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Give them what they want

Technology is changing the ways 
in which business gets done, and 
ready or not, these changes are 
coming to the green industry.

I always get so excited when my new print 
issue of Irrigation & Green Industry arrives 
in the mail each month. I hold it in my 
hands and flip through each page. It is to 
fulfilling to see all the efforts of our staff 
come together in a printed edition I can 
touch and feel. 
But I recognize that while I enjoy a print-

ed paper copy of the magazine, there are oth-
ers who prefer to receive the digital edition by 
email. Still others use the app on their mobile 
phones to access the new issue. 

As a landscape professional, you are prob-
ably used to similar preferences from your 
customers. That is why you offer a variety of 
styles in your designs and installations. One 
customer might like traditional plantings, 
while another wants exotic flowers. 

My magazine preferences may be a bit old 
school, yet in other aspects of my life, I’ve em-
braced technology. 

Take banking, for example. I pay all my 
bills online and deposit checks by snapping a 
picture of them with my mobile phone. It’s so 
convenient, I don’t understand why everyone 
doesn’t do it. (My husband still insists on go-
ing to the bank.)

In a service oriented business, we all know 
everyone has differing wants and needs be-
yond how short you trim their bushes. 

Do your customers like receiving monthly 
paper invoices or would they rather swipe a 
credit card in your mobile phone immediately 
after service? Maybe you’ve never asked them 
nor looked at offering a credit card payment 
option. Maybe you should. 

In past issues we’ve covered mow-on-
demand services and featured the develop-
er of an “Uber for lawn care” app. Recently, 
California Pools and Landscape of Phoenix 
unveiled a customer portal that allows con-
sumers to access real-time progress on their 
backyard projects. This month, you’ll read 
how GPS is helping landscape companies 
keep better track of their people and trucks. 

Technology is changing the ways in which 
business gets done, and ready or not, these 
changes are coming to the green industry.

People’s habits are also changing, and if 
you want to stay in business, you will have 
to accommodate them. We all know you are 
never going to please everyone, but by offer-
ing them the convenience of technology, you 
may gain a few more happy customers.  





• • MARKET WATCH
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ScottsMiracle-Gro sells stake in TruGreen
Investors Corner
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The ScottsMiracle-Gro Co., Marysville, 
Ohio, a leading marketer of branded con-
sumer lawn and garden as well as hydro-
ponic growing products, has announced 
it has sold its approximate 30% stake in 
TruGreen, Memphis, Tennessee, to the 
majority owner. ScottsMiracle-Gro re-
ceived approximately $234 million in the 
transaction.

In 2016, the company contributed its 
wholly owned subsidiary, Scotts Lawn-
Service, into a joint venture with Tru-
Green, creating the largest do-it-for-me 
lawn service company in the U.S. Seventy 
percent of the joint venture was owned by 
the private equity firm Clayton Dublier 
and Rice, its co-investors, and TruGreen 
management, with the balance owned by 
ScottsMiracle-Gro.

In addition to the sale, ScottsMira-
cle-Gro also received cash proceeds of 

another $18.4 million in connection with 
the assignment to a third party of debt of 
the joint venture held by the company. The 
combined proceeds, approximately $120 
million to $140 million on an after-tax  
basis, will immediately be applied to re-
duce the company’s indebtedness.

Upon the creation of the joint venture, 
ScottsMiracle-Gro received an approxi-
mate $200 million tax deferred dividend. 
In 2017, it received another tax-deferred 
dividend of approximately $90 million. 
Those two payments were essentially equal 
to the initial valuation placed on Scotts 
LawnService when the joint venture was 
established.

“Shareholder value was clearly max-
imized by the creation of this joint ven-
ture and now our divestiture of this in-
vestment,” says Randy Coleman, chief 
financial officer. “Using these proceeds to 

reduce our debt should allow us to lower 
our debt-to-EBITDA (earnings before 
interest, tax, depreciation and amortiza-
tion) ratio below 4.0 by the end of fiscal 
2019 and to 3.5 times debt-to-EBITDA 
by the end of 2020. At that level, manage-
ment would once again begin to explore 
options to proactively return more cash to 
shareholders.”  
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• • GREEN BUSINESS BRIEF

For more information about WIFIA loans, visit: www.epa.gov/wifia.

  Landscape

BrightView donates services to 
Philadelphia landmark
BrightView Landscapes, Plymouth Meet-
ing, Pennsylvania, and the U.S. National 
Park Service are making significant im-
provements to the grounds of one of Amer-
ica’s most historic sites, Independence Na-
tional Historical Park in Philadelphia.

BrightView is donating landscape re-
habilitation work, including turf remedi-
ation, irrigation system repairs, arbor care 
for trees and significant improvements to 
the gardens, beds and hardscape at the 
park. BrightView also has committed to 
maintain the landscape for a full year at 
no cost.

“We’d like to thank the National Park 
Service for the privilege of working on 
this historic site and for helping to im-
prove the experience for everyone visiting 
Independence National Historical Park,” 
says BrightView President and CEO An-
drew Masterman. 

  Pesticides

Jury rules in latest Roundup case
A U.S. jury has ruled Roundup weed killer 
caused cancer. According to an article in 
The Guardian, Bayer, a German company, 
with U.S. headquarters in Whippany, New 
Jersey, lost a jury trial in San Francisco 
on March 27 in the case of Hardeman v. 
Monsanto. Plaintiff Edwin Hardeman 
sprayed the herbicide on his property for 
decades and blames it for causing his non- 
Hodgkin’s lymphoma.

U.S. District Judge Vince Chhabria 
split the Hardeman case into two phases: 
one to decide causation and the other to 
determine Bayer’s potential liability and 
damages. The jury ruled against Bayer in 
both phases and found that Monsanto 
should be held liable for Hardeman’s ill-
ness because it failed to include a label on 
its product warning of its risk of causing 

cancer. The jury awarded Hardeman $80.2 
million in damages.

Bayer acquired the maker of Roundup, 
St. Louis-based Monsanto, for $63 billion 
in June 2018. While Roundup was the first 
glyphosate-based weed killer, it is no longer 
patent-protected, and many other versions 
are now available.  

The case was only the second of approx-
imately 11,200 Roundup lawsuits to go to 
trial in the U.S. Another California man 

was awarded $78 million in August 2018 
after a state court jury found Roundup 
caused his cancer.

Chhabria, who is overseeing roughly 
800 of the lawsuits, ordered Bayer and the 
plaintiffs’ attorneys to enter into media-
tion talks regarding a potential settlement. 
Bayer said it would comply with mediation 
talks but will continue to defend the safety 
of glyphosate-based herbicides in court.

Bayer has denied allegations that the 
glyphosate-based weed killer causes cancer. 
The U.S. Environmental Protection Agen-
cy, the European Chemicals Agency and 
other regulators have found that glypho-
sate is not likely carcinogenic to humans. 
But the World Health Organization’s can-
cer arm in 2015 reached a different con-
clusion, classifying glyphosate as “probably 
carcinogenic to humans.”

  Irrigation

EPA announces $6 billion in WIFIA loans
U.S. Environmental Protection Agency Ad-
ministrator Andrew Wheeler announced 
March 29 the availability of funding to pro-
vide an estimated $6 billion in Water Infra-
structure Finance and Innovation Act loans 
in 2019.

“Through WIFIA, we are addressing several of President Trump’s top priorities simulta-
neously: modernizing our nation’s aging infrastructure, improving public health protections 
and creating jobs,” said Wheeler. “This new round of WIFIA funding provides up to $6 
billion in credit assistance which, combined with other sources, could support $12 billion 
in water infrastructure projects and create more than 180,000 jobs. For this round, we are 
prioritizing construction-ready projects in three areas: water reuse and recycling, reducing 
exposure to lead and addressing emerging contaminants, and updating aging infrastructure.”

The WIFIA program plays an important role in the president’s efforts to rebuild Amer-
ica’s aging water infrastructure while improving local water quality, creating jobs and better 
protecting public health, according to an EPA news release.

Established by the Water Infrastructure Finance and Innovation Act of 2014, the WIF-
IA program is a federal loan and guarantee program at the EPA that aims to accelerate in-
vestment in the nation’s water infrastructure by providing long-term, low-cost supplemental 
loans for regionally and nationally significant projects. 

WIFIA loans are available to public and private borrowers for a wide range of drinking 
water, wastewater, drought mitigation and alternative water supply projects. 

WIFIA credit assistance can be used for a wide range of projects, including:
• drinking water treatment and distribution projects.
• wastewater conveyance and treatment projects.
• enhanced energy efficiency projects at drinking water and wastewater facilities.
• desalination, aquifer recharge, alternative water supply and water recycling projects.
• drought prevention, reduction or mitigation projects. 
The EPA will evaluate proposed projects, select projects that it intends to fund and invite 

them to continue the application process.
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• • GREEN BUSINESS BRIEF

 QUICK
 TAKES

Stay Green acquires  
Pacific Crest Landscape
Stay Green Inc., a family-owned 
landscape company with head-
quarters in Santa Clarita, Cali-
fornia, has acquired Pacific Crest 
Landscape of Orange County.

Founded in 1970, Stay Green 
has over 400 employees. This 
acquisition has allowed it to ex-
pand its landscape maintenance, 
tree care and plant health care 
services throughout Southern 
California.

DHS to issue additional 
H-2B visas
The U.S. Department of Home-
land Security will issue 30,000 
more H-2B visas for the remain-
der of fiscal year 2019. This is 
in addition to the initial cap of 
66,000 visas set by Congress for 
the fiscal year.

These supplemental visas will 
be available only to returning 
workers who have held H-2B 
status in at least one of the past 
three fiscal years. This is the third 
year in a row DHS has increased 
the H-2B visa cap.

Police officers step up to 
help landscaper
Adrian Salgado, a landscaper in 
Santa Ana, California, had his 
pickup truck, cell phone, land-
scaping equipment and $1,000 
stolen by two thieves on the 
morning of March 27. 

The police arrested the two 
suspects, but the money couldn’t 
be recovered and his lawnmower, 
edger, hand tools and  leaf blower, 
were gone. 

Officers donated $500 of 
their own money, and the Santa 
Ana Police Officers Association 
donated another $500 to the 
landscaper to help him replace 
the stolen equipment.

  Landscape

Gosha Greens supplies plants to new iHeartRadio building
Gosha Greens, Sunrise, Florida, a wholesaler of plants and trees to landscapers, garden 
centers and retailers across Florida, recently supplied plants for the newly constructed  
iHeartRadio building landscaping project in Sunrise.

The landscape design consisted of red and white shrubs planted in the shape of the 
company’s logo along with satellite-like lights atop Italian cypresses. Gosha Greens also 
supplied and delivered local copperleaf, dracaena marginata, blue agave and clusia plants.

“The landscaper for the iHeartRadio project called me last minute in search of premium 
plants to finish up this large project. Within hours, we were able to find and deliver every-
thing they needed,” says Gosha Greens Owner, Kevin Kalantari. “Both the landscaper and 
iHeartRadio were more than pleased with our quick response and quality material. Gosha 
Greens hopes to work with both companies in the near future.”

  Landscape

Landscape Workshop acquires Bayou Lawn and Landscape Services
Landscape Workshop, Birmingham, Alabama, 
recently completed the acquisition of certain 
assets of Bayou Lawn and Landscape Services 
based in Valparaiso, Florida. With this recent 
expansion to the Emerald Coast, Landscape 
Workshop says it will now have 10 branch loca-
tions throughout the Southeast.

Bayou was originally founded by Matt 
Schwab in 1995 before Jim Allen purchased the 
company in 1999. In addition to commercial 
landscape maintenance, Bayou’s client portfolio also includes a variety of residential proper-
ties along the Emerald Coast and surrounding areas. With his impending retirement on the 
horizon, Allen says he decided to sell the company and certain Bayou assets to Landscape 
Workshop due to its outstanding reputation and 35-year record of professionalism. Allen 
will stay on board throughout the transition period, and Bayou’s Bruce Kennedy will join 
the Landscape Workshop team as an account manager.

Landscape Workshop is a full-service grounds management company that has been pro-
viding professional service and maintenance for commercial properties and is now serving 
properties throughout all of Alabama and Tennessee as well as in parts of Kentucky, Arkan-
sas, Mississippi and the Florida Panhandle.

Landscape Workshop says it looks forward to expanding its presence in the Florida 
Panhandle through the Bayou acquisition and is fully committed to providing high-quality 
service and proactive management to all existing and new customers.

Investment bank Benchmark International and the Anchors Smith Grimsley law firm 
represented Bayou in the transaction. Bradley served as Landscape Workshop’s legal counsel.

  Irrigation

Yale gets smart about smart irrigation
One Ivy League university is going to the head of the sustainability class, at least as far as 
watering its campus goes. Joe Signore, landscaping and grounds supervisor for the down-
town area of the Yale University central campus in New Haven, Connecticut, has installed 
smart irrigation systems to decrease the amount of water used to keep the grounds green. 

In addition to using weather-based smart controllers that can be accessed through a 
smartphone app, lawns in four of the school’s residential colleges are getting the benefit of 
flow-sensing technology. Flow-sensing valves in the main pipes track unusually high water 
output and automatically shut the system off. Signore and his team are sent alerts to their 
smartphones that something is broken or not functioning properly.

As smart irrigation practices continue to be expanded to other parts of campus, he and 
the grounds maintenance team will continue to promote positive stewardship practices.



INDUSTRY INSIGHTS

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

Define your company culture 
for sanity and success

D
uring the ’80s, rocker Danny Elfman 
recorded the high-energy tune, “Who 
do you want to be today?” The song 
provokes the listener with the question: 
“Who do you want to be? A tough guy? 

