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Show leadership in safety

T
here’s just no other way to put it: 
This startup season has been one of 
the toughest in recent memory. For 
a few weeks before COVID-19 hit, 
this spring looked like it could be a 
big opportunity for growth for many 
industry professionals. But across 

the market, there have been a lot of hard 
choices made.

Over the last few weeks, I’ve been glad 
to talk to so many of you about what you’re 
facing on a day-to-day level. I know it’s been 
difficult for a lot of different reasons, and it’s 
been meaningful to hear how you’re trying to 
support and protect your crews as best you 
can. A few of you shared that dealing with 
this pandemic has let you know just how vul-
nerable you and your company actually are. 
That’s a hard thing to sit with, but I believe 
that both you and this industry have the capa-
bility to pull through.

This is a time that employees are going to 
be looking for leadership, and that’s going to 
come in a lot of forms. Sometimes that’s going 
to mean taking decisive action to close down. 
But if you’re continuing to work during this 
time, it’s never been more important for you 
to lead by example. Make it a point to have 
safe operating procedures and ensure they’re 

easy for your crews to access and understand 
in their languages. Beyond just developing 
those guidelines, do your best to model them. 
Practice social distancing and wear protec-
tive gear. Take the time to wash your hands. 
If you’re taking this seriously, your employees 
will as well.

One of the most encouraging things I’ve 
heard from you is how you’re staying in touch 
with employees during furlough or shutdown. 
Checking in regularly will give your crew a 
chance to let you know what they’re dealing 
with or what they need, and it never hurts to 
send along a funny animal video or something 
to try to help improve mental health. Showing 
you care and want to stay connected is only 
going to make it easier for your crew to be 
ready to come back once things improve.

From our end at Irrigation & Green Indus-
try, we’re doing our best to keep you on top of 
the news with regular updates on our website. 
If you haven’t checked out www.igin.com re-
cently, now is a great time to do so. Beyond 
those updates, we’re linking to resources and 
advocacy efforts for industry professionals 
through the Irrigation Association and others. 
Whether you’re sheltered in place or working 
while using safe practices, I hope you and 
yours stay safe and healthy.  

It’s never been 
more important 
for you to lead by 
example.



Thank you to the entire industry for adapting quickly, 
staying strong, and working together.

 Find COVID-19 News & Resources at  
landscapeprofessionals.org/coronavirus

 Get Insights from Industry Pros  
landscapeprofessionals.org/covidblog

Our government affairs team has been working behind 
the scenes with allied associations to protect our industry.

Find insights from industry pros and legal, HR, and safety 
advisors to help you now and in the future…

THE LANDSCAPE INDUSTRY IS  
#STRONGERTOGETHER 
DURING THE COVID-19 PANDEMIC

nalpinfo@landscapeprofessionals.org

800-395-2522
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The Caterpillar Foundation, the philan-
thropic arm of  Caterpillar Inc., Deerfield, 
Illinois, has committed $8.5 million to sup-
port global communities, including under-
served populations, who are affected by the 
COVID-19 pandemic.

The foundation’s investment will support 
nonprofit organizations that are working 
to help prevent, detect and respond to the 
pandemic; providing resources to hospitals, 
medical staff and patients; addressing food 
insecurity; and enabling online STEM and 
coding education for students.

“These investments are an important 
expression of our company’s values,” says 
Jim Umpleby, Caterpillar chairman and 
CEO. “As we all work together to fight the 
pandemic, the foundation’s resources will 
provide essential support in communities 
around the world.”

The Caterpillar Foundation also expand-
ed its existing U.S. Matching Gifts Program 
to provide a 2:1 match on employee and re-
tiree donations made to eligible nonprofits.

“The Caterpillar Foundation is focused 
on building more sustainable and resilient 
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communities, helping them emerge stronger 
together during this unprecedented time,” 
says Asha Varghese, Caterpillar Foundation 
president. “Our employees and retirees give 
so generously, and we are proud to amplify 
their gifts and support our many nonprofit 
partners working tirelessly to keep our com-
munities safe and prosperous.”

The foundation’s investment is be-
ing distributed among organizations and 
COVID-19 funds around the world, in-
cluding the United Nations Foundation/
World Health Organization Solidarity 
Response Fund, King Baudouin Founda-
tion Fund for Italy, Global Foodbanking 
Network Global Fund, Feeding America 
Response Fund, Boys and Girls Clubs of 
America, and Illinois COVID-19 Re-
sponse Fund. 
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Caterpillar Foundation commits $8.5 million 
to global COVID-19 response efforts

“The Caterpillar Foundation is focused on building more sustainable and  
resilient communities, helping them emerge stronger together during this  
unprecedented time.” — Asha Varghese, Caterpillar Foundation president



The effects of COVID-19 have disrupted the regular lives of students, employees and business owners all over the world. With many  
education and work opportunities currently not available, the Irrigation Association wants to provide you with continued opportunities to 
grow your knowledge and learn more about your profession.

