’s really exciting for me 
to build a business where we’re delivering a modern, 
elevated experience to the customer, while also al-
lowing all of the pros on our platform to maintain 
their independence. Instead of laying waste to exist-
ing players, we’re partnering with them and helping 
them better compete and thrive.”

Lawn Love launched 
in April 2014, and it’s 

now operating in
128 markets across

38 states. Find out
 if there is a location

 in your area at
www.lawnlove.com/ 

locations. 
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Yamaguchi says that what he loves most about his 
business is that “we are direct defenders of the Amer-
ican Dream for all of our lawn pros that we partner 
with.” With all the big-box superstores and online 
behemoths of the world putting the little guy out of 
business, he says it is “awesome to give these small- 
business owners the tools they need to be successful.” 

He gets to see these small companies scale up and 
grow once they join Lawn Love. They gain the abil-
ity to earn more money and “build better and more 
profitable companies to help provide for their fami-
lies and their futures.” 

This opportunity is possible because of the mar-
ketplace model Lawn Love uses, Yamaguchi ex-
plains. “Our marketplace model allows us to aggre-
gate traditionally fragmented suppliers and in turn 
deliver a consistent, uniform experience to custom-
ers. It is better for both the customer and the lawn 
care pros on our platform. That’s exciting, and it’s not 
that often that you find that juxtaposition of huge 
opportunity, right experience and skill set, right team 
and right time.”

He describes Lawn Love as a hybrid, neither truly 
a lawn care business nor a true tech business; rath-

er, it’s an entity that must execute elements of both 
types of businesses if it is going to succeed.

What’s the secret?
Yamaguchi says the secret to succeeding at anything 
is having a high rate of personal learning and an 
equal amount of intentional fortitude. It all comes 
down to grit, resilience and the desire to go out and 
solve problems. 

“People tell this narrative of a lightning-strike 
entrepreneur who in a sudden stroke of genius, lays 
waste to all of his or her problems,” he says, “but in 
reality, it’s mostly just that you hung in there, ground 
it out longer and pushed harder than anyone else.”

Beyond that, though it sounds simple enough, 
you’d be surprised at how many people miss it — 
probably the biggest factor in success is making 
something people want. “It seems obvious and almost 
trite to say,” says Yamaguchi, “but if you can manage 
to do that, you can probably build a successful busi-
ness. After that, it’s just a question of scale.”  

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

Even closer up:
The online version of 
the article, available 
at www.igin.com/ 
reinventing- 
lawn-care, has fur-
ther market insights 
and entrepreneur 
advice from Jeremy 
Yamaguchi.
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need to be marketed just like products and services, 
and candidates need to be treated like customers. 
They expect to be wooed and presented with a com-
pelling value proposition.

This shift in power extends all through the hiring 
process, even to negotiations around compensation. 
In California, and in many other states, it is now 
illegal to ask about current or prior compensation. 
Candidates are entitled to know the compensation 
range without divulging any information other than 
their expectations.

To attract great talent in this atmosphere, pro-
gressive companies are changing their approach. 
Recruiting has become more like marketing than 
the mere hiring of warm bodies. It requires thinking 
ahead and dedicating resources, but the outcome is 
well worth it. In the long run, it saves time and mon-
ey as it delivers higher-quality employees that will 
stay with your organization. Here are five things you 
should consider doing:

 1. Define your value proposition. What 
 is it that makes your company unique and 
 a great place to work? In a marketplace 
where the demand for candidates exceeds the supply, 

BUSINESS TO BUSINESS

Use these
strategies to 
attract and hire 
great employees 
who want to 
come work for 
you. 

By Kate Kjeell

T he favorite interview question a decade 
ago was, “Why do you want this job?” 
Candidates needed to demonstrate their 
interest and prove themselves worthy of 
consideration. 

The question that now needs to be an-
swered is, “Why should I take this job?” 

And it’s the candidate who is doing the asking.
You don’t have to be a rocket scientist to know 

that times have changed. Coming up on the 10-year 
anniversary of the Great Recession, we are nearing 
full employment. Landscape companies, like many 
other small and mid-sized businesses, say that find-
ing and hiring talent is a top priority, even as the 
pool of available talent shrinks to something more 
like a puddle. 

In addition, technology, social media and access 
to crowdsourced information about hiring managers, 
companies and job openings has shifted the power to 
the consumer, i.e., the candidate. People applying for 
positions at your company have the opportunity to 
know more about your company, its culture, your pay, 
practices and interview processes than ever before.

No longer can any of us sit back with the mental-
ity, “If we post it, they will come.” Job opportunities 

It’s a candidate’s job market. Now what?
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BUSINESS TO BUSINESS

Kate Kjeell is president 
of TalentWell, a recruiting 
firm that specializes in 
helping small and mid-sized 
businesses find and hire the 
right people to enable them 
to thrive. The firm’s approach 
can be described in three 
words: find, fit, flourish.
She can be reached at
kate@talentwellinc.com.

No longer can any of us sit back with the

mentality “if we post it, they will come.”

you need to be able to clearly articulate everything 
your company can offer. Not all landscaping compa-
nies are created equally. Spend time thinking about 
what is unique to your organization that can be a 
selling point while hiring. 

In the green industry specifically, early-career tal-
ent is a critical component of the workforce. What 
value proposition are you offering this talent pool? A 
Gallup survey reported that millennials rank the “op-
portunity to learn and grow” higher than any other 
generation. Presenting opportunities for professional 
development and defined career paths will give you a 
competitive advantage in attracting early-career tal-
ent. Spend some time thinking about how you grow 
and develop your employees, then make that part of 
your recruiting message.

The answer to the question, “Why join XYZ 
company?” is something that everyone involved in 
the hiring process should be able to articulate in a 
few concise sentences. A clear message that authen-
tically engages the individual gets improved response 
rates from higher-quality candidates. 

 2. Create exciting messages about your 
 company and its open positions. In tod- 
 ay’s market, candidates will determine 
whether or not to apply for a job based on what 
they’ve read on the internet about your company and 
the types of jobs it offers. In a recent study by Linke-
dIn, the number one reason millennials didn’t apply 
for a position was not knowing enough about the 
company. What information is available about your 
organization? Does it really tell the story about your 
company and its openings?

When it comes to social media, many companies 
wish that sites like Indeed, Glassdoor or Yelp would 
simply go away. But they’re not going anywhere, and 
if left unattended, the loudest and most negative voic-
es on those sites will dominate the messaging about 
your organization. Make sure you are intentionally 
putting information out on social media that sup-
ports your value proposition and offers an authentic, 
positive view of your company and its culture.

Present your job openings in a fun and exciting 
way. It’s a pet peeve of mine to see flat, boring job de-
scriptions posted on social media. How is that going 
to excite a great candidate to consider leaving his cur-
rent role to take that position? Leave the traditional 
job description behind as an artifact of the past. In-
stead, create a forward-looking, digital-friendly and 
compelling story so that ideal candidates will want to 
learn more. Trust me — it works!

 3. Be competitive with your overall  
 compensation    offerings. How does your

company’s compensation line up against 
other companies like yours? In this competitive mar-
ketplace, with more access to compensation infor-
mation that ever before, candidates are quite savvy. 

You should be, too. There are a host of websites with 
access to free information and analytics to help you 
understand salaries across different markets. They 
include glassdoor.com, salary.com and payscale.com.

Don’t forget that base salary is just one aspect 
of a total package that includes benefits, vacations, 
work environment, flexibility and more. To make an 
attractive offer, be prepared with an understanding 
of what the candidate wants balanced with your best 
thinking. Act quickly; we’re seeing more candidates 
with competitive offers in hand than ever before. 

 4. Have a backup plan. What if you aren’t 
 able to fill that position? You need to 
 have a plan B. Based on all the factors out-
lined, candidates are going to have multiple offers to 
consider. Yours may be declined or you may need to 
explore a counteroffer. Be prepared to engage with 
multiple candidates so that you’ll have alternatives in 
this tight talent market. 

 5. Always be recruiting. If ever there was a 
 time to be continually recruiting, it’s now. 
 The green industry is at the mercy of sea-
sonal hiring trends. That means you must always be 
on the lookout for great talent, no matter what time 
of year it is. Consider starting your recruiting process 
well before crunch time. Getting a jump on the busy 
season will allow you to scoop up great employees 
while your competitors are looking the other way or 
taking a winter nap.

Following these tips can set your organization 
apart from the fray. For example, we partnered with 
an established green industry company that had been 
struggling financially. With input from new compa-
ny leadership, we were able to create a message about 
the organization and their open positions. In particu-
lar, we were able to highlight what candidates would 
get to do in these key roles and the impact and re-
sponsibilities they could have in the first few months. 
We shared these messages on social media, the com-
pany’s website and other sites where the types of em-
ployees they were looking for might see them. The 
result was encouraging. This company that once had 
a difficult time hiring now found themselves able to 
choose between a number of qualified candidates.

The rules of the hiring game are everchanging, 
but companies that are willing to adapt can excel at 
it. It will take some strategizing, some marketing and 
a little elbow grease, but companies that make the 
effort will thrive, while others will go the way of the 
Sony Betamax or the Ford Edsel. ©
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W
hen it comes to upgrading or adding to your ar-
senal of lawn mowers, how do you shop? With 
hundreds of zero-turn and stand-on mowers on 
the market, it can be difficult to know what to 
buy. While everyone shops differently and based 
on personal experience, we noticed a few com-
mon considerations landscape contractors have in 
mind when buying mowers. 

Bradley Behr, owner of Copper Creek Cuts in Macclenny, Flor-
ida, began his company in 2017 with his first mower, a zero-turn 
BigDog Alpha model. “The most important thing is what’s avail-
able locally – what my dealers are selling within 10 minutes of me,” 
says Behr. Buying this first mower an hour away made it difficult to 
service, and he ended up doing all the repairs himself. Developing 
a good business relationship with a dealer is now a non-negotiable 
for Behr, and he’s since purchased a Bob-Cat QuickCat stand-on 
mower from a dealer just minutes from him. 

Chant Singvongsa, owner of Singvongsa Landscaping in Jackson, 
Minnesota, shares the same opinion. “I try to shop dealer just because 
if anything breaks down, we like to get it in there and get it fixed. 
Knowing that we’ve got the support behind us is very important.”

Comfort and ease of operation are also top priorities for these 
guys. Singvongsa, who owns three mowers, says that the most im-
portant features he looks for in a mower are “the cut [quality] and 
comfortability, the easy access – where the controllers are at – any-
thing that simplifies and makes it easier for us.” 

Behr is satisfied with his stand-on mower for the same reasons 
– the maneuverability, ease of getting on and off and the comfort of 
standing versus sitting for long periods of time. 

When making a big purchase of anything, it can help to do a 
side-by-side comparison of different brands and models. We hope 
this chart helps you find a few good contenders that will take you 
and your team to the next level. 

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

FINDING THE PERFECT MATCH
Our zero-turn and stand-on mower comparison charts can help pair your business with the right machines.