A punk? A fashion star or somebody on TV?” That 
question, applied to your landscape business, should 
cause a moment of introspection.

 Have you thought about “who” you want your 
company to be? What your company represents and 
stands for? How you want your employees to feel? 
What you want it to be known for in your communi-
ty and by your clients? How your staff should behave 
toward one another and toward your clients? 

In short, what is your company culture? Can you 
define it and write it down? Could you explain it to 
others? And most importantly, do your employees 
and clients understand and experience that culture 
— and is it something they indeed value?

Like many in the green industry, I never planned 
on a career in landscaping. It just sort of happened. I 
started out working as an estimator at a commercial 
landscape company. One thing led to another, and 
a few years later our company, Landscape Develop-
ment Inc., was founded. 

Back then we just started creating landscapes and 
didn’t give a whole lot of thought as to who we were 
or what we wanted to be. That was about 35 years 
ago, and today we’re one of the largest privately held 
landscape firms in America. But it wasn’t always a 
smooth ride getting here.

Thirty-five years represents a lot of projects, em-
ployees, clients and opportunities to learn from our 
mistakes. We’ve seen that just about everything that 
can happen does happen — to our crews, our proj-
ects, our clients and our company. 

In the early years we made huge mistakes in hir-
ing. At times, our crews worked unsafely, our projects 
turned out mediocre and our employees grumbled 
discontentedly. And we, the misdirected manage-
ment team, would get frustrated, because it seemed 
as if no matter how many rules we set down, or how 

A healthy and 
supportive 
company 
culture is the 
grease that 
reduces friction 
and distractions 
and keeps 
things moving 
smoothly. 

much we willed to do things the right way, some-
thing would still slip through the cracks. 

When this happened, we managers would often 
blame the employees. In truth it was we who had 
missed the mark in not being purposeful enough 
about developing a well-accepted, well-understood 
culture of respect, accountability and excellence.

Today our company is far, far different. Things 
mostly run smoothly up and down our departments 
even with 1,100 employees and all the challenges of 
managing a large, diverse operation. 

We experience high employee morale, deliver su-
perior quality work and enjoy an enviable level of cli-
ent loyalty and satisfaction. We have great employee 
retention and are viewed as an employer of choice 
in our service areas. This all feels very rewarding, es-
pecially when compared to those early, error-prone 
days. At last we’ve become who we wanted to be.

I’m often asked, “How do you hold it all together? 
How do you consistently maintain quality? How do 
you ensure that your employees keep doing the right 
things, day after day, especially when the unexpected 
arises? It can’t just be because of rules alone.”

The answer to all those questions is “through the 
establishment of a solid company culture.”  The key 
to our firm’s longevity and success lies in our real-
ization years ago that building and maintaining an 
uplifting and well-embraced company culture would 
be the backbone of our strength, resiliency and repu-
tation over the long haul. 

A healthy and supportive company culture is 
the grease that reduces friction and distractions and 
keeps things moving smoothly. It begins with a set 
of defined core values. It lies in knowing what you 
and your employees want and what your clients value 
most and then creating the language, the systems and 
the accountability structure to express that culture in 
all you do. 

You’ll be surprised at the energy and efficiencies 
you create when your people feel uplifted and em-
powered, knowing they’ll be respected and rewarded 
for doing the right things for the right reasons. 



HYDRORAIN.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

To demo or not to demo … 
that is the question

My travels across the country have afforded me 
the opportunity to visit with many lighting contrac-
tors, and the subject of night demos often comes up. 
I’ve always found it interesting how different con-
tractors decide how they’re going to perform an af-
ter-dark demonstration — or if they’re going to do 
one at all. Of course, all contractors have their own 
systems that work for them. 

Whatever you may think about night demos, 
they’re not only good for the customer — but doing 
them is also a great way to educate yourself about the 
landscape lighting business.

When I first became involved with landscape 
lighting, I made sure I always had my demo bag in 
my vehicle along with an array of MR16s consisting 
of 10 lamps with different wattages and beam angles 
mounted on a block with switches. I also packed an 
emergency light battery with a small post light, a wall 
wash light, an underwater light and several different 
path lights. 

Coming home one evening, an accident forced 
me off the freeway. While driving through an unfa-
miliar residential neighborhood, I happened to no-
tice a front yard graced by a huge Aleppo pine tree 
right in the center. 

Being that it was dark, I pulled over and decided 
to see which lamp would light this magnificent tree 
the best. Using the MR16 array, I pressed the button 
that launched a 50-watt 55-degree beam angle. Since 
there was no ambient light in the area, this one lamp 
made short work of lighting the entire front side of 
the tree. 

The next thing I heard was a garage door opening. 
Before I could turn the light off, I heard a man’s voice 
yelling, “What are you doing in my yard!” 

I didn’t answer. Instead I said, ‘Watch this!” — 
and turned the light on again. Seeing the effect, the 
man said, “Wow — what is that and who are you?”  
I explained who I was, that I just starting to get into 
the landscape lighting business and seeing this beau-
tiful tree in his front yard, I just had to see what it 
would look like lit up. 

This could have gone badly! Fortunately for me, 
the man was cool about having a strange guy with 
a light box trespass on his property, and I ended up 
spending a good part of the evening with him trying 
out other lamps and fixtures. This led to my first job. 
Talk about a “cold call!” I would not, however, recom-
mend that anyone else try doing this “trespass” style 
of demo.

“Virtual installation” and “single vignette” are two 
demonstration styles that are great ways to sell and 
are also teach yourself about beam angles and proper 
fixture placement. 

Many distributors have demo kits for sale or rent. 
I would highly recommend that before you go out 
and do a demo for a potential client, practice first at 
your own home or in a city park. This will prepare 
you for most of your customer’s questions. 

Your local manufacturer’s reps should also be able 
to help. Many carry demo equipment with them. 
Bringing a factory rep with you on the demo demon-
strates solidarity to your customer and adds credibil-
ity. A rep can also teach you some tricks of the trade.

Seasoned contractors rarely perform evening 
demonstrations. Most rely on high-resolution pho-
tographs of previous jobs to educate the prospective 
customer. They may also arrange to have the custom-
er visit a previous job. 

As you become familiar with how fixtures and 
lamps work on different aspects of a landscape, the 
need for a demo to sell a job will become less neces-
sary. However, please keep in mind that when you do 
provide a demo you’ll be exposing your intellectual 
property. As such, it is not out of line to charge for 
this service. This can also help eliminate the do-it-
yourselfers who only want  to see your demonstration 
that so they can copy your design ideas. 

Lastly, be sure to schedule a demo when it’s con-
venient for you — not just when it’s convenient for 
the customer. Remember, you’re the professional. 
What are your evening hours worth? Missing your 
kids’ dance recital, school play or Little League game 
is precious time that you can never get back.   

Whatever you may 
think about night 
demos, they’re 
not only good for 
the customer — 
but doing them 
is also a great 
way to educate 
yourself about the 
landscape lighting 
business.
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GIVE YOUR CLIENTS THE GREEN LAWNS THEY DESIRE BY 
UNDERSTANDING THE PROPER GRASSES FOR THE JOB.

Getting in the

green zone
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M
arc Marsh’s phone rings as he looks 
out over acres of deep green zoysia 
and Bermuda grass growing at his sod 
farm in Cheraw, South Carolina. On 
the phone is a local landscape con-
tractor calling to ask Marsh’s advice 
about which grass variety to plant in 
a client’s large landscape project. As 

president of Turf Connections, Marsh operates four 
such farms in North and South Carolina, and he 
takes calls like this on a daily basis. 

“Where is the job located?” Marsh asks the caller 
and with good reason. 

Grass selection, just as in real estate, boils down 
to, “location, location, location.” It is the first and 
most important factor to consider.

Just as palm trees thrive in warmer climates and 
fir trees love cooler zones, turfgrass species, too, are 
divided into cool-season and warm-season catego-
ries. Once you know which “season” the location 
you’ll be planting lies in, you’ll be halfway home. 

Other than that, the difference between them is 
that cool-season grasses are predominantly grown 
from seed, and warm-season grasses are predom-
inantly grown from sprigs. Both cool-season and 
warm-season grasses are available as sod.

According to The Lawn Institute, East Dundee, 
Illinois, cool-season turfgrasses are those species with 
optimum growth at temperatures between 60 and 75 
degrees Fahrenheit. Common cool-season grass spe-
cies for lawns include tall fescue, Kentucky bluegrass 
and rye grass. Cool-season grasses grow well in the 
upper two-thirds of the United States, in places like 
Washington state, Minnesota and Massachusetts.

Warm-season turfgrasses are those species with 
optimum growth at temperatures between 80 and 95 
degrees Fahrenheit; you’ll find them growing in the 
southern states. Common warm-season grass species 
for lawns include bahia, Bermuda, centipede, St. Au-
gustine and zoysia. 

Each species has its distinctive aesthetics, charac-
teristics and benefits. (See sidebar on p. 18)

BY STACIE ZINN ROBERTS
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The tricky transition zone
Turf Connections’ two North Carolina sod farms 
are in the “transition zone,” the middle region of 
the country that straddles the dividing line between 
climate zones, where both cool- and warm-season 
grasses are planted. At those two farms, Marsh grows 
tall fescue because that’s what is mainly preferred in 
Charlotte and the surrounding metropolitan area. In 
Greenville, South Carolina, less than two hours south 
of Charlotte, Bermuda and zoysia are preferred. 

Planting turf in the transition zone is a bit more 
complicated. If both cool- and warm-season grasses 
will work, how do you choose which one to plant? In 
those cases, Marsh says regional preferences, micro-
climates or other factors must also come into play.

Homeowners associations will often have rules 
specifying which grass species they want planted on 
their properties; check with them before sodding or 
seeding. “Some HOAs require fescue or Bermuda or 
zoysia,” says Marsh. “Others will let you plant any-
thing you’d like.”

Just because a grass will survive in a region doesn’t 
necessarily make it the best choice, however. Other 
factors such as soil type or intended use should be 

taken into consideration too. While fescue will grow 
just fine in clay soil, it’s not an ideal growing medi-
um for zoysia. If grass is going to be planted on a 
sports field or high-foot-traffic area in a cool-season 
zone, a wear-tolerant grass should be chosen, such 
as Kentucky bluegrass; if that high-traffic area is in 
a warm-season or transition zone, a Bermuda grass 
would work better. If drought is an issue in a cool-sea-
son area, fescue is a good choice; in warm-season 
drought-prone areas, pick Bermuda or zoysia. 

Species and cultivars
Clouding the issue further is the fact that not all zoy-
sias, bluegrasses or Bermudas are created equal. Even 
within specific grass species, characteristics vary by 
which variety (also called a cultivar) of that species 
we’re talking about. These cultivars are bred to bring 
out beneficial characteristics such as drought, shade 
or cold tolerance; low need for maintenance; color 
and texture or early spring green-up. 

For instance, Tahoma 31 Bermuda grass is a new 
cultivar developed by turfgrass breeders at Oklaho-
ma State University, available through more than 
a dozen sod farms in the United States. An excep-
tionally cold-tolerant grass, Tahoma 31 will grow in 
warm-season climates, through the transition zone 
and into what is commonly considered cool-season 
territory as far north as Pennsylvania and Indiana. 

In a five-year research study conducted by the 
National Turfgrass Evaluation Program, Tahoma 31 
was compared to more than a dozen other Bermuda 

Tall fescue sod grown by Turf Connections is installed at a home 
lawn project in Charlotte, North Carolina.

Tahoma 31 Bermuda grass, as shown here at a Stillwater, Oklahoma, residence, is a new cultivar 
earning high marks for winter survivability, drought tolerance, leaf texture, color and vigor.

◀ Tahoma 31 up close

for a professional landscaper trying to decide 
which grass to plant, making a selection by 
species alone does not go deep enough. 
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grasses for specific beneficial traits. It ranked first in 
spring green-up and winter survivability and tied for 
first place in turfgrass quality. The grass also received 
high ratings for drought tolerance, leaf texture, color 
and vigor. Studies conducted by turfgrass scientists at 
Texas A&M University and Oklahoma State Uni-
versity showed that Tahoma 31 used 18 percent less 
water than its closest competitor, a grass developed at 
the University of Georgia called TifTuf. 

The point is, for a professional landscaper trying 
to decide which grass to plant, making a selection by 
species alone does not go deep enough. Differences 
among varieties within a species, such as cold toler-
ance or thirstiness, can be dramatic and can seriously 
impact the success or failure of a landscape project. 

Blended families
While warm-season grasses are generally sold as 
monocultures (one species alone), there are also seed 
blends and sod grown from seed blends that combine 
several cultivars of a species selected for their differ-
ing characteristics in order to create a better, hardier 
stand of grass.

Nathan Cox is president of Desert Green Turf, 
Moses Lake, Washington, a 550-acre farm where sod 
is grown for the landscape market from cool-season 

bluegrass, rye and fescue 
blends. For large projects, 
Cox will custom-blend and 
grow sod to order.

His bluegrass blend 
includes four varieties of 
bluegrass and two varieties 
of rye. The four bluegrass-
es have different desirable 
traits, and the rye was add-
ed for its quick germina-
tion. The combination, Cox 
says, makes for a stronger 
sod overall that will adapt 
to the local microclimate, 
allowing the seed variety 
that adapts best to eventu-
ally become dominant and 
take over. 