Between now and June 15, the IA is offering its educational resources at a 25% off discount.* This is a great opportunity to tap into the  
IA’s extensive collection of landscape irrigation-related teaching and training tools developed by industry experts.

25% discount on  
educational resources

Textbooks
Check out the numerous turf-landscape  
and golf irrigation options available in the 
2020 Educational Resources Catalog at 
www.irrigation.org/catalog.  

Code: BOOKS25OFF

Online classes
You and your employees can keep your  
social distance by taking an online class in 
the privacy of your own home. (ITRC classes 
are excluded.) 

Code: ONLINE25OFF

Webinars
Learn from industry experts addressing best 
practices and techniques for implementa-
tion in the field. Choose from past webinars 
online or register for upcoming webinars.

 Code: WEBINAR25

Order online at 
www.irrigation.org/booksale
or call 703.536.7080.

* Discounts are stackable and purchasers 
should type in all codes that apply. 
Discount is available until June 15. 
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  Irrigation

Conserva Irrigation opens new location in Chapel Hill, North Carolina
Conserva Irrigation, Richmond, Virginia, announced that Josh Williams will be opening a 
new franchise location serving the greater Chapel Hill, North Carolina, area.

Known as Conserva Irrigation of Chapel Hill, Williams will lead a team of irrigation 
designers and technicians in repair, maintenance and installation of home and commercial 
irrigation systems.

Some of the Chapel Hill 
areas that Conserva Irrigation 
will serve include Apex, Cary, 
Morrisville, Fuquay Varina 
and Holly Springs. They will 
also cover Durham and Hill-
sborough.

“We are very excited to 
see where Josh takes his op-
eration in Chapel Hill,” says 
Russ Jundt, founder and brand 
leader for Conserva Irrigation. 
“He has an amazing business 
background, and his laser fo-
cus on customer satisfaction will make him a very successful Conserva franchisee.”

Conserva Irrigation of Chapel Hill is the fourth location to open in the state of North 
Carolina. Before purchasing Conserva Irrigation of Chapel Hill, Williams worked within 
the insurance and employee benefits industry in various sales and marketing roles.

A native of Charlotte, North Carolina, Williams is thankful for his family, friends, fellow 
franchisees and franchisor, Outdoor Living Brands. “Without their collective support, none 
of this would be possible,” says Williams. “I can’t wait to serve Chapel Hill and Southwest-
ern Wake County for all of their irrigation needs.”

  Landscape

BrightView acquires 4 Seasons Landscape Group
Plymouth Meeting, Pennsylvania-based BrightView Holdings Inc., acquired 4 Seasons 
Landscape Group LLC. The commercial landscaping company headquartered in Norcross, 
Georgia, provides landscape maintenance, hardscapes, irrigation, enhancement, installation, 
arbor care and other facility support services to clients across the Atlanta metropolitan area. 
It serves the commercial, multifamily, hospitality, municipal and homeowners association 
market segments.

“We’re delighted to welcome 4 Seasons and more than 150 new 
skilled team members into the BrightView family,” says An-

drew Masterman, CEO and president of BrightView. “This 
acquisition is consistent with our long-term (mergers and 

acquisitions) strategy and further strengthens our pres-
ence in Atlanta, a critical and growing market in the 
southeastern U.S.”

Bruce Bryde, 4 Seasons founder and co-owner, 
says the two companies have much in common.

“Our shared values toward our customers and 
employees convinced us that joining BrightView was 
the logical next step for us,” says Bryde. “In addition 

to sharing best practices and leveraging industry-lead-
ing resources, I am excited by the opportunities that we 

will create for our award-winning team members to con-
tinue growing while keeping the customer at the center of 

everything we do.”
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  Landscape

Heritage Landscape Supply Group 
announces new brand and platform 
in the Upper Midwest
Based in McKinney, Texas, Heri-
tage Landscape Supply Group Inc. 
debuted a new brand and platform 
in the Upper Midwest U.S., HLS 
Outdoor. HLS Outdoor has opened 
its first branch location in Brooklyn 
Park, Minnesota, to benefit local 
green industry professionals. 

This new location will carry a full 
line of irrigation and landscape sup-
plies, outdoor lighting, agronomics, 
sports field materials, tools and acces-
sories. HLS Outdoor’s new Brooklyn 
Park location is equipped with more 
than 20,000 square feet of warehouse, 
showroom and training space.

The Brooklyn Park location will 
be led by a veteran team with years of 
green industry experience. With this 
industry experience comes an abso-
lute commitment and determination 
to building something special and 
providing the best customer experi-
ence in the market. Brooklyn Park 
marks Heritage’s 70th location and 
entrance into the company’s 10th 
state.