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

When making a big purchase of anything, it 
can help to do a side-by-side comparison of 
different brands and models.
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ZERO-TURN MOWERS
Model Horsepower  Cooling Forward Fuel Belt/ Width Total Wheel Overall Unit Width Height 
   Speed Capacity PTO at Rear Width Base Length Weight of Cut of Cut 
   (mph) (gallons)  Wheels (inches) (inches) (inches) (pounds) (inches) (inches)
      (inches)
Altoz XR 480, 540 22-23 air 8 5 belt 20 49-55 n/a 77 740-770 48-54 1.5-4.5
Altoz XE 480, 540, 610 24-27 air 10 10 belt 22-23 49-62 n/a 80 910-1,035 48-61 1.5-4.5
Altoz XP 540, 610, 660, 720 27-35 air 11 14 belt 24 55-72 n/a 85-91 1,275-1,400 54-72 5
Altoz XC 610, 720 31-37 air 19 14 belt 26 62-73 n/a 85.5-89 1,420-1,520 61-72 1.5-5
Altoz TRX 354, 561, 766 33-37 air 10 14 belt 11 55-67 n/a 96-99 1,220-1,650 61-66 1.5-7
BigDog Alpha Kawasaki FR541 15 air 6.5 3 belt n/a 38.3 n/a 73 465 36 1.5-4.5
BigDog Alpha Kawasaki FR600 18 air 6.5 3 belt n/a 44.4 n/a 73 495 42 1.5-4.5
BigDog Alpha Kawasaki FR691 23 air 6.5 3 belt n/a 53.4 n/a 73 515 52 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 3 belt n/a 37.3 n/a 73 577 36 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 3 belt n/a 44.4 n/a 73 587 42 1.5-4.5
BigDog Alpha MP Kawasaki FR651 21.5 air 7.5 3 belt n/a 49.7 n/a 73 625 48 1.5-4.5
BigDog Alpha MP Kawasaki FR691 23 air 7.5 3 belt n/a 55.7 n/a 73 650 54 1.5-4.5
BigDog Alpha MP Kawasaki FR730 24 air 7.5 3 belt n/a 61.7 n/a 73 670 60 1.5-4.5
BigDog Blackjack Kohler 7000 Series PRO 25 air 7 3 belt n/a 48.8 n/a 69.4 750 48 1.5-4.5
BigDog Blackjack Kohler 7000 Series PRO 25 air 7 3 belt n/a 54.8 n/a 69.4 765 54 1.5-4.5
BigDog Stout Kawasaki FR691 23 air 8 5 belt 47 49.1 n/a 76 855 48 1.5-4.5
BigDog Stout Kawasaki FR691 23 air 8 5 belt 52 55.1 n/a 76 860 54 1.5-4.5
BigDog Stout Kawasaki FR730 24 air 8 5 belt 52 61.1 n/a 76 880 60 1.5-4.5
BigDog Stout MP Kawasaki FX691 22 air 9 5 belt 47 49.1 n/a 73.6 862 48 1.5-4.5
BigDog Stout MP Kawasaki FX691 22 air 9 5 belt 52 55.1 n/a 73.6 891 54 1.5-4.5
BigDog Stout MP Kawasaki FX730 23.5 air 9 5 belt 52 61.1 n/a 73.6 916 60 1.5-4.5
BigDog Diablo Kawasaki FX850 27 air 10.5 11.7 belt n/a 54.4 n/a 80.2 1,255 52 1-5.5
BigDog Diablo Kawasaki FX850 27 air 10.5 11.7 belt n/a 62.4 n/a 80.2 1,306 60 1-5.5
BigDog Diablo Kawasaki FX850 27 air 10.5 11.7 belt n/a 75.7 n/a 84 1,465 72 1-5.5
BigDog Diablo MP Kawasaki FX850 27 air 14 12 belt n/a 65.3 n/a 89 1,460 60 1-5.5
BigDog Diablo MP Kawasaki FX1000 35 air 14 12 belt n/a 65.3 n/a 89 1,475 60 1-5.5
BigDog Diablo MP Kawasaki FX1000 35 air 14 12 belt n/a 75.3 n/a 93 1,590 72 1-5.5
BigDog Hike Kawasaki FS481 14.5 air 6.3 3.4 belt 35 38 n/a 75 565 36 1.5-4.5
BigDog Hike Kawasaki FS541 15 air 6.3 3.4 belt 46.75 51 n/a 75 640 48 1.5-4.5
BigDog Hike Kawasaki FS600 18.5 air 6.3 3.4 belt 46.75 56.5 n/a 76.1 665 54 1.5-4.5
BigDog Hike Kawasaki FS 691 (ES) 23 air 6.3 3.4 belt 46.75 56.5 n/a 76.1 700 54 1.5-4.5
Bob-Cat CRZ 21.5-23 air 7 6 belt 41-46 43-63 48-51 80-81 684-795 42-61 1.5-4.875
Bob-Cat  XRZ/XRZ Pro 20.5-24 air 8 6 belt 46-47 49-63 48 80 736-817 48-61 1.5-4.875
Bob-Cat XRZ Pro RS 20.5-23.5 air 10 9.5 belt 47-50 49-63 48 80 773-832 48-61 1.5-4.875
Bob-Cat QuickCat n/a air 9-10.5 5.1-6.5 belt 35-50 35.5-63 48-50 64-67 775-953 36-61 1.5-4.5
Bob-Cat FastCat Pro SE 16.5-19 air 8-10 9.5 belt 36-50 37-54 47-53 80 705-744 36-42 1-4.875
Bob-Cat ProCat RS n/a air 11.5 14 belt 52-53 54-63 51-55 82-85 1,210-1,270 52-61 1-4.75
Bob-Cat Predator-Pro RS n/a air 12.5 14 belt 53-57 63-74 55-56 85-86 1,325-1,465 61-72 1-5.5
Bob-Cat Predator-Pro 7000 35 air 19 15 belt 56 63-74 54-56 86-88 1,500-1,659 61-72 1-5.5
Bob-Cat ProCat 6000MX 27 air 12 15 belt 53 63 53 84 1,464-1,517 61 1-5.5
Bob-Cat ProCat 6000 23.5-25.5 air 12 15 belt 53 54-63 53 83 1,371-1,477 52-61 1-5.5
Bob-Cat Procat 5000 23.5-26 air 10 11 belt 49-53 49-63 53 83 1,253-1,318 48-61 1-5.5
Country Clipper Avenue 18, 23 air 7 5 belt 43, 45 54, 67 n/a 80 587-635 42, 54 1.5-4.5
Country Clipper Boulevard 23 air 7.5 5 belt 47, 49 58, 67, 74 n/a 79 688-722 48, 54, 60 1.5-4.5
Country Clipper XLT 24, 26 air 8 5 belt 47, 49 61, 65, 73 n/a 79 798-846 48, 54, 60 2-5
Country Clipper Challenger 24, 25 air 9 7 belt 49 65, 73 n/a 79 861-875 52, 60 2-5
Country Clipper Charger 25.5, 26.5 air 10.5 7 belt 51 65, 73 n/a 84 1,081-1,096 52, 60 2-5
Country Clipper Boss XL 27, 35 air 12.5 11 belt 59 73, 85 n/a 83, 84 1,257-1,371 60, 72 2-5
Dixie Chopper Zee 2 2342KO* 23 air 7 4 belt n/a 51.5 n/a 76 730 42 1.5-4.5
Dixie Chopper Zee 2 2348KO* 23 air 7 4 belt n/a 57.5 n/a 76 750 48 1.5-4.5
Dixie Chopper Zee 2 2348KW* 23 air 7 4 belt n/a 57.5 n/a 76 750 48 1.5-4.5
Dixie Chopper Zee 2 2354KO* 23 air 7 4 belt n/a 64 n/a 76 763 54 1.5-4.5
Dixie Chopper Zee 2 2354KW* 23 air 7 4 belt n/a 64 n/a 76 763 54 1.5-4.5
Dixie Chopper Magnum R 2450KW* 24 air 8 8 belt n/a 61 n/a 80 730 50 1.5-4.5
Dixie Chopper Magnum R 25540KO* 25 air 8 8 belt n/a 61 n/a 80 730 50 1.5-4.5
Dixie Chopper Magnum R 2460KW* 24 air 8 8 belt n/a 71 n/a 80 750 60 1.5-4.5
Dixie Chopper Magnum R 2560KO* 25 air 8 8 belt n/a 71 n/a 80 750 60 1-5
Dixie Chopper BlackHawk 2248KW* 22 air 9 6.8 belt n/a 49.2 n/a 81.3 1,104 48 1-5
Dixie Chopper BlackHawk 2454KW* 24 air 9 6.8 belt n/a 55.4 n/a 81.3 1,114 54 1-5
Dixie Chopper BlackHawk 2460KW* 24 air 9 6.8 belt n/a 61.9 n/a 81.3 1,121 60 1-5
Dixie Chopper BlackHawk HP 2248KW* 22 air 10 6.8 belt n/a 49.2 n/a 81.3 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 1,121 48 1-5
Dixie Chopper BlackHawk HP 2454KW* 24 air 10 6.8 belt n/a 55.4 n/a 81.3 1,132 54 1-5
Dixie Chopper BlackHawk HP 2554KOE* 25 air 10 6.8 belt n/a 55.4 n/a 81.3 1,138 54 1-5
Dixie Chopper BlackHawk HP 2460KW* 24 air 10 6.8 belt n/a 61.9 n/a 81.3 1,140 60 1-5
Dixie Chopper BlackHawk HP 2560KOE* 25 air 10 6.8 belt n/a 61.9 n/a 81.3 1,144 60 1-5
Dixie Chopper Eagle 2754KOE* 27 air 12 8 belt n/a 59.6 n/a 88.5 1,317 54 1-5
Dixie Chopper Eagle 2754KW* 27 air 12 8 belt n/a 59.6 n/a 88.5 1,306 54 1-5
Dixie Chopper Eagle 2760KOE* 27 air 12 8 belt n/a 66.1 n/a 88.5 1,333 60 1-5
Dixie Chopper Eagle 2760KW* 27 air 12 8 belt n/a 66.1 n/a 88.5 1,322 60 1-5
Dixie Chopper Eagle HP 3160KOE* 31 air 14 10 belt n/a 66.1 n/a 87.1 1,378 60 1-5
Dixie Chopper Eagle HP 3160KW* 31 air 14 10 belt n/a 66.1 n/a 87.1 1,386 60 1-5
Dixie Chopper Eagle HP 3366KOE* 33 air 14 10 belt n/a 72.5 n/a 87.1 1,403 66 1-5
Dixie Chopper Eagle HP 3566KW* 35 air 14 10 belt n/a 72.5 n/a 87.1 1,409 66 1-5
Dixie Chopper Eagle HP 3372KOE* 33 air 14 10 belt n/a 78.7 n/a 89 1,442 72 1-5
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Dixie Chopper Eagle HP 3572KW* 35 air 14 10 belt n/a 78.7 n/a 89 1,426 72 1-5
Dixie Chopper Classic 2750KW* 27 air 12 8 belt n/a 55.5 n/a 77.5 1,074 50 1-5
Dixie Chopper Classic 2760KW* 27 air 12 8 belt n/a 65.5 n/a 77.5 1,134 60 1-5
Dixie Chopper Classic 3160KOE* 31 air 12 10 belt n/a 65.5 n/a 78 1,228 60 1-5
Dixie Chopper Classic 3160KW* 31 air 12 10 belt n/a 65.5 n/a 78 1,228 60 1-5
Dixie Chopper Classic 3572KOE* 35 air 13 12 belt n/a 76 n/a 79 1,425 72 1-5
Dixie Chopper Classic 3572KW* 35 air 13 12 belt n/a 76 n/a 79 1,425 72 1.5-5
Dixie Chopper Classic 3672BR* 36 air 13 12 belt n/a 76 n/a 79 1,425 72 1.5-5
Dixie Chopper Xcaliber 3160KOE* 31 air 13 12 belt n/a 65 n/a 85 1,390 60 1.5-5
Dixie Chopper Xcaliber 3160KW* 31 air 13 12 belt n/a 65 n/a 85 1,390 60 1.5-5
Dixie Chopper Xcaliber 3366KOE* 33 air 13 12 belt n/a 72 n/a 85 1,445 66 1.5-5
Dixie Chopper Xcaliber 3566KW* 35 air 13 12 belt n/a 72 n/a 85 1,445 66 1.5-5
Dixie Chopper Xcaliber 3574KOE* 35 air 13 12 belt n/a 76 n/a 86 1,482 74 1.5-5
Dixie Chopper Xcaliber 3574KW* 35 air 13 12 belt n/a 76 n/a 86 1,482 74 1.5-5
Dixie Chopper Xcaliber 3674BR* 36 air 13 12 belt n/a 76 n/a 86 1,482 74 1.5-5
Encore Arrow EA46XS22KW 21.5 air  7 4 belt, PTO 33.8 55 w/ D 44 72 544 46 1.5-4.5
Encore Arrow EA50XL24KW 23 air  7 4 belt, PTO 33.8 59 w/ D 44 72 590 50 1.5-4.5
Encore Arrow EA60XL24KW 23 air  7 4 belt, PTO 33.8 68.5 w/ D 44 72 637 60 1.5-4.5
Encore Fuzion F34K20 18 air  8 6 belt, PTO 33.5 41.5 w/D 43 73 720 34 1-4.5
Encore Fuzion F42K20 18 air  8 6 belt, PTO 38 53 w/ D 43 73 750 42 1-4.5
Encore Dart ED34FS600V 18 air  8 6 belt, PTO 33.5 45 w/ D 43 73 770 34 1-4.5
Encore Edge EE48FR691V32 23 air  9 9.5 belt, PTO 47 60 w/ D 50.5 77.4 920 48 1.5-4.75
Encore Edge EE52FR691V32 23 air  9 9.5 belt, PTO 49.5 65.5 w/ D 50.5 77.4 950 52 1.5-4.75
Encore Edge EE60FR730V32 24 air  9 9.5 belt, PTO 49.5 73 w/ D 50.5 77.4 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 77.4 950 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 1,020 60 1.5-4.75
Encore Caliber EC52FX801V4 25.5 air  12 14 belt, PTO 47 65 w/ D 50.5 78 1,050 52 1-5.25
Encore Caliber EC60FX850V5X 27 air  12 14 belt, PTO 50 73 w/ D 54.5 79 1,110 60 1-5.25
Encore Prowler EP60FX921V5 31 air  12 14 belt, PTO 57 73 w/ D 57 91 1,410 60 1.5-5.5
Encore Prowler EP72FX1000V5 35 air  12 14 belt, PTO 63 86 w/D 61 91 1,550 72 1.5-5.5
Exmark Lazer Z Diesel n/a liquid 12 15.5 PTO n/a 72.8-101.2 n/a 96.3-97.3 1,915-2,584 60-96 1-5.5
Exmark Lazer Z E-Series n/a air 8-10 8 belt n/a 64.8-72.8 n/a 79.2-83.1 n/a 48-72 1-5.5
Exmark Lazer Z S-Series n/a air 10 12 belt n/a 59.6-84.9 n/a 79.2-86.1 1,142-1,305 48-72 1-5.5
Exmark Lazer Z X-Series n/a air 11.5 12 belt n/a 72.8 n/a 83.1 1,215 60-72 1-5.5
Exmark Navigator n/a air 7 7.5 PTO n/a 43.2-49.2 n/a 91.8-94.5 1,140-1,170 42-48 1-4
Exmark Radius S-Series n/a air 9 7 belt n/a 59.5-72.3 n/a 81.7-82.2 873-941 48-60 1.5-5
Exmark Radius X-Series n/a air 10 7 belt n/a 59.5-72.3 n/a 81.7-82.2 937-1,006 48-60 1.5-5
Ferris 400S 21.5-25 air 8 5.5 electric n/a n/a-62.5 n/a 80 n/a-753 44-48 1.5-4.5
Ferris IS600Z Series 18.5-25 air 10 5.5 electric n/a-45.75 59-67 n/a 80 922-972 44-52 1.5-4.5
Ferris IS700Z Series 27 air 10 5.5 electric 51-52.63 66.75-75.75 n/a 81 1,059-1,113 52-61 1.5-5
Ferris ISX800 Series 24-27 air 10 5.5 electric n/a   66.75-75.75 n/a 81 n/a 52-61 1.5-5
Ferris IS2100Z Series 25.5-29.5 air 10 5.5, 11 electric 50-56.25 67-78 n/a 82.5 1,223 52-61 1.5-5
Ferris IS2600Z Series 24 air 10 5.5, 11 electric 50-56.25 76.5 n/a 88 1,606 52-61 1.75-5
Ferris IS3200Z Series 32-37 air 12 5.5, 11 electric 60.75 76.75-85.75 n/a 84.5 1,443 61, 72 1.5-5
Grasshopper 124V-41 22 air 7.5 3 belt n/a 44 47 76 700 41 1-5
Grasshopper 124V-48 22 air 8 6.5 belt n/a 51 45 75 810 48 1-5
Grasshopper 125V-48 23 air 8 6.5 belt n/a 51 45 75 810 48 1-5
Grasshopper 125V-52 23 air 8 6.5 belt n/a 55 45 75 830 52 1-5
Grasshopper 125V-61 23 air 8 6.5 belt n/a 64 48 78 880 61 1-5
Grasshopper 126V-52 25 air 8 6.5 belt n/a 55 45 75 830 52 1-5
Grasshopper 126V-61 25 air 8 6.5 belt n/a 64 48 78 880 61 1-5
Grasshopper 225V-G4-52 23 air 9 12 belt n/a 55 46 76 980 52 1-5
Grasshopper 225V-G4-61 23 air 9 12 belt n/a 64 46 79 1,050 61 1-5
Grasshopper 225-48 23 air 9 12 belt n/a 51 50 75 1,050 48 1-5
Grasshopper 225-52 23 air 9 12 belt n/a 55 50 75 1,070 52 1-5
Grasshopper 225-61 23 air 9.5 12 belt n/a 64 51.5 76.5 1,120 61 1-5
Grasshopper 226V-G4-52 25 air 9 12 belt n/a 55 46 76 960 52 1-5
Grasshopper 226V-G4-61 25 air 9.5 12 belt n/a 64 46 79 1,030 61 1-5
Grasshopper 227V-G4 EFI-52 23 air 9 12 belt n/a 55 46 76 980 52 1-5
Grasshopper 227V-G4 EFI-61 23 air 9.5 12 belt n/a 64 46 79 1,050 61 1-5
Grasshopper 327 EFI-61  23 air 10.5 12 belt n/a 64 51.5 79.5 1,190 61 1-5
Grasshopper 327 EFI-72  23 air 10.5 12 belt n/a 75 55 83 1,280 72 1-5
Grasshopper 329B-52 28 air 10 12 belt n/a 55 50 78 1,140 52 1-5
Grasshopper 329B-61 28 air 10.5 12 belt n/a 64 51.5 79.5 1,190 61 1-5
Grasshopper 329B-72 28 air 10.5 12 belt n/a 75 55 83 1,280 72 1-5
Grasshopper 335B-61 993 air 10.5 12 belt n/a 64 51.5 79.5 1,190 61 1-5
Grasshopper 335B-72 993 air 10.5 12 belt n/a 75 55 83 1,280 72 1-5
Grasshopper 321D-48 722 liquid 10 12 belt n/a 51 51 80 1,210 48 1-5
Grasshopper 325D-52 31 liquid 10 12 belt n/a 55 51 80 1,230 52 1-5
Grasshopper 325D-61 31 liquid 10.5 12 belt n/a 64 52.5 82.5 1,360 61 1-5
Grasshopper 325D-72 31 liquid 10.5 12 belt n/a 75 56 86 1,450 72 1-5
Grasshopper 329-52 30 liquid 10 12 belt n/a 55 51 81 1,310 52 1-5
Grasshopper 329-61 30 liquid 10.5 12 belt n/a 64 52.5 82.5 1,360 61 1-5
Grasshopper 329-72 30 liquid 10.5 12 belt n/a 75 56 86 1,450 72 1-5
Grasshopper 400D-61 n/a liquid 11 12 belt n/a 64 54.5 84.5 1,450 61 1-5
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Grasshopper 400D-72 n/a liquid 11 12 belt n/a 75 58 88 1,540 72 1-5
Grasshopper 432-61 30 liquid 11 12 belt n/a 64 54.5 84.5 1,410 61 1-5
Grasshopper 432-72 30 liquid 11 12 belt n/a 75 58 88 1,500 72 1-5
Grasshopper 524V-42 22 air 8 4 belt 12.5 45 47 59.5 935 42 2-4.5
Grasshopper 526V-52 25 air 8 4 belt  36 55 47 59.5 1,025 52 2-4.5
Grasshopper 623T w/ 52  21 air 8.5 4 PTO 12.5 55 46 100 1,120 48, 52 1.25-5
Grasshopper 725KT w/ 52  23 air 9 7.2 PTO 12.5 55 51.5 105.5 1,260 52, 61, 72 1.25-5
Grasshopper 727T EFI w/61  23 air 10 7.2 PTO 12.5 64 51.5 107.5 1,285 52, 61, 72 1.25-5
Grasshopper 729BT6 w/61 28 air 10 7.2 PTO 12.5 64 51.5 107.5 1,350 52, 61, 72 1.25-5
Grasshopper 735BT6 w/72 31 air 10 7.2 PTO 12.5 75 51.5 117.5 1,475 52, 61, 72 1.25-5
Grasshopper 721DT w/ 52  22 liquid 9 8 PTO 36 55 51.5 105.5 1,335 52 1.25-5
Grasshopper 725DT6 w/ 61  28 liquid 10 8 PTO 36 64 51.5 107.5 1,420 52, 61, 72 1.25-5
Grasshopper 729T6 w/ 61  30 liquid 10 7.2 PTO 36 64 51.5 107.5 1,420 52, 61, 72 1.25-5
Grasshopper 900D 1.3L n/a liquid 11 7.2 PTO 36 75 54.5 120.5 1,645 61, 72 1.25-5