Another consideration 
when selecting a grass, 
Marsh says, is how the grass 
is going to be maintained 
after installation by either 
the homeowner or a pro-
fessional crew. Some grass-
es look fine when mowed 
with a rotary mower, others 
look best when cut by a reel 
mower. Other grasses are 
more or less susceptible to 
chemical damage, scalping, 

fungus or disease. These are issues that may require 
some professional intervention. 

Marsh cites two zoysias as an example. Palisades 
zoysia is a medium-bladed grass, while Cavalier zoy-
sia is finer-bladed. “Some grasses are very forgiving 
and very durable,” Marsh says. “Palisades would be 
very forgiving where Cavalier is not. If Cavalier gets 
damaged from scalping or chemicals, it’s such a slow 
grower that it’ll take time to repair itself.” 

Travis Meacham is president of the Washington 
Turfgrass Seed Commission and manager at Frie-
he Farms, a producer of Kentucky bluegrass seed in 
Moses Lake.

“One thing a landscaper should be looking for is 
a seed or sod that has gone through a certification 
process,” Meacham says. Certification, he explains, 
ensures “that the grass you’re buying is the variety the 
seller says it is and that it’s weed-free.”

State certification agencies inspect seed and sod 
fields for genetic purity, weeds, pests and diseas-
es. Without certification, Meacham says, there’s no 
guarantee that the grass you’ve carefully researched 
and selected is the grass you’re actually receiving. 
Certification provides that extra layer of insurance.

While many factors play into the success or fail-
ure of a grass project, cost is often the first consider-
ation. Client budgets and financial restrictions are a 
fact of doing business, but buying the cheapest grass  
or sod available is not necessarily the best decision in 
the long run. Grass that is uncertified, full of weeds 
or wrong for the location leads to unhappy customers 
— or worse, the need to patch or replace entire jobs. 
When all of these factors are considered, choosing a 
lower-cost grass may end up costing you far more in 
the long run. 

Cool-season lawn grasses
Tall fescue: Tolerant to heat and 
drought, low maintenance, deep 
roots, medium-bladed texture

Kentucky bluegrass: Excellent 
winter hardiness, susceptible to 
heat and drought, medium-to-fine 
texture, soft underfoot

Rye grass: Quick to establish, 
fine-bladed texture, shallow roots

Warm-season lawn grasses
Bahia grass: Has an open canopy, 
drought tolerant, medium-bladed 
texture, susceptible to weeds

Bermuda grass: Wear tolerant, 
finely textured, forms dense canopy

Centipede grass: Drought tolerant, 
medium-bladed, lime green color

Seashore Paspalum: Salt tolerant, 
fine leaf texture, higher maintenance

St. Augustine: Wide-bladed, thick 
thatch layer

Zoysia grass: Excellent shade  
tolerance, low maintenance,  
medium-to-fine blades

Some projects require the grass to have shade tolerance, like this 
Palisades zoysia sod installed by Turf Connections at Midlands 
Technical College, West Columbia, South Carolina.
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Making the decision
With all of the different species, climates, soils and 
cultivars to consider, what’s the best way to come to a 
decision about which grass to plant? By gathering as 
much information as you can regarding the project’s 
needs and researching all the species and varieties 
whose characteristics best meet those needs. And by 
checking with the client’s HOA, city or township for 
any requirements that may affect your choice.

Cox says local sod farms are excellent resources 
for learning which varieties consistently thrive in 
your climate zone. Before you buy, though, Marsh 
suggests you consider a sod or seed provider’s cus-
tomer service, quality and ease of delivery.  

You can get expert advice from local agricultural 
extension offices. Most land-grant or state universi-
ties have them, and they’re typically staffed by certi-
fied master gardeners or turfgrass researchers.

The internet makes it easy to compare the perfor-
mance and characteristics of different cultivars. Re-
search organizations such as the National Turfgrass 
Evaluation Program publish their research online.

And, of course, consult with your clients to learn 
how they intend to use their lawns. If kids and pets 

will be romping on it or students or 
shoppers beating paths through it, 
wear tolerance may be of overrid-
ing importance. If the main purpose 
of a lawn is to add curb appeal to a 
home or to give a corporate quad a 
well-manicured look, grasses with 
finer-textured leaf blades may be 
called for. If a location has poor wa-
ter quality or a lot of trees that will 
throw shade, those elements must be 
considered too. 

If you do your homework, talk 
with experts and most importantly, 
your client, you’ll come to the deci-
sion that puts both of you comfort-
ably in the green zone.  

The author is a turfgrass marketer and 
founder of What’s Your Avocado? Marketing 
and Public Relations, Mount Vernon, Wash-
ington, which specializes in turf and green 
industry marketing. She can be reached at 
stacie@whatsyouravocado.com.

Make sure to consider:
• climate zone, shade and sun
• soil type
• foot traffic, sports use or other 

high-wear usage
• water needs/drought tolerance
• cold tolerance
• heat and sun tolerance
• maintenance requirements
• beauty
• underfoot feel
• salt tolerance/water quality
• fertilization needs
• weed, disease and pest resistance
• certification
• HOA or local requirements
• cost
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I
t’s often been said about careers 
that you should “find something 
that you love to do and you’ll nev-
er work a day in your life.” This 
maxim could not ring truer for 
anyone in the green industry than 
it does for Brent Mecham, CID, 
CLWM, CIC, CLIA, CAIS. 

Once he found irrigation, he never 
looked back. And 45 years later he’s still at 
it, conducting experiments, advocating for 
the industry and passing along his wisdom 
everywhere he goes. It still doesn’t feel like 
work to him. He’s made friends all over the 
country and in his own words “gets paid to 
play.” Oh, and he’s also pretty good at it too.

Mecham has built an entire career out 
of his love of landscaping and irrigation. 
His passion and enthusiasm for the tech-
nology is so evident that the Irrigation As-
sociation decided to make him a full-time 
employee. After more than 10 years as the 
IA’s industry development director, he’s still 
teaching people how to irrigate and contin-
ues to take on even newer ventures with the 
association.

His “little niche”
Mecham was introduced to the science of 
growing plants early on in his life, working 
in his family’s large garden in Fort Collins, 

Colorado. Teaching is in his genes too; his 
father taught the Future Farmers of Amer-
ica program at the local high school. 

Many a morning was spent pulling 
weeds before the sun got too warm — 
though he admits this wasn’t his favorite 
chore. A paper route provided his first foray 
into landscaping. Some of the homeown-
ers he delivered to also hired him to mow 
their lawns. He could be seen pushing his 
father’s mower around the neighborhood 
or pulling it behind his bike in hopes of 
picking up jobs. 

“That’s not that unusual of a story,” 
Mecham says. “I think many guys in this 
industry did exactly the same thing, and I 
am no different,” he says. That may be true, 
but the decision to make the green industry 
his career came to him in quite an uncom-
mon place: South America. While winding 
down a two-year mission stint in Peru for 
his church, he pored over college course 
catalogs trying to decide on a major. 

“I was looking over all the different cat-
egories of majors and scratching through 
the ones I had little or no interest in,” he 
says. The process took several weeks. He 
thought about engineering but wasn’t sure 
he had the math chops. “As I went through 
the course listings, I honed in on landscape 
horticulture.”

Colorado State University had a terrif-
ic horticulture program, and he figured he 
could save money by living at home with 
his parents while he was in school. 

“So I came home from my mission and 
re-enrolled in CSU.”

When he told people what he planned 
on doing, many were “a bit dubious” about 
it. He understands why; it was a bit differ-
ent from the business marketing major he’d 
pursued before he left, but “it was really 
what I wanted to do.” 

He went for it and found that he ex-
celled at it. “I took my first few classes and 
did pretty well. Pretty soon I had a job 
within the department and made the dean’s 
list a couple times.”

Mecham says at that point, he knew 
that he’d “found his little niche.” 

Hooked on irrigation
With his Bachelor of Science degree in 
landscape horticulture design in hand, Me-
cham landed his first post-college job at 
Greek Gardens, a nursery and landscaping 
company in Logan, Utah. There, he quickly 
became “the guy who could do irrigation.” 

“The first jobs I ended up doing involved 
repairing irrigation systems,” he says. “And 
these were systems that were made out of 
galvanized pipe.” He seemed to really have 

BRENT MECHAM

His irrigation knowledge has benefited countless municipalities 
and contractors, and he’s enjoyed every minute of it. 

B y  K r i s t i n  S m i t h - E l y

IN HIS ELEMENT
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Brent Mecham’s 45-year career in 
landscape and irrigation has been 
rewarding for him and helpful for 
others who have benefited from his 
expertise. Photos: Mark Michael
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an aptitude for it, so before long his boss gave him 
another irrigation-related task, this time, working on 
a large hydraulic system. 

He was responsible for caring for and maintain-
ing the system. He was given that big responsibility 
because he was, in his words, “able to figure it out.”

He eventually left Utah and went back to Colo-
rado, taking a job with another landscaping company 
in Loveland, but there weren’t a lot of opportunities 
to do irrigation work. “All we did was the landscap-
ing, and we always had to work with an irrigation 
company to do the installations.”

One fall, it all changed. The company he worked 
for was trying to finish up a job before winter hit, 
but the irrigation company was so backed up that it 
wasn’t going to get to the project in time. Mecham 
was able to draw on his past experiences and help the 
landscape company do the installation itself. 

“I worked with a local distributor,” he says. “A man 
named George Arnold became my mentor, helping 
me design the system, figure out the parts and how 
they all fit together. We installed that first irrigation 
system and were able to complete the landscaping 
too. That’s when I got hooked.” 

Better than average
Not only was he good at irrigation work, he liked 
doing it. He even got to use a little of the engineer-
ing skills he hadn’t thought he was smart enough 
for in planning out the hydraulics and piping. His 
next step was to take his knowledge of irrigation a 
step further.

Mecham enrolled in a program being offered at 
that time called the “Weathermatic College of Ir-
rigation Knowledge,” a two-week boot camp at the 
Weathermatic facility in Dallas. For two weeks, irri-

gation design was taught. There, he was introduced 
to the Turf Irrigation Manual, a renowned source of 
information for irrigation contractors. 

“I really learned a whole lot about irrigation de-
sign,” Mecham says. He recalls that back in those 
days a scientific calculator was a must-have because 
all the calculations were done manually using the 
Hazen-Williams formula, and “we didn’t have charts 
to look at.”

He installed several systems for Loveland Land-
scaping before ultimately deciding, in 1985, to start 
his own landscape and irrigation company, Trade-
mark Landscapes. It was then that he figured out, 
“I was average at landscaping and way better than 
average at the irrigation part of it.”

Trademark focused on building complicated irri-
gation systems. Soon it became one of the preferred 
bidders for installation jobs. He worked with quality 
designers and consultants. “I learned a lot from them 
in the process of building these systems. As a con-
tractor, I got to see both sides of it, understanding 
the plans and executing them well in the field. It was 
a great relationship.”

Mecham was making a name for himself in 
landscape irrigation circles, and he was beginning 
to understand new technologies that were coming 
to market, ones that were even more complicated, 
such as central control systems. His reputation for 
having a deep understanding of irrigation led to him 
being hired by the Northern Colorado Conservan-
cy District for what started out as a summer project. 
Northern Water, as it is referred to now, at that time 
provided water to 32 municipalities and 120 ditch 
companies that supplied farmers.

The district needed Mecham’s background and 
knowledge of landscape horticulture. They had him 

“We installed 
that first 
irrigation system 
and were able 
to complete the 
landscaping too. 
That’s when I got 
hooked.”  

— Brent Mecham

Early on in Brent Mecham’s career, he became known as “the guy 
who could do irrigation.” All these years later he is still working with 
plants and irrigation systems to find new and better ways to irrigate. 
He spent 13 years working for a water conservancy before becoming 
the Irrigation Association’s industry development director.
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collecting data on water use and nitrate leaching in 
urban landscapes. Within a year the district hired 
him full time, giving him a lot of latitude.

“I created my own position, my own title and my 
own program,” Mecham says. The real purpose of his 
role as landscape water management conservation 
specialist was to promote water conservation and 
water management in the urban landscape — and he 
loved it. This is when he first began telling people “I 
get paid to play.” 

As he conducted various demonstrations and 
studies looking at different water-related issues, he 
would always see something in a landscape that he 
wanted to find an answer to or do in a better way. 

Among the many programs Mecham helped 
set up during his 13 years with Northern Water are 
conservation gardens that demonstrate landscaping 
and irrigation techniques and the right way to apply 
water. Since that time, different people have come 
and gone at the agency, but those gardens are still in 
place and still being used for their original purpose 
and foundation. 

“For me, that is a little bit of a source of pride in 
that these things I thought of are still having an im-
pact all these many years later,” Mecham says. 

Association ties
Mecham first got involved with the Irrigation As-
sociation in the early 1990s, when he still owned his 
own company. He took his first irrigation auditor 
certification class and became certified as a CLIA.

“That’s when I really got engaged in it and when 
I first learned about auditing,” he says. “That skill set 
helped me a lot when I worked for the Northern 
Colorado Conservancy District. I was pretty new in 
the area and worked with a lot of municipalities on 
the concept of water auditing,” he says. Many of the 
principles he brought to these municipalities were 
ones he’d learned in the auditor certification class. 

Mecham experienced firsthand the evolution of 
the IA education program, from teaching hundreds 
of classes a year to today, where far fewer classes are 
taught directly through the IA. “Part of its progres-
sion has been that companies like Rain Bird, Hunter 
and Toro, for example, have picked up our teaching 
materials as part of their educational programs,” he 
explains. “I think the vision from more than 20 years 
ago is beginning to be fulfilled.” 

The teaching experience helped him learn how to 
educate adult learners. The methodologies that you 
use for people that are out of school but still want to 
learn are different from the ones you’d use to teach 
young people in a school setting, Mecham says. 

