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

JULY 2019

®

Are you follo
wing th

ese six employee 

retentio
n tip

s? Turn to
 page 28. 

A career dedicated to landscape design, p. 20

Make safety a part of company culture, p. 34

Outdoor living becomes outdoor playing, p. 40

INSIDE+

Smart irrigation is 
becoming more critical 
to keep landscapes 
healthy in areas with 
high drought and 
wildfire risk.

IrrIgatIon
to the rescue



HYDRORAIN.COM

Smart controller 
management is taken to 

the next level with the 
B-hyve Pro dashboard and 

our HRC 400 series 
controllers; while the 

push-fit technology in our 
manifolds, valves, and 

fittings reduces installation 
time by over 50%.

SMARTER
& FASTER

MANAGEMENT & INSTALLATION



CONTENTS • •

www.igin.com                June 2019    Irrigation & Green Industry          3

In this issue
From the Editor .......................... 4

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

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

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

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

Associations in Action ............ 44

Product Spotlight ..................... 45

Ad Index ................................... 48

Classifieds ................................ 49

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

Stay up to date
Discover the latest industry news,  
only at www.igin.com.  

• • CONTENTS

Cover Story: Irrigation to the rescue
Smart irrigation is becoming more critical to keep landscapes healthy in areas 
with high drought and wildfire risk.

Close-up Profile: Andy Bowden
His dedication to design work has led him to many large landscape  
development projects over a four-decade career, and he’s still going. 

Finders keepers: How to retain great employees
These six tips for employee retention will help keep those valued employees 
sticking around before it’s too late. 

Waging the war on weeds
Weed prevention can seem like a losing battle, but with the right tools and 
strategies, we can increase our odds against these nasty little invaders. 

Creating a culture of safety
Break down the key roles and steps you need to take to make safety a part of 
your company culture.

A myth about valve circuits
Learn how to read those circuit testers and accurately  
detect electrical problems. Hint: You may have been  
interpreting them all wrong.

Home court advantage
Outdoor living spaces are gaining a whole  
new dimension with the addition of game  
courts where family and friends  
can slam-dunk together.

Cr
ea

tin
g a 

 

cu
ltu

re
 o

f 
sa

fe
ty

Sa
fe

ty
 Tr

ain
ing

he
ar

ing
  

pr
ote

ctio
n

Ha
nd

  

sa
fe

ty

re
fl

ec
tiv

e 

clo
th

ing

Ey
e 

 

pr
ote

ctio
n

dr
op-

off
 

ha
za

rd
s

14

20

28

30

34

38

40

Features

July 2019 | Volume 23 | Issue 7

        
3420                  

ON THE COVER

14

®

Beat the biters at their own game.

page 46



SMITH-ELY
KRISTIN

The business magazine for landscape, 
irrigation and maintenance contractors

Irrigation & Green Industry is published 
monthly by the:
Irrigation Association
8280 Willow Oaks Corporate Drive
Suite 400
Fairfax, Virginia 22031
T: 703.536.7080 • F: 703.536.7019

Publisher
Deborah Hamlin

Associate Publisher
Trisha Klaus

Editor-in-Chief
Kristin Smith-Ely
330.554.0357
kristinsmithely@igin.com

Senior Editor
Mary Elizabeth Williams-Villano
maryvillano@igin.com

Digital Content Editor
Sarah Bunyea
sarahbunyea@igin.com

Senior Account Manager
Alan Scott – East and West
310.593.1928
alanscott@igin.com

National Sales Representative
Eric Anderson – North Central
952.905.3206 
eric.anderson@bock-assoc.com

National Sales Representative
Tom Schoen – South Central
952.905.3214
tom.schoen@bock-assoc.com

Creative
Sean Burris
Abby Miller

Audience Marketing and 
Data Analytics Director
Mary Leiphart

Database Manager
Ellen Turner

Database Coordinator
Andreina Orozco-Rodriguez

Founder
Denne Goldstein

Irrigation & Green Industry (ISSN 1521-
7620) is published monthly by the Irriga-
tion Association, 8280 Willow Oaks Cor-
porate Drive, Suite 400, Fairfax, Virginia 
22031. Subscription rates: One year: $55; 
Two years: $80; One year surface mail for-
eign: $95; Single copy: $8. To subscribe, 
call 703.536.7080, fax to  703.536.7019 or 
email billing@igin.com. Copyright 2019. All 
rights reserved. No part of this publication 
may be produced or transmitted in any 
form or by any means, electronic or me-
chanical, including photocopy, recording, 
of any information storage and retrieval 
system, without permission in writing 
from the publisher. Periodicals postage 
paid at Fairfax, Virginia, and additional 
mailing offices. Postmaster: Send address 
changes to: Irrigation & Green Industry, 
8280 Willow Oaks Corporate Drive, Suite 
400, Fairfax, VA 22031.

4            Irrigation & Green Industry     July 2019 www.igin.com

Facebook
@iginmagazine

Twitter
@iginmagazine

LinkedIn
Irrigation & Green Industry

®

Instagram
@iginmagazine

A long way to go

I hear it all the time from irrigation contrac-
tors all over the country: “People tend to 
overwater.” Even with all the certified irri-
gation specialists out there and all the edu-
cational tools that are available about how 
to irrigate responsibly, the message is still 
not getting through to everyone. 
It’s a tough position to be in. You want to  

keep your clients’ grass looking green; they 
expect it. But how much water is too much? 
And then there are the homeowners who de-
cide to water their own lawns and just don’t 
know any better. 

You can start by planting an appropriate 
grass for the climate and soil in your area. 
More drought-tolerant varieties are coming 
out every day. Smart irrigation controllers will 
also take the guesswork out. 

More watering restrictions are taking af-
fect across the country, so learning how to 
keep things green with less water is becoming 
more of a necessity. 

Many municipalities have begun offer-
ing free water audits in an effort to educate 
property owners, but there’s still a long way 
to go. People continue to use much more wa-
ter than is necessary to keep their lawns and 

landscapes healthy and thriving. How can we 
change this thinking?

It starts with you, the expert. July is Smart 
Irrigation Month, and there’s no better time 
to get the word out about the efforts you’re 
making to help your clients understand the 
importance of efficient water use. It will go a 
long way toward building your reputation as 
a responsible irrigation provider and will also 
inspire other homeowners and service provid-
ers to do the same. 

We all need water for drinking, cooking, 
showering and recreation, and we all want to 
enjoy pretty landscapes as well. 

I wonder if the day will ever come when 
we’re no longer bombarded with stories about 
colleges, corporations and communities im-
plementing smart irrigation practices because 
it will just be the norm. We’ll simply call it 
“irrigation.”

As a contractor, it’s important to keep up 
with the latest irrigation technologies. Not 
only will your clients appreciate the savings 
such technology will provide them over the 
long run, but you’ll be ensuring that future 
generations will be able to enjoy the beauty 
that irrigation helps create.  

 July is Smart Irrigation 
Month, and there’s no better 
time to get the word out 
about the efforts you’re 
making to help your clients 
understand the importance 
of efficient water use.



Weekend warriors know the difference between lawn mowers that make 
child’s play out of yard work and those that are mere toys. They trust the 
equipment backed by a reliable Honda Engine. That’s because Honda 
GCV160 engines pack power, legendary performance and quiet 
operation into a lighter weight that increases fuel efficiency, and user 
satisfaction. Go with the engine that tells your customers they’re getting 
the very best — Honda Engines.

Learn more at  
engines.honda.com

 For optimum performance and safety, please read the owner’s manual before operating your Honda Power Equipment. © 2019 American Honda Motor Co., Inc.

Without a 

your customers see this:

Honda  
Engine,
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BrightView acquires FirstService Residential companies in  
Florida and Arizona

Investors Corner
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Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

Briggs & Stratton Corp.
(NYSE: BGG)

BrightView Holdings Inc.
(NYSE: BV)

 Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de Nemours Inc. 
(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Franklin Electric Co. Inc. 
(NASDAQ: FELE) 

Koninkijke Philips NV
(PHG) 

Pool Corp.
(NASDAQ : POOL) 

Scotts Co., The 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro Company
(NYSE: TTC) 

Watts Water Technologies
(NYSE: WTS)

STOCK
UPDATE

    Last trade (6-14-19)  52-week low  52-week high; Source: Bloomberg.com

BrightView Holdings Inc., Plymouth 
Meeting, Pennsylvania, announced the ac-
quisition of Luke’s Landscaping Inc. and 
Desert Classic Landscaping. Both were 
previously owned and operated by First-
Service Residential, a FirstService Corp.  
subsidiary. The terms of the transaction 
were not disclosed.

Both Luke’s and Desert Classic are 
leading, single-source, year-round land-
scape service providers, offering a full suite 
of commercial landscaping solutions, in-
cluding grounds management, landscape 
enhancement, irrigation, spray and arbor 
care services.

Luke’s was founded more than 40 years 
ago and currently operates two branches in 
South Florida with nearly 250 employees, 

serving customers between Coral Springs 
and Miami.

Desert Classic was established in 2002 
and currently operates two branches with 
more than 250 employees serving custom-
ers across the entire valley area of Phoenix. 
“We are pleased to be strengthening our 
presence in two important evergreen mar-
kets: South Florida and Phoenix. I’d like to 
welcome the nearly 500 talented employ-
ees, and the customers they serve across 
both markets, to the BrightView family,” 
says Andrew Masterman, BrightView 
president and CEO.

He adds, “Halfway through our third 
fiscal quarter, we are well-positioned to 
achieve our fiscal 2019 target for realized 
acquired revenue as well as our baseline target 
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Our ECO Series family of PVC products lets you 
and your crew breathe a little easier on every 
job. For confidence in every joint you install, 
choose the brand you trust. ECO Series from 
Weld-On. Now with lower emissions.

•  Superior joint strength

•  Fast setting

•    30% lower solvent  
emissions

•  Less odorous fumes

•    Improved working  
environment

The ECO Series from Weld-On: 
Your trusted choice. 
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The University of Nebraska at Kearney is using robotic lawn mowers in a new pilot project 
launched by its facilities management and planning department.

Nicknamed “Snips” and “Chopper,” the pair of robotic mowers quietly do their job, day or 
night, without much supervision, says the university.

According to assistant director Michael Cremers, the goal of using these mowers is to 
increase efficiency and flexibility within the department and reduce the university’s annual 
landscaping expenses.

UNK says it has seven full-time grounds 
services employees who handle the mowing, 
trimming, weeding and other tasks needed to 
keep a 150-acre area maintained and pictur-
esque. UNK says that mowing alone can con-
sume 120 man-hours a week.

Grounds Supervisor Dick Wardyn says if 
anything happens to the mower, it communi-
cates that to the department via a smartphone 
app. The app is used to view the mower’s 
progress and battery level, as well as adjust its 
schedule.

UNK’s facilities management staff says it 
will evaluate the pilot project in the fall before 
deciding whether to add more robotic mowers 
on campus.

• • GREEN BUSINESS BRIEF

 QUICK
 TAKES
Gas-powered leaf blower 
ban begins
The city of Palm Springs, Cali-
fornia’s ban on gas-powered leaf 
blowers began June 1. 

According to local reports, 
many local landscapers, particu-
larly Spanish-speaking ones, say 
that they were not a part of the 
decision and are concerned how 
the ban will impact business.

The city will first issue warn-
ings before issuing citations to 
landscape companies found to be 
violating the ban.

Landscape contractor 
dies when spark ignites 
gas fumes
A landscape contractor in Mary-
land died when the landscape 
trailer he was in caught fire.

George Louis Kelley, 57, owner 
of GK Enterprise Landscape Co., 
Owings Mills, had been cutting a 
client’s grass in Reisterstown when 
witnesses reported seeing him en-
ter the trailer just before it erupted 
into flames.

Kelley was attempting to 
connect a 100-gallon gasoline tank 
pump to the lawn mower when a 
spark ignited the fuel’s vapors.

Arizona veteran gets 
backyard makeover
A veteran in Gilbert, Arizona, 
who suffered a life-changing com-
bat injury received an unexpected 
gift from local businesses.

Holly Katke was shot in the 
back of the head by a sniper 
during a combat mission in Iraq 
in 2010. She was left paralyzed on 
the right side and legally blind.

The White Heart Foundation, 
Sunburst Landscaping, and Above 
and Beyond Pool Remodeling 
partnered to give Katke a remod-
eled backyard and brand new 
swimming pool.

Irrigation

Texas A&M designs and patents irrigation runoff mitigation system
Texas A&M AgriLife faculty have designed and patented an irrigation runoff mitigation 
system, according to an article on www.newswise.com.

The system was developed by an interdisciplinary team of engineers, irrigation researchers 
and turfgrass experts who have spent the past two years designing a solution to conserve 
strained water supplies in municipal landscapes.

Leading the invention were Dr. Ben Wherley, Texas A&M AgriLife Research turfgrass 
ecologist, and Dr. Jorge Alvarado, Texas A&M University department of engineering tech-
nology and industrial distribution professor, both in College Station, Texas.

The team’s objective was to design a reliable, durable and low-cost landscape irrigation 
runoff mitigation system, or LIRMS, that could minimize irrigation runoff losses from resi-
dential or commercial landscapes.

Wherley said that in a series of tests comparing LIRMS-controlled irrigation versus in-
dustry standard irrigation practices, the LIRMS was able to reduce landscape runoff by up to 
50% during a typical 1-inch irrigation event.

LIRMS detects and responds to the early stages of runoff, pausing irrigation and gener-
ating an automated cycle soaking through the duration of the allotted run period, mitigating 

significant runoff fluxes.
The system is composed of a sensor as well as a control-

ler, which can be installed when a new irrigation system is 
installed or as an add-on to an existing irrigation system.

The team says there is still room for improvement in the 
system, and their future efforts will seek to improve effi-
ciency of the system.

According to Wherley, the devices they’ve developed 
are simply prototypes since no company has licensed the 
technology yet. He says their patent covers any type of sys-
tem that controls irrigation in response to detected runoff.