Grasshopper 932 w/72  30 liquid 11 7.2 PTO 36 75 54.5 120.5 1,645 52, 61, 72 1.25-5
Gravely Pro-Turn 400 27-35 air 13 13.4 belt n/a 67.5-87 n/a 80-82 1,326-1,453 52-72 1-5.5
Gravely Pro-Turn 200 25-31 air 13 13.4 belt n/a 67.5-87 n/a 80-82 1,302-1,410 52-72 1.5-5.5
Gravely Pro-Turn 100 22-26 air 10 10 belt n/a 62-75 n/a 78.5 1,062-1,136 48-60 1.5-5.5
Gravely Pro-Turn ZX 22-23.5 air 8.5 5 belt n/a 63-75 n/a 81 924-953 48-60 1.5-5
Gravely Pro-Turn Z 26.5 air 7.5 5 belt n/a 67-75 n/a 81 932-953 52-60 1.5-5
Gravely Compact-Pro 15.5-19 air 7 7.2 belt n/a 48.3-56.9 n/a 75 737-789 34-44 1-5
Husqvarna M-ZT 52  B&S Endurance Commercial*  26 air 10 5 n/a 54 67 n/a 75.5 706 52 1.5-4.5 
Husqvarna M-ZT 52 Kawasaki FS651V* 22 air 10 5 n/a 54 67 n/a 75.5 760 52 1.5-4.5 
Husqvarna M-ZT 61 B&S Endurance Commercial*  27 air 10 5 n/a 62.3 76 n/a 75.5 790 61 1.5-4.5 
Husqvarna M-ZT 61 Kawasaki FS691V* 23 air 10 5 n/a 62.3 76 n/a 75.5 790 61 1.5-4.5 
Husqvarna M-ZT 61 Kohler Confidant EFI* 27 air 10 5 n/a 62.3 76 n/a 75.5 790 61 1.5-4.5 
Husqvarna Z548 Kawasaki FX691V* 22 n/a 12 12 n/a n/a n/a n/a n/a 1,147 48 1-5
Husqvarna Z554 Kawasaki FX751V* 24.5 n/a 12 12 n/a n/a n/a n/a n/a 1,215 54 1-5
Husqvarna Z560  Kawasaki  FX801V* 25.5 n/a 12 12 n/a n/a n/a n/a n/a 1,172 60 1-5
Husqvarna Z560 Kohler  Command Pro EFI* 27 n/a 12 12 n/a n/a n/a n/a n/a 1,172 60 1-5
Husqvarna Z554X Kawasaki FX801V* 25.5 n/a 12 12 n/a n/a n/a n/a n/a 1,322 54 1-5
Husqvarna Z554X Kohler Command Pro EFI* 27 n/a 12 12 n/a n/a n/a n/a n/a 1,322 54 1-5
Husqvarna Z560X  Kawasaki  FX801V* 27 n/a 12 12 n/a n/a n/a n/a n/a 1,398 60 1-5
Husqvarna Z560X  Kawasaki  FX850V* 31 n/a 12 12 n/a n/a n/a n/a n/a 1,398 60 1-5
Husqvarna Z560X Kohler Command Pro EFI* 31 n/a 12 12 n/a n/a n/a n/a n/a 1,398 60 1-5
Husqvarna Z572X Kawasaki FX921V* 31 n/a 12 12 n/a n/a n/a n/a n/a 1,448 72 1-5
Husqvarna Z572X Kohler Command Pro EFI* 31 n/a 12 12 n/a n/a n/a n/a n/a 1,448 72 1-5
Hustler Raptor 15-24 air 6.5 3 belt 38.3-41 37.3-53.4 n/a 73 450-505 36-52 1.5-4.5
Hustler Raptor Limited 21.5-23 air 6.5 3 belt 41-45 44.4-53.4 n/a 73 510-533 42-52 1.5-4.5
Hustler Raptor SD 22-26 air 7.5 3 belt 38.3-46 37.3-61 n/a 73 577-675 36-60 1.5-4.5
Hustler Raptor FlipUp 23 air 7 3 belt 43.7 48.8-54.8 n/a 69.4 755-770 48-54 1.5-4.5
Hustler FasTrak 23-27 air 8 5 belt 47-52 49.1-61.1 n/a 76 835-865 48-60 1.5-4.5
Hustler FasTrak Rear Discharge 23 air 8 5 belt 47-52 48.85-54.85 n/a 76 840-860 48-54 1.5-4.5
Hustler FasTrak SDX 22-23.5 air 9 5 belt 47-52 49.1-61.1 n/a 73.6-75.92 862-916 48-60 1.5-4.5
Hustler X-One 23.5-29 air 10.5 11.7 belt 51-54.5 54.4-75.7 n/a 80.2-84 1,240-1,320 52-72 1-5.5
Hustler X-One Rear Discharge 23.5 air 10.5 11.7 belt 51-54.5 55.75-61.72 n/a 80.2 1,275-1,305 54-60 1-5.5
Hustler Super Z 27-35 air 14 11.7 belt 57-60 60-78 n/a 89-93 1,420-1,526 54-72 1-5.5
Hustler Super Z Rear Discharge 33 air 14 11.7 belt 57-60 66-78 n/a 91.5-93 1,566-1,626 60-72 1-5.5
Hustler Super Z HyperDrive 36-37 air 16 11.7 belt 57-60 66-78 n/a 89-93 1,536-1,596 60-72 1-5.5
Hustler Super Z HyperDrive Rear Discharge 37 air 16 11.7 belt 57-60 66-78 n/a 91.5-93 1,606-1,676 60-72 1-5.5
Hustler Super 104 Rear Discharge 36-37 air 11 12 belt 60.3 106.1 n/a 95.5 2,500 104 1-5.5
Hustler Z Diesel 25 liquid 11.5 14.4 belt 56 66-78 n/a 86.8-90.4 1,656-1,711 60-72 1-5.5
Hustler Z Diesel Rear Discharge 25 liquid 11.5 14.4 belt 56 66-78 n/a 86.8-90.4 1,766-1,816 60-72 1-5.5
Jacobsen ZT400 2248KW* 22 air 9 6.8 belt n/a 49.2 n/a 81.3 1,104 48 1-5
Jacobsen ZT400 2454KW* 24 air 9 6.8 belt n/a 55.4 n/a 81.3 1,114 54 1-5
Jacobsen ZT400 2460KW* 24 air 9 6.8 belt n/a 61.9 n/a 81.3 1,121 60 1-5
Jacobsen ZT600 2248KW* 22 air 10 6.8 belt n/a 49.2 n/a 81.3 1,116 48 1.5-4.5
Jacobsen ZT600 2548KOE* 25 air 10 6.8 belt n/a 49.2 n/a 81.3 1,121 48 1-5
Jacobsen ZT600 2454KW* 24 air 10 6.8 belt n/a 55.4 n/a 81.3 1,132 54 1-5
Jacobsen ZT600 2554KOE* 25 air 10 6.8 belt n/a 55.4 n/a 81.3 1,138 54 1-5
Jacobsen ZT600 2460KW* 24 air 10 6.8 belt n/a 61.9 n/a 81.3 1,140 60 1-5
Jacobsen ZT600 2560KOE* 25 air 10 6.8 belt n/a 61.9 n/a 81.3 1,144 60 1-5
Jacobsen ZT900 2754KOE* 27 air 12 8 belt n/a 59.6 n/a 88.5 1,317 54 1-5
Jacobsen ZT900 2754KW* 27 air 12 8 belt n/a 59.6 n/a 88.5 1,306 54 1-5
Jacobsen ZT900 2760KOE* 27 air 12 8 belt n/a 66.1 n/a 88.5 1,333 60 1-5
Jacobsen ZT900 2760KW* 27 air 12 8 belt n/a 66.1 n/a 88.5 1,322 60 1-5
Jacobsen ZT1000 3160KOE* 31 air 14 10 belt n/a 66.1 n/a 87.1 1,378 60 1-5
Jacobsen ZT1000 3160KW* 31 air 14 10 belt n/a 66.1 n/a 87.1 1,386 60 1-5
Jacobsen ZT1000 3366KOE* 33 air 14 10 belt n/a 72.5 n/a 87.1 1,403 66 1-5
Jacobsen ZT1000 3566KW* 35 air 14 10 belt n/a 72.5 n/a 87.1 1,409 66 1-5
Jacobsen ZT1000 3372KOE* 33 air 14 10 belt n/a 78.7 n/a 89 1,442 72 1-5
Jacobsen ZT1000 3572KW* 35 air 14 10 belt n/a 78.7 n/a 89 1,426 72 1-5
Jacobsen ZT1000 2960KOEP* 29 air 14 7 belt n/a 66.1 n/a 87.1 1,334 60 1-5
Jacobsen ZT1000 2972KOEP* 29 air 14 7 belt n/a 78.7 n/a 89 1,408 72 1-5
John Deere Z915E ZTrak 25 air 10 11.5 PTO n/a n/a n/a 84 1,100-1,178 48-60 1-5.5
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ZERO-TURN MOWERS
Model Horsepower  Cooling Forward Fuel Belt/ Width Total Wheel Overall Unit Width Height 
   Speed Capacity PTO at Rear Width Base Length Weight of Cut of Cut 
   (mph) (gallons)  Wheels (inches) (inches) (inches) (pounds) (inches) (inches)
      (inches)
John Deere Z920M 23.5 air 10 11.5 PTO n/a n/a n/a 84 1,220-1,283 48-60 1-5.5
John Deere Z925M EFI Flex Fuel 25 air 10 11.5 PTO n/a n/a n/a 84 1,198-1,291 54-60 1-5.5
John Deere Z930M  25.5 air 10 11.5 PTO n/a n/a n/a 84 1,275-1,365 54-60 1-5.5
John Deere Z945M EFI 27 air 10 11.5 PTO n/a n/a n/a 84 1,275-1,365 60 1-5.5
John Deere Z950M 27 air 10 11.5 PTO n/a n/a n/a 84 1,275-1,365 60-72 1-5.5
John Deere Z955M EFI  29 air 10 11.5 PTO n/a n/a n/a 84 1,275-1,365 60-72 1-5.5
John Deere Z960M 31 air 10 11.5 PTO n/a n/a n/a 84 1,252-1,340 60-72 1-5.5
John Deere Z930R 25.5 air 12 11.5 PTO n/a n/a n/a 84 1,273-1,310 54-60 1-5.5
John Deere Z950R 27 air 12 11.5 PTO n/a n/a n/a 84 1,292-1,340 60-72 1-5.5
John Deere Z970R 35 air 12 11.5 PTO n/a n/a n/a 84 1,336-1,345 60-72 1-5.5
John Deere Z994R Diesel 24.7 liquid 10.5 11.5 PTO 12 68-74 n/a 88.6 1,660-1,720 54-60 1-5.5
John Deere Z997R 37.4 liquid 11.5 11.5 PTO n/a n/a n/a 60-96 1,774 60-72 1.5-5
Lastec 4520 45 liquid 9 18 belt 71 132 68 90 2,708 120 1-4.5
Lastec 3300 33 liquid 9 12 belt 63 112 67 85 2,142 100 1-4.5
Lastec 2561C 25 air 10 12 belt 58 73 64 80 1,459 61 1.5-4.5
Lastec 2761C 27 air 10 12 belt 58 73 64 80 1,459 61 1.5-4.5
Lastec 2561D 24.8 liquid 10 12 belt 58 73 64 80 1,513 61 1.5-4.5
Lastec 2773C 27 air 10 12 belt 58 73 64 80 1,598 73 1.5-4.5
Lastec 3573C  35 air 10 12 belt 58 73 64 80 1,598 73 1.5-4.5
Lastec 2573D 24.8 liquid 10 12 belt 58 73 64 80 1,652 73 1.5-4.5
Lastec 3873C 38 air 10 12 belt 58 73 64 80 1,598 73 1.5-4.5
Lastec 2661R 26 air 8 6 belt 45 62-5/8 47 77-1/8 802 61 1-4.5
Lastec 2652R 26 air 8 6 belt 45 53-5/8 47 77-1/8 768 52 1-4.5
Mean Green Mowers CCX-52 36 yes 9 electric  49 54 52 74 780-1,000 52 1-5.5 
Mean Green Mowers CSR-60 36 yes 9 electric  49 61 52 74 800-1,020 60 1-5.5
Scag Turf Tiger II - Kohler Command EFI 26 air 12 12 PTO 51 64.5 n/a 83 1,420 52 1-6
Scag Turf Tiger II - Kohler Command EFI 26 air 12 12 PTO 56 73.5 n/a 88 1,540 61 1-6
Scag Turf Tiger II - Kawasaki DFI 31 liquid 12 12 PTO 56 73.5 n/a 88 1,515 61 1-6
Scag Turf Tiger II - Briggs Vanguard Big Block 35 air 12 12 PTO 56 73.5 n/a 88 1,515 61 1-6
Scag Turf Tiger II - Briggs Vanguard Big Block EFI 37 air 12 12 PTO 56 73.5 n/a 88 1,515 61 1-6
Scag Turf Tiger II - Kohler Command EFI 26 air 12 12 PTO 56 83 n/a 92 1,600 72 1-6
Scag Turf Tiger II - Kawasaki DFI 26 liquid 12 12 PTO 56 83 n/a 92 1,570 72 1-6
Scag Turf Tiger II - Kawasaki DFI 31 liquid 12 12 PTO 56 83 n/a 92 1,575 72 1-6
Scag Turf Tiger II - Briggs Vanguard Big Block 35 air 12 12 PTO 56 83 n/a 92 1,575 72 1-6
Scag Turf Tiger II - Briggs Vanguard Big Block EFI 37 air 12 12 PTO 56 83 n/a 92 1,575 72 1-6
Scag Turf Tiger Kubota Diesel 25 liquid 12 11 PTO 56 73.5 n/a 87.5 1,665 61 1-6
Scag Turf Tiger Kubota Diesel 25 liquid 12 11 PTO 56 83 n/a 90 1,725 72 1-6
Scag Turf Tiger II Propane - Kohler LP EFI 25 liquid 12 11 PTO 51 64.5 n/a 83 1,505 52 1-6
Scag Turf Tiger II Propane - Kohler LP EFI 25 liquid 12 11 PTO 56 73.5 n/a 88 1,625 61 1-6
Scag Cheetah - Kawasaki FX 22 air 10.5 10 belt 46.25 60.5 n/a 81.75 1,075 48 1-5.5
Scag Cheetah - Kawasaki FX 23 air 10.5 10 belt 49 64.5 n/a 81.75 1,080 52 1-5.5
Scag Cheetah - Kohler Command EFI 25 air 10.5 10 belt 49 64.5 n/a 81.75 1,080 52 1-5.5
Scag Cheetah - Kawasaki FX 27 air 16, 12 15 belt 55.25 73.5 n/a 85.5 1,350 61 1.25-5
Scag Cheetah - Kohler Command EFI 31 air 16, 12 16 belt 55.25 73.5 n/a 86.5 1,365 61 1.25-6
Scag Cheetah - Kawasaki FX 31 air 16, 12 15 belt 55.25 73.5 n/a 85.5 1,365 61 1.25-5
Scag Cheetah - Kohler Command EFI 35 air 16, 12 15 belt 55.25 73.5 n/a 85.5 1,350 61 1.25-5
Scag Cheetah - Briggs Vanguard Big Block EFI 37 air 16, 12 15 belt 55.25 73.5 n/a 85.5 1,350 61 1.25-5
Scag Cheetah - Kawasaki FX Rear Discharge 31 air 16, 12 15 belt 55.25 63.5 n/a 85.5 1,365 61 1.25-5
Scag Cheetah - Kawasaki FX 31 air 16, 12 15 belt 55.25 83 n/a 91 1,400 72 1.25-5
Scag Cheetah - Kohler Command EFI 35 air 16, 12 16 belt 55.25 83 n/a 92 1,400 72 1.25-6
Scag Cheetah - Briggs Vanguard Big Block EFI 37 air 16, 12 16 belt 55.25 83 n/a 92 1,387 72 1.25-6
Scag Tiger Cat II - Kawasaki FX 22 air 12 9.5 belt 47 60.5 n/a 81 1,160 48 1-5
Scag Tiger Cat II - Kohler Command 23 air 12 9.5 belt 47 60.5 n/a 81 1,175 48 1-5
Scag Tiger Cat II - Kawasaki FX 22 air 12 9.5 belt 48.75 64.5 n/a 81.5 1,175 52 1-5
Scag Tiger Cat II - Kohler Command EFI 25 air 12 9.5 belt 48.75 64.5 n/a 81.5 1,180 52 1-5
Scag Tiger Cat II - Kawasaki FX 23 air 12 9.5 belt 51.5 73.5 n/a 85.5 1,255 61 1-5
Scag Tiger Cat II - Kawasaki FT EFI 26 air 12 9.5 belt 51.5 73.5 n/a 85.5 1,257 61 1-5
Scag Tiger Cat II - Kohler Command EFI 29 air 12 9.5 belt 51.5 73.5 n/a 85.5 1,260 61 1-5
Scag Patriot - Kawasaki FX 22 air 10 6.5 belt 47.5 64.5 n/a 73 840 52 1-4.5
Scag Patriot - Kohler Command Pro 23 air 10 6.5 belt 47.5 64.5 n/a 73 911 52 1-4.5
Scag Patriot - Kawasaki FX 23 air 8.5 6.5 belt 50.5 73.5 n/a 79 900 61 1-4.5
Scag Patriot - Kohler Command Pro 25 air 8.5 6.5 belt 50.5 73.5 n/a 79 956 61 1-4.5
Scag Freedom Z - Kohler 7000 Series 22 air 8 6.5 belt 47.5 60.5 n/a 73 745 48 1-4.5
Scag Freedom Z - Kohler 7000 Series 24 air 8 6.5 belt 47.5 64.5 n/a 73 765 52 1-4.5
Snapper Pro S40 Series 28 air 10 8 electric n/a 65, 77 n/a 67, 72 921, 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 69 688-724 36-48 1.5-4.5
Snapper Pro S125xt Series  23-27 air 10 5.5 electric 51-53 67.5, 77 n/a 81 1,059, 1,113 52-61 1.5-5
Snapper Pro S150xt Series 23.5 air 10 10 electric 47 68 n/a 78 1,141 52 1.5-5
Snapper Pro S200xt Series  26-37 air 10 11 electric 57.25-n/a 76 n/a 79 1,190 61-72 1.5-6
Toro Titan HD 2000 Series Kohler 74463 25 air 9 7 belt n/a 63.25-75.25 n/a 82-84.25 870-1,012 48-60 1.5-5
Toro Titan HD 2000 Series Toro V-Twin 24.5 air 9 7 belt n/a 63.25-75.25 n/a 82-84.25 870-1,012 48-60 1.5-5
Toro Titan HD 2500 Series Kawasaki 20.5-23.5 air 10 7 belt n/a  63.25-75.25 n/a  82-83 937-1,006 48-60 1.5-5
Toro Z Master 3000 Series Kohler 25 air 8.5 8 belt n/a 67.6 n/a 79.2 1,085 52 1-5.5
Toro Z Master 3000 Series Kawasaki  25.5 air 10 8 belt n/a 75.7 n/a 83.1 1,165 60 1-5.5
Toro Z Master 5000 Series Kohler EFI 23-26.5 air 10 12 belt n/a 63.6-78.3 n/a 79.2-83 1,120-1,335 48-72 1-5.5
Toro Z Master 6000 Series Kawasaki 23.5 air 10-11.5 12 belt n/a 63.6-87.6 n/a 79.2-86.1 1,160-1,334 48-72 1-5.5
Toro Z Master 6000 Series Kohler EFI 26.5-34 air 11.5 12 belt n/a 75.7-87.6 n/a 83.1-86.1 1,254-1,369 60-72 1-5.5
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STAND-ON MOWERS
Model Horsepower Width of Cut (inches) Height of Cut (inches) Forward Speed (mph) Cooling Fuel Capacity (gallons) Overall Length (inches)
Bob-Cat QuickCat 4000 19-23.5 36-61 1.5-4.5 9-10.5 air 5.1-6.5 64-67
Exmark Staris E-Series n/a 32-44 1.5-5 8 air 5 58.1-61.7
Exmark Staris S-Series n/a 48-60 1.5-5 10 air 10 69.3-70.5
Hustler Super S 15-25 36-60 1.5-5.5 8-9 air 6.5-7.3 63.5-66.5
John Deere 636M 18.5 36 1.25-5 8.2 forced air 5.5 62
John Deere 648M 22 48 1.25-5 8.2 forced air 5.5 59.75
John Deere 652M 22 52 1.25-5 8.2 forced air 5.5 59.75
John Deere 648R  22 48 1.5-5 9.6 forced air 5.6 66
John Deere 652R  23.5 52 1.5-5 9.6 forced air 5.6 66
John Deere 652R EFI  20 52 1.5-5 9.5 forced air 5.6 66
John Deere 661R 23.5 61 1.5-5 9.6 forced air 5.6 68
John Deere 661R EFI  25 61 1.5-5 9.6 forced air 5.6 68
John Deere 652E  22 52 1.25-5 9.5 forced air 5.6 66
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 22 48 1.5-5 10 air 10.5 75
Toro GrandStand 74505 22 52 1.5-5 10 air 10.5 75
Toro GrandStand 74518) 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 26.5 n/a 1.5-5 10 air 10.5 75
Wright WSB48/52 22 48, 52 2-5 7 air 5 65.75, 65.75
Wright WS32/36 15, 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 WS61 23.5 61 1.25-5 9.5 air 5.5 62.5
Wright WSTN36/42/48/52 19, 20.2, 22.1, 23.5 36, 42, 48, 52 1-5 8.2 air 5.5 62, 70, 59.75, 59.75
Wright WSPN36/48/52 19, 23.5 36, 48, 52 1-5 8.2 air 5.5 65.50, 63.75, 63.75
Wright WSTX48/52/61 23.5, 26.5, 28 48, 52, 61 1.5-5.5 9.5 air 8 65, 66, 67
Wright WSPX48/52/61 23.5 48, 52, 62 1.5-5.5 9.5 air 8 68, 68, 70.50
Wright WSZK52/61/72 27, 29, 37 52, 61, 72 1.5-5.5 12.5 air 15.5 67, 69.50, 72