“It is a privilege to welcome the 
entire HLS Outdoor team to the 
Heritage family,” says Matt McDer-
mott, president of Heritage. “With 
everything going on across our coun-
try over the last month, this phenom-
enal team proves that hope abounds. 
This exciting group of individuals ex-
emplifies everything that is import-
ant though these times — positivity, 
resilience, compassion, hard work, 
entrepreneurialism, high character, a 
strong focus on family and a love for 
our customer and supplier partners. I 
could not be more proud to announce 
this latest addition.”
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SiteOne Landscape 
Supply acquires supplier
SiteOne Landscape Supply Inc., 
Roswell, Georgia, has acquired 
Big Rock Natural Stone and 
Hardscapes Inc. Big Rock serves 
the greater Greenville, South 
Carolina, market with a single 
location.

“Big Rock has a talented team 
that shares SiteOne’s passion 
for providing quality products, 
exceptional service and superior 
value to our customers,” says 
Doug Black, chairman and CEO 
of SiteOne Landscape Supply.

Conserva Irrigation 
awards Franchisee of  
the Year
Richmond, Virginia-based 
Conserva Irrigation named Jason 
Butler as Conserva Irrigation 
Franchisee of the Year. Butler has 
driven his operation to be one 
of the top three in sales in the 
system. 

As owner of his own data 
and marketing company, But-
ler learned to prioritize quality 
customer service and take a 
hands-on approach to business. 
He brings the same dedication to 
his franchise territory and local 
community as he does to Conser-
va Irrigation.

SavATree merges with 
Arbor Experts
Bedford Hills, New York-
based SavATree has joined forces 
with Arbor Experts of Dayton, 
Ohio. This marks SavATree’s 
entry into the Ohio market.

Founded by Paul and Karen 
Burns, Arbor Experts has provid-
ed the Dayton community with 
tree care and plant health care for 
the past 10 years. Paul, along with 
his arborists and crew, will stay on 
to continue offering personalized 
attention and exemplary service. 

  Landscape

Scott & Sons acquired by Ruppert Landscape
Ruppert Landscape, Laytonsville, Maryland, has acquired 
Scott & Sons Landscaping located in Dagsboro, Dela-
ware. Founded in 1997 by Scott Shubert, Scott & Sons 
offers residential and commercial landscape maintenance, 
design, irrigation, pest and nutrient management, and 
hardscape installation on the Delmarva Peninsula.

“Similar to Ruppert, Scott & Sons invested in own-
ing and maintaining a first-class operating facility and employed a strong team, dedicated 
to great customer service,” says Tom Barry, president of Ruppert’s landscape management 
division. “We felt that this would help give us a great base of operations in Delmarva and 
market-specific knowledge from which to build in the years ahead.”

The transaction includes the purchase of one facility, all commercial landscape manage-
ment contracts, vehicles and equipment, and the onboarding of all employees. Ruppert will 
relocate its newly opened Delmarva branch from its temporary facility to join the Scott & 
Sons team in its facility.

  Landscape

Landscaping company shifts to sanitizing 
public spaces in response to COVID-19
As businesses adapt to closures due to 
COVID-19, one landscaping company in 
Colorado Springs, Colorado, began offer-
ing sanitizing services of public spaces, ac-
cording to an article by KRDO News.

Joshua Pool, the chief operations officer 
at Timberline Landscaping, says the com-
pany now offers commercial and residen-
tial outdoor sanitization to help prevent the 
spread of viruses and bacteria.

Pool says they will be offering the ser-
vice even after the local outbreak goes 
down. The disinfectant used by Timberline 
Landscaping is a hydrogen peroxide dis-
infectant that doesn’t leave film behind so 
there’s no substrates where viruses can live.

Due to evidence suggesting the virus 
can remain viable on different surfaces, the 
company will clean and sanitize park and 
community area high-touch surfaces, in-
cluding playground structures, trash cans, 
benches and handrails.

  Equipment

Robin Autopilot transitions from franchise 
to subscription-based business model
Dallas-based Robin Autopilot is shifting 
from a franchise-based operating model to 
a subscription-based model it calls Robot-
ics as a Service.

Because a franchising model can be 
difficult for an existing busi ness to imple-
ment, the company says the new business 
model will give landscapers and other lawn 
service providers full access to all of Robin’s 
offerings, providing them the opportunity 
to scale up faster in the rapidly growing 
robotic mower market without having to 
make a large initial investment.

Under this new model, subscribers will 
pay a fixed fee starting at $250 per month. 
The subscription will provide access to the 
tools, financing and know-how to any busi-
ness that wants to launch robotic mowers as 
a service. Everything the company offered 
under the franchise model will be available 
to a subscriber under the new model. The 
difference will be the ability to offer robotic 
services under the subscriber’s own brand, 
with the backing of “powered by Robin 
Autopilot,” along with lower upfront costs.