Maintenance

University uses robotic lawn mowers in pilot project
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Landscape

Landscaping company agrees to pay $500K in unpaid overtime
The New Jersey Department of Labor and Workforce Development’s Division 
of Wage and Hour Compliance recouped more than half a million dollars in 
unpaid overtime for employees after a six month investigation determined Ful-
lerton Grounds Maintenance of Kenvil, New Jersey, failed to pay legally required 
overtime.

The investigation revealed that workers had not been paid $529,898.12, col-
lectively, in overtime for time worked over 40 hours per week. Additionally, the 
landscaping company was found to have made illegal deductions for uniforms 
and other items not permitted by the New Jersey Wage Payment Law.

“We are not allowing any business to get away with this type of egregious 
wage theft,” says Labor Commissioner Robert Asaro-Angelo. “Our state is a bet-
ter place to live and work when the field is level and all employers play by the 
same set of rules.”

The employer fully cooperated with the investigation and agreed to perform 
a self-audit to calculate the amounts owed to the 362 employees who had been 
paid improperly. In addition to the overtime back pay, Fullerton Grounds Main-
tenance agreed to pay $40,150.38 in improper deductions and $57,004.85 in 

administrative fees, plus $20,000 in penalties to NJDOL, which had 
to be paid by June 30.

“We appreciate how this employer worked with our 
department to rectify this situation 

and encourage all businesses to 
see it in their best interest to do 
all they can to comply with the 
laws of our state,” says Joseph 
Petrecca, assistant commission-
er, Division of Wage and Hour 
Compliance.

Landscape

Green Industry Hall of Fame honors 2019 inductees
The 2019 Green Industry Achievers were honored 
May 4 during a special event at The Proud Bird Event 
Center in Los Angeles. The honor is bestowed on indi-
viduals who have made a significant impact or positive 
influence that assures the future of the green industry 
in the lives of generations to come. The following are 
the 2019 honorees, who are now part of the Green In-
dustry Hall of Fame: 

• Tom Donnelly, president, BrightView Landscape 
Development

• Rose Epperson, an Orange County, Califor-
nia-based arborist

• Stephanie Landregan, director, University of Cali-
fornia, Los Angeles architecture program

• David House, retiring president and CEO, Village 
Nurseries, Orange, California

• Robert Starr, strategic technologies for The Toro 
Company, Bloomington, Minnesota

• Steve Hazzard, founder Organic Control Inc., Car-
son, California

• Andy Bowden, principal, Land Concern, Santa 
Ana, California

• The late Tom House, former president/CEO and 
managing general partner, Village Nurseries 

More information on the event and the winners is available at 
www.greenindustryhalloffame.org. 

Sustainability

ASLA headquarters receives LEED Platinum certification
Members of the American Society of Land-
scape Architects can be proud that their 
association’s newly renovated headquarters 
lives up to their profession’s highest aspi-
rations. The ASLA Center for Landscape 
Architecture in Washington, D.C., has 
been officially awarded Leadership in En-
ergy and Environmental Design Platinum 
certification.

Mahesh Ramanujam, CEO of the U.S. 
Green Building Council, presented the cer-
tification to ASLA President Shawn T. Kel-
ly, FASLA, and ASLA CEO and Executive 
Vice President Nancy Somerville, Hon. 
ASLA, during a reception for the ASLA 
Board of Trustees and Chapter Presidents 
Council.

“ASLA has been a valued partner of 
USGBC’s in promoting the power of green 
infrastructure and its ability to impact the 
lives of people and communities,” says Ra-
manujam. “Achieving LEED Platinum cer-
tification for their renovated headquarters 

in Washington, D.C., is another sign of 
ASLA’s commitment to creating sustain-
able spaces that prioritize the health and 
well-being of people. Its leadership in the 
development of the SITES certification 
system and its dedication to healthy, sus-
tainable landscapes are vital to promoting a 
better quality of life for us all.”

The ASLA Center for Landscape Ar-
chitecture is a showcase for sustainable 
design excellence. The 12,600-square-foot 
headquarters, located in the historic Chi-
natown district of Washington, D.C., was 
built in 1995 and completely renovated in 
2016 with a focus on maximizing energy 
efficiency, occupant health and comfort and 
sustainable design. ASLA worked with the 
Gensler architecture firm and the Oehme 
van Sweden landscape architecture firm to 
build a new center that embodies the mis-
sion, vision and values of the society.

The renovation also incorporated a water 
harvesting system to collect stormwater for 

reuse by the irrigation system. That system 
has multiple flow meters and sensors to 
monitor not only the stormwater collection 
volume but also the amount of water ap-
plied to irrigation. Any excess water flowing 
off the building’s green roof is captured in a 
ground-floor, 700-gallon cistern and is used 
to irrigate both the green roof and the new 
outdoor patio space filled with native plants 
and green walls.

From left to right: ASLA President Shawn T. Kelly, FASLA; 
ASLA CEO and Executive Vice President Nancy Somer-
ville, Hon. ASLA and Mahesh Ramanujam, CEO of the U.S. 
Green Building Council

www.igin.com
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Gary Horton, MBA, is CEO of Landscape Development Inc., a green industry leader for over 35 years with offices 
throughout California and Nevada. He can be reached at ghorton@landscapedevelopment.com.
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By Gary HOrTOn

What would 
Don Mario do?

M
y company, Landscape Development 
Inc., has some 1,100 employees con-
stantly on the move up and down 
two states. In addition, there are 
some 350 vehicles spread out over a 

dozen locations. That’s a lot of ducks to keep in a row.
I’m often asked, “How do you hold it all together? 

How do you get your employees to keep doing the 
right thing, day after day, especially when the unex-
pected arises? It can’t all just be based on rules.”

The answer to that lies in our company culture. 
Years ago, we realized that the key to our longevity 
and success would come from building and main-
taining an uplifting and fully adopted culture, that it 
would become the backbone of our strength, resilien-
cy and reputation over the long haul. 

A healthy and supportive company culture is 
the grease that reduces friction and distractions and 
keeps things moving smoothly. Indeed, a company’s 
culture can become a kind of shorthand that will 
help employees do the right thing in even the most 
challenging situations. People generally do the right 
thing when they have the right motivators in mind.

A good company culture starts with agreed- 
upon values. You should be able to make a list of 
the ones that are most important to your company. 
For us, they’re safety, honesty, kindness, fair dealing, 
working hard, a super customer focus, to keep grow-
ing personally and as a company, artistry, excellence 
in execution, respect for one another, diversity in our 
workplace and support for our employees.

These values and the behaviors they drive is what 
makes up our culture at Landscape Development 
Inc. We expect all of our people to reflect and live 
this culture in all places at all times with everyone we 
deal with. It defines us and provides our clients with 
a unique and well-appreciated customer experience. 

To establish a great company culture, you need 
to get buy-in from your employees. It starts with 
hiring the right people. Use your values list as the 
first filter through which any candidate must pass. 
Values are hard to instill, so try to hire people whose 
personalities already reflect the behavior you want 

Remember, 
simply setting 
down a bunch 
of rules isn’t 
enough to create 
greatness.

displayed on your job sites and in your offices. Hiring 
the right people right from the very start makes ev-
erything easier when things get tough.

Having hired right, make sure your new-hire 
orientation process teaches your people exact-
ly what ethics and behaviors are expected at your 
company. Take your time and be specific, leaving no 
room for vagueness about important principles.

We’ve been creative in this regard, having written 
a short story that we require every new employee to 
read and know. It’s about a young man named Don 
Mario who came to America, worked his way up, 
and over time became the head supervisor for a large 
landscape company. 

Along his journey, Don Mario learns important 
life lessons about what brings success, friendship, re-
spect, safety, happiness and progress. Reading about 
Don Mario educates and motivates our employees 
and creates an emotional attachment to his persona. 
This insightful and moving story has been a deeply 
effective conduit for communicating our company’s 
values to our employees. Everyone in our company 
knows Don Mario; we all “get” the Don Mario spirit. 

He is the symbol of our company’s values. When 
the unexpected arises, we ask ourselves, “What 
would Don Mario do?” This helps us solve problems 
and decide how to act when they come up. This at-
titude has defused an uncountable number of situa-
tions, heading them off before they turned into much 
bigger conflicts. 

Who do you want to be in your company? We’ve 
taken our company culture and wrapped it into a be-
loved character with a story that creates a common 
understanding among all our employees. Remember, 
simply setting down a bunch of rules isn’t enough to 
create greatness. It takes a shared, well-exemplified 
company culture to produce consistency, success and 
a great experience for both clients and employees. 

Whoever or whatever symbolizes your company’s 
culture, make sure your people know what it is and 
that they reflect the values it represents down to their 
marrow. If you do that, you’ll bring both sanity and 
success to your business. 



“WHY? BECAUSE PEOPLE 
LOVE BEAUTIFUL LAWNS.”

 — PAULITA, CSO AND MANAGING PARTNER, PRESCRIPTION LANDSCAPE

Behind every gorgeous lawn is a committed landscaper. Satisfying 
customers. It starts with an engine that can handle all the tough stuff.  

An engine that keeps you up and running, handling the heat, powering 
through the day. A machine you can trust. That’s a thing of beauty. 

WWW.KAWASAKIENGINESUSA.COM
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NIGHT LIGHTING

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

Make a summer splash  
with tropical lighting

A
loha! Summer is a great time to explore 
lighting for a tiki- or tropical-themed 
landscape. After visiting Hawaii or oth-
er tropical locations, many people return 
stateside gripped by the desire to create 

their very own tropical paradise at home. Island-style 
landscaping, often topped off by a tiki bar, has become 
quite popular over the last 20 years. 

A client with that kind of backyard motif needs 
the right kind of lighting to enhance it. Although the 
mechanics of such a lighting system remain the same, 
the effects are quite different. The goal is to make the 
lighting as creative and fun as the landscape it’s en-
hancing. So how exactly do we create a tropical mood 
via outdoor lighting? There are several ways.

An artificial sunset. A background sunset effect 
can be produced using a mixture of amber, red and 
2200K lights. More color effects can be achieved with 
colored glass or dichroic lenses. When shining a white 
light through a colored lens, it may be necessary to use 
a higher wattage lamp to let light pass through. 

Colored LED lamps can be used as well. Placing 
colored lights behind plant material and projecting 
their silhouettes onto back walls creates a dramatic 
effect, one that can be seen in many tropical-themed 
movies.

The “rippling water” effect. You may have al-
ready created a rippling water effect by shining a light 
through a waterfall; it’s very easy to do. But what if 
you don’t have a water feature to work with? Don’t 
worry — it can still be done. 

Several years ago, an MR11 fixture came out con-
sisting of a liquid-filled glass lens attached to a 12-volt 
minipump that made the liquid inside the lens move, 
creating a beautiful ripple effect as the light shone 
through it. 

Although this fixture is no longer available, the 
same effect can be accomplished using a rotating pro-
jector. The rippling water image projected onto the 
side wall of a yard is even better when combined with 
the sunset effect in the background.

Tiki totems. Like any statuary, tiki totems are very 
dramatic when illuminated. Most are carved from 
palm or hardwood, but some are cast in concrete or 
resin. Wooden tikis can be lit with warm colors like 
red and amber or 2200K to 2700K white bulbs. 

Concrete and resin tikis come in a variety of 
heights and colors. The light source and beam angle 
you use to illuminate them will depend on their view-
ing position and color.

Colored globes. You almost can’t picture a tiki bar 
without illuminated, colored, netted glass floats. If you 
can’t find the genuine ones, you can simulate them 
by using round, clear lamppost globes and basketball 
hoop netting. Wire them up with swag light kits from 
a home improvement or electrical supply store. 

String lights. Bistro string lights with multi- 
colored LED lamps also create a festive tropical effect. 
Inexpensive light strings with blow-molded plastic 
tiki, flamingo or lantern covers can be incorporated 
as well. One caution: Plastic string lights should be 
used under cover, out of direct sunlight, as they tend 
to degrade from ultraviolet exposure.

 
Garden torches. Tiki torches are a staple part of  
the island style. A classic one produces flames and 
comes equipped with an oil reservoir, cap and wick, 
but several manufacturers make electric types with 
12-volt sockets and lamps under shades. They’ll pro-
vide a down light and flame effect without burning 
flammable liquids. To further enhance the illusion of  
flames flickering on the ground, use amber lamps. 

Several manufacturers have released omni- 
directional electric-flame effect LED lamps. I’ve seen 
the 12-volt version used in hanging lanterns and path 
light fixtures. Installed behind frosted or opalescent 
lenses, they produce dancing flames and the romantic 
illusion of real candlelight. 

For more on tiki style and culture, I recommend 
“The Book of Tiki” or “Tiki Style” by Sven Kirsten. I 
wish you all a wonderful summer. Mahalo. 

Bistro string 
lights with 
multicolored 
LED lamps 
will also create 
a festive tropical 
effect.
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By Kristin Smith-Ely

Smart irrigation is 
becoming more critical 
to keep landscapes 
healthy in areas with 
high drought and 
wildfire risk.

IrrIgatIon
to therescue

COVER STORY
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We all remember the news reports 
of the devastating wildfires that 
ravaged California last year. Some 
people lost everything, their homes 
and everything in them, as the fires 

ripped through. Those were the lucky ones; many 
others lost their lives. 

Sadly, it seems that infernos like these are becom-
ing more frequent. As sizzling summer temperatures 
settle in across the country, many are wondering if 
this year will prove just as devastating. 

For homeowners it can be scary enough just get-
ting themselves and their loved ones to safety — the 
last thing they’re probably thinking about is whether 
their landscapes are going to survive. But in Novem-
ber 2018, during the Woolsey Fire that burned near-
ly 97,000 acres in Los Angeles and Ventura counties, 
one irrigation technician had customers on his mind. 

SiteOne Landscape Supply LLC Technician T.J. 
Raden services customers in Central and Southern 
California. He estimates he has access to some 2,000 
irrigation controllers and helps facilitate repairs on 
them. One of these systems is located on a private 
residence in Malibu. The 10-acre property near the 
Pacific Coast Highway has 98 irrigation stations wa-
tering trees, tropical plants, an orchard and a vege-
table garden. As the Woolsey Fire encroached ever 
closer to the property, Raden sprang into action. 