ZERO-TURN MOWERS
Model Horsepower  Cooling Forward Fuel Belt/ Width Total Wheel Overall Unit Width Height 
   Speed Capacity PTO at Rear Width Base Length Weight of Cut of Cut 
   (mph) (gallons)  Wheels (inches) (inches) (inches) (pounds) (inches) (inches)
      (inches)
Toro Z Master 7000 Kubota 25 liquid 11.2 12 belt n/a 68-88 n/a 79.5-84.5 1,443-1,543 52-72 1-5.5
Toro Z Master 7500-D Yanmar 25-37 liquid 12.5 12.5 belt n/a 75.7-87.6 n/a 96.6-100.68 2,055-2,650 60-96 1-5.5
Walker S14i 14 air 6.5 1.9 MBTC+BB n/a 43.25 42.25 87 786 36-42 1-4
Walker S18 18 air 7.4 4 MBTC+BB n/a 49 42.25 89.25 827 36-48 1-4
Walker C19/C19i 19 air 6.5 4 MBTC+BB n/a 43.25 41 89.25 925-930 36-62 1-4
Walker T23/T25i 23-25 air 6.5 4.7 MBTC+BB n/a 49 41 93 1,014-1,018 36-74 1-4
Walker T30i 30 liquid 7 4.7 MBTC+BB n/a 49 41 93 1,117 36-74 1-4
Walker D21d 20 liquid 6.5 4.7 MBTC+BB n/a 49 41 93 1,178 36-74 1-4
Walker B18/B19 18-19 air 8 4 MBTC+BB n/a 49 42.25 90.75 790-792 36-62 1-4
Walker B23i/B25p 23-25 air 8 4-7.9 MBTC+BB n/a 49 42.25 90.75 800-831 36-74 1-4
Walker H24d/H27i/H37i/H38i 23.4-38 liquid/air 10 9.4 MBTC+BB n/a 66 46.375 107 1,215-1,463 52-74 1-5
Worldlawn Viper WYRZ46XS20BS 20 air 7 4 belt, PTO 33.8 55 w/ D 44 72 544 46 1.5-4.5
Worldlawn Viper WYRZ46XS22KW 21.5 air 7 4 belt, PTO 33.8 55 w/ D 44 72 544 46 1.5-4.5
Worldlawn Viper WYRZ50XL26BS 26 air 7 4 belt, PTO 33.8 59 w/ D 44 72 590 50 1.5-4.5
Worldlawn Viper WYRZ50XL24KW 23 air 7 4 belt, PTO 33.8 59 w/D 44 72 590 50 1.5-4.5
Worldlawn Viper WYRZ60XL26BS 26 air 7 4 belt, PTO 33.8 68.5 w/ D 44 72 637 60 1.5-4.5
Worldlawn Viper WYRZ60XL24KW 23 air 7 4 belt, PTO 33.8 68.5 w/ D 44 72 637 60 1.5-4.5
Worldlawn Gater WYZ34FS600V 18 air 8 6 belt, PTO 33.5 45 w/D 43 73 770 34 1-4.5
Worldlawn Diamondback WYDB48FR691V32 23 air 9 9.5 belt, PTO 47 60 w/ D 50.5 77.4 920 48 1.5-4.75
Worldlawn Diamondback WYDB52FR691V32 23 air 9 9.5 belt, PTO 49.5 65.5 w/ D 50.5 77.4 950 52 1.5-4.75
Worldlawn Diamondback WYDB60FR730V32 24 air 9 9.5 belt, PTO 49.5 73 w/ D 50.5 77.4 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 77.4 950 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 1,020 60 1.5-4.75
Worldlawn Cobra WYZ4824KWH 22 air 10 10 belt, PTO 39 60 w/ D 48.6 63 1,026 48 1.5-4.5
Worldlawn Cobra WYZ5224KWH 22 air 10 10 belt, PTO 39 65 w/ D 48.6 63 1,059 52 1.5-4.5
Worldlawn Cobra WYZ5227KWH 24.5 air 10 10 belt, PTO 39 65 w/ D 48.6 63 1,056 52 1.5-4.5
Worldlawn Cobra WYZ6027KWH 24.5 air 10 10 belt, PTO 39 73 w/ D 48.6 63 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 1,050 52 1-5.25
Worldlawn King Cobra WYK60FX850V5X 27 air 12 14 belt, PTO 50 73 w/ D 54.5 79 1,110 60 1-5.25
Worldlawn King Cobra WYK60FX921V5S 31 air 12 14 belt, PTO 50 73 w/ D 54.5 79 1,110 60 1-5.25
Worldlawn Python WYP72FX1000V5 35 air 12 14 belt, PTO 63 86 w/ D 61 91 1,550 72 1.5-5.5
Wright Z (with ROPS) 52 27 air 13 13.5 belt n/a 53 n/a 78 1,213 52 1.5-5.5
Wright Z (with ROPS) 61 27 air 13 13.5 belt n/a 62 n/a 78 1,235 61 1.5-5.5
Wright ZTO (with ROPS) 48 23.5 air 10.5 13.5 belt n/a 49 n/a 78 1,080 48 1.5-5.5
Wright ZTO (with ROPS) 52 23.5 air 10.5 13.5 belt n/a 53 n/a 78 1,102 52 1.5-5.5
Wright ZTO (with ROPS) 61 23.5 air 10.5 13.5 belt n/a 62 n/a 78 1,157 61 1.5-5.5
Wright ZTO (with ROPS) 52 23.5 air 10.5 13.5 belt n/a 53 n/a 78 1,102 52 1.5-5.5