“Adult learners like to learn in a logical sequence,” 
he explains. “They don’t like to jump around. They 
like to see how the whole picture comes together. 
Adult learners within our industry tend to be tactile 
learners. They like to see, hear and touch. They like to 
assemble something and put it together.”

More meaningful than learning how to teach 
adults, however, are the people Mecham has met 
along the way. “Teaching has created many friend-
ships for me around the country and within the in-
dustry, the association and with other instructors. I 
still run into people who have taken classes from me 
somewhere along the way. It’s always good to have a 
positive experience and a great connection with peo-
ple,” he says.

After 20 years, Mecham says his teaching is more 
limited now, and “so is my energy,” he jokes. He says 
that the IA’s growth over the years hasn’t stemmed 
from putting on more classes but that “the bigger 
growth opportunity is that we’ve made our manuals 
and classes available to the industry, community col-
leges or universities to use.” 

Mecham adds that the classes teach skill sets that 
students can put to use right away. The cost might be 
higher than other courses out there, but there’s a rea-
son for that. “We actually offer more value because 
we aren’t just giving them information, we’re giving 
them a skill,” Mecham says. 

He recently attended the National Collegiate 
Landscape Competition on the campus of his alma 
mater and watched numerous teams compete in the 
irrigation section. “It was gratifying to see so many 
young people who have knowledge and skills that are 
better than what I had at their age,” he says.

Solidifying his commitment
Mecham came on with the IA as an employee in 
2007, a year after Deborah Hamlin became the 
CEO. Hamlin had a vision for a industry devel-
opment director. Mecham’s friend Stephen Smith, 
PhD, FASIC, CAIS, CLIA, 
who was on the IA Board of 
Directors at the time, sent 
him a note with a description 
of the job. 

“He sent it to me with this 
idea that if I knew anybody 
that had these qualifications 
to forward that person’s infor-
mation to him.” 

Mecham knew someone 
all right. He read the job de-
scription over and thought he 
just might be the right person 
for the job. “Even though I 
was happy with what I was 
doing at the water agency, 
this was really intriguing — 
so at the last minute I did 
submit a resume, and before 
I knew it I had an interview 
and a job offer.”

It all happened rather 
quickly. Before he knew it, 
he was moving to Virginia to 

Brent Mecham doesn’t
consider his job “work.” 
Rather, he says he “gets 
paid to play.”

“I was average at 
landscaping and 
way better than 
average at the 
irrigation part 
of it.”  

— Brent Mecham



Nurture your business, and your customers. 

Trust the brand that offers a variety of reliable water pumping solutions. With easy 
installations, energy efficiency savings, and premium standard features, Little Giant®  

is the ideal partner to expand your product offering and grow your business.

lg-outdoor.com

Irrigation_And_Green_Industry_OL_General_Product_Overview_Ad_Small_Version.indd   1 3/29/19   1:50 PM

24            Irrigation & Green Industry     May 2019

CLOSE-UP PROFILE

work in the IA’s Fairfax office. His role has 
definitely evolved since then.

“The vision of what the industry de-
velopment director was to do then versus 
what I’m doing now has really morphed a 
lot,” says Mecham looking back. Original-
ly, he was working with the certification, 
education and foundation areas of the IA. 
Then in 2010 the IA held a strategic plan-
ning session. 

One conclusion from the session was 
that the IA should be involved in setting 
codes and standards. That was not Me-
cham’s area of expertise, but a few people 
on the board thought he was right for the 
endeavor. “I did get involved in the codes 
and standards, and I haven’t been able to 
get out of it since,” he jokes. 

He says the codes and standards side 
of the irrigation marketplace has “really 

exploded” due to the growth of interest in 
green building and sustainability. “Water 
use is a huge part of that discussion, and 
irrigation uses a lot of water,” he says. “Be-
cause of that we are always a focus of atten-
tion from groups outside of our industry.” 

Taking on codes and standards made 
Mecham realize not everyone understands 
irrigation or they may have incorrect as-
sumptions. Some even want to ban it al-
together. “Part of what I do with codes and 
standards is training and education, help-
ing people who don’t know and understand 
plants and water to ultimately become 
knowledgeable and have the power to make 
informed decisions and bring some middle 
ground to the discussion,” he explains.

It would be nice if the irrigation indus-
try could just be left alone, he says, but of 
course that is not going to happen. Better 

to be prepared for it. “The companies I see 
in the landscape world who are embracing 
the concept of sustainability and are actual-
ly implementing that in their practices and 
business philosophies are going to be the 
companies that will succeed in the future,” 
he predicts. “We cannot function at the 
status quo of 10 or 15 years ago. Now, it’s 
all about sustainability, and as the original 
“green” industry, we need to become very 
green in how we use resources.”

Irrigation is not going to go away, Me-
cham says, and it’s up to the industry to 
help increase the public’s understanding of 
it. “Despite regulations, it’s hard to get peo-
ple to do the right thing,” he says. “We are 
a great user of a precious resource, so we as 
an industry need to be able to embrace that 
and be articulate about it.”

Mecham says he is fortunate in his ca-
reer to have made connections with “lots 
of very skilled, talented and committed 
people” in what is still just a small industry. 

Brent Mecham will be helping with the new Irrigation 
Innovation Consortium from his home state of Colorado.



www.tchristy.com

2019-2020 Product Catalog

CEMENTS, PRIMERS & CLEANER

TOOLS

SEALANTS, LUBRICANTS & EPOXIES

GEOTEXTILES

JOB SITE ESSENTIALS

MARKING PRODUCTS

WATERWORKS & CORROSION
POLYWRAP

PLUMBING

Christys_Cat_2019.indd   1

2/4/19   5:58 PM

EVERY IRRIGATION JOB  
NEEDS CHRISTY’S
Get Your FREE 100+ Page Guide

Download at TChristy.com or call 800.258.4583

• Solvents + Sealants  
• Specialty Tools
• Job Site Essentials  
• And Much More !

                May 2019    Irrigation & Green Industry          25

CLOSE-UP PROFILE

“My life is blessed because I have made so 
many friends this way, and the Irrigation 
Association has enabled that for me.”

His tenure with the association has also 
allowed him to spend time with manufac-
turers. He says many people don’t realize 
the amount of money these companies in-
vest in research and development in an ef-
fort to make better products. And while he 
concedes that the products of 25 years ago 
could still get the job done, he sees tech-
nology as part of the answer to solving the 
industry’s current problems, like not having 
enough people to do the work.

Mecham has had a long run in the ir-
rigation industry and it’s not over yet. He 
jokes that the reason he’s stayed in it so 
long is that, “I’m not smart enough to do 
anything else.” But the real reason is, “I re-
ally love what I do and I’ve truly enjoyed it. 
It has blessed my family and my life.” 

He says he started out like everybody 
else, “working in the trenches,” but all 
the time taking advantage of the oppor-
tunities that came along. He likes to say, 
“Education is expensive, and the college 
of hard knocks has the most expensive 
tuition of all.”

Coming full circle
If Mecham had it to do all over again, he’d 
follow the same path. And that path is now 
turning in a circle. A few months ago, he 
and his wife Nina moved back to Colorado 
where it all started, in more ways than one. 
He’ll still be working for the IA but setting 
up an office at the recently launched Irri-
gation Innovation Consortium on property 
owned by Colorado State University.  

This public/private initiative is a col-
laborative research effort to accelerate 
the development and adoption of water- 
efficient irrigation technologies and prac-
tices. Mecham will work with professors at 
CSU and four other universities as well as 
leading irrigation industry companies. 

“The Consortium is about exploring 
new and innovative ideas and products that 
can be used for irrigation in both agricul-
ture and urban settings. And so I’m going 
to take all this knowledge and experience 
that I’ve gained working for the water 
agency, working as a contractor and work-
ing with the IA to be a voice for the irriga-
tion industry within the Consortium.”

The IIC could be an incubator for new 
ideas to be tested and validated and brought 
to market, Mecham says. It will also be in-
volved in training and technology transfer. 

Part of the move back to Colorado 
means cutting back his hours, but his in-
volvement in the Consortium is sure to 
take up a lot of his time. He is still full of 
ideas he wants to test out and is happy to 
“have a playground again” and to “get paid 
to play in it.”

Mecham says irrigation is a young man’s 
industry because it is so physically de-
manding, and now that he’s 69, he’s happy 

to help pass the torch. “I am at the point 
in my career where the best thing I can do 
is help others become very successful, and 
I enjoy doing that.” We have no doubt he 
will continue to leave a lasting impression 
on future generations of irrigators.  

The author is editor-in-chief of Irrigation & 
Green Industry magazine and can be reached at  
kristinsmithely@igin.com. 
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W hat do recruiting and marketing have to do 
with each other? Practically everything! Re-
cruiting is marketing, particularly in today’s 

tight, competitive labor market. To attract and hire 
great talent you need to leverage your marketing ex-
pertise more than ever.

According to the U.S. Department of Labor, as 
of January 2019 there were 0.9 workers for every 
job available. That means there are more jobs open 
than there are people to fill them. Prior to the reces-
sion that began in December 2007, that figure was 
1.7 workers per job. By the end of the recession in 
mid-2009, there were 6.6 times as many unemployed 
workers as open jobs. 

In addition, the quit rate hit an all-time high in 
January 2019. This signals that workers are confident 
enough in the job market to leave their current job 
and seek another. Things sure have changed over 
the last 10 years! The tables have turned, and the job 
seekers have the upper hand.

This data substantiates what hiring managers and 
recruiters already know, that it’s hard to hire right 
now. But hope is not lost; by answering four ques-
tions, you can uncover recruiting secrets from the 
marketing strategist’s playbook that will allow even a 
small company to build a successful team.

1 What is your product and target 
market?

In professional sports, managers of winning teams 
know what positions they need to recruit for and 

what skills the players in those positions need to 
have to make their rosters complete. You need to 
be just as focused, because in a tight labor market, 
there’s no room for hiring by the seat of your pants.

This is where workforce planning comes in. It’s 
a critical discipline that company leaders should 
practice regularly, sitting down with each other to 
forecast their personnel needs for the year, pin-
pointing any skill gaps in the organization, iden-
tifying high-potential individuals already in the 
company for development and creating succession 
plans for key positions.

But this isn’t an exercise that’s just for big cor-
porations. Even a small business will benefit greatly 
from gaining an understanding of the composition 
of its current workforce and what kind of workers 
it will need in the future. Once you can clearly see 
the number and types of job openings you’ll have 
over the next year, it will greatly inform your re-
cruiting strategy.

Think about taking your jobs to the job seek-
ers’ market in the same way as you would take any 
of your products to market. It takes intentionality, 
planning and strategy to make your products ap-
pealing to your target buyers. You need to know ex-
actly what your products are (the jobs you need to 
fill) and the target market for those products (the 
job candidates with the skills you’re looking for).

Once you identify your ideal “buyers” through 
workforce planning, it becomes much easier to put 
together a strategy to identify and hire great talent. 

Using the same 
marketing 
strategies you 
use to attract 
customers can 
also attract 
employees 
in this tight 
labor market.
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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 What will your message to your 
target  audience be?

Most hiring campaigns begin with boring job de-
scriptions. How would these inspire anyone? Instead, 
use marketing tactics to create a value proposition 
for a job, much like a customer value proposition 
— one that makes your job stand out from all the 
others like it. McDonald’s and Burger King both sell 
hamburgers, but they work very hard to differentiate 
themselves from each other and the rest of the mar-
ket. They don’t do that by writing dull ads. Neither 
should you.

The more you know about your target — your 
ideal job candidate — the more you can develop a 
customized message that speaks directly to that can-
didate’s question: “What’s in it for me?” 

A compelling employee value proposition should 
be an aspirational message. It should include details 
about what candidates might learn on that job, the 
sort of interesting projects they would tackle, what 
the company culture is like and the compensation 
and benefits they can expect. All of that creates a very 
different impression than a dry description of duties.

Let me give you a real-life example. Here are two 
actual job postings from the internet:

JOB A: “The Sales Representative will call on a com-
pany or individual who has shown interest in Com-
pany X’s products to develop a robust pipeline of 
prospects. Warm leads will be provided through our 
websites, tradeshow contacts and directories. When a 
lead is qualified it will be passed on to the appropriate 
sales representative, blah, blah, blah.” (Boring!)

JOB B: “Our Sales Representatives Make Things 
Happen. Our sales reps partner with industry profes-
sionals to help them grow their businesses through 
local advertising. Do you thrive in a fast-paced, com-
petitive yet team-oriented environment? Do you love 
turning feedback into progress and continually being 
challenged? If the answer is yes, then we might just 
be your next home.” (Kudos to Houzz, the company 
that posted this job.)

Which position would you be more excited to 
explore? Clearly Job B with its engaging opening 
catches your attention. Enlist your marketing depart-
ment in helping create more compelling messages 
for your job postings.

3 What channels will you use to 
reach your target audience?

Just as you promote your other products, you should 
promote your job openings through a variety of 
channels. But if you want to attract better quality 
candidates and hire faster, you can’t just post your 
jobs and leave them there; you need to do more, such 
as leveraging social media.

Social media has become critical to any marketing 
campaign, and it’s the same with recruiting. Potential 
buyers spend a lot of their time on social media and 
job candidates do as well. Not only do social media 
platforms like Facebook, Twitter and Instagram help 
build awareness of your company and increase the 
candidate pool, they are critical in converting passive 
candidates into applicants. Statistics show that many 
job seekers will check out a company on social media 
before deciding to apply.