“When all of this first started, I actually couldn’t 
get a hold of the customer. So I just went ahead and 
used the mobile app to start a manual cycle and de-
cided, ‘let’s just put some water down and see what 
happens,’” he said.

A couple of hours later, the owners called back 
saying they were in agreement with Raden’s strategy. 
He tried to restart the program but the property had 
lost power. “In the event of no power the controllers 
no longer work, so at that point I said, ‘I know if I 
write a schedule and a program, that program will 
automatically resume when the power is restored.’ 
The manual irrigation won’t start but the automatic 
program will, so that’s how we were able to get by.”

Within the first hour he had a program written 
that would run the 12 sprinklers that water the hill-
side. Not only do the sprinklers keep it watered, they 
serve as fire sprinklers. “It’s essentially a combination 
of impact sprinklers on risers that water the hillside 
and keep it green. Well, you can also use them to 
keep the hillside extra, extra green,” Raden says. 

He set up the 12 valves to run 5 minutes apiece. 
He also set a 60-minute soak time for each valve. Es-

sentially the program would run one of the valves at 
every minute of the day as long as there was power. 

“If power went out, we would lose all water, but as 
soon as power came back on, we would automatically 
resume,” Raden says.

The irrigation controller and mobile app he was 
using, WeatherTRAK ET Pro3 from Petaluma, Cal-
ifornia-based HydroPoint, allowed him to view a live 
snapshot of what was going on at the property. As 
the fire grew closer, Raden was able to see how much 
water was flowing. He determined he could run a 
program and do a manual watering simultaneously. 
“At that point I was able to put double the amount 
of water down and still not max out the main line,” 
he says.

The Woolsey Fire burned for a 
good week and a half before it was 
finally suppressed. It followed an 
erratic path, coming within a half-
mile of the house but never making 
it all the way. 

It’s hard to say how that wa-
tering would have fared if the 
flames did reach the property, but, 
“We had no embers jump, no spot 
fires, so I consider that a win in my 
book,” says Raden. Needless to say, 
the homeowners were quite thank-
ful for Raden’s ingenuity. 

a groWIng need
Sean Penn, HydroPoint’s vice president of product 
management, commends Raden for his efforts that 
day. Although smart irrigation controllers are not 
specifically designed to prevent fires, they do create 
a healthy landscape that is more resistant to them.

“HydroPoint has been focusing on water savings 
for 17 years but that’s always balanced with making 
sure that an irrigated landscape is well-maintained, 
that you don’t have zones that are too dry,” he says. 
“You want to get enough water down to keep the 
plants healthy and to keep the ground at the water 
level it needs to be to prevent damage to the plants, 
which also helps with fire prevention. It’s just making 
sure that plants will be healthy by applying the right 
amount of water at the right time.” 

For any homeowner or commercial property 
owner thinking about creating a fire-conscious- 
landscape, Penn advises keeping it well maintained 
with built-in breaks and defensible perimeters. 

A large smoke plume from 
the Woolsey Fire encroaches 
on Malibu Nov. 9, 2018, as 
residents evacuate. 
Cyclonebiskit | Wikimedia Commons

It benefits [irrigation contractors] to understand the opportunities 
that smart controllers and high efficiency systems provide from a 
water savings standpoint, as well as their other potential benefits, 
such as the reduced risk of fire.” 

— Steve Counter, SiteOne Landscape Supply
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While he doesn’t endorse one type of landscape over 
another, he says a lush landscape likely has more 
success surviving a fire event than a xeriscape would, 
though xeriscaping is important as droughts become 
more frequent. When xeriscaping, defensible pe-
rimeters become even more important as do flame- 
resistant plants and shrubs.

Keeping plants watered as a fire prevention strat-
egy is a pretty straightforward concept. “It’s a simple 
fact that a living tree burns slower than a dead tree 
will,” Raden says. 

Steve Counter, vice president of category man-
agement at SiteOne agrees, saying, “Irrigated land-
scapes, including turfgrass and trees, provide a 
cooling effect by reducing the surrounding air tem-
perature, providing shade and minimizing dust.” 

And there’s other benefits. “They also have a pos-
itive impact on property values and overall aesthetics. 
An irrigated landscape can also provide a mini wild-
life refuge for birds and other animals,” he adds.

To ensure that all parts of a landscape are getting 
the water they need, many smart irrigation control-
lers, including HydroPoint’s, have the ability to send 
alerts that keep users informed about what is hap-
pening on their properties. 

“If you get a flow or electrical alert, it means 
something is wrong with the station, such as a bad 
wire or broken head, so the zone may not be receiv-
ing proper irrigation,” says Penn. 

Associated apps and web portals allow technicians 
and customers access to their systems from anywhere 
to address issues as soon as they arise. “That remote 
management aspect is what keeps those properties 
well-maintained and also gives you the fire preven-
tion element for your landscape,” he adds.

drought-defyIng and responsIble
If it wasn’t for drought and dry conditions, wildfires 
like the Woolsey blaze would not have become huge, 

out-of-control disasters. As dry, droughty conditions 
can pop up anywhere in the country at any time, ir-
rigation customers are wanting to make sure they’re 
irrigating not just responsibly but adequately. 

“It’s all dependent on the weather,” says Count-
er. “Four years ago, Texas went through a severe 
drought and there was a lot of interest [in smart 
irrigation] there. Before that it was the Southeast 
— and then there was California two years ago. It’s 
so dependent on what that regional weather pattern 
is, but we know there are markets like the South-
west that are always drier than other areas like the 
Southeast.”

Because no one knows for certain when or where 
the next drought will hit, Counter advises all irriga-
tion contractors to be prepared. “It benefits them to 
understand the opportunities that smart controllers 
and high-efficiency systems provide from a water- 
savings standpoint, as well as their other potential 
benefits, such as the reduced risk of fire.”

But the main driver for smart irrigation control-
lers is savings. “If you can show homeowners that 
there is a savings associated with having a high- 
efficiency system, it will be an easy sell,” says Counter.

You can even show homeowners the exact 
amount of water they’ll save. Companies like Hunter, 
Rain Bird, Toro and others can calculate the savings 
someone would realize with a system upgrade based 
on current water usage, Counter says. 

stayIng complIant
The compliance management feature of smart con-
trollers is becoming a big benefit for those wanting 
to make sure they are following the rules. “We actu-
ally pull in all the information from the local water 
agency about your watering restrictions and can cre-
ate alerts that will warn you if you’re violating any of 
those restrictions,” says Penn. 

Several manufacturers provide this same service. 
Penn says the WeatherTRAK has been easy for users 
to learn. “After a short 10-minute run-through, us-
ers can do what they need to do. That is a big plus.”  
There are situations where he prefers using other 
manufacturers’ controllers — it all depends. 

Remote access is an essential part of efficient ir-
rigation, according to Raden. He’s seen some of the 
properties he services trying to cover way too much 
territory manually. “I’m sorry, but one guy is not going 
to be able to physically walk around and check 100 
or 200 valves once a week. It’s just too much work.” 
An app that lets you see which valves aren’t opening, 
aren’t working or are flowing too much “makes life so 
much easier for us in the industry,” he says.

What about the water delivery itself? Counter 
recommends in drought situations to think high- 
efficiency. “Suggest low-volume or drip irrigation for 
nonturf applications and 6-inch pop-up heads with 
stream rotor nozzles for turf on smaller properties.
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Room for 
improvements?
Have you considered 
implementing these 
technologies to im-
prove water efficiency 
in drought-prone 
areas?

• rain and moisture  
sensors — to prevent  
irrigating in the rain

• weather-based 
(smart) controllers — 
capable of automat-
ically adjusting the 
amount of water 
applied to the  
landscape 

• pressure-regulating 
valves, heads and 
emitters — to reduce 
water consumption 
and increase appli-
cation efficiency to 
achieve substantial 
water savings

The WeatherTRAK ET Pro3 smart  
controller from HydroPoint is one of 
many controllers on the market that  
provide remote access, which can be 
vital in times of drought and wildfires.
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“That remote management  
aspect is what keeps those  
properties well maintained and 
also gives you the fire prevention 
element for your landscape.” 

— Sean Penn, HydroPoint
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Precision irrigation is becoming more critical in 
the face of increasing water restrictions, while there’s 
also a need to mitigate the effects of drought and 
dryness. Irrigation contractors must do a balancing 
act between these competing objectives. Advanced 
flow management technology can help. 

“People are starting to pay attention to it, realizing 
that they can’t get all the water they need down on 
all of their landscape within their specified watering 
window, so they are going to have zones that are dry 
or dying, and they may have to replace plants,” Penn 
says. “Advanced flow management looks at how 
much hydraulic capacity your system can handle, 
how many gallons per minute it can pump through 
those pipes. Then it will turn on as many stations as 
you can have on at one time in order to reduce the 
duration of that irrigation cycle.”

Penn says HydroPoint is well positioned for the 
future of irrigation. “I think we are pretty optimized 
already in terms of getting the right amount of 
water down at the right time, so it comes down to 
helping customers as they change the way they han-
dle their water supply to be able to accommodate 

that. For example, the use of graywater or reclaimed 
water will be increasing in the future, and we want 
to be able to help them manage those multiple wa-
ter sources.”

Soon technology will allow very recent satellite 
imagery or drones that will allow a customer to see 
how a property is faring from a stress standpoint, 
Penn predicts. “It is already being 
used in agriculture and could be used 
for commercial property owners as 
well to determine how much water 
needs to be added.” 

As more systems become connect-
ed, Penn says more coordination with 
emergency services will be possible. 

As droughts and fires become 
more commonplace and water use becomes more 
regulated, irrigation must continue to advance. The 
old adage of working smarter and not harder not only 
applies to people, it also applies to irrigation.  

The author is editor-in-chief of Irrigation & Green Industry and 
can be reached at kristinsmithely@igin.com. 
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Andy Bowden, principal at Land Concern 
Ltd., has designed many residential 
developments in his four-decade career. 
While he’s weathered many changes in the 
market over the years, he’s been a constant 
force for the company and an advocate for 
the industry. 
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LANDSCAPES

ANDY BOWDEN

CHANGING

HIS FOUR-DECADE CAREER DEDICATED TO LANDSCAPE DESIGN HAS ALLOWED HIM 
TO WORK ON MANY LARGE PROJECTS, AND HE’S STILL GOING STRONG.

BY KRISTIN SMITH-ELY

I
f I were to sum up any Andy Bowden’s career in two sen-
tences, it would be these: “He likes his job,” and “He doesn’t 
like change.”

That combination has worked in his favor, and two sen-
tences hardly capture everything he’s accomplished. He’s 
designed landscapes for some of the largest residential de-

velopments in Southern California during his 43 years with 
Land Concern Ltd., and he’s not stopping anytime soon.

“I’ve always said that if I ever got to the point where I no 
longer loved coming to work, that I’d stop. Well, I’ve been 
doing this since 1970 and I’m still loving it, so I am hoping 
to continue working as long as I can.” At 65 years old, he’s 
still got the same enthusiasm for what he does as when he 
first discovered the profession as a senior in high school. 

He joked about his disdain for change in early May when 
he was inducted to the Green Industry Hall of Fame. “I’ve 
worked at Land Concern for almost 43 years. I’ve been mar-
ried to my incredible, amazing wife for 42 years. I’ve been 
a licensed landscape architect for 40 years. I’ve lived in the 
same house for 40 years. I guess you could say that I just don’t 
like change.” 

Indeed that’s not a lot of change, but “If it ain’t broke 
don’t fix it,” he says. 

In reality there have been some changes over the years. 
His hair is a little grayer. He’s also a father to two grown 
sons and has a grandson. Professionally, he’s weathered many 
economic ups and downs in the business and lived through 
the rise of computers that revolutionized how landscape ar-
chitects design. 

FIRST DRAFT
Bowden still remembers how he first became interested in 
landscape design. It was the first day of his easy senior year 
at Point Loma High School in San Diego. He arrived a little 
early that day. “All I really had to take that year was my se-
nior English and then I was done. So I signed up for two art 
classes, two drafting classes, PE and senior English.”

When he got to his first class that morning, there was 
one other student sitting across the room with a set of plans 
that were stretched over a couple of tables. He was counting 
something up on them. Bowden was intrigued and walked 
over to see what he was doing. He looked at the plan. It was 
a landscape plan, and the title on it was, “Royal Inn of Dis-
ney World, Orlando, Florida.” 

Disney World hadn’t even opened yet. The student worked 
for a landscape architect that won the contract for the hotel. 
He had drawn up the plans and was counting up the plants. 

“The plan was really impressive. It was beautifully drawn,” 
Bowden recalls. 

“Wow, I’d love to be able to do something like that,” he 
said to the student. 

The classmate replied, “Well, we just had our draftsman 
quit, so we have an opening for somebody. Can you draw?”

“Yeah,” said Bowden.
“Why don’t you bring some examples down to the boss 

tonight and you can apply for the job?” the student asked.
He was hired that evening by Fred Akers and started 

working immediately at Blue Pacific Landscape, a design/
build contractor with a retail nursery. While he was there, the 
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firm did the landscape design for 17 Bob’s Big Boy 
restaurants in Southern California. Bowden got to 
draw the planting plans. From his success drawing 
trees and shrubs, he was also given the opportunity to 
help design some garden areas and homes.

Drawing was always a love of Bowden’s but he 
wasn’t sure what kind of career path he was going to 
be able to take with it. The work he was doing was 
interesting enough that he decided to stay with it. 
He researched landscape architecture and discovered 
that the only school in California that was accredited 
at the time was Cal Poly Pomona.

While saving up money to attend, he enrolled at 
San Diego Mesa College, earning an associate’s de-
gree in Nursery and Landscape Technology. 

“I think it was really helpful once I became a 
landscape architect because at Cal Poly Pomona they 
focused strictly on landscape architecture and not the 
horticulture end of things,” Bowden says. 