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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G
rand slams are the ultimate in baseball. 
Three players on, batter up and slam! 
Over the fence and four runs scored, all 
from one mighty swing. Grand slams are 
exciting moments, and they win games.

Safety — especially COVID-19 safety — is a 
high priority right now. Never before has our indus-
try faced so much scrutiny. Company safety respons-
es and programs can be like grand slams, scoring for 
us and winning the big game of profitability and lon-
gevity. Right now, our COVID-19 response is up at 
the plate with a curve ball of opportunity barreling 
down at us. We don’t want to strike out on this one. 
Crowds of customers are watching. They’re nervous. 
Employees are fearful. We have to get this one right 
if we’re going to win.

A friend told me she was driving down the street a 
few days ago when she saw a large crew of our main-
tenance workers performing prejob, early morning 
stretches. She said it was impressive and made us look 
so professional about our work. All wore uniforms. 
All had boots and hard hats. All had gloves. And es-
pecially, all were wearing proper COVID-19 masks. 
She said we looked like a well-equipped, disciplined 
team — and added that surely any member of the 
public would be impressed and assured by the sight of 
our crews, equipped and behaving so professionally. 

Score one for safety creating great marketing. 
When your workers stand out as professionally safety- 
conscious, your clients are reassured they chose the 
right team.

When the COVID-19 shelter-at-home de-
cree was first announced in California, some of our 
workers became understandably reluctant to report 
to work. All over were stories of essential business 
workers getting seriously ill. Our people were right 
to be concerned. Fortunately, we got out in front of 
the coronavirus response curve very early. We dis-
tributed our COVID-19 response checklists to both 
crews and clients. We built sterilization kits for every 
crew consisting of spray bleach, hand sanitizer and 
wipes. Early on, we provided construction-grade 
masks for all staff, field and office alike. We reconfig-

When your 
workers 
stand out as 
professionally 
safety-
conscious, 
your clients are 
reassured they 
chose the right 
team.

ured trucks and routes to provide safer social distanc-
ing in all settings, even inside trucks. No sitting three 
aside, workers are now always one space between. 
And masks and gloves are required inside the trucks, 
not just on sites. Trucks and tools are sanitized every 
morning, during lunch and at close of work. Con-
cerning our office employees, 90% work from home, 
and the rest are spread into private offices. Masks are 
required in any common areas.

One more safety score for employee retention 
and satisfaction. We kept all our employees working. 
More importantly, they know we truly care for their 
welfare. Our actions speak to hearts and minds, and 
our company has perhaps never been closer.

We always have taken safety seriously. We want 
all our employees to go home in the same shape they 
arrived. We really care about their well-being. So 
that means walking the walk, not just talk. Job safe-
ty checklists are reviewed every morning. Stretching 
exercises — done every morning. Lessons are pushed 
down into crew computer tablets and signed by ev-
ery employee every Friday. Personal protective equip-
ment gear is a must, including boots, gloves, proper 
eye gear, earmuffs — the works, and safety reviews 
are conducted by supervisors on every job site visit. 

The result is that our workers have indeed been 
spared injury. They enjoy remarkably safe workspaces. 
We have few accidents, and the ones we do have are 
overwhelmingly minor. Score again for safety really 
making a true impact in employees’ lives.

Our company got very serious on safety after the 
Great Recession. As we implemented the meaning-
ful programs above, our accidents plummeted and 
our workers’ compensation premiums did as well. To-
day, our net rates are 40% of what they were before. 
Our safety record and ex-mod are so strong they now 
qualify us for critical work from which less safe firms 
are rejected. Safety qualifies us for our largest, most 
prestigious work.

Safety scores a grand slam! It has given us positive 
customer impressions, employee loyalty, freedom from 
tragic accidents and substantial financial savings. It’s 
indeed true: Safety doesn’t cost — it pays.  

By Gary HOrTOn

Hit a grand slam with safety



SERVICE IS IN THEIR DNA. 
IS IT IN YOURS?
Through a network of volunteers, GreenCare for Troops provides complimentary basic  
lawn and landscape services to deserving military families with a deployed service member. 

BECOME A VOLUNTEER. 

Sign up now to show your gratitude and watch as your employees experience the joy  
of giving back. 

PROJECTEVERGREEN.ORG  /  888.611.2955

REGISTER WITH EASE    CHOOSE YOUR SERVICES    RECEIVE MATCH ALERTS

©2019 Project EverGreen. All Rights Reserved.