*last updated in 2017; D: deflector; MBTC+BB: manual belt tightener clutch and band brake; PTO: power take-off
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IRRIGATION TROUBLESHOOTING

W
hen I was in high school, I read all 
the Sherlock Holmes stories I could 
get my hands on. It was fascinating 
how the great detective eliminated 
first one possibility, then the next, 
and the next, until he figured out 
exactly what happened and “who-

dunit.” How, from a cigar ash, Holmes could deduce 
what type of cigar produced it, where it was bought, 
and even some of the smoker’s personality traits.  

It may never become the source material for a ma-
jor motion picture, but an irrigation troubleshooter is 
also a detective. He looks at the clues he’s seeing at 
the “crime scene,” and, calling on his experience and 
knowledge, pieces together the puzzle. He checks out 
one probable cause, rules it out, then moves on to the 
next possibility. 

Simple and logical. If only that were true. But 
there are “wild cards” out there in the field that can 
throw you for a loop. As Holmes once said, “Once 
you eliminate the impossible, whatever remains, no 
matter how improbable, must be the truth.” 

In general, with irrigation systems, the truth will 
fall into one of three main categories: mechanical, 
electrical or hydraulic. 

For Tim Black, CIC, CID, CLIA, CIT, owner of 
Irrigation Tech, Rochester, New York, the investiga-
tion begins with skepticism about the first eyewitness 
account. “Every time I show up to a troubleshooting 
call, I know that what the person tells me the prob-
lem is, isn’t really the problem,” he says. “For instance, 
a person will say, ‘I have a leaking head’ but there’s 
really no such thing; what they really have is a leak-
ing valve.” 