His first boss, Fred Akers, was a licensed land-
scape architect who was grandfathered in when the 
state of California started its licensing law in 1953. 
Bowden’s path to practice was much more involved.

“I had to go to college and get my degree in land-
scape architecture. Then I had to complete my two-
year internship, then had to take and pass the nation-
al exam and pass that. After I did that, I had to take 
the state oral exam and pass that, and after all that, 
I received my landscape architect’s license,” he says.

LANDING AT LAND CONCERN
Bowden was in his senior year at Cal Poly Pomona 
when he was referred to Robert Sawyer and Asso-
ciates for a landscape design job in Costa Mesa. At 
the time it was just Rob Sawyer, Mike Imlay and 
Bowden. “We started off doing a lot of model home 
complexes and residential communities. Our clients 
consisted mostly of home builders and developers.”

The firm continued to grow from those initial 
three to four, then six. By the time it got to 12 em-
ployees, the firm had outgrown its Costa Mesa lo-
cation. Sawyer and Imlay formed a partnership and 

changed the name of the firm to Land Concern. 
They relocated the business to Santa Ana in 1980, 
and it’s been there ever since. So has Bowden.

“I started out as a draftsman and became a project 
manager and senior associate and then finally be-
came a principal in 2000.”

Business really started taking off after the compa-
ny entered the first MAME (Major Achievement in 
Merchandising Excellence) Awards contest held by 
the Building Industry Association of Southern Cal-
ifornia. All the area homebuilders were in the audi-
ence when Sawyer accepted the award. The next day 
the phone was ringing off the hook.

“We started off doing model home projects and 
then it evolved,” Bowden says. “We started doing 
the entire community, and then we were doing ev-
erything that goes with the community, the internal 
street scenes, perimeter of the project, the slopes, the 
entry monumentation, the recreation facilities.”

From the recreation facilities, people hired Land 
Concern to design swim complexes. That evolved 
into tennis centers and parks. “It just started growing 
exponentially, and each project got larger and larg-
er.” Land Concern was now designing landscapes for 
master plan residential communities. 

GAINING A REPUTATION
Many major housing developments in southern 
Orange County were designed by Land Concern. 
Ladera Ranch, Las Flores, Rancho Santa Margarita 
and portions of Aliso Viejo are among its impres-
sive portfolio. Rancho Mission Viejo has been Land 
Concern’s largest client. Today, there’s easily 60 to 70 
trophies in the trophy case for all of the firm’s awards.

Bowden’s largest and longest project was for 
Chevron Land and Development Co. in Brea, called 
La Floresta. It began in 2004 and included 1,200 
homes and a golf course. Bowden considers it one of 
the most fulfilling projects of his career. 

“I’ve had a lot of fun projects, but that one took 
about 14 years. It is a labor of love when you start off 
with an original site,” he says. 

“We started 
off doing 
a lot of 
model home 
complexes 
and residential 
communities. 
Our clients 
consisted 
mostly 
of home 
builders and 
developers.

La Floresta, a project in Orange County, California, that took 14 years 
to complete, is one of the highlights of Andy Bowden’s career. At left 
is La Floresta’s perimeter streetscape and at right is an aerial shot of 
the La Floresta Swim Club. The center image is Bowden commenting 
on the student submittals while serving as a juror for student work 
at UCLA Extention. 
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The site was a former Unocal research facility 
with contaminated soil that needed to be cleaned up 
and reclaimed. Unocal decided to become the master 
developer for the property and hired a land planning 
firm to assist with the layout and overall planning. 

After Chevron acquired Unocal, it decided to 
continue with the project. “We were in right on the 
ground floor of that project. We took it all the way 
from its inception to the end.” 

Land Concern had 45 employees in the 1990s, 
but the company has scaled back to around 15 today. 

“Our main focus has always been and will prob-
ably always continue to be residential housing, espe-
cially large-scale master planned residential devel-
opments,” says Bowden, though the high costs and 
lack of buildable land in California has more of Land 
Concern’s clients looking outside of the state. 

A new market opportunity Land Concern has 
been trying to capitalize on is 55-plus housing for 
seniors, along with assisted living and memory care 
housing. “With the aging baby boomer population, 
this is a market that is very underserved at the mo-
ment and the potential for growth in this area is pret-
ty high,” Bowden says.

A GREAT RIDE
Bowden’s dedication to design work goes beyond his 
office walls. He currently serves as the vice chair for 
the California Landscape Architects Technical Com-
mittee, California’s regulatory authority for the prac-
tice of landscape architecture. He served under Govs. 
Schwarzenegger and Brown three times as chair.

Land Concern doesn’t settle for being “good 
enough,” according Bowden. 

“We are not interested in taking on projects that 
don’t want the best results. We want to go that extra 
mile it might take to take a project that is ‘just an-
other landscape’ to one that is memorable, enjoyable 
and sustainable.”

It’s those types of projects both past, present and 
future and love for the industry that make Bowden 
deserving of his latest honors, being elevated to Fel-
low of the American Society of Landscape Archi-
tects, a Green Industry Hall of Fame inductee and 
being featured as Irrigation & Green Industry maga-
zine’s July’s Close-Up Profile.  

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

STANDING 
UP FOR THE 
INDUSTRY

Learn more about Andy 
Bowden’s involvement 
with the California Land-
scape Architects Technical 
Committee under gover-
nors Schwartzenegger, 
Brown and Newsome in 
the online version of the 
article at www.igin.com/
changing-landscapes. 
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BUSINESS TO BUSINESS

“F
inders keepers, losers weepers.” That 
old playground chant has haunted 
most of us at some point in our child-
hood. Whether it was over a lost toy, 
a misplaced homework assignment or 

a treasure someone found and refused to give back, hearing 
this rhyme was often the harbinger of costly or otherwise 
unpleasant outcomes.

Fast forward a few decades. As a business leader, a  
finders-keepers-losers-weepers scenario is even more 
costly, especially when the lost items are employees. We’re 
experiencing the lowest unemployment rate in 20 years. 
Keeping your employees in our current labor market is not 
only critical, it takes less effort and expense than finding 
new ones. Let me prove it to you.

Turnover is costly
Employee turnover is a hidden cost that can go unno-
ticed in the daily rush of doing business. However, it’s a 
quantifiable cost that can and should be calculated. Every 
business will come up with a slightly different figure, but 
the calculation should include not only the cost of hiring 
but also the cost of training a new employee and the 

FINDERS KEEPERS:  
How to retain great employees

These six tips for employee retention will 
help keep those valued employees sticking 
around before it’s too late. 

By Kate Kjeell

productivity and sales that are lost in the interim. An Inc. 
magazine article estimated that if an employee leaves, it 
costs the company 33% of the employee’s salary to rehire 
and train a new employee. If that doesn’t make you cringe 
as a business leader, it should!

However, there is hope. Hanging on to your employees 
isn’t difficult if you are intentional, proactive and dedicated 
to making it happen. Below are six strategies to help take 
you from a weeper to a keeper.

1 Know what makes them stay
The first step in keeping employees is knowing why 

they stay. Don’t wait until it’s too late; ask your employ-
ees now why they’ve stuck with you. This is best done by 
forming a focus group consisting of your most outstanding 
people and the ones in the most critical positions. Gather 
feedback from all levels in your organization — you may be 
surprised at what you find. 

And while you’re at it, consider asking your employees 
what might tempt them to leave. This will reveal both your 
strengths and your weaknesses. If a focus group isn’t feasi-
ble, create an anonymous survey, leaving space for employ-
ees to expand on their answers.
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Kate Kjeell is president 
of TalentWell, a recruiting 
firm that specializes in 
helping small and midsized 
businesses thrive by finding 
and hiring the right people. 
The firm’s approach can be 
described in three words: 
find, fit, flourish.
She can be reached at
kate@talentwellinc.com.

2 Embrace flexible work 
The phrase “work/life balance” is overused and 

misunderstood. Work today is fluid and more of a 
work/life blend than a balance. Employers that un-
derstand the importance of flexibility in the work-
place statistically retain more employees. It begins 
with acknowledging that employees have lives out-
side of work. How companies recognize and support 
this spans a range of attitudes and programs both 
formal and informal. 

A good place to start is by evaluating workloads. 
Are you piling on so much that your employees have 
to work long hours and on weekends? Granted, in 
the green industry, with our seasonal crunch, reduc-
ing workloads can be a challenge. 

Companies in various industries are learning 
from their high-tech counterparts. They’re allowing 
remote work and flextime and offering paid-time-off 
programs. They’re providing conveniences such as 
dry cleaning drop-off, package delivery, car washing, 
on-site health clinics and more, all in an effort to-
ward making the work/life blend more seamless.

3 Enhance leadership capabilities
We’ve all heard it said that employees don’t leave 

companies, they leave bosses. This isn’t quite accurate; 
studies show that most employees don’t dislike their 
bosses but may think them poor managers or that 
the company overall has poor management practices. 
This is an important distinction and begs the ques-
tion, “What are you doing to develop your leaders?” 

First-level managers are on the front lines of em-
ployee retention yet frequently receive the least train-
ing. As great individual contributors get promoted 
into leadership positions, they need to gain a whole 
new skill set that will help them become great lead-
ers. Yet these new managers are often left alone to 
learn on the job in hopes that they’ll somehow figure 
it out as they go. Not only is this not a sound business 
strategy, it most certainly will lead to poor leadership 
practices that will only increase employee turnover.

A wealth of leadership training opportunities are 
available if your organization lacks internal offerings. 
Explore online classes, community colleges, webinars, 
consultants and leadership development curricula.

4 Promote employee growth
As a recruiter, I often hear candidates say the 

reason they’re interested in a new job is the oppor-
tunity to learn and grow in their careers. Recruiters 
capitalize on this desire as they try to poach talent.

Can your employees learn and grow while re-
maining with your organization? If not, what if your 
company provided those kinds of opportunities? 
Creating these avenues takes intentionality and a 
willingness to change but the payoff is enormous. 

Start by looking at how you can provide a career 
path for every employee. Make sure they know what 
that path is and what skills they’ll learn.

Next, consider getting even more radical by cre-
ating rotational programs to expose employees to 
different aspects of your company. Could a strong 
operations person come into the human resources 
department to help on a project? Why not? How 
about having a finance person take a rotation in the 
field? These rotations could be tied to short-term 
projects or longer-term roles but will offer the expo-
sure, learning and growth employees seek.

Innovative companies are creating project teams 
that come together to complete a task and then dis-
band. Traditional job duties are being broken up and 
spread across individuals allowing more flexibility.

5 Exit the poor performers and the 
brilliant jerks

While hiring the right people is critical, many busi-
nesses fail by not getting rid of the wrong people. 
By not addressing poor performers, you’re sending a 
message to your good performers that bad behavior 
is tolerated. Great employees don’t want to work with 
subpar ones. Certainly, provide poor performers with 
opportunities to improve and the resources to do it. If 
it doesn’t happen, make the tough decision. 

This also goes for strong performers who have dif-
ficult personalities. For instance, Netflix established a 
“no brilliant jerks” policy. These abrasive individuals, 
as smart and talented as they may be, are toxic to a 
work environment. 

While showing brilliant jerks the exit can feel 
downright agonizing, it’s critical for the long-term 
health of your business. As an old boss of mine used 
to say, “Doing the job is only half the job.” 

6 Recognize good work
Last but certainly not least, don’t forget to rec-

ognize and reward good work. The Inc. magazine ar-
ticle stated that 22% of employees felt their work was 
not recognized. What an opportunity! These rewards 
can take many forms: positive feedback, employee 
recognition programs, spot bonuses and more.

A client recently engaged us to help build a talent 
pipeline. As we dug into the organization, howev-
er, it became clear that we were being asked to fill a 
bucket with a hole in the bottom. This company was 
losing 50% of its workforce to turnover, most of it 
unwanted.

 It makes no sense to increase the flow of candi-
dates to the front door if employees are walking out 
the back door in equal numbers. By implementing 
a few of these strategies, our client was able to slow 
the turnover so we could get a jump on building that 
talent pipeline for the future.

To help these strategies stick in your mind, note 
that the first letter of each one spells out the word 
“keeper.” Commit to trying one of these six strategies 
every week, and they’ll put you and your organiza-
tion on the road toward being talent keepers. 

It makes no sense 

to increase the 

flow of candidates 

to the front door 

if employees are 

walking out the 

back door in  

equal numbers.
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WEED CONTROL

W
hen an army unit sets out to 
fight a battle, it needs provisions, 
mainly food and water. The last 
thing those soldiers need is to 
have the enemy find its cache of 
provisions, consume them and 
then settle in for a long siege.  

Landscape maintenance contractors and lawn 
care service operators are enmeshed in a permanent 
state of war with weeds, an enemy that constantly 
seeks to invade and suck up the provisions you’ve 
carefully set out for your clients’  lawns and landscape 
beds. Fortunately, you can take measures to keep 
these unwanted plants from infiltrating the territory 
of the ones you want to protect and nurture. 

We may never totally defeat weeds. “If you look 
at any herbicide label, it’ll never claim to eradicate 
weeds, only control them,” says Jack Mell, sales man-
ager at Plant It Earth’s Plant City, Florida, branch. 
Even if it’s a war we’ll never completely win, we can 
still employ strategies that will make the enemy’s in-
vasion plans more difficult.

Pre-emergents versus post-emergents
Weed control products fall into two major catego-
ries: pre-emergents, the primary tool for prevent-
ing weeds from coming up in the first place; and 
post-emergents, which zap them once they pop their 
ugly little heads up. 

Lush Lawn, a company that specializes in lawn 
care, tree care and weed and pest control services at 
five locations in Michigan, uses both methods. “I’d 
say it’s about 50/50,” says Aaron Samson, founder 
and CEO. “It’s important to do a mixture of both 
pre and post.”

The season with pre-emergent treatments, main-
ly to keep the crabgrass from germinating. “It’s im-
portant to put it down before the second or third 
week of May before it gets warm enough for the 
seeds to germinate. It also helps keep out some of 
the summer annuals and broadleaf weeds as well,” 
Samson says.