– JOHNY CROOKS  
 Blades of Grass Lawn Care

Savannah, Georgia

“AS A FORMER DEPLOYED SOLDIER, 
I KNOW THAT FAMILIES AT HOME 

HAVE MORE TO WORRY ABOUT 
THAN TAKING CARE OF THEIR 

YARD. VOLUNTEERING LIGHTENS 
THE LOAD FOR THEM AND THAT  

”MAKES ME HAPPY.

PRESENTED BY



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. 

12            Irrigation & Green Industry    May 2020 www.igin.com

By Kevin SmiTH

Tune up your lighting

A s with most things related to homeown-
ership, landscape lighting systems require 
ongoing maintenance and tuneups. Capi-
talize on this service, especially when tak-

ing over new accounts that have been left unattended. 
Below is a list of some points to cover in a tuneup. Be 
sure to incorporate and charge for all of these. If you 
don’t, someone else will.

General fixture cleaning 

Landscape lighting fixtures often fail to perform prop-
erly because they are dirty. Use a liquid scale remover 
product or vinegar to clean these. You can apply a glass 
wax on the lens to help repel water. Dirty reflectors on 
path lights and area lights can create strange patterns 
on the ground. You may need to take the shade off 
the fixture in order to clean it. Shades with a silicone 
lens can be cleaned with dish soap and warm water 
without deconstruction. Others may need to be taken 
completely apart and soaked. Hard water deposits can 
often leave a fixture looking dingy. You can remove 
hard water deposits with vinegar or a combination of 
vinegar and borax. Work this mixture into a scrub and 
apply it with a sponge. Be delicate when you scrub so 
you do not scratch the finish on the fixture. 

Copper and brass fixture cleaning 

Patina on untreated copper and brass happens nat-
urally. If you want to remove it, start off by covering 
it with ketchup. Tomato ketchup will remove patina 
right before your eyes, in most cases. Brass paste can 
be used to restore the shine to copper and brass fix-
tures. Normally you will need to apply it and let it dry. 
Buff it with a damp cloth to complete the cleaning. 
This may need to be repeated depending on the age of 
the fixture and the darkness of the patina.

Waxing 

Many contractors wax their fixtures at the time of in-
stallation. This will help keep the finish looking like 
new. In maintenance situations, after cleaning a fix-

ture, apply paste or car wax and buff. This will help 
repel water and make future cleanings easier.

Lamp replacement 
Older incandescent and halogen lamps should be re-
placed. These lamps can be exchanged with energy- 
efficient LED lamps. If you do find that LED prod-
ucts are installed, check the color and brightness. 
Older LED products may lose their brightness due 
to degrading phosphors. Check the sockets for worn 
springs. Examine all cable connections and replace if 
necessary. Be sure to avoid electrical overstress. Never 
hot plug any LED lamp. 

Fixture replacements 
If a fixture needs to be replaced, try to find the ex-
act one or something very similar, especially if that is 
what your customer wants. Most directional fixtures 
are generally hidden, so if the fixture is similar in 
appearance, it should be OK. Path lights, which are 
much more visible, are tougher to replace with a simi-
lar model. If a broken path light is no longer available 
this may be an opportunity to upgrade and replace all 
of them. If the budget does not allow this, you can 
always swap an older one from an inconspicuous place 
and install the new similar one in the less visible area. 

As time passes, many fixtures and lamps in a land-
scape lighting system can end up leaning or pointing 
in the wrong direction. A maintenance visit is a good 
opportunity to consult with your customer and pro-
vide your expert opinion on a relocation or an upgrade. 

Many contractors install lighting but do not of-
fer any maintenance. You may want to attend a local 
chamber of commerce mixer. They usually have a time 
that new people can introduce themselves and talk 
briefly about their business model. You may be the 
only one there that offers this service. Always ask your 
current customers for names of friends, family and 
neighbors who may need your services. Remember, 
the best advertisement you will ever find is a happy 
customer. Word of mouth referrals are priceless! 

Landscape 
lighting 
fixtures 
often fail to 
perform 
properly 
because they 
are dirty.
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SURVIVING A CRISIS 
Industry professionals cope with COVID-19’s impact on startup season.
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A s contractors prepared for what seemed like it would be a typ-
ical season startup in March, the novel coronavirus changed 
everything. The virus began spreading, and community- 
wide shutdowns quickly followed. 

The start of the busy season looks more different now 
than ever before, and industry professionals have dealt with it in dif-
ferent ways. Some closed voluntarily or established safety procedures 
for crews. The situation has seen continuous change, from which 
counties were facing a complete shutdown to which services were 
considered essential. Regardless of perspective, the virus has changed 
how many contractors are interacting with their communities.

FACING SHUTDOWN
Mark Lawrence, proprietor of Simply Yards in Anacortes, Wash-
ington, has been in contact with state representatives since early in 
February. He had been paying attention to what people were saying 
about the new coronavirus, or COVID-19, especially given his heavy 
involvement with local Boys and Girls Clubs of America. As the 
situation became more serious, he started looking at how he needed 
to prepare with his lawn care operation.