In fact, this sort of thing happens so often that 
it’s become an inside joke. “That’s one of those things 
we laugh about — what we refer to as a ‘Mr. or 
Ms. Homeowner’ call. What they mean is that it’s 
slow-leaking, and the only way for that to happen is 
if water is dribbling by the control valve,” says Black. 
“That is always a mechanical problem.” 

But these investigations can be so complex that 
even experts will disagree. Craig Otto, CIC, CID, 
CIT, CLIA, CLWM, owner of Irrigation Otto, Big 
Lake, Minnesota, and a technical trainer for the Rain 
Bird Academy, says “I’m not sure that I would agree 
100 percent that a leaky head is really a valve prob-
lem. Sometimes sprinklers will lose a nozzle. Anoth-
er thing that’s fairly common with rotors is you can 
get a weepy seal, especially if they’re older rotors.”

Detectives
of irrigation

Tech tip:
Check the controller with 
an ohmmeter before you 
do anything else and write 
down the readings. They 
will give you clues that can 
save you lots of time. 

The methods and skills required to  
detect irrigation system problems 
are like solving a Sherlock Holmes 
mystery.

// BY MARY ELIZABETH WILLIAMS-VILLANO
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IRRIGATION TROUBLESHOOTING

“Anytime we do a troubleshooting class, we em-
phasize that there’s a strategy to this,” says Chris Pine, 
CID, CIC, CLWM, CLIA, CIT, MCLP, CLVLT 
and president of BluGreen Solutions and a partner 
in IrriTech Training, Pocasset, Massachusetts.

“You isolate exactly where the problem is through 
a process of elimination. It’s the same process, wheth-
er it’s a traditional irrigation system or a two-wire.”

Pine says he’s one of the people who gets called 
when a contractor is completely stumped. “A guy 
called me a couple weeks ago saying, ‘I’ve been in this 
business for 25 years, but I just can’t figure this out.’ I 
took him through the process and it turned out that 
the problem was in the controller. Almost every time, 
if you narrow it down using this process, you’ll find 
the source of the malfunction.”

You start with the easiest thing to eliminate first, 
says Black. “Let’s say you have a zone or multiple 
zones that will not activate. That could be the con-
troller, the wire path, a valve or more than one valve.”

Once you determine that it’s zone A that has the 
problem, you next need to find the valve and acti-
vate it to verify that it does, indeed, belong to zone 
A. Once you think you’ve isolated exactly what’s 

causing the problem, you confirm it with a test so 
you don’t end up fixing something that isn’t broken.

The ohmmeter tells (almost) all
When David Clarke, CIT, CIC, CLIA, CLWM, a 
commercial irrigation service tech at JB Lawn Sprin-
klers Inc., Wilmington, North Carolina, goes on a 
call, he makes sure his ohmmeter goes with him.

“The first time I visit a site with a traditional, 
non-two-wire system, before turning anything on, 
I go right to the controller, take ohm readings and 
write them down. Very quickly, it’ll give me little 
clues before I start trying to run the system and end 
up driving laps around the neighborhood chasing af-
ter ghosts.”

The ohmmeter readings can tell him, among oth-
er things, that there might be two valves that have 
been wired together. That could explain a pressure 
problem before he even starts counting the number 
of heads or figuring out the gallonage. Maybe a wire 
became disconnected or damaged in a place where 
nobody could find it so someone just jumped that 
valve’s connection over to the next one. 

“Often, valves end up wired together for just that 

May Speed and 
Profit Be Yours 
Throughout 2019

Happy
Blu Year!
Happy

Blu Year!

Don't forget:
There are only three areas 
that can go electrically 
wrong in a conventional, 
non-two wire system: the 
controller, the solenoid or 
the field wiring. 
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reason,” says Clarke. “We’ve seen a lot of 
two-valve combinations that were done in 
an attempt to keep a pump from short cy-
cling. That almost never works.”

Pine says the simplest way to determine 
if a problem is electrical is to remove the 
electricity. If the problem stops or doesn’t 
exist at the point, you can assume that it’s 
an electrical problem and begin isolating it.

Let’s look at a common problem, a zone 
that’s not coming on. Following the meth-
od of starting with the easiest thing, Black 
first finds the number of that zone on the 
controller, activates it and checks the volt-
age. “60 seconds later, I’ll know if the con-
troller is the source of the problem or not.” 

“Now, let’s say the controller is working 
properly,” says Black. “The next thing I’m 
going to test is the wire path. I’m going to 
turn the controller back off, and then I’m 
going to get my ohmmeter and take a resis-
tance reading from that point, at the con-
troller, out to the field. A proper resistance 
reading will be between 30 and 60 ohms. It 
can be slightly below that or slightly above, 
but it needs to be darned close to that.”

“If it’s good, then I know I’m going to 
have to find the valve, and that may mean 
I’ve got to break out my tracking equip-
ment because usually I don’t know where 
it is. I may have to spend a good chunk of 
time tracking down that valve.”

If, on the other hand, he’d gotten a re-
sistance reading that was too high or too 
low that would give him a clue as to where 
he should start looking next. An ohmme-
ter reading of infinity could mean that the 
solenoid on the valve is totally shot, maybe 
from a lightning strike, or that the wires out 

to that zone or zones were cut by a shovel. 
He’d get the same result from both, but in 
either case, he’s at least narrowed down 
what the problem is likely to be.

Black says if you know where the valve 
is, you can eliminate one possibility fast. 
“You go to the valve, turn on the voltage 
again and pull the wires off the solenoid. 
See if it’s getting voltage and read what the 
resistance is through that solenoid. If it still 
doesn’t work, now you’ve narrowed it down 
to the wire path, somewhere between the 
valve and the controller.” Then, you may 
have to pull out some of what Black calls 
“the cool toys we have in our industry,” a 
wire tracker and a fault finder. If a wire path 
is leaking voltage to ground, these tools will 
tell you exactly where it is.

If a zone keeps running and running 
and won’t shut off, it could be that a valve 
is stuck in the on position, according to 
Black. That can be either electrical or me-
chanical, so once again you start with the 
easiest thing and test that the controller is 
sending voltage to that valve. 

“A voltage spike or lighting hit can 
scramble a controller,” Black says. “I’ve 
come across some that have been zapped, 
and they were sending voltage out to all the 
zones. That’s a problem. In that case, turn 
all the power off to the controller, including 
the backup battery, then power it back up 
again and it’ll probably be fine.”

If you’re pretty sure it’s a valve problem, 
start by analyzing the symptoms, Black says 
— not opening, not closing or leaking — to 
figure out what’s going on inside the valve. 
It’ll often be some type of a problem with 
the diaphragm not opening or closing. 

A 1 1/2- inch valve and pipe. The pipe was broken as a result of a piece of large equipment having placed its outrigger 
on the valve box. While broken pipes are a common source of problems with irrigation systems, it isn’t always easy to 
determine that; it can still take some detective work. Photo: Tim Black, Irrigation Tech
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A valve could be stuck on because a bit 
of debris got wedged under the diaphragm. 
“You can make the diaphragm lift higher 
than it normally does by turning the sole-
noid open or by using the bleeder screw,” 
says Black. “By doing that and then closing 
it again, it’ll wash out whatever the object 
was. If you get away with that, you’ve just 
saved yourself gobs of labor.”

“Usually that problem has something to 
do with the water on top of the diaphragm, 
what we call the pressure chamber,” says 
Black. “But let’s say that’s not the problem 
— then you probably have a mechanical 
problem at the valve, which means now 
you’ve got to find the valve, turn off the wa-
ter, open the valve and see if something’s 
stuck in it that you can just remove. But 
if it’s damaged the valve, you’ll have to re-
place all or part of it.”

The goal here is to be able to repair the 
valve without having to replace it. If you 
can analyze the symptoms, you can often 
avoid that outcome.

Hydraulics or do the math
If the problem isn’t electrical or mechanical, 
it’s hydraulic. “A hydraulic problem, such as 
a real leak, has to be ruled out first,” says 
Clarke. “If you verify that you don’t have a 
leak, then you have to figure out how many 
heads and how many gallons per minute 
the zone is trying to use and compare that 
to what size pipe it’s built out of and how 
far away from the source it is.”

What you’re looking for, according to 
Clarke, is a design flaw, or some change 
that might’ve occurred after installation 
that made the zone not function properly 

anymore — things like adding too many 
heads to a zone or using oversized nozzles 
during a repair. This is very common espe-
cially on properties that have had many dif-
ferent irrigation caretakers over the years. 

He says, “You have to learn the limits of 
the way that it’s piped and see if you can get 
it back to full pressure functionality before 
trying to analyze coverage or before you 
think about adding heads, adding a valve, 

or whether you need to add a ‘hold zone’ 
or split a zone in half. That’s a challenge 
without a map because once you get past 
the valves, you can’t use a wire tracker. You 
have no idea where that pipe is, other than 
the fact that it’s connected to those heads.” 

Hydraulic problems can also be caused 
by too much flow through a pipe resulting 
in too much volume. Or too little flow be-
cause of some restriction of the pipe. 

IRRIGATION TROUBLESHOOTING

An irrigation professional on a troubleshooting call 
sometimes has to, quite literally, dig for clues to find the 
source of a problem. Photo: Rain Bird
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Black will sometimes put his ear to the ground, 
like someone in a western film, to hear restricted 
flow. “I’ll listen somewhere between the heads that 
work and the heads that don’t. You can hear where 
the flow is being restricted; it can be quite loud.” 

“What I’ll often find is a big, nasty wad of roots. 
They’ll get so fat that there’s no void space between 
them and they’re like a solid mass of wood, crush-
ing the pipe. All our service trucks have a battery- 
powered reciprocating saw and lots of long blades. 
You just stab them into the ground and start cutting.” 

Once you’ve learned the system, you can stop ask-
ing the client questions and start telling him what his 
options are, Clarke says. “The beauty of hydraulics is 
that two plus two always equals four. If you can’t add 
any more heads to the zone, and you’re confident in 
your math, then you can simply tell people that.” 

“One of the best ways to determine that is by 
measuring pressure differences in the system, but 
not a lot of contractors do it,” says Pine. “You need 
to have either a tool that measures pressure at the 
sprinkler or at another connection to the pipe to de-
termine how much pressure loss occurs over a certain 
section of pipe. That’s an easy way to isolate, 

specifically, where the problem exists.”
Clarke catalogs the hydraulics of a system he’s 

working with. “I start by figuring out what the yield 
of the water source is, what size the main line is and 
how far away from the assignment it is because dis-
tance affects the pressure that I have to work with. 
Then as I’m running the zone or zones I’m looking 
at, I’ll do a basic head count and estimate how big the 
zone is in gallons per minute. I compare that to the 
water source and the mainline size and start getting 
an idea of how much water I have to work with, and 
what I can get away with.”

Clarke adds that “a lot of installers don’t know 
much about design hydraulics. They won’t take into 
account the pressure loss over distance that friction 
causes and that throws off their piping calculations.”

Electrical problems
When Chris Pine teaches troubleshooting classes 
for the Irrigation Association, he explains that there 
are only three areas that can go electrically wrong in 
a conventional, non-two wire system: the controller, 
the solenoid or the field wiring. “To isolate which 
one of those it is, we test the power as it moves from 

“Every time I 
 show up to a
troubleshooting 
call, I know
that what the
person tells me 
the problem is,
isn’t really the
problem.”

— Tim Black,
Irrigation Tech
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the source all the way out to the solenoid. We check 
to see whether the controller is producing power out-
put for each one of the valves.”

“If it is, next we look at the field wiring and the 
solenoid,” continues Pine. “With a multimeter, we 
test the resistance of both. If there’s a fault, and both 
the field wiring and the solenoid test bad, at that 
point we’ll go to the solenoid and see if that’s really 
the source of the problem. If the solenoid really is 
bad, then we know it isn’t the field wiring. But if the 
solenoid is okay, then we know it is the field wiring.”

Clarke says, if you don’t have a funny ohmmeter 
reading and you know for certain that a wire goes to 
the area you’re working on, then you need to figure 
out what happened to that wire. It could be a bad 
splice or damage to multiple wires.

The next thing, Pine says, is to look at context 
clues. Are other wires also giving zero readings? Or 
are there wires running valves that are in that same 
area? Sometimes it’s easier to find the next closest 
valve and try and pick up some clues from the wir-
ing in that valve box or manifold; that’s often simpler 
than hooking up a tracker from the controller and 
seeing what happens from there.