When to apply herbicide depends on your cli-
mate zone. “In warmer markets, you’d have to put 

Weed prevention can sometimes 
seem like a losing battle, but with 
the right tools and strategies, we 
can increase our odds against 
these nasty little invaders.

W
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BY MARY ELIZABETH WILLIAMS-VILLANO on   WEEDS
down the crabgrass pre-emergents twice a year, but 
in our market, once a year is usually enough,” Samson 
continues. “And then the rest of the year we’ll blanket 
a lawn with the post-emergent products, to take care 
of dandelions, ground ivy and white clover. Through-
out the summer we might see summer annuals like 
oxalis or speedwell popping up. They’ll usually be in 
isolated pockets, so we can get by with spot-spraying 
them. Once we get into fall we like to blanket the 
lawn again with a post-emergent to get the weeds 
that pop up again, like thistle.” 

Read that label!
Whoever came up with the old saying, “When all 
else fails, read the directions,” could have been think-
ing about herbicides. Samson says, “The label is your 
roadmap to proper application and mixing tech-
niques. It’ll tell you how many ounces you put in per 
gallons of water and tell you just how to mix it, and 
when the outside temperature might be too hot to 
put it down.”

Brian Thompson, marketing manager, turf, pro-
fessional and specialty solutions for herbicide man-
ufacturer BASF Corp., Florham Park, New Jersey, 
agrees. “You need to really read those labels to gain 
the best value of these products and the best efficacy.” 

He says that a lot of herbicides, such as BASF’s 
Drive XLR8 or Pylex products, have label language 
that instructs the user to mix it with an adjuvant such 
as methylated seed oil that helps the herbicide get 
into the plant and makes it more effective.

These chemicals aren’t all that forgiving, so pre-
cision is required. When a herbicide isn’t applied 
the way the label specifies, in the proper amount, at 
the right time and at the right outdoor temperature, 
grass can be damaged. 

“In the southern climates, you have some grasses 
that you really have to be careful with, for example, 
St. Augustine grass — my understanding is that it’s 
very sensitive to weed control chemicals,” says Sam-
son. “In the north our grasses are less susceptible, but 
you still have to be careful — you could hurt them if 
you apply this stuff on a day that’s 95 degrees or even 
90 degrees, put it down too heavily or mix it wrong.”  

Product formulations
Pre-emergents often come in granular form while 
post-emergents are usually liquid. This has to do with 
the way the weeds absorb them. Pre-emergents are 
absorbed through the roots, which lends itself to a 
granular approach, while post-emergent prod-
ucts use the leaves as their entry points, which 
is why they are usually in liquid form. 

Many lawn care professionals use a 
combo fertilizer/pre-emergent herbicide 
product early in the season which is al-
most always granular. 

It seems a bit counterintuitive to be 
distributing something that feeds plant 
growth — fertilizer — at the same time as 
we’re setting out an agent that retards it — 
herbicide. Aren’t we fertilizing the weeds along 
with the grass? Not really, says Samson. “You can 
simultaneously get rid of weeds and stimulate the 
growth of grass. Because of the selectivity of the 
herbicides, there is no negative impact on the weed 
control. It still works.” 

Will Jellicorse, owner of Tennessee Turfgrass 
LLC, Knoxville, Tennessee, doesn’t use fertilizer/
herbicide combo products. “I like to spray my her-
bicide separately — that way I know exactly where 
it’s going. I’m not worried about flinging fertilizer in 
a bed or out in the road or down a drain, somewhere 
it doesn’t belong.”

Tackling crabgrass
When we’re talking weed prevention, one of the 
major targets — and a hardened one at that — is 
crabgrass. Many landscape pros believe crabgrass 
is something that you have to treat preventatively, 
with pre-emergents, or else, as they say in New York, 
“fahgeddaboudit.” 

“That’s not correct,” says Ron Freeman, owner of 
Arbor Pro Plant Care Experts, a lawn care and weed 
control business in Rochester, New Hampshire. “You 
can put down a pre-emergent and a lot of times crab-
grass will still come up. It’s actually easier to spray it 
and kill it after it comes up.”

Put down 
pre-emergent 
before it gets 
warm enough 
for crabgrass 
seeds to  
germinate. 
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Samson agrees with the general consensus that it’s 
best to tackle crabgrass pre-emergently. “Post-emer-
gents are only effective on crabgrass in the first cou-
ple stages of maturity, at the seedling or young plant 
stage. Once it matures it’s very tough to control even 
with a post-emergent.” 

“The sentiment that crabgrass must be treated 
pre-emergently may come from its physiological 
uniqueness,” says Thompson. “Very young and very 
old crabgrass is easy to control. But for some reason, 
when it’s between the two- and four-tiller (leaf ) 
stages, it metabolizes the herbicide in a way that 
makes the herbicide less effective. That’s why post- 
emergents applied at that stage often don’t work.”

Thompson says using a combination of quinclorac 
and topramezone will nullify that metabolic process. 
“Those two chemistries together create a synergism, 
like a one-plus-one-equals-three effect.”

What is it about crabgrass that makes it such a 
tough opponent? Samson blames its aggressive root 
structure and the way it leafs out. “It tends to kill 
the grass around it or out-compete it for nutrients 
and sunlight. That’s why it’s really best to use the 
pre-emergents on it. If you do get crabgrass later in 
the season, you can use post-emergents, but it’s diffi-
cult to control at that point.” 

Irrigation and mowing
Cultivation practices can help prevent weeds too. The 
right amount of irrigation helps keep grass healthy. 
Freeman says that the mere fact you’re irrigating at 
all can discourage crabgrass. “The dirt stays cooler, 
and the cooler the dirt, the better the lawn,” as crab-
grass needs hot soil to emerge.

Water management is critical, says Jellicorse, who 
recommends watering deeply and infrequently, every 
two to three days, “especially this time of year, when 
it’s hot and humid — you don’t want to overwater. 
Fescue will tell you when it’s under drought stress. 
You’ll see it start turning a purplish-gray color. But 
that’s fine, you can let it stress out a little bit.” 

“A cutting height 
of 3 inches or 
higher is great 
for weed control. 
The longer the 
grass is allowed 
to be, the deeper 
its roots can go.”  

— Aaron Samson, 
Lush Lawn 
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Protecting bedding plants 
with landscape fabric
Preventing weeds in landscape beds is a 
different game than preventing them in turf. 
That’s where landscape fabric comes in. 

Some landscapers don’t like using land-
scape fabric, saying that it suffocates the soil 
and kills the beneficial bacteria that lives in 
it. They may be thinking of older products 
that weren’t much different than plastic 
trash bags.

“When I first went into the landscape busi-
ness, black plastic sheeting was being used,” 
says Larry DeWitt, CEO of Sikeston, Mis-
souri-based DeWitt Co. “The soil couldn’t 
breathe, just as you couldn’t if you tied a 
plastic bag around your head.” 

What was needed was a permeable fabric 
that lets water, air and sunlight through, and 
today we have it from DeWitt and other 
manufacturers.

Landscape fabrics today are light-years 
ahead of that old black plastic. Today, 
they’re made of polyethylene and come in 
different forms for different uses: biode-
gradable, woven, nonwoven spunbonded 
and nonwoven point-bonded. 

Even so, there are advantages and disad-
vantages to using landscape fabric. It holds 
moisture in very effectively, but also tends to 
restrict the movement of earthworms and 
other beneficial soil mixers, and soil can be-
come compacted beneath it. And weeds can 
still poke through the barrier after a while. 

Still, landscape fabric is a great tool to have 
in your arsenal for keeping weeds out of 
beds and planters or slowing them down.

Post-emergent herbicides often come in a 
sprayable form. Above, a spreader is used 
to apply a granular pre-emergent/fertilizer 
combo. Photo: Lush Lawn

WEED CONTROL
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“Cutting high is very important for weed con-
trol,” says Samson. “A cutting height of 3 inches 
or higher is very helpful for keeping weeds out. 
The longer the grass is allowed to be, the deeper 
its roots can go.”

“It’s important to keep the mower blades 
sharp too, because you get a cleaner cut,” says Jel-
licorse. “The grass leaves heal faster, which helps 
keep them strong.”

Resistance and adaptation
An inconvenient truth about weeds is that they’ll 
eventually develop a resistance to any herbicides 
we hit them with. 

“Within any population of weeds there will 
always be a small subset of individual plants with 
a genetic mutation or some other mechanism 
that allows them to survive an herbicidal attack,” 
says James Brosnan, Ph.D., associate professor 
of plant sciences at the University of Tennessee, 
Knoxville, and the leader of its new Weed Di-
agnostics Center. He also serves as an advisor to 
several turf management organizations. 

Brosnan has done a lot of research on her-
bicide resistance. “If the same measures are im-
plemented over time, you’re selecting the same 
subset of the population. Eventually, that builds 
to the point where your control measures are no 
longer effective as there are now more resistant 
plants than susceptible ones in the landscape.”

“The resistance problem has really grown in 
turf,” adds Brosnan. “The USDA calls it an ep-
idemic, especially in bluegrass. They’ve funded a 
$5.2 million project to tackle it in all turfgrass 
systems — golf courses, sod farms, residential 
and commercial lawns, and athletic fields.”

But he cautions, the answer to resistance will 
not come exclusively from a jug. “It’ll be more 
of an integrated approach where we’re trying to 
optimize the growing environment. We can do 
some things agronomically to make conditions 
more favorable for the turfgrass and less favor-
able for the weeds.”

One of those agronomic things is remember-
ing that every herbicide has a certain mode of 
action, the biological system it attacks in a weed 
in order to kill it. Using a different herbicide with 
a different mode of action every year helps avoid 
the resistance/adaptation problem.

But it can be tough to remember which chem-
ical acts as a cellular mitosis inhibitor, a photo-
synthesis inhibitor or what have you. “There’s an 
easy way to keep track of this — just look at the 
group number on the label,” says Brosnan. “That 
number correlates to what that herbicide’s mode 
of action is.” 

Jellicorse is one of Brosnan’s former students 
at UT. He must have paid attention in class be-
cause he says, “I’m a big fan of rotating my her-

bicides. To avoid creating resistance, I never use the 
same thing over and over.”

There’s no magic bullet when it comes to weed 
prevention. The best method is to maintain a strong, 
healthy lawn with nice thick grass that doesn’t give 
weeds any weaknesses to exploit. By building a 
healthy lawn, you’re building a defensive wall that’s 
high enough to keep weeds out. Good luck with your 
battle plans!  

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

To avoid developing 
resistance, refrain 
from using the 
same herbicide  
with the same  
mode of action  
every year. 
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SAFETY TRAINING

I
f someone were to ask you what core elements 
make up your company culture, what would 
you say? Would it be your firm’s commitment 
to the customer, passion for excellent work, 

competitive wages and benefits, free coffee in the 
breakroom? Wait a second, where does safety fall on 
this list? Does it even make the list? 

While it may not be the first thing that comes to 
mind, how much (or little) you’re committed to safe-
ty plays a big part in your company culture. There’s a 
significant difference between safety being an item 
to check off on your to-do list and it being a part of 
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Break down the key roles and steps you need to take 
to make safety a part of your company culture.

your firm’s identity. In this day and age, your compa-
ny probably has some sort of safety program or poli-
cies — but how effective are they?

The first and most important step landscape 
companies can take is to create a written safety pro-
gram, according to Sam Steel, Ph.D., who serves 
as the safety advisor at the National Association of 
Landscape Professionals, based in Fairfax, Virginia. 
Steel has worked in safety his whole career, spending 
over 30 years developing, delivering and evaluating 
agricultural industry safety programs. He’s also no 
stranger to the green industry having owned and op-
erated a landscape business for 10 years. 

As safety advisor at NALP, Steel advises land-
scape businesses on health and safety and teaches a 
10-hour U.S. Occupational Safety and Health Ad-
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ministration safety course specific to the landscape 
industry. 

If a company has a safety incident reported by 
first responders or the firm itself — which is legally 
required for certain incidents — it may undergo an 
inspection by OSHA. “Not having a written safety 
program is the No. 1 reason that landscape firms get 
cited by OSHA inspectors,” says Steel. “If OSHA 
shows up and your company doesn’t have a program 
documented, you’ll most likely get a citation. And in 
2019, it’s close to $14,000 per citation for a first-time 
violation of the written safety program.”

Steel says within the last five to seven years in his 
experience as safety adviser, “I’ve seen a huge increase 
in the number of firms that have their written safety 
programs, and they’re written in the right format and 
cover the different hazards that their workers would 
be exposed to.” And while most landscape companies 
have them, he finds a lot of owners aren’t sure how 
good their safety programs are. 

The best way to make sure a written safety pro-
gram is thorough is to develop it through a hazard 
audit system. This means that you or your safety di-
rector visit all your job sites to see if they pose any 
specific hazards to your employees. 

Steel suggests doing this in the late winter when 
you know what contracts you’re going to be working 
on in the upcoming season. You’ll most likely find 
a variety of risky conditions like steep slopes, ponds 
that are drop-off hazards for zero-turn mowers or a 
brick retaining wall a piece of equipment might fall 
from. Once you understand all the potential hazards 
your workers are being exposed to, document them 
in your written safety program and consider having a 
specific written policy on each hazard that you find.

Lead by example
Creating a company culture that prioritizes safety 
involves key employee roles — a hierarchy that Steel 
calls the safety chain of command. This chain always 
begins with the business owner or manager. “If man-
agement is not committed to safety, employees are 
going to see right through that,” he explains. Set a 
good example by doing the same things you ask of 
your workers. If you’re attending safety training or 
visiting a site, show up in the same personal protec-
tive equipment you ask your employees to wear. 

Management should commit to a calendar of 
scheduled safety training. If you’re going to have 
weekly training Monday mornings at 6:00 a.m., then 
make it happen. It’s often tempting to delay training 
because you’re strained for time. 

Steel gives the example, “Let’s say you’ve had a 
very wet spring and you’re getting behind. What typ-
ically happens is an owner will put off safety training 
programs that were scheduled because they’re so far 
behind.” Being a former landscape business owner, 
Steel understands the urgency of getting employees 

out in field to get jobs done, but he says that priori-
tizing safety will convey its importance to your team. 