When Washington Governor Jay Inslee issued a stay-at-home 
order, Lawrence felt there was only one thing he could do: Shut 
down.

“We have to be smart here,” Lawrence says. “We have to look out 
for each individual employee and our community.”

Before statewide shutdowns had started, Chris Burdick, owner of 
JC Landscaping LLC in East Wareham, Massachusetts, had already 
developed a plan. He determined what work was really essential for 
that time in the season, such as a drainage issue that was eating a 
foundation, “but the weeds and leaves can wait,” he says.

He had put back enough money in a “war chest” to provide for 
his whole team of four for two full weeks during a shutdown. The 
company also already owns all its own equipment and trucks, which 
makes it easier to hold off longer than some might be able to.

In early March, Wade Gerten, CEO of On Time Landcare in 
Blaine, Minnesota, got his management team together to discuss the 
best course of action, he says. They set up new procedures for staff 
and made plans for what a shutdown would look like.

On Time, which has about 140 on payroll including seasonal 
staff, initially shut down voluntarily for two weeks. About a week 
into that self-imposed shutdown, Minnesota Governor Tim Walz 
issued an order closing all nonessential businesses, which included 
lawn care. 

“That changed some of our plans a little bit,” Gerten says. “It got 
a little more serious.”

Since that initial shutdown, Walz has cleared landscaping services 
as essential. Gerten reached out to his team to get them back off 
unemployment and ready to go for the next day.

As soon as Michigan Governor Gretchen Whitmer issued a 
stay-at-home order for the state, George Pavlik, co-owner of Win-

tergreen II Lawn and Landscaping in Shelby Township, Michigan, 
gathered his crew and sent them home to prepare for the shutdown 
however they needed to. 

“We immediately sent home everybody as soon as they an-
nounced the order,” says Laura Pavlik, co-owner of the company and 
George’s wife. “But that’s when the ambiguity started.”

Laura Pavlik spent days looking through the orders and reaching 
out to the governor’s office for a specific ruling on whether or not 
landscaping was considered an essential service, she says.

She emailed state representatives for the districts covered by 
Wintergreen and started reaching out to the Department of Agri-
culture in Michigan. When Whitmer held another press conference, 
specifically using landscaping as an example of a nonessential service, 
Laura Pavlik felt like it was in direct answer to all of her requests, 
she says.

“I thought she was speaking directly to me, because I had sent 
such a volume of different letters saying, ‘Please stop the ambiguity,’” 
she says.

U.S. Lawns in Bunker Hill, West Virginia, services customers in 
both that state and Virginia. Though West Virginia Governor Jim 
Justice cleared lawn care as an essential service, Virginia’s order by 
Governor Ralph Northam doesn’t specifically call out lawn care  
either way, says Austin Elliott, general manager for U.S. Lawns.

The company serves a large number of multifamily residential 
properties that need to be maintained to keep the residents safe, as 
well as clients in industrial, manufacturing and transportation, Elliott 
says. Some clients have elected to reduce the amount of services, but 
his crews are continuing work where able.

When Massachusetts Governor Charlie Baker initially an-
nounced a shutdown for nonessential businesses, Burdick was “all for 
it,” he says. The timeline for the shutdown went beyond his planned 
two weeks, but it was safer for the community overall.

MAKING A CHOICE
When Massachusetts’ ruling shifted to officially include landscaping 
as an essential service, it gave Burdick a tough decision for his em-
ployees and his community, he says.

“I’m in a situation now where I feel like we have to go because 
everybody else is out there,” he says. “It’s when you’re going to start 
losing market share. People say, ‘This other guy can do it.’ So I feel 
like the legislation put us in a really bad position.”

Burdick restarted landscape operations in early April after the 
two-week downtime like he had originally planned.

While he understands the arguments against it, Elliott says he 
does feel like landscape services are essential. For those multifamily 
homes that have children around more than usual right now, lawn 
maintenance also means wildlife maintenance, such as ticks or fleas. 
And for other services that are still open, pathways need to be clear 
of trip hazards and other dangers. U.S. Lawns has stopped some of 
its other services, such as construction.

BY KYLE BROWN
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JC Landscaping works with coastal communities 
on the south coast of Massachusetts, where the pop-
ulation is on the older side and paying attention to 
safety during the pandemic. Most of his clients were 
very supportive of his decision to close, Burdick says.

Wintergreen’s clients are eager to see 
the company get back to work, says Lau-
ra Pavlik.

“My clients are saying, ‘Get out here 
and get working. We see other people out 
working,’” she says.

It’s a tougher situation for Winter-
green, as its clients are all commercial, 
says Laura Pavlik. 