IRRIGATION TROUBLESHOOTING

Clarke says, “Sometimes, you have to kind of 
break things into pieces. If you’re far enough away 
from the controller to where you’re losing signal, 
there might be a splice or junction box between the 
controller and the zone you’re working on where you 
can identify the wire you’re looking for and hook 
your equipment up to it to improve your tracking 
signal, or just take your readings from there.” 

Troubleshooting irrigation systems isn’t easy, but 
if you’re a person with an investigative mindset and 
a bent for problem solving, it can be a very satisfying 
and challenging task. And the kinds of skills involved 
in it are very much needed. Armed with education, 
certification and experience, you can be excited every 
day to shout, “the game’s afoot!” 

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

®CETA
A take apart dripper with 

performance above the rest...

® Putting water where it counts!
www.antelco.com

Spying trouble
Find out how having the right tools, plus a deep knowledge of irrigation products and of how 
things are typically done in one’s local area can really help a troubleshooter in two sidebars 
that accompany the article online at www.igin.com/detectives-of-irrigation.



• • ASSOCIATIONS IN ACTION

www.igin.com48            Irrigation & Green Industry     January 2019

Ending the year on a high note
Thousands of irrigation professionals spent the first week of December at the Irrigation 
Show and Education Conference in Long Beach, California, hosted by the Fairfax, Vir-
ginia-based Irrigation Association.

Nearly 4,000 people from 43 countries attended the event. The education conference was 
one of the largest in recent history, hosting classes, seminars and learning labs on various 
agricultural and landscape irrigation topics. The IA offered the opportunity for irrigation 
professionals to become certified at the show in any of its eight different certification exams. 

Wednesday morning kicked off with a powerful message by keynote speaker Mark Ea-
ton, the 7-foot-4-inch tall retired NBA defensive player and team-building expert. Eaton 
told a packed room about his unconventional journey from auto mechanic to NBA All-Star 
and delivered his “four commitments” to help attendees play at the top of their game.

Following the keynote address, the trade show floor opened, giving irrigation profes-
sionals the opportunity to interact with 267 exhibitors and learn about products and ser-
vices that could help their businesses. In addition to exploring the trade show floor for 
ideas, attendees had access to the industry’s latest technologies and innovations at the new 
product contest, which had a record-breaking 58 entries.

Several networking events and socials also took place, allowing attendees and exhibitors 
to mingle. The opening night party included live music and a chance to try a variety of 
cuisines from local food trucks. 

The 2018 New Product Contest winners were announced during the general session, 
hosted by IA CEO Deborah Hamlin, CAE, FASAE; 2018 IA President Warren Gorow-
itz, CLIA; and incoming 2019 IA President Ed Santalone Jr. They recognized and honored 
all 2018 award winners and shared what the IA has accomplished over the past year. 

“The Irrigation Show strives to accomplish three key things each year: provide educa-
tional opportunities, introduce new technologies to the market and provide an informal 
venue for business-to-business connections,” Hamlin said. “The feedback so far says that we 
accomplished our mission in Long Beach!”

The IA now sets its sights on Las Vegas in 2019, where it will co-locate its show with 
the National Ground Water Association, Dec. 2-6 at the Las Vegas Convention Center.

New Product Contest 
winners revealed at the 
Irrigation Show
The Irrigation Association, Fairfax, 
Virginia, announced the winners of 
the 2018 New Product Contest at 
the Irrigation Show and Education 
Conference in Long Beach, Califor-
nia, Dec. 3-7, 2018.

Fifty-eight new products and 
technologies were entered in five 
categories. Products were evaluated 
based on innovation, design quality, 
increased water/resource-use effi-
ciency, ease of use and product life 
expectancy.

The landscape irrigation catego-
ry winner was the Flomec QS200 
Insertion Ultrasonic Flowmeter by 
Great Plains Industries, Wichita, 
Kansas. The QS200 has no moving 
parts and uses ultrasonic technology 
to measure flow instead of simply 
sensing it. It offers LED indication 
of power and flow activity and ret-
rofits into Data Industrial PVC tees.

The winner of the landscape spe-
cialty category was the TreeDiaper 
36-inch Advanced Hydration Mat 
by Ecoturf Midwest Inc., Bensen-
ville, Illinois. The TreeDiaper uses 
super-absorbent polymers and a 
unique design to manage and store 
water more efficiently for new tree, 
bush and shrub plantings. It also 
works as a weed barrier and frost 
protection blanket, while targeting 
the area away from a tree’s trunk to 
encourage healthy root growth.

The winner of the landscape 
lighting category was the WiFi 
Smart MR-16 and PAR-36 lamps 
by Brilliance LED, Phoenix. The 
WiFi Smart lamps are 100 percent 
controllable from a smart phone, 
either individually or grouped into 
zones. Users can change colors, dim 
and set timers from any location. 

The education conference was one of the largest in recent history, hosting classes, seminars and learning labs.

Nearly 4,000 people attended the 2018 Irrigation Show where they could discover the latest products in the industry.
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STMA announces the winner of its Mowing 
Patterns Contest 
The Sports Turf Managers Association, Lawrence, Kansas, has 
named Kyle Calhoon, sports turf manager at the Hartford Yard 
Goats, Hartford, Connecticut, its sixth annual Mowing Patterns 
Contest winner. 

Calhoon was selected via a Facebook voting contest held from 
Oct. 22 to Nov. 23 for his intricate design at Dunkin’ Donuts Park, 
home to the Minor League Baseball team, the Hartford Yard Goats.

“Kyle continues to elevate awareness of the sports turf industry 
through his impeccable field art,” says Kim Heck, CAE, CEO of 
STMA. “Finding the perfect balance of safety and visual appeal 
can be challenging, yet he has managed to accomplish this impres-
sive feat.”

Calhoon has expansive 
experience in the MLB with 
the Cleveland Indians and 
New York Yankees, as well 
as in the NFL, most recent-
ly holding the position of 
grounds manager for the San 
Francisco 49ers before join-
ing the Hartford Yard Goats 
in 2016. 

Calhoon graduated from 
Penn State University with a 

certificate in turfgrass management. He will be featured in a future 
issue of SMTA’s monthly publication, SportsTurf. His design will 
also have a custom poster featured at the 2018 STMA Conference 
and Exhibition held Jan. 22-25, 2019 in Phoenix. 

2018 Field of the Year winners named
Every year, the Sports Turf Managers Association, Lawrence, 
Kansas, holds its annual “Field of the Year” contest. STMA pres-
ents the industry’s highest honors to members who manage base-
ball, football, soccer, softball and other sporting playing surfaces 
at the professional, collegiate, schools (K-12) and parks and rec-
reation levels. 

The 2018 winners include two Professional, five College and 
University and five Schools and Parks fields. To view all the win-
ners, visit www.stma.org/stma-2018-field-of-the-year-awards.

“Each year our awards committee selects the natural grass play-
ing surface that exemplifies the STMA member’s hard work and 
dedication to sports turf management and their passion for field 
safety and playability,” says Kim Heck, CAE, CEO of STMA. 
“With each passing year, the bar is raised by each applicant help-
ing to grow the sports turf industry.”

A panel of 13 judges scored entries based on playability, ap-
pearance of surfaces, utilization of innovative solutions, effective 
use of budget and implementation of a comprehensive agronomic 
program. Awards will be presented at the 30th annual STMA 
Conference and Exhibition in Phoenix, Jan. 22–25, 2019.

ASLA 2019 Honors Nominations now open
The American Society of Landscape Architects, Washington, is now accepting nominations for its 10 different awards that recognize indi-
viduals and organizations for their lifetime achievements and contributions to landscape architecture. Award recipients and their clients will 
be honored at the awards presentation ceremony during the ASLA Conference on Landscape Architecture in San Diego, Nov. 15-18, 2019. 
The deadline to apply is March 1, 2019. Details about submitting a nomination can be found at www.asla.org/honorsawards. 

Kyle Calhoon, sports turf manager 
at the Hartford Yard Goats, is the 
winner of STMA’s 2018 Mowing 
Patterns Contest.

Calhoon’s intricate design at Dunkin’ Donuts 
Park in Hartford, Connecticut, was selected 
via a Facebook voting contest.

Pictured are winners Norbrock Stadium in Kamloops, Britsh Columbia (top) and 5/3 
Bank Stadium at Kennesaw State University in Kennesaw, Georgia (bottom). 
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By Judith Guido

Change are coming

T
he new year has always been a gateway to change, 
providing people with new opportunities and the per-
mission to travel a different path. This one is no excep-
tion. I’ve been writing a monthly business column for  
Irrigation & Green 

Industry magazine for many 
years. That is about to change. 

For as long as I’ve been writ-
ing this column, one of the great-
est constants has been the input 
I’ve received from you, the read-
ers. What I’ve enjoyed most is the 
tremendous diversity of the read-
ership. Over the years, I’ve heard 
from manufacturers, distributors, 
contractors, architects, develop-
ers, realtors, academics and gov-
ernment officials, and being able to get feedback from all of these 
unique perspectives has been invaluable. The kind words, targeted 
questions, real-world experiences and business challenges you’ve 
shared have all been great sources of ideas for my columns.

As the gateway to 2019 swings open, I’m announcing that I 
will no longer be writing a monthly column; instead, I will write 
three in-depth articles each year focusing on topics like work-
force development and ways to profitably scale up your organiza-
tion and maximize your company’s valuation. Whether you want 
to grow your company or engineer a graceful and profitable exit 
from it, maximizing its value is critical to a successful transition.

One of the three featured articles will be dedicated to new 
trends and how to identify and leverage them to create differenti-
ation and generate above-industry-average profits and valuation. 
While most of you have heard of a SWOT (strengths, weakness-
es, opportunities and threats) analysis, I’ll teach you how to use 
an SWT (strengths, weaknesses and trends) tool to increase your 
revenues and gross margins. You’ll not only learn about the latest 
and greatest trends, but you’ll also be introduced to some of our 
industry’s most innovative trendsetters.

I’ve been blessed to have had the opportunity to work with 
some of the greatest business thought leaders both inside and 
outside of our industry. I’ll be introducing you to some of them 
and sharing their success secrets. 

So, I’d like to wish you and your families a very healthy, happy 
and peaceful New Year. Thank you for your continued support — 
and hang on, this new ride is about to start! 

I’ve been blessed
to have had the
opportunity to 
work with some 
of the greatest 
business thought 
leaders both inside 
and outside of our 
industry. 
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1Utility vehicle. Kioti Tractor, Wendell, 
North Carolina, is introducing its new 
K9 utility vehicle series with the debut 

of the K9 2400 model. The K9 series 
features contemporary styling, enhanced 
ergonomics and an abundance of storage.

Features include an automotive-style 
dash configuration, tilt steering and 
front and rear independent dual A-arm 
suspensions with constant velocity joint 
guards. Powered by a 24-horsepower, 
three-cylinder, in-line vertical, wa-
ter-cooled Daedong diesel engine capable 
of ground speeds up to 31 mph, it can 
tow up to 1,300 pounds and haul up to 
1,598 pounds.

The UTV’s large, all-metal bed has 
a 1,102-pound capacity and an option-
al hydraulic dump kit. Other standard 
features include a 12.5-inch ground 
clearance, a spray-in bed liner, hydraulic 
power steering, a protection package with 
full-coverage skid plates, a front grill guard 
and front and rear hitch receivers.

Kioti
www.kioti.com 

2Zero-turn rider. Ferris, Milwaukee, has 
debuted its all-new ISX 800 zero-turn 
commercial riding mower. This mower 

features the patent-pending ForeFront 
suspension system, the company’s next 
generation in independent suspension 
technology. 

The system uses four upper and lower 
control rods to ensure the front caster 
bearing remains vertical through the full 
range of travel for a smooth ride, precise 
tracing of the terrain and an improved cut. 

A two-belt iCD cutting system reduces 
the chance of a belt dislodging or rolling 
from the pulley and is covered by a three-
year belt limited warranty. It’s equipped 
with a Hydro-Gear ZT-3400 transaxle. 
Choose between Briggs and Stratton 
commercial series or Kawasaki engines 
and a 52- or 61-inch iCD cutting deck. 
It can mow up to 10 miles per hour and 
features larger front casters and rear tires 
than the IS 700Z. 