It’s also critical that management is consistent in 
applying safety policies on the job site. Steel says, “It’s 
easy to have favorite people who work hard for you. 
But if they’re violating a safety policy, make sure that 
the policies, rules and regulations are applied con-
sistently across the whole workforce.” He warns not 
to single anyone out and come down hard on them 
in front of others. If an employee is not following a 
policy, make sure to take them aside one-on-one to 
address the issue, he advises. 

Most of all, take time to recognize and reward 
employees who have a good record practicing safety 
on the job. Steel says a lot of companies have incen-
tive forms that a crew supervisor can turn into man-
agement, which basically gives them the opportunity 
to recognize when one of their workers is doing a 
superb job of always wearing the proper PPE and 
keeping it clean and well maintained, following safe-
ty policies, etc. When that person is recognized and 
maybe even awarded a bonus at a once-a-year safety 
luncheon, this reinforces the importance of safety to 
the whole company. 

Other key roles
The second role in the chain of command is the safe-
ty director or leader. Depending on the size of your 
firm, this could be the human resources manager or 
another manager who doubles as the safety director. 
This person then heads up a safety committee, which 
provides the firm a safety calendar of topics to be 
discussed and trained on throughout the year.

The safety committee should meet on a regular 
basis and be comprised of a variety of employees 
within the company, from office staff, to 
management, to crew members. The 
firm owner or manager can attend 
some meetings but doesn’t have 
to go to all of them. 

Their role is rather to 
establish the committee, 
support their work on 
an annual basis and then 
look at the recommen-
dations from the safety 
committee and turn them 
into effective training.

Crew supervisors are 
next in the chain of com-
mand after the safety director. 
Since these employees usually end 
up doing the actual training, gaining 
their support and commitment to safety are 
essential. Steel recommends having crew supervi-
sors do a safety focus for one minute a day, and, if 
practical, an additional minute or two on each job 
site throughout the day. It can even be done in the 

Quick Tip

Document all training. 
If you have an incident, 
an OSHA inspector is 
not going to only ask for 
your written safety  
program, but also for 
a record of who was 
trained and when. Keep 
record sheets where 
each worker signs and 
dates when they  
attended training. 
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vehicle on the way to the first work site. These dai-
ly briefings might be about one of your policies or 
potentially hazardous weather conditions like storm 
warnings or high heat temperatures.

Close call system
One of the best ways to keep safety training rele-
vant is to take close call incidents and go over them 
as a company. “When you’re experiencing a series of 

safety incidents, sooner or later a close call is 
going to turn into a hazardous event or 

a tragic event,” Steel says. “You can 
cut that off by looking carefully 

at the close calls and provid-
ing briefings and trainings 

on them.”
This means you’ll need 

to have a close call system 
set up where crew mem-
bers can report an inci-
dent to a supervisor. They 
should have the option 

to do this anonymously in 
case they don’t want to stand 

out among their fellow crew 
members. 
While there does need to be 

an anonymous part to it, Steel says the 
close call system also needs to be formalized. 

The crew supervisor should have safety incident 
forms that workers can fill out, which are then 
turned into the safety director, the safety committee 
and management. 

Respond to close call incidents quickly. Don’t put 
them on a list to be reconsidered next month to see if 
they’re still happening. The next time the same inci-
dent happens, it may be more tragic. By taking close 
calls and making them part of policies and safety 
training, Steel says “you’re going to save yourself a lot 
of money and heartache in the long run.” 

Make safety a part of culture
If you feel uncertain whether safety plays a big 
enough part of your company culture, Steel says there 
are four main things you can do to change this:
1. Follow specifically what OSHA instructs you to 

do. Become knowledgeable about all local, state 
and federal safety regulations so you can avoid 
problems if your company is inspected.

2. Develop a series of documented policies as part 
of your written safety program that are based on 
a hazard assessment. 

3. Have a solid training program that’s based on 
the hazard assessment and policies you’ve creat-
ed. This enforces the policies and deals with the 
potential hazards your workers are exposed to.

4. Evaluate whether the training you’re doing is 
effective. You can give employees a quick one- 
to two-minute pretest before a training session 
with just a few questions. Then you train them 
and give them the same test afterwards to see 
what they’ve learned. Another way to evaluate 
training is for you or the safety director to ob-
serve your crews on job sites following training. 
You can tell if your training was effective by see-
ing if workers are abiding by policies.
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Safety insights from the industry
“Our company has weekly safety 
discussions that are led by all 
employees on a rotating sched-
ule. As a result, everyone seems 
to be more engaged knowing 
that they will each eventually 
be leading that discussion. We 
also stress teamwork and cross 
training. Every employee has the 
absolute authority to stop work 
on any project if they have any 
safety concern.”

— John Stropko, Owner, New Desert Gallery 
Inc., Tucson, Arizona

“Our company has a safety 
committee made up of a mix 
of employees from foremen to 
managers to office staff to crew 
members. The committee meets 
regularly to discuss what top-
ics need to be addressed with 
the rest of our employees. This 
diverse group we’ve developed 
within our company has really 
helped us have a successful and 
effective safety program.”

— Joel Hafner, President, Fine Earth  
Landscape Inc., Poolesville, Maryland

“Safety is not negotiable for our 
team and we have no tolerance 
for risk. There is no acceptable 
circumstance for unsafe behav-
iors. If someone is cited doing 
an unsafe behavior, they are 
written up or sent home. If an 
employee has a near-miss, we 
assess the situation and deter-
mine how we can continue to 
prevent issues in the future.”

— Terra Phelps, Handler/Owner, Utopian 
Landscapes LLC, Harrisburg, Pennsylvania



SAFETY TRAINING

www.igin.com                 July 2019    Irrigation & Green Industry          37

While safety can often be regarded as a weari-
some topic you’re continually having to drill into 
your employees, it’s necessary to keep doing so. 

Safety affects every single person who touch-
es your business. Taking it seriously and making it 
a part of your company culture keeps you free from 
worry, expenses and heartache from frequent safety 
accidents. 

Making safety a company priority allows your 
employees to come to work with peace of mind and 
confidence in management. It also keeps their fami-
lies free from worry that they’ll be injured on the job. 
And it keeps clients happy knowing they’re work-
ing with a company with an excellent safety record 
that puts the health and well-being of its employees 
above the next guy.

As you continue to work to make safety a core 
part of your company culture, you can start now on 
implementing some of the changes above. Like the 
saying goes: “The best time to start was yesterday. The 
next best time is now.” 

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

Helping you be a safe company
Wouldn’t it be great if someone went step by step with you on how to be 
a safe company? Well, you’re in luck. The National Association of Land-
scape Professionals, Fairfax, Virginia, offers its Safe Company Program to 
help you build a stronger safety culture that can help you reduce injuries 
and hazards, demonstrate your commitment to a safe workplace and 
lower your costs.

As a Safe Company participant, you’ll:

• follow the guidelines in the NALP Safe Company Program manual. 

• establish an active safety committee within your company and conduct 
regular training.

• document, measure and investigate every accident.

• comply with OSHA posting requirements.

• enter the NALP safety recognition awards every year.

For more information about the Safe Company Program and addi-
tional safety resources, visit www.landscapeprofessionals.org. 

Be part
of the
conversation.

Find us on
Facebook, Twitter,
LinkedIn and Instagram
for updates and
discussions. 
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IRRIGATION MYTH BUSTING

myth: iF a circuit has coNtiNuity,  
a valve shoulD WorK electrically.
You’d think that’d be sound logic — but think again. 
This reasoning isn’t sound at all. I am sure you might 
be wondering why. 

As an irrigation technician troubleshooting a 
valve circuit, you will likely use a circuit tester that 
flashes a green light or emits a tone when it detects 
continuity in a circuit. No continuity results in a red 
light or no tone. Even multimeters that are set to 
measure ohms emit an audible tone to indicate that a 
circuit has continuity. 

What often happens is a technician will inter-
pret the test instrument’s tone, beep or green light 
to mean that the circuit being testing is free of faults. 
Stop right there. 

This is a myth. A valve wire circuit can have con-
tinuity and still not work electrically. Believing in 
this myth could lead to a tech proceeding as if there’s 
no problem with the circuit. Talk about wasting valu-
able time for the irrigation service business! And the 
customer might even be charged more than if an ac-
curate diagnosis had been given in the first place.

the scieNce
To understand why merely verifying continuity is not 
a complete fault test, you must first understand how 

an electrical circuit works. While the water in an ir-
rigation system only needs to travel from point A to 
point B, electricity has a more complicated journey. It 
must not only travel from its source to the solenoid, 
but it must also return back to the source to create a 
complete circuit. While reviewing the typical electri-
cal circuit path of an irrigation system, you need to 
think about all the places that path could fail. 

Just as water flows through a pipe, electrons flow 
through wire. The flow of electrons through a circuit 
is called current and is measured in amperes. The cur-
rent is what lifts the plunger inside a solenoid. 

For a valve circuit to work properly, there must 
be enough current going to the solenoid to open it. 
Many standard valve solenoids require about 0.40 to 
0.50 amps to open their valves. Let’s put that into 
perspective. It takes 6,241,000,000,000,000,000 (6 
quintillion, 241 quadrillion) electrons per second to 
create 1 amp. That means if a solenoid needs 0.40 
amps to open, about 2,496,400,000,000,000,000 
electrons per second must reach it to create the elec-
tromagnetic force that lifts the plunger and opens 
the valve. That’s a lot of electrons!

So what does this mean? When using continu-
ity alone to test a valve wire circuit, the beep of the 
continuity tone or the green light only means that 
some electrons are passing through the entire circuit. 

Learn how to really read those 
circuit testers and accurately 
detect electrical problems.  
Hint: You may have been 
interpreting them all wrong. 

by Kurt thomPsoN

ohmmeter 
reaDiNgs 
Will tell 
you What’s 
right — 
or WroNg 
— With a 
circuit.

For every electrical component in an irrigation 

system, we need to know not only that there's a fault 

but exactly what type of fault it is
.

Don't rely solely on a multimeter's  tone, 

beep or green light to tell you if  a circuit is 

free of faults.
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They won’t tell you if there are enough amps — or 
too many — to do the work of lifting the plunger 
inside the solenoid. You can now see why testing for 
continuity does not give you enough information to 
resolve a problem efficiently. It can also provide false 
information that not only wastes your time but the 
customer’s money. No one wants that! 

the accurate test
If a continuity test can make a circuit look good 
when it’s not, then what’s a better, more accurate way 
to test? The answer is to test the circuit’s resistance. 
It’s easy to measure and can identify a good circuit or 
indicate the type of fault the circuit has. Resistance 
measurements can also be compared over time to see 
if a circuit is trending toward failure.

Resistance is the opposition to the flow of elec-
trons in a wire and is measured in ohms. It’s like 
friction in a pipe. As resistance goes up, current and 
voltage go down. Problems in a circuit occur when 
there’s too much current or not enough.

Measuring the resistance in ohms of a valve wire 
circuit will determine if the circuit is sound or if one 
of the three types of faults exists: an open spot, a 
short or a partial connection.

the ohm reaDiNgs establish the Facts
Ohmmeter readings will tell you what’s right — or 
wrong — with a circuit. A sound circuit with one 
solenoid on the wire will have a reading of between 
20 and 60 ohms, when measuring a valve circuit from 
a controller. In irrigation, a sound circuit means that 
the power and the common wires, the splices and the 
solenoid are all without faults or “good.” 

An open circuit will produce a reading on a digital 
multimeter of 1 or OL. It means that the resistance 
to the flow of electrons is so high, none of them can 
move along the circuit. Common causes include:

• a disconnected splice;
• a broken wire;
• a wire disconnected from a terminal or other 

connection.
A reading between 1 and 12 ohms on a wire with 

one solenoid, when measuring a valve circuit from 
the controller, indicates a short circuit. That means 
the electrons’ path has been shortened; they don’t 
have to travel through as much wire. A shorter path  
equals lower resistance. The cause can be:

• a damaged solenoid with a short inside.
• two valve wires touching directly.
• two valve wires touching through soil or water.
A partial connection would give you a reading 

over 60 ohms (probably hundreds of ohms or more) 
when measuring a valve circuit with one solenoid 
from the controller. A partial connection means that 
the flow of electrons is being restricted, which results 
in higher resistance because electrons aren’t moving 

freely. The cause could be:
• a corroded splice.
• a splice where the wires are not making com-

plete contact.
• a partially broken wire, most likely inside its 

insulating jacket. 

the eXcePtioNs
There are some exceptions to these interpretations 
of ohm readings. The most common is when two 
or more solenoids are on a single valve wire. The ex-
pected ohm reading of a sound valve circuit with two 
solenoids on it will be almost half the ohm reading of 
a single-valve circuit. Doesn’t make sense, unless you 
think about the additional paths electrons can take 
when there are multiple solenoids. If two or more 
solenoids are on one wire, electrons can take more 
paths to complete the circuit. This reduces the cur-
rent on any one path, reducing total resistance.

That reduction in ohms compared to a sin-
gle-valve circuit continues like that for circuits with 
three or four solenoids 
on one valve wire. 

summary
Relying on continuity to 
tell us the condition of 
a circuit is a mistake; a 
continuity test can only 
indicate an open circuit. 
Fine for testing fuses, but 
for every other electri-
cal component we need 
to know not only that 
there’s a fault but exactly what type it is. 

Testing a valve circuit using ohm readings will 
check the wires, the splices and the solenoid. We start 
by measuring the ohms at the controller. If there’s a 
fault, the readings will tell us where to look for it. The 
repair can be made, and you can get paid. 

Kurt K. Thompson, CIC, CID, CIT, CLIA, CLWM, is the owner of 
K. Thompson and Associates, a water-use evaluation and 
training company, and a principal of IrriTech Training, an on-
line and face-to-face training company. He can be reached at  
kurt@KThompsonAssociates.com.