You can build a larger social media footprint by 
empowering employees to share your company’s job 
postings on their personal social media pages. By 
trusting employees to tweet, share and post jobs, you 
are creating a channel that can reach deep into your 
target talent pool.

In a tight labor market, job candidates need to 
be courted. Treat them like customers because their 
journeys are similar. We need to approach candidates 
the same way we would potential customers and sell 
them on what we can do for them.

4 How do you want your target 
audience to experience your brand 

and company?
Hopefully, the answer is that you want to provide 
an authentic, unique and positive experience. This 
starts with the very first touchpoint and continues 
throughout the process and beyond. Don’t forget that 
candidates that engage with your brand could also 
become customers down the road.

For the best hiring experience, you need to view 
the candidate/employer relationship as paramount. 
Look at it not as a mere transaction to fill an opening 
but as a journey to learn more about someone and 
explore if your job is really a fit for that person.

When you take a longer view of the hiring pro-
cess, candidate relationships become more import-
ant. Candidates that are not a fit for or are not in-
terested in the opening you have at the time should 
be captured in a system so they can be cultivated for 
future opportunities. Companies who nurture can-
didates and provide a great experience for them are 
rewarded with higher offer acceptance rates.

By borrowing a few strategies from your market-
ing department’s playbook and applying them to re-
cruiting, you’ll be able to compete for and hire great 
talent. As a great marketing leader once said, “You 
can’t sell anything if you can’t tell anything.” 

like a marketing campaign

The more you know about your target 
— your ideal job candidate — the more 
you can develop a customized message 
that speaks directly to that candidate ’s 
question: “What ’s in it for me? ” 
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I
t used to be that once your fleet pulled out of the yard in the morning you, 
the landscape, maintenance or irrigation company owner, had to have a lot 
of trust. You had to trust that your drivers wouldn’t get lost, wouldn’t drive 
recklessly and wouldn’t dilly-dally too long at the gas station buying snacks. 
Because once they hit the road, you lost control over those trucks and the 
people inside them, at least temporarily. 

Note that I said, “used to be.” Thanks to the global positioning system and the 
fleet management systems that use it, you can now stay as close to your trucks as if 
you’re sitting in their cabs, right next to the drivers. You can “trust but verify” that 
your employees and the vehicles under their care are going where they’re supposed 
to go and doing what they’re supposed to do.

MORE THAN GPS
Location tracking isn’t the only thing fleet management solutions provide. Many 
will help design the most efficient routes, create geofences, notify you about engine 
problems and even tell you if your drivers are speeding or braking hard.

Should you decide to go with a fleet management company, you’ll have many 
to choose among. The competition is fierce, which only helps you, as these com-
panies keep adding more and more functions hoping to capture your business.

InfoHub, a division of Briggs and Stratton, Milwaukee, has been in the market 
just two years, having formally launched at the 2017 GIE+Expo after pilot-testing 
with landscapers in Milwaukee two years earlier. “Initially we were just monitor-
ing engine behavior to help them avoid catastrophic failures — things like, ‘Is 
the engine running too hot or getting too low on oil?’” says Marketing Manager 
Andrew Ewig. 

WHERE YOUR TRUCKS ARE?  

GPS-based fleet management systems allow 
contractors to keep a close watch on their 
trucks and the people in them.

BY MARY ELIZABETH WILLIAMS-VILLANO

It’s 10:00 a.m.
DO YOU KNOW

Learn how telematics systems offered by the major truck 
manufacturers differ from fleet management systems at 
www.igin.com/fleet-management-may-2019.
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“The feedback from our pilot group was, ‘This is 
great information about my engine, but now I want 
to know where my guys are and what they’re up to.’ 
That was the lightbulb moment for us, and we turned 
the product into more of a multifaceted landscape 
business tool.”

These systems are indeed multifaceted, as Trevor 
Lively, CIC, CLIA, CIT, CCC, president of Blue Jay 
Irrigation in London, Ontario, discovered. 

His father, who started the company in 1982, was 
what we now would describe as an “early adopter.” 
“Dad was always a person who would take the latest 
and greatest technology and see how he could incor-
porate it into the business,” he says, explaining how 
his father signed up with HindSite (from HindSite 
Software, St. Paul, Minnesota) when it was new. “Be-
fore that, he had to create work orders on paper. The 
software allowed him to start automating things.” 

HindSite has since added GPS tracking capabil-
ity, and Lively uses it to manage his fleet of 18 vehi-
cles, a combination of pickups and vans that service 
his 3,500 commercial and residential clients.

Hermes Landscaping, Lenexa, Kansas, employs 
up to 200 people during the prime season and 125 in 
the winter for snow removal. In 2015, the company 
decided to start exploring a fleet management system 
for its 25 passenger automobiles and 40 trucks, a mix 
of one-ton pickups and semi tractor-trailer rigs. “We 
wanted to do this just to get ahead in the game — to 
get up to speed with everybody else that’s using this 
technology,” says Fleet Manager Brian Shannon. 

Hermes went with Chesterfield, Missouri-based 
Linxup, mainly for its geofencing capability and its 
ability to monitor driver behavior. Administrative 
Supervisor Tracy Bebb says, “Our safety training says 
they’ve got to operate the vehicles within certain pa-
rameters — safe braking, safe speeds, and this is just 
a way of enforcing that.”

For Big Sky Landscaping Inc., Portland, Oregon, 
the spur was more dramatic: one of its 20 trucks was 
stolen. Management immediately started investigat-
ing GPS-based fleet management systems. “We also 
wanted to start tracking mileage and just know more 
about our trucks in general,” says Office Manager 
Nancy Payne.

The system her company chose, PureCon-
nectGPS (also based in Portland), issues service and 
maintenance reminders along with driver behavior 
monitoring. “I can pull reports to see if my guys 
have been speeding or letting their trucks idle a long 
time,” says Payne. 

You may be asking, “Why should I pay a fleet 
management company when I can buy cheap GPS 
tracking devices on the internet and attach them to 
my trucks?” According to Bryan Mitchell, director of 
marketing at fleet management company Synovia, 
Indianapolis, “Those devices will tell you where your 
vehicle is, but you won’t get the reporting. They won’t 
tell you the number of hours that the vehicle ran for 
the week or the season or that it left the geofence 
area for a number of hours.”

“DON’T YOU TRUST ME?”
Time is money, especially in the green industry, be-
cause every second your crews aren’t working, they 
aren’t making you money. Windshield time is profit 
killing enough without adding unauthorized stops 
for coffee or sodas. GPS tracking can help “bust” 
drivers and crews who are wasting company time.

But there can be pushback when employees real-
ize — or are told — that their every move is being 
tracked. It’s not uncommon to hear comments like 
“Big Brother is watching” or “I’ve worked for you 10 
years — don’t you trust me yet?” 

When the field employees at Big Sky were told 
they were going to be tracked “they didn’t like it at 
all,” says Payne. 

Hermes started tracking its trucks without telling 
its staff, which did result in catching a couple of them 
taking long lunch breaks, something management 
had suspected they were doing. “That happened 
twice, then word got out,” Shannon says. “Once ev-
erybody figured out that the trackers were in place, 
they started behaving correctly. It made them say, 
‘Oh, man, these guys are serious now!’”

 “There are always objections because nobody 
likes to be tracked,” says Vishal Singh, CEO of 
eight-year-old GoFleet, Mississauga, Ontario. 
“It depends on the personality of the individual 

“OUR DRIVERS 
ARE SPENDING 
MUCH LESS TIME 
ON THE ROAD AND 
MORE TIME AT 
APPOINTMENTS. 
THEY’VE BEEN 
ABLE TO GET 
TO 14 SERVICE 
CALLS IN ONE DAY, 
WHEN THE MOST 
WE COULD GET IN 
BEFORE WAS NINE.”  
— BARB STRAUSS,  
WISSCO IRRIGATION

EQUIPMENT TRACKING
GPS technology can also be used to track equipment such as skid steers, mowers and more, and 
some of the fleet management companies offer this service. “InfoHub can track any piece of equip-
ment operating within a landscape,” says Ewig. “Someone using the system is going to see three main 
colors on their screen: green, yellow or red. A green icon indicates every engine that’s on and moving; 
yellow icons show that a mower is in motion but the engine is off and red means off, not moving.”

Hermes Landscaping, Lenexa, Kansas, uses the same system to manage its trucks, cars, vans and  
large equipment, including its 25 commercial mowers.

This capability allows a contractor to locate stolen equipment as well as detect unauthorized 
use. This way, if you’re normally closed on Saturdays, but one of your mowers starts up at 7 a.m. one 
Saturday morning, you’ll know about it. 

Above, a GPS device. On the 
right, a computer screen shows 
a mowing pattern. Photos: 
InfoHub  
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employee. Obviously, if you’re doing your 
work, you have no reason to object.” 

He says workers should be told. “Em-
ployees need to understand that it’s being 
done for operational reasons, not because 
their employer wants to spy on them. That’s 
the part that most owners don’t always 
communicate.”

Mitchell disagrees. He recommends a 
“do track, don’t tell” policy, at least at first. 

“Let it run for two to three weeks, then 
tell them it’ll start Monday morning. After 
another three weeks, tell them the GPS has 
really been in the trucks longer than that, 
and you’ve compared the before-and-after 
data. There’s usually a noticeable improve-
ment in employees’ driving when they 
knew they were being tracked versus when 
they didn’t.”

Singh warns, though, that a “stealth” 
installation introduces more potential for 
backlash. “The acceptance is much better 
when it’s not done behind workers’ backs.”

Tracking doesn’t have to be used puni-
tively. “Many of our customers use GPS in 
a positive way,” says Ewig. “They’ll say, ‘Yes, 
we’re tracking you, but it’s about becoming 
more efficient and growing our business.’” 
He says one InfoHub customer keeps a 
scoreboard in the break room, and everyone 
on the best-performing crew at the end of 
each week gets a $50 gas card.

The technology even helped one of 
Wissco Irrigation Inc.’s worksers out of a 
legal jam. “One of our guys was accused of 
harassing his ex-wife,” says Barb Strauss, 
director of finance for the South Bend, 
Indiana-based company. “We were able to 
prove that he couldn’t possibly have been 
where they claimed he was because our sys-
tem had recorded exactly where his truck 
was at that time.”

“OUR TECH IS TWO MINUTES AWAY.” 
Lively would like to see a functionality 
similar to what rideshare companies like 
Uber and Lyft use. Those services allow 
customers to see how many minutes away 
a driver is and watch the car’s progress on a 
smartphone map. “Right now, all I can do is 
text a client that ‘he’s on his way.’”

The tracking function can let a cus-
tomer leave to run an errand and still be 
home when the tech arrives. Strauss says, 
“Before, if someone wanted to run out, 
we’d have to call the tech and ask his ETA. 
Now we can say, ‘He’s two minutes away. 
Can you stay put?’”

These systems can also provide evi-
dence-based answers to complaints. “One 
of our users had a client claim that one of 
his crews hadn’t mowed the west side of his 
property,” says Ewig. “That contractor was 
able to go back to that specific date and say 
to him, ‘My crew was on the west side of 
your house at 7:19 a.m. going 3 miles per 
hour, cutting north to south.’” 

SAVINGS VERSUS COST
Of course, the bottom line for any business 
solution, no matter how slick and cool it 
seems, is whether it boosts that bottom 
line. Happily, fleet management systems 
are affordable even for companies with 
just a few trucks. The average monthly 
subscription costs around $30 to $35 per 
vehicle per month, plus a hardware charge 
for the tracking devices. Some companies 
charge more for added features such as di-
agnostics.

Payne says the diagnostics alone have 
been worth the price of her company’s 
system, as she can look up the onboard di-
agnostics codes herself, call the mechanic 
and report what the exact problem is. The 
company also realized it no longer needed 
a full-time in-house mechanic.

Some solutions include routing and 
scheduling, which can be real money-sav-
ers for a contractor with lots of clients to 
service in a short time frame. Wissco, for 
example, has 2,000 clients to get to every 
spring and fall for system startup and shut-
down. “Using this software just made rout-
ing so convenient for us,” says Strauss. “Our 
drivers are spending much less time on 
the road and more time at appointments. 
They’ve been able to get to 14 service calls 
in one day, when the most we could get in 
before was nine.” 

The routing and scheduling feature has 
both reduced overhead and pumped up 
productivity. “We used to need a lot more 
office people just to do that,” says Strauss.

You may be doing just fine riding herd 
over your fleet and your drivers without 
a high-tech management solution. Ul-
timately, that’s going to be your call. But 
should you ever decide to check one of 
these systems out, you’ll certainly have a 
wide selection of fleet management pro-
viders from which to choose.   

The author is senior editor of Irrigation & Green 
Industry magazine and can be reached at  
maryvillano@igin.com.
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A
ttention: Your smartphone is getting 
smarter. Already, the number of de-
vices it can control is staggering. It can 
start your coffee maker, lock your front 
door, adjust your thermostat, turn off 
your lights and yes, even begin cooking 
a delicious roast in your slow cooker, 
all with a few taps on its screen. It’s all 

part of a giant technological wave that is just begin-
ning to hit us.

 That wave is called the “internet of things,” or 
IoT. Simply put, the IoT is the connection of every-
day objects to the internet and to one another. The 
idea behind the IoT is to make life easier by pro-
viding users with smarter, more efficient ways to do 
everyday things. 

The IoT is gaining traction as more and more 
individuals begin to adopt this technology — and 
more and more home appliances come right out of 
the box already compatible with one or more home 
hub systems. 

SMARTPHONE, MEET

SMARTPHONE-
FRIENDLY IRRIGATION 

CONTROLLERS ARE 
RAPIDLY CHANGING 

THE WAY WE MANAGE 
IRRIGATION. 