Ferris
www.ferrismowers.com

3Battery-powered tools. EGO, Naper-
ville, Illinois, has a new commercial 
series of battery-powered tools for 

lawn care professionals. The tools work off 
the BAX1500 backpack battery system 
that weighs 19.8 pounds without the 
AFH1500 water-resistant harness sold 
separately.

The battery system has a 1568WH 
capacity at 56 volts with 28 amper hours 
with a cycle life of up to 1,200 cycles. A 
retractable carrying handle, LED fuel 
gauge and managed air vents are included 
along with a 12-volt and USB charging 
ports and a wall-mount storage rack. 
Charging takes 420 minutes with the 
included 120-volt charger or 210 minutes 
with the optional CHX5500 120-volt 
rapid-mode charger. 

The STX3800 15-inch string trimmer; 
the LBX6000 600-cubic-feet-per-minute, 
5.9-pound blower; and the 8.5-pound 
HTX6500 25.5-inch hedge trimmer, all 
have brushless motors. 

EGO
www.egopowerplus.com

SUPPLIER IN THE NEWS
Toro announces Super Bowl Sports Turfgrass Training Program winner
The Toro Company, Bloomington, Minnesota, has announced 
this year’s winner of its annual Super Bowl Sports Turfgrass 
Training Program. Wilson Morgan, a student at Auburn Uni-
versity who’s majoring in crop, soil and environmental scienc-
es, was selected to assist the grounds crew in field preparations 
for Super Bowl LIII at Mercedes-Benz Stadium in Atlanta.

In 2003, Toro and the NFL established the program 
which recognizes one student each year who has shown 
exemplary leadership in turfgrass management.

Morgan will work alongside NFL field directors and the 
Super Bowl grounds crew at Mercedes-Benz Stadium on 
turfgrass maintenance, logo painting, field preparation for 
media day, halftime preparation and field cleanup.

“I’m so grateful for this amazing 
opportunity to learn from the best of the 
best and apply what I learn to my future 
career,” Morgan says.

Morgan plans to graduate from Au-
burn University in spring 2020. He is cur-
rently a member of the grounds crew there. He interned with 
the Miami Dolphins grounds crew at Hard Rock Stadium in 
Miami Gardens, Florida, in summer 2018.

Toro says Morgan was selected because of his ambition 
to pursue a career in turfgrass management and the leader-
ship he has shown among the student workers as part of the 
Auburn University grounds crew.

Morgan



Used to be a  
man would travel  
far on his quest  
for knowledge.

Knowledge Network webinars:  
Maximize your time and keep your skills sharp.
1 CEU | $25 Members | $40 Nonmembers 

Water Hammer & Maintaining  
Basic Hydraulics
February 22, 2019, 2-3 p.m. Eastern
Clare Prestwich, PE, CAIS, CID, USDA-NRCS

Pumps in Irrigation
March 29, 2019, 2-3 p.m. Eastern
Rick Arena, CIC, CID, CLIA 
SiteOne Landscape Supply

Water Conservation in Irrigation
April 19, 2019, 2-3 p.m. Eastern
Keith Schweiger, CIC, CID, CIT, CLIA, CLWM 
SiteOne Landscape Supply

Wi-Fi Controllers in Irrigation
May 10, 2019, 2-3 p.m. Eastern
Chris Pine, CIC, CID, CIT, CLIA, CLWM,  
C. Pine Associates Inc.

Soil-Water Relationships & How  
They Relate to Irrigation Scheduling
August 30, 2019, 2-3 p.m. Eastern
Stacia Davis, PhD, EIT, Louisiana State University

Pipes & Fittings in Irrigation
October 11, 2019, 2-3 p.m. Eastern
Kurt Thompson, CGIA, CIC, CID, CIT, CLIA, CLWM 
K. Thompson & Associates

KNOWLEDGE NETWORK

Thanks to these webinars,  
the knowledge comes to you.

Register at 
www.irrigation.org/webinars
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4Top dresser attachment. The ECO 
600T broadcast top dresser attach-
ment from Ecolawn Applicator, 

Sherbrooke, Quebec, is equipped with 
a category two three-point hitch and a 
power take-off drive. This new-genera-
tion attachment makes handling heavier 
products feasible without sacrificing ma-
neuverability or ease of operation. It has 
been designed with a hydraulic flow-gate 
system for low-effort adjustability direct 
from the driver’s seat.

Whether applying compost, sand, soil 
or a custom blend, the unit’s large-capaci-
ty, rear-delivery 22-cubic-foot hopper can 
broadcast bulk material in a 180-degree 
arc up to 22 feet across.

Ecolawn Applicator
www.ecolawnapplicator.com

5Mulch unloader. Mulch Mate, from 
Dawson Manufacturing LLC, Glen 
Burnie, Maryland, is an all-electric, 

zero-emissions, virtually silent machine 
that unloads mulch, river rock or sand 
from a truck directly into a wheelbarrow 
or container 60 to 70 percent faster than 
manual labor. It enables landscape and 
hardscape jobs to be completed 30 to 50 
percent faster, reducing labor costs. 

The unit mounts onto a regular 
landscape truck body. With the press of a 
joystick, it can fill wheelbarrows and con-
tainers in under 3 seconds. The dual-pivot 
hinge allows full access to load or dump 
the bed as usual. 

Its quiet electric motors make it pos-
sible to start earlier or finish later without 
disturbing anyone. A lockable tool basket 
provides safe and convenient access to 
hand tools. Mulch Mate requires a small 
amount of grease and little cleaning, 
according to the company.

Mulch Mate
mulchmateusa.com

6 All-wheel loaders. MultiOne America, 
Springfield, Missouri, introduces the 
new 12 Series all-wheel steer load-

ers with dynamic all-wheel drives, high 
payload capacities, great maneuverability 
and low operating weights, according to 
the company. 

Their undivided chassis is designed 
to prevent shifts in the center of gravity, 
even at full steering angle, allowing for 
no tipping-load loss when the loaders are 
in a steered position. Two steering modes 
(four-wheel and crab) are designed to 
provide maximum maneuverability. 

The loaders are available with standard 
or telescopic booms to add length and 
reach further while enhancing maximum 
tipping height and outreach. Spacious 
cabins and ergonomic controls allow for 
easy operation. Hundreds of dedicated 
attachments are available.

MultiOne
www.multione.us

SUPPLIER IN THE NEWS
Ewing and Hunter team up for irrigation controller recycling program
Two of the biggest names in irrigation, Ewing Irrigation 
and Landscape Supply, Phoenix, and Hunter Industries, San 
Marcos, California, are teaming up to make it easy for people 
to recycle used irrigation controllers.

Ewing says that irrigation controllers are made with recy-
clable materials, but when they’re replaced, older controllers 
usually end up in the trash. Since 2017, Ewing customers 
have recycled thousands of irrigation controllers at Ewing 
stores, totaling more than 11,170 pounds of plastic, metal 
and other materials.

Now Hunter Industries is partnering with Ewing to 
help sponsor the costs to continue this irrigation controller 
recycling program.

Not only does this reduce waste and heavy metals in 

landfills, but it 
provides jobs for 
people with autism 
or other disabilities 
at Blue Star Recy-
clers, a nonprofit 
with several locations in Colorado.

Irrigation controllers collected at Ewing are sent to Blue 
Star Recyclers, where they are disassembled or shredded and 
sorted by material types. The materials are then reused as 
part of the manufacturing process for other products.

Ewing and Hunter say they are proud to be a part of 
this effort to reduce waste in the landscape and irrigation 
industry. 
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Eric Anderson
North Central
eric.anderson@bock-assoc.com
952.905.3206

Jim Dempsey
East and International
jimdempsey@igin.com
440.657.0909

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

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

GROW YOUR BUSINESS
BY ADVERTISING IN
MINI MART

Stay informed between issues.
Our weekly newsletter and product roundup
newsletters deliver the latest industry news and
product information directly to your inbox.
Sign up at: www.igin.com 

Add some sparkle
to your displays!

barcana.com
Lights • Greenery • Electrical Supplies

PLANT • SOIL • ROOT • RHIZOSPHERE

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

T/O PLANT 
HEALTH thru 
Sustainable

BIOlogy!
Call 1.800.687.9551 for a No-Obligation Territory Analysis

www.christmasdecor.net/franchise

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

We help seasonal companies build successful 
holiday decorating businesses.

www.nitetimedecor.com877.552.4242

With NTD you receive:
PRODUCT • EDUCATION • SUPPORT 
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BUSINESS FOR SALE

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

PRODUCTS

Visit www.igin.com today!

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

Average Gross Sales
(after year 3)

$214,226
Average New

Residential Sale

$1,577
Average Net Profit

38%
Average Closing Rate

52%
Average Daily

Production
(3-man crew)

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

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

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

www.christmasdecor.net/franchise

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

**FOR SALE**

Long established landscaping maintenance
business located in North San Luis Obispo

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

Company has trucks, equipment, and employees  

Call/text Scott (805) 878-3023 for more info.

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

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

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

H2-B WORK VISA
INSURANCE

BUSINESS SOLUTIONS



www.igin.com                 January 2019   Irrigation & Green Industry          57

CLASSIFIEDS • •

HELP WANTED

AD INDEX • •

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

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

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

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

Jim Dempsey
East and International
jimdempsey@igin.com
440.657.0909

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

Alan Scott
West Coast and Mountain
alanscott@igin.com
703.559.0532
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$2.75
Average price of a
gallon of gasoline 
predicted in the
U.S. in 2019.
(Source: U.S. Energy Information Administration.)

What’s in store this winter?
Wetter-than-average conditions are favored across the southern tier of the U.S. and up into the 
Mid-Atlantic. Northern Florida and southern Georgia have the greatest odds for above-average 
precipitation this winter.

Drier-than-average conditions are most likely in parts of the northern Rockies and Northern 
Plains, as well as in the Great Lakes and northern Ohio Valley.  Drought conditions are likely to 
persist across portions of the Southwest, Southern California and the central Great Basin.

Warmer-than-normal conditions are anticipated across much of the northern and western U.S., 
with the greatest likelihood in Alaska and from the Pacific Northwest to the Northern Plains. 
No part of the U.S. is favored to have below-average temperatures. 

What’s your business resolution?

CUTE, BUT NOT INNOCENT
Winter brings food scarcity for animals, which 
makes home landscapes a target for rodents. The 
most effective way to prevent 
bunnies from debarking trees 
and shrubs is to place chick-
en wire or hardware cloth 
fencing around vulnerable 
plants. The fencing material 
needs to be high enough so 
the thumpers won’t be able 
to climb or reach over the 
fence after a heavy snow. 

FEBRUARY 2-7
Golf Industry Show,

San Diego,
www.golfindustry 

show.com 

FEBRUARY 5-8
ProGreen Expo,

Denver,
www.progreenexpo.com 

FEBRUARY 6-7
Landscape  

Industry Show,
Ontario, California,

www.clca.org

FEBRUARY 11-15
TCIA Winter Manage-

ment Conference,
Frigate Bay, St. Kitts, 

West Indies,
www.tcia.org 

FEBRUARY 18-20
Turfgrass Producers 

International Education 
Conference, Charlotte, 

North Carolina,
www.turfgrasssod.org ©
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(Source: NOAA) 

Don’t just make a personal resolution for the new year. Why not make 
one for your business? We found some ideas for you to get your busi-
ness in shape in 2019, courtesy of The Balance Small Business.
• Learn to delegate and do more of it. If you’re overwhelmed 

with your workload, it’s time to grow your team and bring in 
others to help so you can focus on what’s important. 

• Make business planning a weekly event. Don’t make 
planning a once a year occasion. Set time aside each week to 
review and adjust your company’s direction and goals.

• Take steps to improve your digital presence. Create a marketing plan or 
hire a marketing expert to help regularly and consistently promote your 
business online. 

• Learn something new. Attend an industry event or join a professional 
organization. Talking to other industry peers will help spark new ideas and 
reignite passion for your business. 

• Give back to your community. Being generous not only aids others but 
helps your company develop a positive image, too. Consider being a mentor, 
volunteering or donating your time and services.

• Put time for yourself on your calendar. All work and no play is a recipe for 
mental and physical exhaustion. Invest in yourself and find a way to recharge 
outside of work.

Visit www.thebalancesmb.com for more resolution ideas.



Follow us on social media:

800.343.9464 | EwingIrrigation.com

Get Smart and Save Water
Ewing has the latest smart irrigation products, expert advice, classes 
and videos, so you can get smarter and save water on every install.  

 • Use less water and get greener results.
 • Do something that’s better for you, your customers 
and your community.

 • Go to Ewing for smart irrigation solutions.

Irrigate Smarter
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