“We’re going to have commercial cli-
ents that are going to run into a public 
health hazard with customers, just be-
cause we maintain a lot of city sidewalks 
and easements,” she says.

Elliott’s team was proactive about 
reaching out to clients as the pandemic 
began to ramp up, discussing ways to re-
duce the scope of services without can-
celing altogether, he says.

“Rather than doing weekly services, 
let’s look at spreading maintenance out to a biweekly 
service,” he says. “So when things do go back to nor-
mal, we’re not as far behind. A lot of our clients have 
been very, very appreciative of that.”

CHANGING PROCEDURES
For On Time, the changes started before its actual 
shutdown. The sales team was required to do conver-
sations with customers with videoconferencing. The 
crews had staggered starting times in the mornings, 
so only a few crew members were in the garage at any 
one time, says Gerten. The team also received “cheat 
sheets” translated into multiple languages for cleanli-
ness procedures that could be printed or pulled up on 
a cell phone.

Gerten has tried to find a safe plan for reducing 
the number of crew members per truck without add-

ing an impractical number of trucks to the plan. Even 
the best plan to lower the amount of crew interaction 
could be thwarted by the crew members being prag-
matic. “We realized that probably half our workers 
would end up carpooling to the site in their own cars,” 
he says.

Elliott staggers his crews in the mornings and pro-
vides cleaning solutions to decontaminate the trucks, 
which also have handwashing stations now, he says.

If Wintergreen had a stock of masks, “I’d be drop-
ping them off at the hospitals, because those people 
are on the front lines,” says Laura Pavlik. “We’re an in-
dustry that can stay away from each other as we work.”

Most of Wintergreen’s crew leaders are on salary, 
so they’re remaining at home with full pay for the full 
term of the stay-at-home order, says Laura Pavlik. 
Many of the crew members have still been on un-
employment from the snow season. During the peak 
lawn season, the company keeps 50-60 on staff. 

“We just keep telling them to be ready to come 
back,” she says. “We could probably go another three 
weeks if we needed to. We’re just going to keep 
adjusting.”

While Lawrence has payroll covered for his crew 
for several weeks, going beyond that could be more 
difficult, he says. Some choices about staffing might 
need to happen, but he’s trying to be proactive about 
that as well. 

“I’ve already made those hard decisions,” Lawrence 
says.

Shutting down removes a lot of expenses, since 
Lawrence doesn’t have crews going out and running 
trucks to job sites, he says. Simply Yards owns its 
building and maintains enough cash flow, so he’s hop-
ing to weather the storm with his team.

“I told them, ‘You’re my family, and I’m going to 
do everything I possibly can to help my family,’” Law-
rence says. “On a personal note, it just breaks my heart, 
and I’ve never been so sad ever in my life.”

Some parts of Wintergreen are still able to be 
run by remote office staff, and George Pavlik goes to 
the office regularly to pick up mail. While the com-

BUILDING COMMUNITY
Wade Gerten, CEO of On Time Landcare in Blaine, Minnesota, used his background as a technology and software entrepreneur to develop 
MedLawns, a charity service in which medical professionals can sign up on the website at www.medlawns.com. The website connects the profes-
sional with a landscaper in the region who will provide landscaping at least through this summer free of charge.

“I know some of these people are working 80 hours a week already. They’re going to work without PPE, they’re putting themselves at risk,” Gerten  
says. “We started thinking, ‘Is there a way we can take care of them somehow while they’re taking care of the whole community?’”

Gerten built a website and started reaching out to other regional landscapers to build a community of contractors to help the medical professionals. About 35 
contractors have joined the group so far, with about 60 health care worker properties on the list. The medical professionals supply a letter from the hospital to prove 
that they’re working during the pandemic. Currently, the service only covers health care workers in the Minneapolis region, but Gerten is looking at ways to expand 
more broadly.

Working together on the project has brought the contractors who are normally competitors into a group that’s sharing discussion on COVID-19 and helping boost 
morale, Gerten says.

“It ’s turned into a community of people supporting each other,” says Gerten.

Personal protective 
gear has always been 
important for landscaping 
crews, but it’s been an 
essential part of daily life 
for those working during 
the pandemic.
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pany isn’t running any landscaping work, the Pavliks 
are preparing equipment for when crews are able to 
start again, including securing thermometers and 
hand-washing stations. 

Many properties will have a significant amount of 
organic material to work through, so starting up again 
won’t be immediate, Laura Pavlik says. Wintergreen 
is staying in contact with customers to keep them up-
dated on any company news.

As the U.S. Lawns crews continue to work, the 
teams have several policies in place to keep them as 
safe as possible, Elliott says.

“The guys are happy to be working,” he says. “We 
put together a game plan to make sure our employees 
know that we care about them. We care about their 
families. We want them to keep working as long as 
they can.”