By Sarah BunyeaSMART CONTROLLER
Smart irrigation controllers are no exception; 

they’re being increasingly integrated into the IoT as 
well. The ones that already use Wi-Fi to connect to 
the internet and receive weather information or “talk” 
to soil moisture, rain and flow sensors can commu-
nicate with a smart home hub the same way. Why 
should they be untouched by the IoT tsunami?

While the IoT integration is exciting, it’s not the 
biggest revolution to hit the smart irrigation con-
troller market. Over the past five years, the most 
important sea change, especially from a contractor’s 
point of view, is the ability to control them via an 
app on a smartphone, tablet or computer. Contrac-
tors no longer have to physically drive to a site to 
manually program or adjust the settings on a con-
troller’s front panel. 

Dozens of irrigation controller manufacturers 
have developed smartphone apps that work with 
their controllers. While big players like Hunter In-
dustries, Rain Bird Corp. and The Toro Company 
have created intuitive, well-functioning applications, 
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smaller startup companies like Rachio and Skydrop 
also offer competitive products.

But lots of new technology seems great on first 
hearing — and then there’s the real world. The big 
question for us is, how are landscape and irrigation 
professionals adapting to using smartphone apps to 
program irrigation controllers? Pretty well, it seems. 

“We have guys who use them that range from 
18-year-olds who just started to 50- to 60-year-old 
guys that aren’t really into technology,” says Jorge 
Sanchez, owner of Watersedge Landscape in San 
Diego. He says employees of all ages do well learning 
and using the apps because virtually everyone today 
is used to some sort of smartphone.

Saving time and labor
Perhaps the biggest advantage landscape and irri-
gation companies gain from using these apps is the 
increased efficiency that comes from being able to 
program and adjust a controller remotely.

“Now you don’t have to worry about coordinating 
with a homeowner to get into a garage or building 
to access a timer. I can’t say how many times you’ll 
be there working when the homeowner leaves, and 
just out of nature, they close the garage door. Then 
you’re locked out and can’t access their timer,” says 
Greg Winchel, co-owner of Winchel Irrigation in 
Grandville, Michigan.

But Winchel says his company doesn’t even think 
about this inconvenience anymore. “Every one of our 
trucks is equipped with an iPad. We stay connected 
to the timers so that we can just monitor or check 
the systems, run through them and make repairs if 
needed without the homeowners even being home.”

Another way to save time is to use the controller’s 
app to run a specific program, like when you’ve just 
seeded or sodded a new lawn. Winchel recounts that 
when they used older time-based irrigation control-
lers, they’d have to drive back to a property after four 
to five weeks of running shorter irrigation cycles just 
to reprogram the timer back to a normal schedule.

But now, he uses a new lawn growing program on 
Orbit Irrigation’s B-hyve app to run short cycles for 
however many days he dictates. When that’s done, 
he can easily switch to a regular watering schedule 
using the app. “This saves us extra trips and makes us 
a lot more efficient. With an app, you’re able to just 
log on and make the changes without driving back 
to the site.”

Sanchez appreciates the fact that his irrigation 
techs don’t even have to be on-site to adjust an irri-
gation controller. “Having the ability to operate con-
trollers via the app remotely means that even when it 
rains, we don’t have to go to the site. We can control 
the irrigation literally from our office.” 

Like many green industry employers, Sanchez 
struggles to find good employees. Any way to operate 
more efficiently and cut costs is welcomed. “As far as 
efficiency, it’s huge. These controllers and apps save 
us tons of time, labor and fuel costs.”

 Right now, his goal is to switch every single one 
of his customers over to smart controllers. “We have 
thousands of clients, and I’d say right now we have a 
couple of hundred switched over. Our goal is to get 
everybody on Hunter’s Hydrawise Wi-Fi-based con-
troller because it’s easier for us to manage remotely.”

Worth the cost?
While the benefits of switching to a smart control-
ler are clear to landscape and irrigation professionals, 
getting a homeowner to make the switch can some-
times be a challenge. 

Waynne Yasuda is a project manager at Nissho 
of California Inc., a landscape company in Vista, 
California, where he works predominately with real 
estate developers on production homes. He says that 
Wi-Fi-capable irrigation controllers are attractive 
to developers because they can be a selling point to 
potential home buyers. A lot of newly constructed 
homes are being built with smart home systems like 
Nest or ecobee already installed, so adding a smart 
controller just makes sense. 

NOW THAT’S LIT!
Outdoor lighting control is another 
feature that is being incorporated into 
smart irrigation controllers. A few exam-
ples of models with this capability come 
from Toro, Irritrol and Galcon. Users can 
program these irrigation controllers to 
adjust pond lights, fountains, awnings, 
holiday lights and indoor lamps. With 
the increase of IoT devices, the inte-
gration of various functions beyond 
watering in smart irrigation controllers is 
expected to create huge opportunities in 
the coming years.

“WITH AN APP, 
YOU’RE ABLE 
TO JUST LOG ON 
AND MAKE THE 
CHANGES WITHOUT 
DRIVING BACK TO 
THE SITE.”
 — GREG WINCHEL, 
WINCHEL IRRIGATION

It’s become commonplace nowadays to use a smartphone to adjust 
the settings on a Wi-Fi-enabled smart irrigation controller.  Photo: 
Hunter Industries.
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However, smart controllers can be a 
bit of a tough sell directly to homeowners 
when they’re told about the initial upfront 
cost. “Explaining the long-term money 
savings to people is huge,” says Yasuda. “If 
you can really make it cut and clear that the 
$100 to $200 controller upgrade will save 
water just by having the ability to adjust it-
self, that’s when people get interested.”

Keeping it simple
Smart controllers have suffered from the 
perception that they’re complicated. This 
has created an opening for the makers of 
simplified units like Rachio and Skydrop. 

The established irrigation manufac-
turers have taken note of this trend, and 
they’re catching up. Yasuda has noticed 
Rain Bird recently simplified and lowered 
the number of buttons and dial positions 
on its Wi-Fi compatible ESP-ME3 series 
controllers for easier programming. 

“The direction that ESP-ME series 
controllers are going in is to set it, let the 
rain sensor and seasonal adjustments do 
their thing and leave it. If it gets too com-
plex, people will shy away from using it,” 
Yasuda says, “Eliminating the need for the 
average homeowner from ever having to 
really touch it is key. And that’s basically 
where it is now.”

Not only are the apps easy for contrac-
tors or technicians to program and adjust, 
they’re also simple for homeowners to use. 
And while they’re a convenient option 
to have, Yasuda says that, generally, most 
homeowners don’t get too involved with 
their irrigation controllers. 

“Personally, I’ve seen a lot of peo-
ple that don’t even touch their irrigation 
clock, and they don’t even think about it. 
They just set it once and leave it all year 
long,” he says. 

 “Set it and forget it” seems to be the 
territory smart controllers are heading to-
ward. A controller connected to the inter-
net is self-adjusting based on the weather 
data it receives anyway, so there’s little or no 
reason to manually adjust it. 

“We’ll install them on a job and let 
the homeowner know. But these home-
owners, especially on the newer construc-
tion homes that we’re working on, have 
got their hands full just dealing with the 
house,” he says. “They’re not really inter-
ested in sitting down and understanding 
the app. It’s more something they’ll look 
into down the road.”

Yasuda says new technology can be 
challenging for members of the older 
generation. But as the already tech-savvy 
younger people age and become home-
owners themselves, they’ll expect to be able 
to control everything with their phones. 

“Alexa, turn on the sprinklers”
Many current smart irrigation controllers 
are compatible with virtual assistants like 

Amazon Alexa and Google Assistant. But 
are homeowners that have these devices 
really using them to turn their sprinklers 
on and off? The consensus, at least among 
the contractors in this article, is “probably 
not.” Yasuda says it would definitely take an 
especially tech-savvy client to use a virtual 
assistant to control an irrigation system. 

Just as homeowners who have smart 
controllers shouldn’t need to continually 
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adjust their irrigation schedules through a smart-
phone app, they wouldn’t need to tell Alexa to do 
it, either. 

“The beauty of the smart timer is that when you 
connect it to Wi-Fi, it connects to the local weather 
network and uses that data to reprogram itself. So, 
essentially, the homeowner has to have very little in-
teraction with the timer,” says Winchel. 

“If the system is designed correctly and is using a 
smart controller, you really don’t need that (hub de-
vice). What you’re doing with Alexa is you’re telling 
it to turn the sprinklers on or off once in a while or 
make minor adjustments. But if it’s a true smart tim-
er, it’s going to make those self-adjustments off the 
weather data anyway.”

Retrofitting older controllers
What about homeowners who already have irriga-
tion controllers and want to upgrade to the Wi-Fi-
enabled version? The good news is there is a cost-ef-
fective way for you to give them what they want. 
Many older time-based irrigation controllers can 
be retrofitted with a front panel replacement. This 
facelift makes them into smart controllers with Wi-
Fi connectivity and settings that can be changed via 
smartphone.

“It’s a really easy fix, says Sanchez. “It’s around 
$100 of material cost and maybe a couple hundred 
dollars in labor to program. There’s no physical 
mounting or wiring because it’s already been done.” 

Watersedge Landscape prefers to retrofit an old 
controller versus installing a new one. “It literally 
takes a minute to do, and then the rest of it is just 
programming it ahead of time,” Sanchez says. “After 
we sell them, we’ll program them in the office and 
then the tech takes them out to the field, plugs them 
in and the controls work.”

The future 
It’s incredible to see how far irrigation controllers 
have evolved over the past decade. If they can al-
ready be controlled via your phone halfway across the 
world, what’s next for this technology? 

Smart controllers are already getting smarter, 
with the help of ancillary devices such as soil mois-
ture sensors. Already used in many irrigation systems, 
Winchel believes we’ll see these sort of components 
becoming even more integral. 

One barrier to the widespread use of soil sensors 
is their cost, which he says is a deterrent to the av-
erage client. Winchel’s company has used them, and 
even though they work really well, he says it doesn’t 
make sense to use them unless you can place one in 
every zone. 

Winchel also predicts the use of flow sensors 
will grow. “If a flow sensor typically reads 20 gallons 
per minute, and all of a sudden it starts reading 25 
gpm, it knows there’s either a broken line or a bro-
ken sprinkler head. It’ll shut that zone down, send 
an alert to the homeowner or the contractor via the 
app so that it can be repaired and not continue to 
run like that for days or weeks before somebody 
catches it.” 

As all these components become more prevalent, 
irrigation systems will become easier for contractors 
and homeowners alike to manage. It’s also a given 
that along with ease of use, irrigation systems of the 
future continue to get more efficient.

The pace at which technology is advancing in our 
industry and in so many others can at times be in-
timidating. And yes, sometimes it’s hard to adapt to 
new ways of doing things. 

But we have to, don’t we? We can either let the 
wave wash us away — or learn how to ride its crest. 
No matter what the future holds for the landscape 
and irrigation industry, the best way to deal with 
change is to embrace it. 

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

DISCOVER MORE ONLINE
The irrigation controllers these contractors mentioned are only a few of the 
dozens available on the market. How do all smartphone-friendly irrigation 
controllers and their apps stack up against each other? Go online for the 
Irrigation Association’s smartphone compatible irrigation controllers available 
at www.igin.com/2019-smartphone-friendly-irrigation-controllers. 

“AS FAR AS 
EFFICIENCY, IT’S 
HUGE. THESE 
CONTROLLERS 
AND APPS SAVE 
US TONS OF TIME, 
LABOR AND FUEL 
COSTS.” 
— JORGE SANCHEZ, 
WATERSEDGE 
LANDSCAPE

Smartphone apps are 
becoming simpler and easier 
to understand.  Settings for 
slope, sun, shade and more 
can be changed with just a few 
taps on the screen. Photos: 
Rain Bird.
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I
t’s eight o’clock in the morning and your phone rings. The caller says he has 
a 90-year-old redwood tree (Sequoia sempervirens) in his backyard that is 
cracking the concrete slab of his patio and garage floor and would like the 
roots cut.

This type of scenario plays itself out on a daily basis across the country. 
Inspecting the situation, the arborist may think: How can I be sure where 

the roots really are? Which ones are contributing to the damage? How many are 
there, and how deep are they? Can I install root barrier and not jeopardize tree 
stability? Should I recommend the tree be removed?

Not having the ability to see beyond the concrete slab makes answers to these 
questions difficult, even for an experienced arborist. 

Traditionally, a reasonable conclusion is obtained after concrete removal and 
soil excavation is performed. In the end, the damage may just be due to normal 
ground movement and settling. Hopefully your initial recommendation didn’t in-
volve root pruning or tree removal.

So many trees could be preserved if we had a reliable way to determine where 
their root systems are below the ground. This would help us better manage trench-
ing activities and minimize root damage. We would have an enriched understand-
ing of how far away tree protection fencing should be on a construction site. When 
problems come up, such as trees verses hardscapes, knowing where the roots are 
helps with decision-making and providing recommendations that benefit every-
one involved. 

Using ground penetrating radar for belowground tree 
root detection is a noninvasive method that can be 

applied just about anywhere. 

By Robert Booty

GETTING AT THE  

ROOT  
OF THE PROBLEM 
ABOVE GROUND
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Nondestructive technology
If you were to conduct a root study, whether it in-
volves trenching for a water line or inspecting dam-
age to a garage floor, wouldn’t it be to your advan-
tage to make decisions based on data obtained from 
a noninvasive source that didn’t require excavation? 
Collecting data and walking away as if you were nev-
er there would truly be the optimal situation for your 
client and the tree.