DisPelliNg more myths 
In irrigation system installation and troubleshoot-
ing, there are many instances where relying on 
superficial logic can lead a technician to a false 
conclusion. Blindly trusting in these “myths” can be 
costly to your business and to your clients. In an 
occasional series, a veteran irrigation contractor, 
consultant, trainer and troubleshooter busts some 
of these myths. Be on the lookout for more “Irriga-
tion Myth Busting” articles in future issues. 

From left to right: ohmmeter readings that indicate: 1) a sound circuit; 2) an open circuit; 3) a short circuit 
and 4) a partial connection. 



Multicourts allow families 
to play more than one sport 
together. Photo: Bay Area 
Rhino Court 
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T
here was a time when a home with 
a patch of turf in the back with a 
barbecue grill and a swingset for 
the kiddos was the epitome of the 
American Dream. In 2019, that sort 
of bare-bones backyard just won’t cut 

it anymore. Today, a backyard is expected to be an 
extension of one’s home, with spaces for entertaining, 
gourmet cooking, exercise and just plain fun.

That’s great news for us in the green industry, 
because we’re the professionals that residential and 
commercial property owners turn to when they want 
to create these customized outdoor living spaces.

Virtually every segment of our industry is affected 
by this trend: makers and installers of artificial turf, 
concrete pavers, outdoor televisions, court surfaces, 
masonry, pools, water features, decks, pergolas, fire 
tables, fire pits, pizza ovens, outdoor lighting and 
sound systems.

Playing the game
Many homeowners are no longer content with  sim-
ply being entertained by watching a ballgame on 

Home court

television in their outdoor living space while chow-
ing down on barbecued chicken and beer; increas-
ingly, they want to get into the game themselves.

Bocce, basketball, pickleball and tennis courts; 
oversized chess sets; putting greens; flexible-use 
spaces for yoga classes or movie nights; outdoor 
gyms; enclosed trampolines; and even year-round 
ice skating rinks are being requested by these sports 
enthusiasts. 

These game court buyers already have an outdoor 
kitchen, living room or both — so adding a basket-
ball or bocce court just seems natural. Other people 
will have the game court or play area built at the 
same time, folding it into an overall outdoor kitchen 
or living room project.

On the commercial side, outdoor and indoor 
game courts are increasingly being added as em-
ployee perks to corporate office campuses and com-
plexes. They’re also found in residence hotels and 
condominium developments.  

Haddonfield, New Jersey-based landscape archi-
tect Joe DeShayes owns DeShayes Dream Courts, 
DeShayes Dream Greens and DeShayes Residential 
Resort Design. He can testify as to how good the 

Outdoor living spaces are gaining a whole new 
dimension with the addition of game courts where 
family and friends can slam-dunk together.

By Mary Elizabeth Williams-Villano

Time out
Find out about the 
permitting and 
stormwater issues you 
might encounter while 
installing game courts 
by going online. 

advantage



Outdoor game areas can be built to cater to every person in a family, no matter what age or sports interest. The top picture shows a putting green 
adjacent to an enclosed trampoline. Photo: Lindgren Landscape. Bottom left, a batting cage. Photo: Sport Court of Massachusetts. Bottom right, a 
bocce court. Photo: Lindgren Landscape.
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game court business is — the Dream Court division 
is responsible for 50% of his overall revenue.

DeShayes began his business after graduating 
college with a degree in landscape architecture. He 
started building game courts when the high-end 
residential clients he was creating landscape master 
plans for began requesting them. 

He started with a franchise operation, but after 
a while, decided he wanted to do things different-
ly. “With a franchise, you’re contractually obligated 
to use and sell their products exclusively,” DeShayes 
says. “But there are many different solutions for every 
client, and this way, I can offer what’s exactly right for 
them. We deal directly with all the manufacturers.”

Court manufacturers
Most court surface products consist of polyurethane 
tiles that contain antioxidants and ultraviolet stabi-
lizers to prevent fading. The tiles snap together tight-
ly so that the seams won’t affect ball bounce. They’re 
typically installed over a poured concrete base.

Among the many manufacturers of play area 
equipment and playing surfaces is Salt Lake City-

“Lots of people 
can afford to 
have a half 
court put in 
their driveway. 
I can give 
someone a nice 
court for only 
$5,600.”  
— Joe DeShayes, 
DeShayes Dream 
Courts

based Sport Court LLC. Its primary business is 
manufacturing and marketing sports surfaces as well 
as other components like hoops, lights, nets, ball con-
tainment systems and other related equipment. 

“The original owners were big sports fans and 
created the concept of the backyard game court, and 
the Sport Court brand evolved from that,” says Ryan 
Day, national sales director. “That’s where we remain 
focused today, but we also do a lot of commercial 
applications.” 

Sport Court isn’t a franchising operation, rather, 
it’s an exclusive distribution network. The company 
works through court builders who own the market-
ing rights to the product within a certain geograph-
ic area. “The way our model works is, a landscape 
contractor would work with one of our local court 
builders. They’ll typically work out a subcontractor 
arrangement or a finder’s fee, but our core builders 
will work it any number of ways.”

Another game court manufacturer is Scottsdale, 
Arizona-based Rhino Sports. Founder and CEO 
John Shaffer started the company in 2001 after 
spending over a decade working for another game 
court maker. It’s also not a franchising operation, and 
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its products can be bought by any contractor. “We 
manufacture all the components that go into our 
courts and ship them globally, to Europe, U.S. mil-
itary installations, U.S. embassies and resorts as well 
as to private homeowners,” says Shaffer.  

Remove phone, insert basketball
As you might expect, the primary market for outdoor 
sports and play areas is families with children. “These 
parents want to make their homes ‘the hang house,’” 
says John Campbell, owner of Sport Court of Massa-
chusetts in Andover. “I’ve been in the business for 22 
years, and I’ve been told repeatedly by customers that 
building a home court was the best thing that they 
ever did for their families.”

“These things are a kid magnet,” he continues. 
“You know where your kids are and who their friends 
are and can observe who you may — or may not — 
want them playing with. And it gets them outdoors, 
away from the phones and computers.” 

All the contractors and manufacturers in this sto-
ry said the same thing: Being able to keep watch on 
the kids and shoo them away from Snapchat seems 
to be the main motivator for homeowners who want 
to add sports play areas to their homes.

Ferrell Eckert, owner of Bay Area Rhino Court 
in Novato, California, has seen for himself how this 
works, having had a basketball court in his back-
yard since his son was five. “He played baseball and 
football in high school, but when he wasn’t, he was 
plugged into video games. But when we were out on 
the court playing horse, his guard would come down 
and we’d have real talks because the only thing in his 
hand was a basketball.”

Other types of buyers
“Staycationing” is a term that was heard a lot during 
the recession of 2008. It fueled the idea of making 
one’s backyard a private resort, even if people didn’t 
have the funds to do it with at that time. With the 

recovery, it’s been full speed ahead for those projects.
“That’s what’s happening here on Long Island 

and across the country,” says Dan Steigerwald, owner 
of Designscapes Long Island, Patchogue, New York. 
“We’ve been building outdoor living rooms and en-
tertainment centers since 1985. The trend now is, 
these folks, instead of going away on vacations are 
staying home more and investing in their proper-
ties. Then they seek out companies like ours to make 
those dreams come true.” 

“We have two types of customers,” Steigerwald 
continues, “families with children who want bocce 
and basketball courts and batting cages and older 
folks who don’t have children in the house anymore 
who want putting greens and tennis courts.” 

Shaffer says multicourts that accommodate more 
than one activity are extremely popular. “While bas-
ketball courts are the driving force for our company, 
we want to make it so when the kids get tired of that 
they can play tennis, volleyball, shuffleboard or four-
square — give them more fun things to do.”

Eckert does a lot of tennis court conversions. “A 
family will move into a house with a tennis court but 
they’ve got two young kids and they don’t really play 
the sport,” he says. “So we’ll convert it into more of a 
multi-use facility by switching out the shorter tennis 
poles in exchange for 8-foot-tall posts. They can still 
play tennis, or they can raise the net for badminton 
and volleyball. We’ll also incorporate one or two bas-
ketball goals.”

While game courts may sound like upper-crust 
amenities, they certainly don’t have to be. “We get a 
mix of every income level,” says Steigerwald. 

The Houzz page for Eckert’s Bay Area Rhino 
Court states that a typical job costs from $2,000 to 
$100,000. “I don’t ask my clients what they make, but 
they’re kind of all over the board,” says Eckert. “Of 
course there are the ultra-rich Silicon Valley people 
who can write a big check like they’re buying a base-
ball glove, but I also get quite a lot of business from 
middle-class to upper-middle-class people. They 

Getting a good bounce for both ball and body
Ball bounce is critical in professional sports, particularly basketball. So how do outdoor game court 
surfaces perform compared to a traditional hardwood court? “We measure ball bounce,” says Ryan Day, 
national sales director, Sport Court LLC, Salt Lake City. “Our Power Game Plus product has 100% ball 
rebound, which means the ball is going to perform the same as it would on an indoor basketball court.” 

John Shaffer, founder and CEO of Rhino Sports, Scottsdale, Arizona, says, “We mirror that hard-
wood-floor experience because that’s what people are used to.” 

As it so happens, the same technology that makes the ball bounce just as it would on wood also 
safeguards a player’s body. “A good surface is one that gives you a proper ball response as well as 
absorbing energy so that the participants are protected,” says Shaffer. “We use a resilient copolymer 
surface that has an energy return factor. If you fall, it will absorb and dissipate that energy, which is 
obviously good for your knees and other joints. You can fall and hit your head on one of our surfaces 
from a 33-inch height and not get a concussion.” That’s a selling point for concerned parents and much 
better than having Junior bang his noggin on the hard concrete at the local park.

“These folks, 
instead of 
going away 
on vacations, 
are staying 
home more 
and investing 
in their 
properties. 
Then they 
seek out 
companies like 
ours to make 
those dreams 
come true.”  
— Dan 
Steigerwald, 
Designscapes 
Long Island

Photo: Sport Court of Massachusetts
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Proud ly
Made in the USA!

For samples:
(800) 881-6294

sales@maxijet.com

3 GPH’s: 10.5 16  23.5   4 Patterns:

The Wing Jet
for Landscapes

consider it an investment in their kids and in their property, to make 
it more usable.” 

“Lots of people can afford to have a basketball half-court put in 
their driveway,” says DeShayes. “I can give someone a nice court for 
only $5,600.”

Is this business for you?
The demand for outdoor play areas and game courts is growing. 
Shaffer says there’s been a spike in business in the last 24 months 
that equals that of the mid-2000s. “There have been a number of 
spikes in the business through the late 80s and 90s, but there was a 
huge growth spurt from 2000 to 2007 as people were beginning to 
understand what the product was.”

It’s a high margin business by all accounts. Even so, should 
you get into it? Tim Lindgren, founder and president of Lindgren 
Landscape, Fort Collins, Colorado, says, “Yes — if your market can 
support it. It is a high-end service that not a lot of markets can 
support. If you’ve got the clientele that can afford to install them, by 
all means go for it.”

But Lindgren adds a caveat, saying that his degree in construc-
tion management “fits really well into this business. A contractor 
who doesn’t have hardscaping experience will need to hire someone 
who knows construction in order to bring this into their portfolio.”

DeShayes, who has taught an accredited course through the 
American Society of Landscape Architects on the proper design 
and construction of playing courts, adds another caution. “The 
sports facility field is very technical, so you’re going to have a learn-
ing curve. People make so many mistakes.” 

He recently worked with a contractor on a $350,000 land-
scape, where the client wanted to add a golf green. “The landscap-
er thought, ‘How hard can a golf green be?’ so he only charged 
$20,000. It was a very small part of that job, but it was the most 
important thing to the client.”

It ended up being pitched at the wrong elevation. “We went 
in and did it the right way, which cost the contractor $40,000. If 
he’d hired us from the beginning, charged the client $40,000 and 
marked it up 10%, he’d have made $4,000 instead of losing $40,000 
— and he would have had a happy client.”

DeShayes advice is “do what you do well and hire an expert to 
work as a subcontractor, and build the courts so you don’t lose mon-
ey or disappoint a client.” 

If you’re determined to add game court installation to your menu 
of services, a good way to start might be to find a contractor who’s 
already experienced in this arena and find a way to work together. 
Whatever strategy you employ in this game, we wish you nothing 
but net — profits, that is. 

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

The soundtrack for the shindig

Outdoor sound systems have come a long way from 
the old boombox-on-the-patio or the little Bluetooth 
speaker playing music from a phone. Read how one 
company is leading the evolution at www.igin.com/
home-court-advantage. 



44            Irrigation & Green Industry     July 2019

• • ASSOCIATIONS IN ACTION

It’s not too late to adopt some of 
these ideas this year or keep them 
handy for next year.

1Promote the benefits of smart  
irrigation with social media graphics 

that can be customized to 
meet your needs. 

2Add smart irrigation cover 
photos on your company or individual 

social media account.

3Add the Smart Irrigation Month logo 
to your website, email signature, ads, 

field signs, invoices and 
more.

4Post a blog post about 
irrigation best practices 

on your website or incorporate it in your 
email marketing.

5Make smart irrigation the 
theme of sales calls. 

6Feature water-efficient products and 
services in displays, ads, promotions 

and product demos with the Smart Irri-
gation Month logo.

7Use a banner, outside signage or 
counter sign to encourage customers 

to ask how smart irrigation can save 
water and money.

8Encourage customers to make exist-
ing systems more efficient with easy 

retrofits, like rain sensors, 
moisture sensors and pres-
sure regulators.

9Submit a press release 
or letter to the editor of 

your local newspaper.

10Lobby your town to proclaim 
July as Smart Irrigation 

Month.

11Volunteer to speak to a 
local homeowners associ-

ation, garden club or civic group.

12Ask your local radio 
station to play a public 

service announcement.

www.igin.com

DOWNLOAD OUR APP TO 
ACTIVATE INTELLIGENT LIGHT

YOSEMITE

BRILLIANCE
METAL WORKS

brillianceled.com/yosemite

Introducing the newest addition to 
the Brilliance Metal Works family: 
Yosemite. This well light is available 
in an angled or flat top, with a 
black finish. Yosemite comes with a 
stainless steel heavy duty adjustable 
gimbal and blackened brass cover 
with glass. It is compatible with any 
PAR36 or Chameleon PAR36 lamp.