The use of noninvasive ground penetrating ra-
dar has been successfully used for belowground root 
mapping worldwide for over a decade. It has the 
ability to penetrate hard surfaces such as asphalt and 
concrete and then continue into the soil to identify 
roots and their depth on a large scale. This technolo-
gy has proven to be a very effective tool for arborists.  

GPR is an established technique that has been 
used for many different applications for over 30 
years. Radar is an object-detection system that uses 
electromagnetic waves — specifically radio waves — 
to identify the range, altitude, direction or depth, and 
speed of both moving and fixed objects. 

Although radar imaging will not produce a pic-
ture of roots, it will provide images of predicted root 

locations based on how this technology interacts 
with roots within the soil profile.

Applying GPR in the field
Nondestructive radar imaging has opened doors that 
previously were unavailable to arborists using tradi-
tional root locating methods.

Roots are a very complex and not a typical in-
spection application for radar. TreeRadar Inc., Silver 
Spring, Maryland, has developed a specialized soft-
ware package to interpret and map the 2D and 3D 
subsurface root layout, density and morphology us-
ing GPR. Training and regular use are essential for 
success with this equipment and software. 

TreeRadar’s root analysis software, TBA, takes 
root data collected from the field and processes it, 
ultimately generating root mapping results and var-
ious data reports. 

TBA is designed exclusively for root detection, 
so it filters out unwanted objects the radar finds in 
the soil profile, such as gopher and squirrel tunnels, 
rocks, metal or pipes. The finished product only 
shows predicted root targets in the final data. This 
analysis procedure can be performed in the field us-

The use of 
noninvasive 
ground 
penetrating 
radar has been 
successfully 
used for 
belowground 
root mapping 
worldwide for 
over a decade.
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ing a laptop computer or back at the office as you de-
velop a report. The average time to perform a normal 
root inspection in the field is less than one hour. The 
individual line scans are recommended to be kept at 
40 feet or less in length. The investment in this type 
of equipment is generally less expensive than the 
cost of most invasive procedures. 

At this time, the software cannot identify or dis-
play the different sizes of roots the radar encounters 
in the soil profile. This important feature is contin-
ually being developed and is very near completion. 

Currently, the use of two different antennas to 
classify roots into two size categories, pending the 
completion of the sizing algorithm, is available. A 
900 MHz antenna emits high frequency radio sig-
nals that are capable of penetrating the soil to a depth 
of a little more than 3 feet. As it does this, it will be-
gin targeting roots that are a quarter inch in diameter 
or greater. 

A 400 MHz antenna does the same but produces 
a lower frequency that will identify larger diameter 
structural roots. This antenna begins targeting struc-
tural roots that are 1 inch in diameter and greater, 
and it has a depth range capable of 12 feet. This is 
the antenna of choice when it comes to construction 
because of its root size and depth capabilities.

This antenna combination is useful when the ar-
borist needs to calculate the percentage of structural 
root loss from neighboring trees prior to the con-
struction of a basement or deep trenching. The use 
of these two antennae will provide more information 
to the arborist on root size as the software continues 
to develop.

In the GPR report, the results are displayed as a 
virtual trench view of the soil profile from the col-
lected root data. The software also can provide a top-
down spatial view utilizing a 3D connect-the-dots 
feature creating a conceptual line drawing that de-

picts how the root system may look below ground 
according to the field-collected data. Root data can 
be overlaid on a site map establishing a visual tree 
protection zone for a construction site.

Moisture detection benefits
One of the advantages of mapping roots using GPR 
involves the method this technology uses to locate 
them below ground. As discussed earlier, radar is an 
object-detection system, and roots are principally 
identified by their internal moisture. 

Healthy roots have a strong reflection; compro-
mised roots produce a weak reflection. Roots that 
have been severed or are dead (lacking moisture) 
have no reflection and will not be displayed in the 
final analysis results.  

This type of information is crucial to the arbor-
ist when performing level 3 risk inspections involv-
ing trees that have displayed trunk decay problems. 
From this data, the arborist can quickly see that 
there may also be stability issues involving a com-
promised root system. 

The optimal way to view this type of data is in the 
spatial top-down or aerial view feature of the soft-
ware. From this view the arborist can visually see the 
spatial layout of areas where roots would normally 
and should be found but are missing. 

At times the area being scanned can pose a prob-
lem. Some soils can be composed of buried fill mate-
rials of different kinds. For example, consider a home 
built on the side of a mountain. To create a usable 
backyard, old building materials from the construc-
tion site might be discarded down the hill. Then, top 
soil is brought in to finish and level off the area into 
a usable landscaped area. 

When this area is scanned, the radar signal will 
travel through the soil with no problems until it en-
counters the mixed foreign materials. Then the data 

Radar technology is allowing arborists to scan for 
root issues in tight quarters in urban areas without 
concrete removal and soil excavation.

GPR allows an arborist to see different areas 
and depths where roots are located helping 
to determine what actions to take next. 

BENEFITS 
OF GPR
• noninvasive
• portable, via battery 

supply
• minimal set up
• rapid scanning – 

complete ground 
coverage in 30 to 
60 minutes

• penetration down 
to 39 inches 

• can scan for either  
uncovered or 
covered (concrete, 
asphalt, paving 
slabs) soils

• takes high- 
resolution images 
of subsurface  
structural roots

• can be used in 
parallel straight 
lines on any side of 
tree or in concentric 
circular or  
semicircular lines

• can scan in tight  
quarters

• easy to use
• accurate and fast

More information is at 
www.treeradar.com/
RootsInspection.htm. 
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becomes unreliable at the lower level containing the 
fill. At times, it can be difficult to know what condi-
tions we are dealing with that could affect data col-
lection until they are encountered. 

Tile glaze, often used as a finish on floor or pool 
tiles, can be manufactured containing crushed stone 
or metal. Radar signals reflect from these materials 
and penetration is not possible. The only exception 
is if the tiles and stone are small. If the grouted areas 
are large, the radar signal will penetrate through the 
grout area and provide the root information needed. 
As the radio signal passes through the grout and into 
the soil, it spreads out much like a flashlight beam, 
allowing it to capture roots under the glazed tiles or 
stone of the floor.

Heavy clay soils can also effect radar signals. 
High concentrations of clay in various soil layers 
can decrease the amplitude (attenuates) of the re-
flected radar wave as it travels back through the soil. 
This means that as the signal/noise ratio gradually 
decreases or weakens due to the clay, root detection 
becomes more difficult. 

However, there are now enhanced signal process-
ing filters built into the TBA root analysis software 

that considerably increase these signal/noise ratios 
and make the desired reflectors (roots) much easier 
for detection in clay soils.

Looking beyond
The experienced arborist has more choices today than 
ever before about how to obtain needed information. 
It is expected that arborists use their knowledge and 
experience when determining a solution for their cli-
ents. Today, as arboriculture moves deeper into the 
world of high-tech, ground penetrating radar is just 
one of the arborist’s tools of choice.

When you are called upon to inspect concrete 
damage, your first thoughts may lead you to think, 
“Are these cracks from tree roots, or is this just nor-
mal ground movement and settling?” Through GPR 
technology, it is now possible to look beyond what is 
visible and find the answer to that question. 

The author is a consultant at Arborist OnSite Horticultural 
Consulting Inc., San Jose, California, and Registered Con-
sulting Arborist 487 and International Society of Arboricul-
ture Tree Risk Assessment Qualified. He can be reached at  
robert@arboristonsite.com. 

TBA is designed 
exclusively for 
root detection, 
so it filters out 
unwanted objects 
the radar finds in 
the soil profile, 
such as gopher 
and squirrel 
tunnels, rocks, 
metal or pipes.

BE PART OF THE
CONVERSATION.

Find us on Facebook, Twitter,
LinkedIn and Instagram for updates 

and discussions. 
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Over 800 students attend National 
Collegiate Landscape Competition 
From March 20-23, the National Association of Landscape Pro-
fessionals, Fairfax, Virginia, hosted its annual National Collegiate 
Landscape Competition. The three-day event brought together top 
landscape and horticulture students, industry companies and doz-
ens of industry manufacturers and suppliers. 

Held at Colorado State University, this year’s competition host-
ed 840 students from 64 two- and four-year colleges. Students 
competed in 29 events to demonstrate their skills in landscape cat-
egories such as landscape design, hardscape installation and equip-
ment operation. 

Students were also able to attend the industry’s largest career fair 
with over 100 green industry employers. 

At the closing ceremony, Brigham Young University was named 
as this year’s NCLC top school. The winning team was awarded a 
$5,000 prize from Stihl, presented by Roger Phelps, the company’s 
corporate communications manager.

The 2020 NCLC will be held at Michigan State University 
March 18-21.

OPEI board of directors met with the organization’s staff to discuss the  
challenges and opportunities ahead for the outdoor power equipment industry.

Students at NCLC competed in various events to demonstrate their skills in categories 
like landscape design, hardscape installation and equipment operation. 

• • ASSOCIATIONS IN ACTION

OPEI board appoints new leadership
The board of directors of the Outdoor Power Equipment 
Institute, Alexandria, Virginia, met with staff recently at 
the association’s headquarters to discuss the challenges 
and opportunities ahead for the outdoor power equipment 
industry.

During the meeting, the board appointed Rob Moll, 
CEO of MTD Products Inc., as a director and named Tom 
Duncan, president and CEO of Positec USA, to the execu-
tive committee as secretary/treasurer.

“As the outdoor power equipment industry continues to 
evolve, so does OPEI. Thanks to an engaged board of direc-
tors, our association remains well-positioned to represent our 
members’ interests and respond to the challenges and oppor-
tunities facing the industry in the coming years,” says OPEI 
President and CEO Kris Kiser.

OPEI’s 2019-2020 officers and members of its board of 
directors:
• OPEI chair: Bjoern Fischer, president, Stihl Inc.
• OPEI vice chair: Rick Olson, chairman, president and 

CEO, The Toro Company
• OPEI secretary/treasurer: Tom Duncan, president and 

CEO, Positec USA
• OPEI immediate past chair: Dan Ariens, chairman and 

CEO, Ariens Co.

Other members of the OPEI board of directors: 
• Earl Bennett, president, Husqvarna North America, Husq-

varna Professional Products
• Edward B. Cohen, vice president, government and industry 

relations, American Honda Motor Co. Inc.
• Tim Dorsey, president, Echo Inc.
• Peter Hampton, president and CEO, Active Exhaust Corp.
• Tim Merrett, vice president, Global Platform Turf & Util-

ity, Deere and Co.
• Lee Sowell, president, Outdoor Products, Techtronic 

Industries Power Equipment
• Todd Teske, chairman, president and CEO, Briggs and 

Stratton Corp.
• Mark Wagner, president and CEO, Club Car LLC
• Joe Wright, president and CEO, Excel Industries Inc.

New research confirms Americans value 
lawns and green spaces
The National Association of Landscape Professionals, Fairfax, Vir-
ginia, unveiled new research that finds that a majority of Americans 
value their lawns and public green spaces. 

The survey, conducted by the Engine Group on behalf of NALP, 
found that 81% of all Americans have a lawn, and 79% say that a 
lawn is an important feature when renting or buying a home. When 
asked to prioritize home features, respondents ranked a nice-size 
yard as the second most important feature after a renovated kitchen.

Younger generations of Americans place an even higher value on 
lawns than their parents and grandparents with 82% of millennials  
who say having a lawn is important when renting or buying a home.

Beyond valuing lawns, Americans are making regular use of 
their yards. Forty-seven percent of Americans say they entertain 
in their yards at least once a 
month, and 57% use their yards 
for recreation at least monthly.

The research also found that 
Americans visit public parks 
and playgrounds more often 
than movie theaters, pools and 
beaches, bowling alleys and 
museums.
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TurfMutt celebrates 10 
years of teaching children
TurfMutt, the environmental education 
and stewardship program of the Outdoor 
Power Equipment Institute, Alexandria, 
Virginia, celebrates its 10th anniversary 
of teaching the value and benefits of the 
outdoors, specifically the contributions of 
our own backyards, community parks and 
landscapes. 

“For the last decade, TurfMutt’s mes-
sage has been simple: Care for the green 
space around you, but equally important, 
get outside and enjoy it,” says Kris Kiser, 
president and CEO of OPEI. “Now we’re 
expanding to include more students and 
their families to further promote the health 
and wellness benefits of being an ‘outsider.’”

TurfMutt started as a pilot youth edu-
cation program for schools in Sacramento, 
California in fall 2009 and has grown into 
a national program for kids, families and 
communities. TurfMutt has appeared on 
the television shows Lucky Dog and Ready 
Set Pet. 

This year, the scholastic program ex-
pands to middle schools, starting with 
TurfMutt’s “The (Really) Great Outdoors 
Contest,” which encourages students to 
design a nature space that works for their 
lifestyle and community.

The contest offers four prizes ranging 
from $750 to $2,000 for students, as well 
as cash prizes for teachers and schools. 
Additional contest details are available at  
www.scholastic.com/turfmutt.

TurfMutt is an education resource at 
many agencies and organizations, includ-
ing the U.S. Department of Education’s 
Green Ribbon Schools, the U.S. Depart-
ment of Energy and the U.S. Environmen-
tal Protection Agency.

The program’s mascot is Lucky the 
TurfMutt, an animated version of a  
real-life rescue dog who is “pawing it for-
ward” by inspiring students to care for the 
environment and appreciate its benefits. 
Learn more at www.turfmutt.com.
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3 Cleaner/degreaser. Lucas Oil Products, 
Corona, California, is introducing 
its new Lucas Oil Parts Cleaner and 

Degreaser, made with advanced poly-
etheramine detergents to help remove 
deposits from carburetors, chokes, brake 
calipers, rotors, air intakes, throttle bodies 
and unpainted metal parts. 

The fast-drying formula is available 
in an aerosol can for ease of application, 
but contains no chlorofluorocarbons or 
chlorinated solvents and is 50-state VOC 
(volatile organic compound)-compliant. 

It is designed to remove buildup of 
gum, varnish, oil, brake fluid, grease, dirt 
and sludge that can cause loss of power, 
rough idling, high emissions and hard 
starting but without damaging catalytic 
converters or oxygen sensors. The comany 
says operation is smoother when used on 
brakes.

Lucas Oil Products Inc.
www.lucasoil.com

SUPPLIER IN THE NEWS
Morbark expands dealer network

1 Power box rake. From MTW Specialty 
Products, Merrill, Wisconsin, comes the 
MTW Power Box Rake that efficiently 

breaks up, rakes and levels hard-packed 
soil, gravel, sod and other materials. It’s 
manually adjustable to deflect material 
from 10 to 20 degrees.

All three models feature steel frames, 
airless solid rubber tires and simplified 
controls and can be ordered with weld-on, 
replaceable or carbide teeth. 

The Mark III, designed for high-
flow skid steers and PTO tractors with 
engines exceeding 60 horsepower, has an 
8-inch rotor and is available in 8- and 
10-foot widths. It features 0.375-inch wall 
construction, hitches built for extreme 
duty and an indestructible chain case. The 
Mark II has a 6-inch rotor and is available 
in 6-, 7- and 8-foot widths. The Mark I 
has a 6-inch rotor and is available in 4-, 
5- and 6-foot widths.

 
MTW Specialty Products
www.mtwpowerboxrakes.com

2 Tire sealant. Slime, San Luis Obispo, 
California, has introduced a 2.5-gallon 
size for its Prevent and Repair tire 

sealant, suitable for landscape equipment 
with tires: mowers, tractors, spreaders, 
wheelbarrows, trailers and haulers. 

The sealant can be inserted into a tire 
at any time, where it will seek out and 
seal tread area punctures up to ¼-inch 
in diameter. When a puncture occurs, 
the patented sealant is carried directly to 
the hole. The pressure of the escaping air 
forces the sealant’s Fibro-Seal particles 
into the opening, where they intertwine to 
form a long-lasting flexible plug, prevent-
ing a flat, says the company.

Slime says it is safe for finished metal 
wheels and will prevent rust and corrosion 
on inside wheels. The nontoxic, noncor-
rosive, nonhazardous and nonflammable 
formula cleans up easily with water and 
keeps working for up to two years.

Slime
www.slime.com

Winn, Michigan-based Morbark has expanded its worldwide 
dealer network by adding five companies to the list of outlets 
that distribute its tree care products, including Morbark 
brush chippers and Rayco stump cutters.

They include: BrenCo Equipment Supply and Technol-
ogy LLC, with four locations in Utah and Wyoming; Edge 
Equipment Ltd., in Edmonton, Alberta; L.F. George Inc., 
with three locations in Wisconsin; RPM Machinery LLC, 
with four locations in Indiana; and Saw House Inc., Houston.

“We’re growing our network to ensure we have the indus-
try’s best customer support, delivered locally by knowledge-
able and reputable local dealers,” says Casey Gross, Morbark’s 
director of tree care products. “It’s important the companies 
we partner with continue to raise the bar and provide the 
high-quality customer service people expect from Morbark.”

BrenCo offers the 
Morbark tree care line 
and Rayco products in the 
states of Utah and Wyo-
ming. Edge Equipment 
is the exclusive Morbark 
and Rayco tree care dealer in Alberta. L.F. George represents 
the Morbark brush chipper, the Rayco stump cutter and 
forestry mulcher lines in Wisconsin and parts of Michigan. 
It also sells Rayco forestry mulchers throughout Minnesota, 
Iowa and portions of Nebraska and South Dakota.

RPM Machinery sells the Morbark brush chipper and 
Rayco stump cutter lines in Indiana, and Saw House is the 
exclusive Morbark and Rayco tree care dealer for Chambers, 
Harris, Montgomery and Walker counties in Texas.
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SUPPLIER IN THE NEWS
Turfco launches ‘100 Years of Thanks’ giveaway

6Self-propelled electric mower. Green-
works Commercial, Charlotte, North 
Carolina, announces its new 25-inch 

self-propelled electric lawn mower. The 
brushless engine, powered by one of two 
82-volt lithium-ion batteries, starts with 
the touch of a button. 

The rear-wheel-drive mower is 
equipped with Smart Cut technology, 
which adjusts the unit’s speed as necessary 
to improve performance and extend run 
time, according to the company. 

The dual-port battery’s sequential pow-
er supply automatically switches from one 
battery to the other for greater, uninter-
rupted operating time.

A two-in-one design allows the mower 
to be used with a grass bag or as a mulch-
ing mower.  The 25-inch steel deck has 
dual blades, and a single lever allows seven 
cut height adjustments, from 13/8 inches to 
3¾ inches. There is a two-year warranty on 
both the mower and the batteries.

Greenworks Commercial
www.greenworkscommercial.com

5 Low-VOC cements and primers. Weld-
On Adhesives Inc., Compton, Cali-
fornia, introduces its new ECO Series 

of ultra-low volatile organic compound 
solvent cements and primers. 

The ECO Series’ proprietary formula 
achieves the same bond strength in plastic 
pipe joints as Weld-On’s current cements 
but with 30% lower solvent emissions and 
odor, the company says. 

The new formula’s volatile organic 
compound content is below the current 
Southern California Air Quality Manage-
ment District’s Rule 1168 limit and will 
also meet SCAQMD’s proposed VOC 
limit, effective in 2023. 

The products are available as regular, 
medium and heavy-bodied PVC solvent 
cements and complementing primers for 
irrigation, industrial and pool and spa uses. 
They’re certified by NSF International to 
NSF/American National Standards Insti-
tute Standard 14 and 61 and the Uniform 
Plumbing Code for use on potable water 
applications.

Weld-On
www.weld-on.com

To celebrate its 100th anniversary, Turfco Manufacturing, 
Blaine, Minnesota, has launched a “100 Years of Thanks” 
giveaway for its landscape industry customers. The grand prize 
is a Turfco T3100 spreader and sprayer applicator that lists for 
$10,290. In addition, five GoPro Hero7 Silver cameras will 
be awarded to customers who register at www.turfcodirect.
com/100years between Jan. 30 and Oct. 31, 2019.

Staying in business continuously for 100 years is an 
achievement few enterprises can claim. The Kinkead/Turfco 
family wants to express its gratitude for all the support the 
company has received since its early days when their grandfa-

ther,  World War I veteran Robert Stanard 
Kinkead, packed up the family station 
wagon with a disassembled mower and hit 
the road to demonstrate it, reassembling 
the mower at each stop.

“Turfco just wants to say ‘thank you, turf care industry,’” 
say George and Scott Kinkead, Turfco president and executive 
vice president, respectively, in a joint statement.

Since its founding in 1919 as the National Mower Co.  in 
St. Paul, Minnesota, the company that became Turfco has 
brought many game-changing products to market.

4Steel edging. Coyote Landscape 
Products, Denver, presents PerfEdge 
steel landscape edging, a solution for 

landscaped areas where water accumula-
tion can occur. 

The perforated design allows surface 
water to drain from unwanted locations, 
keeping areas dry and usable. It can be 
used to permanently delineate landscape 
beds, walkways and gardens from lawn 
areas while promoting water movement 
and drainage. 

For professional landscapers, PerfEdge 
is available in 10-foot-by-4-inch pieces in 
either 20- or 16-gauge thicknesses. Fin-
ishes include raw steel, galvanized steel or 
one of three EcoCoat colors: black, brown 
or green. 

The environmentally friendly EcoCoat 
powder coating process produces virtually 
no volatile organic compounds or waste 
byproducts, according to the company.

Coyote Landscape Products
www.coyotelsp.com
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Variable-speed hydro transmission plus reverse.  
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Representative or call 1-800-776-7690
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operating  
instructions  
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Make the grass always greener
By Bryan Ostlund, executive director of Grass Seed USA

As spring rains and sunshine begin to revitalize dor-
mant turf, the initial burst of green growth can give a 
homeowner a false sense of security, making it seem as 

though all that’s needed is regular watering and mowing. But 
keeping a lawn in top shape all year ‘round also involves a bit 
of preventive maintenance. 

Spring is a good time for you as a lawn care professional 
to educate your clients about the importance of taking mea-
sures that can nip potential problems in the bud before they 
become expensive hassles. And, pay off in the form of lush, 
green turf for summertime recreation and relaxation.

Testing soil samples. A soil quality test will provide import-
ant information about any amendments that may be needed. 

Aeration. In the northern U.S., where cool-season grass is 
dominant, aeration is recommended annually to improve 
drainage and prepare the soil for any seed application. In 
older or heavily trafficked lawns, the soil is often compact-
ed, keeping water, air and nutrients from getting to the 
turf’s roots. Core aeration in late April through mid-May is 
the remedy. It’s especially beneficial for lawns that suffered 
drought-induced dormancy in the previous summer or fall.

Dethatching. Thatch, a buildup of dead organic material, 
is common in lawns. Once it thickens beyond about half an 
inch, it’s time to get rid of it. Like aeration, removing thatch 
allows water, air and nutrients to penetrate the soil more eas-
ily. It helps prevent root rot and drought stress and discour-
ages pests and fungal growth. As you dethatch in mid-to-late 
spring, look for the signs of overwatering or overfertilizing 
that are the common causes of thatch buildup.

Seeding. A client may want to plant new areas or overseed 
existing turf. Use seed that is not only a good match for the 
region but also that particular lawn, such as the type of soil it 
has and amount of sunlight it gets. When you plant is import-
ant, too — generally April through late October — but certain 
regions may have optimal seeding times that are within 
a more narrow range. Seeding early, before the summer 
arrives, enables grass to develop longer roots and become 
better established with stronger weed resistance.

Fertilizing. Homeowners often want to fertilize too early in 
the year, rather than waiting until several weeks after the 
grass turns green. Talk to your clients about when and how 
much to fertilize. Let them know you can help them save 
money by fertilizing naturally; many don’t know that through 
mulch mowing, a lawn can fertilize itself. Grass clippings, left 
in place, will deliver nitrogen, phosphorous and potassium 
back to the lawn.

For more information, visit www.weseedamerica.com.

Continued from page 19
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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
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HELP WANTED

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

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

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

H2-B WORK VISA INSURANCE

BUSINESS SOLUTIONS

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 at www.agcirrigation.net.

FOR SALE
IRRIGATION & LIGHTING CONTRACTOR
• Leading irrigation/lighting contractor in Puget 

Sound, Washington area.
•  Owner retiring.
• Strong sales and profit growth potential.
•  Annual Gross Sales ~ $1M.
•  A great tuck-in acquisition for a growth
 minded company.
•  Strong recurring revenue and service portfolio.

CONTACT ROD BAILEY FOR CONFIDENTIAL 
INFORMATION PACKET

971-719-2158 • rodlbailey@hotmail.com

BUSINESS FOR SALE
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MAY 19-22
North American Snow 

Conference
www.apwa.net
Salt Lake City

JUNE 18-20
Outdoor Power  

Equipment Institute 
Meeting

www.opei.org
Park City, Utah
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Snow and Ice  
Symposium

www.sima.org
Grand Rapids, Michigan

JULY 25-29 
APLD 2019 International 

Design Conference
www.apld.org 

Seattle 

JULY 13-16 
Cultivate’19

www.cultivate19.org
Columbus, Ohio
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ADD SOME FLAVOR TO THE LANDSCAPE
Make your clients’ landscapes not only beauti-
ful but edible. Here are a few ideas: 
• Plant leafy greens like Swiss chard, 

frilly kale, spinach and bok choy 
alongside ornamental kale, pan-
sies, snapdragons, daffodils and 
irises. 

• Mix hot peppers, eggplant and 
okra with zinnias, coreopsis, 
salvia and ornamental grasses. 

• Grow tomatoes in a pot on a 
patio or tuck them within the 
landscape. 

• Complement the traditional floral 
landscape with herbs, which add fra-
grance, foliage and flowers as well as attract 
pollinators.

ATTRACTING  
BUTTERFLIES
Did you know that the landscapes you create can at-
tract butterflies? According to www.onegreenplanet.
org, butterflies prefer to rest in full sun, so providing 
flat rocks, tables and chairs can bring these gorgeous 
creatures to a client’s yard. 

They also love “puddling,” which is basically 
hanging out in damp sand or mud where they drink 
water and mineralize. Filling shallow dishes and pans 
with sand and a bit of water and placing them in a 
sunny spot can entice them to a landscape.

Certain spring blooms are known to attract but-
terflies such as daffodils, ornamental onions like Al-
lium schubertii and candytuft. 

DID YOU KNOW?  
Up to 90% of the 
weight of a grass plant 
is in its roots.  
(Source: The Lawn Institute)

Water-Smart Landscaping Tip
Group plants according to their water needs. Grouping vegetation with similar watering needs 
into specific hydrozones reduces water use by allowing you to water to each zone’s specific needs. 
Turf areas and shrub areas should always be separated into different hydrozones because of their 
differing water needs. (Source: U.S. EPA)



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

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

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

healthy, beautiful, water-smart landscapes.

Find out how Ewing can help with your next project.

YOUR 
PROJECTS 
WILL TURN 
HEADS

Follow us on social media:

EwingIrrigation.com



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
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