To find out more about Yosemite  
and other Metal Works fixtures, visit: 
brillianceled.com/fixtures

Irrigation Association celebrates  
July as Smart Irrigation Month
Furthering the mission “to promote effi-
cient irrigation,” the Irrigation Association, 
Fairfax, Virginia, and the irrigation indus-
try celebrate July 2019 as Smart Irrigation 
Month. Smart Irrigation Month, now in 
its 15th year, serves as the showcase month 
for the irrigation industry and the public to 
recognize and promote the benefits associ-
ated with smart and efficient irrigation.

“July continues to serve as our month to 
not only celebrate everything our industry 
has to offer but also educate the public on 
the importance of smart irrigation,” says 
IA Government and Public Affairs Direc-
tor John Farner. “Smart Irrigation Month 
is our month. It’s our month to talk about 
the importance of water, the importance of 
smart and efficient irrigation, and the im-
portance of our industry to the growth and 
success of our society.”

The theme of the 2019 Smart Irriga-
tion Month is “Smart Irrigation in Action.” 
Throughout the month of July, the IA en-
courages everyone in the irrigation indus-
try to showcase smart irrigation in action 
through pictures, videos and stories posted 
on social media that highlight the benefits 
of smart irrigation, including an online vid-
eo contest. 

“The irrigation industry continues to be 
at the cutting edge of technology and in-
novation,” continues Farner. “I’m excited to 
see everything our industry has to offer up 
this Smart Irrigation Month.” 

For more information and resources, visit  
www.smartirrigationmonth.org.

• • ASSOCIATIONS IN ACTION

Smart Irrigation Month is our month. 
It’s our month to talk about the 
importance of water, the importance 
of smart and efficient irrigation, and 
the importance of our industry to the 
growth and success of our society.
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3 Head wrench. Keyfit Tools, Minneapo-
lis, an irrigation tool manufacturer, has 
announced the release of its Stainless 

Steel Head Wrench Pro. This professional 
version is based on the company’s Head 
Wrench with all the same features irriga-
tion technicians need in the field.

The tool is useful for extracting fittings, 
spray heads and rotor heads, and it can also 
be used to raise sprinkler heads, cap them 
off or convert them to drip. The bottom 
teeth engage the cap fins for easy head re-
moval or cap and gut removal.

This version features a beautiful limited 
edition brushed stainless steel finish, along 
with a permanent spray head pull-up tool 
that works from the outside with all noz-
zle types. The tool also includes a flathead 
screwdriver built into the pivot pin in case 
adjustment tools aren’t at hand.

Keyfit Tools 
www.keyfittools.com

SUPPLIER IN THE NEWS
Spartan Mowers opens new facility 

1  Fuel additive. Chevron Products Co., 
San Ramon, California, has announced 
the retail rollout of its new Techron 

Protection Plus Powersports and Small 
Engine Fuel System Treatment that will 
stabilize fuel for up to 24 months. 

It removes carbon deposits and gum 
and varnish buildup in fuel systems and 
protects and cleans fuel injectors, com-
bustion chambers, throttle bodies and 
carburetors. It can be used in all gasoline 
engines, including carbureted, two- and 
four-stroke, port- or electronic fuel- 
injected models of blowers, chain saws, 
generators, lawn mowers, power washers, 
snow blowers and more to fight harmful 
effects of ethanol-blended fuels. 

One ounce treats 4 gallons of fuel. It 
comes in three sizes: 4-ounce, 10-ounce 
and 1-gallon. 

Chevron 
www.chevronlubricants.com

2 LED dimmer. Letzgo Products Inc., 
Gilbert, Arizona, introduces its new 
AC Low Voltage Digital Dimmer, 

capable of delivering 10 amperes of 
smooth LED dimming. The professional 
grade unit utilizes trailing-edge dimming 
and features simple-to-reset short circuit 
protection, overload indication, transient 
protection and intelligent soft start. It has 
a IP67 rating indicating that it can survive 
in harsh environments.

The dimmer is designed for standard 
electrical boxes using Decora cover plates. 
It’s commonly used with bistro string 
lights to create ambiance, but it also can 
be used for dimming AC strip lights, 
hardscape lights and many other dimma-
ble LED bulbs. The current unit is white 
with a gray version to be released in the 
near future.

Letzgo Products Inc. 
www.letzgoproducts.com

Spartan Mowers, the Arkansas-based manufacturer of profes-
sional and homeowner mowers has “big plans for the future” 
as evidenced by the big new facility for receiving, assembly 

and shipping it has just 
opened in its home base 
of Batesville. The new 
plant is great news for 
that community, particu-
larly for its jobseekers, as 
a company spokesperson 
says there are openings 
for 400 new workers.

A ribbon cutting for 
the 206,000 square-foot 
building was held May 

21. State representatives and city leaders attended the celebra-
tion. Arkansas Governor Asa Hutchinson said in his remarks 
that the company’s owners are an asset to the community and 
play an important role in the state’s manufacturing workforce.

Spartan Mowers’ company mission statement is “to offer 
an American-made mower that drastically changes the turf 
industry by giving the consumer a premium product with 
an all-new level of performance, durability and design at an 
incredible value.”

The founders of Spartan Mowers, Robert and Becky 
Foster, have been active in Batesville community organiza-
tions for years. Spartan Mowers is just one of six companies 
they own, all of them headquartered in the city of Batesville, 
including Intimidator UTVs, Bad Dawg Accessories, Ground 
Hog Max, Gourmet Guru Grills and Envy.
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PEST CONTROL

 

HEAD WRENCH 
Keyfit Tools 

Stainless Steel Pro 

KeyfitTools.com 

mosquito prevention for 
landsape contractors

Landscape contractors know that effective landscape management 
can make a space feel sophisticated and elegant, fun and inviting, 
or, unfortunately, unpleasant and mosquito-ridden. More than 
an on-the-job annoyance, mosquitoes also can present long-
term challenges to property owners. Luckily, a few small design 

tweaks and maintenance best practices can provide peace of mind 
and satisfaction for landscaping clients. 

Mosquitoes use standing water as a breeding ground. If water 
remains stagnant for more than a few days, mosquito larvae can 
develop, particularly in debris-filled water that acts as a food source 
to the larvae. Some mosquitoes can breed in containers as small 
as a soda bottle cap, so even a small amount of standing water can 
contribute to rising mosquito populations.

Armed with this knowledge, landscaping professionals can de-
sign features to help reduce the likelihood mosquito populations 
will reproduce in the area. Ponds, fountains or other water features 
may be attractive additions to a property, but may take additional 
care and maintenance to help reduce the likelihood of mosquito 
populations multiplying there. Certain soil types or natural depres-
sions in the terrain can also cause water to pool more easily, so land-
scaping professionals should plan accordingly.

Contractors should conduct full property inspections for poten-
tial water pooling areas every time they visit a client’s space. Drain-
age areas can easily become blocked with tree limbs, leaves, rocks 
or other natural items, which in turn can create stagnant water in 
the area. To protect workers,The Centers for Disease Control and 
Prevention recommends wearing a long-sleeved shirt and pants and 
applying an insect repellent before spending time outdoors. 

Landscape contractors can leave their clients with best practices 
to help prevent increases in mosquito populations on their prop-
erties. For instance, they should be sure window and door screens 
are intact with no gaps or other openings that could allow insects 
into the structure. If the property has standing water, contractors 
should work with their client to ensure the container is emptied 
every three to five days, and the sides of the container are scraped 
clean to dislodge any eggs before it is refilled. Monthly mosquito 
control services that treat for both young and adult mosquitoes can 
help further reduce mosquito populations.

Mosquito control can prove challenging for clients, so landscape 
contractors should lend their expertise to clients to find long-term 
solutions. Through smart design and regular maintenance, property 
owners can be well-equipped to fight against the pest.

Angela M. Tucker, Ph.D., B.C.E. is an expert in entomology and manager of tech-
nical services for Terminix, Memphis, Tennessee, a commercial pest manage-
ment provider. She provides technical support for a variety of Terminix and  
ServiceMaster business units. 

BY ANGELA M. TUCKER

Brought to 
you by:

nitetimedecor.com/ntdsmart

The smart way to control light!
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We’re Looking For You.
Are You Ready To Begin or
Enhance Your Business?

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

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

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

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

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

85% Customer Retention • 6 Year Avg. Customer Life
$65M+ in Gross Revenues • Serving 24 States + D.C.

Add some 
 Color & Sparkle 

to your Display!

christmasdecor.net

Full Flow Swivel Coupling 

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

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

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

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

NEW

Fits the following  
Tigerflex™ series hoses:
 • MULCH™

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

®CETA
A take apart dripper with 

performance above the rest...

® Putting water where it counts!
www.antelco.com
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www.billygoat.comTake the chore out of the chore with Billy Goat!

Cutting Edge Performance
from Billy Goat! 
A Hardscaper’s dream.  
Exclusive laser clad cutting blade’s hardened leading  
edge offers precision cut & up to 3x blade life.
Variable-speed hydro transmission plus reverse.  
Match cutting speed to ground condition.

For more information contact your Billy Goat  
Representative or call 1-800-776-7690

“Text to Video” 
feature offers 
quick view of 
operating  
instructions  
on your mobile 
device†† Data rates may apply

I&GI 7-19.indd   1 4/3/19   10:33 AM

Restoring the native balance

ernstseed.com
sales@ernstseed.com

800-873-3321

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
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PRODUCTS

Check out the digital edition
of Irrigation & Green Industry 
online at www.igin.com.

HELP WANTED

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

PRODUCTS

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

Contact us for a free quote •  888.531.2353

sales@roundstoneseed.com
9764 Raider Hollow Road Upton KY 42784

—  H E L P  W A N T E D  —
Amiad Water Systems
Regional Sales Manager —  

Landscape, Greenhouse and Nursery
Develop Landscape, Greenhouse and Nursery 
Market in California Market for Amiad Water Systems. 
Responsibilities will include:
• Develop and implement a National Distributor 

Account strategy
• Create and implement a strategy to penetrate 

regional Irrigation Wholesale Distribution and 
Nursery Greenhouse Industry

• Specification — develop needs for this market, 
identify key designers and develop a call plan 

• Identify key Landscape Contractors, and internal 
personnel and build relationships 

• Develop marketing support material for each seg-
ment in conjunction with the Director of Marketing 

• Manage the product positioning 

Reports to Director Sales. Position based in  
California. Email to: Kelly.Keicher@amiad.com.
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The August issue of Irrigation & Green 
Industry will feature coverage of land-
scape lighting, chemical applications 
and noise ordinance compliance.

August Issue Preview
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Four essential  
marketing tips  
for business 
owners

1 Clean up your presence. How many unused social media accounts 
and outdated blogs do you have? Do they use your current branding? 
Go through every social media platform you’re on and make sure they 

are updated with your current logo and contact information. 

2 Get branded. You may have noticed that you have a myriad of fonts, 
logos and colors out there. Create a one-page document that has a 
general style guide for your business. Include your logo, your font, 

your standard font size and your brand colors. Every document you create 
or social media platform you’re on should look visually similar.

3 Schedule it out. Get a wall calendar and determine which holidays 
and significant events in 2019 could be tied in with your marketing. 
Plan how you will promote your business on these days. It might be 

something as simple as an email blast or Facebook post, or you might have 
a bigger campaign strategy and include sales.

4 Consider outsourcing. You might think you can’t afford to out-
source your marketing but consider how much potential income you 
are losing when people are put off by your online presence. You prob-

ably hire professionals to help with other aspects of your business, so make 
sure you weigh the cost of hiring an experienced professional to help with 
your marketing versus lost revenue.

(source: Small Business CEO)

Landscape makeover will have 
you saying ‘Oh là là’
With the upcoming 2024 Olympic Games taking place in Paris, the city is 
redesigning the Eiffel Tower’s surroundings to include more green spaces 
and make it more pedestrian-friendly. 

Many of the roads surrounding the iconic tower will be transformed 
into areas for pedestrians or limited to bus and bicycle lanes. Other 
elements will include a pedestrian garden, two new public squares and 
restored parkland.

More fountains and trees will be added to provide shade and cool the area 
down, along with additional ticket offices, kiosks and baggage storage facilities for 
visitors. Many of these new facilities will be sunk into the ground with the surround-
ing lawns at the sides raised to cover them for a more appealing visual appearance.

The bulk of the project is to be completed in 2023 in time for the Olympic Games.

DID YOU KNOW?
The world record for the fastest 
growing plant belongs to certain 

species of bamboo, which have been 
found to grow at up to 35 inches per 

day or at a rate of 0.00002 mph.
(source: guinnessworldrecords.com) 

HOT JOBS IN THE GREEN 
INDUSTRY
CNBC Make It analyzed data from the Bureau of 
Labor Statistics to identify 15 occupations focused 
on creating or designing images, products, technol-
ogy and information. 

Among the list? Landscape architects. These 
jobs have a median annual pay of $68,230 
— well above the median sala-
ry of $46,800 U.S. workers 
earned in 2018, according to 
the BLS. 

With a projected job 
growth through 2026 of 
6%, the future looks bright 
for those who pursue this 
career path. 



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

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

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

healthy, beautiful, water-smart landscapes.

Find out how Ewing can help with your next project.

YOUR BEST 
RESOURCE 
FOR SMART 
IRRIGATION

Follow us on social media:

EwingIrrigation.com



LANDSCAPE LIGHTING

LANDSCAPE LIGHTING
Perfect
every time
Problem-solving products that make it easy 
to specify and install with flawless results

Continuously Adjustable Beam Angles 
10° to 60°

ACCENT HARDSCAPE

Adjust from Warm White (2700K) to 
Pure White (3000K)

Adjust from Warm White (2700K) to 
Pure White (3000K)

M IN I  WALL  WASH

waclandscapelighting.com

Brightness Control Dial Brightness Control Dial Brightness Control Dial
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