Elliott has made it clear that crew members who 
are feeling any symptoms need to let someone know, 
then go home. He’s paid a few reporting crew mem-
bers for the rest of their day to let them know that they 
won’t be punished for talking to a supervisor about it.

Working with his team, Burdick has been clear 
about staying vigilant for symptoms. Any crew mem-
ber who feels the slightest bit sick should speak up 
and let the manager know.

“If someone starts to show symptoms, we’re going 
to shut down immediately,” Burdick says. “The real 
key is keeping everyone healthy, keeping everyone 
moving.”  

For continued news on the green industry response 
to COVID-19, visit www.igin.com/COVID-19-updates.

The author is editor-in-chief of Irrigation & Green Industry and 
can be reached at kylebrown@igin.com.
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Many people are drawn to starting a busi-
ness for the independence, creative free-
dom and personal fulfillment it brings. 
Add in the ability to work outside every 

day, and you’ll understand why Travis LaBarge pur-
sued a business in landscaping. “I had always had an 
interest in starting my own business,” says LaBarge. 
“I saw my parents and some others in my life who 
were self-employed, and I always knew it was some-
thing I wanted to achieve.”

LaBarge grew up in and around the green indus-
try as his parents owned and operated a landscap-
ing business in Albuquerque, New Mexico, for more 
than 30 years. He had worked a few summers for his 
parents’ company during high school, and while at-
tending college at the University of New Mexico, he 
decided to start his own landscaping company. 

“I started out and never looked back,” he says. He 
bought his own lawn mower and a few hundred dol-
lars’ worth of equipment, and he quickly realized how 
nice it was to have his own schedule and be outside 
all day. “I honestly just fell in love with it. It was one 
of those things where I never thought that I would 
do what my parents did, but once I got my hands-on 
experience, I ended up really loving it,” he says.

GETTING DOWN 
TO BUSINESS

Travis LaBarge

BY SARAH BUNYEA

The founder of ExtraScapes grew his landscape maintenance business into a 
successful design/build company by focusing on creativity and client satisfaction.

LaBarge continued landscaping for the remain-
der of college, founding his company, ExtraScapes, 
in Albuquerque in 2005. As soon as he graduated, 
the business took off because he was able to focus 
on it full time. Today, he employs 10-12 people and 
uses another 20 subcontractors that work regularly 
for him. The company serves both residential and 
commercial clients offering landscape design/build 
services, landscape maintenance, irrigation, drainage, 
outdoor lighting and pest control.

On a day-to-day basis, LaBarge meets with cli-
ents, manages landscape installations and oversees 
the design work his team does. He says there were 
initially some challenges when transitioning from 
working in the field to managing a business with 
employees. “I actually really love the work itself, the 
labor part of it,” he says. “It’s hard for me to step 
away.” While stepping back and giving autonomy 
to his employees was an adjustment, he knows his 
strengths lie in management and customer relations. 
He may not be out in the field as much these days, 
but he says, “What I most like about my job now 
is the freedom of owning your own business. I like 
especially that each day is different, and I like all of 
the creativity behind it.”



www.igin.com

LaBarge founded ExtraScapes 
as a college student in 2005. 
Located in Albuquerque, 
New Mexico, his business 
has grown from a landscape 
maintenance company to a 
design/build firm that creates 
beautiful, high-quality outdoor 
living spaces. Photos: Ian 
Beckley
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In ExtraScapes’ early years, the 
company only performed maintenance 
services. “When we did that, our year-

round work would go down significantly 
each winter, because eventually we would 

run out of things we could possibly do,” he 
says. ExtraScapes has since grown to perform 

about 90% design/build work and 10% mainte-
nance work. “Since we’ve moreso been a specialized 
design/build firm, we’ve gotten to a point where we 
don’t slow down in the winters at all. We have a cou-
ple of team members that do the design work, but I 
am involved in the designs,” he explains. “I do a pret-
ty good percentage of structuring how the designs 
will play out on paper.”

OUTDOOR LIVING
There’s one significant trend that has helped ExtraS-
capes grow in the design/build space. “Outdoor liv-
ing is a trend that has grown exponentially over the 
years,” says LaBarge. “It’s also a big reason why we’ve 
moved from being a maintenance-based company to 
an outdoor living design/build company.” He says 
almost every client that calls now is after the design 
of an outdoor living space rather than maintenance 
or any other service they offer. ExtraScapes’ projects 
typically include a combination of hardscaping, fire 
features, outdoor lighting, water features, pergolas 
and outdoor kitchens.

“Based on the enjoyment that I hear from our cli-
ents about what we offer them in the outdoor living 
space, I expect it to just keep growing and growing,” 
he says. “It’s one of those things that’s becoming 
more and more popular. And the more outdoor liv-
ing people do, the more it catches on to neighbors 
and friends.” 

Another contributing factor to the popularity of 
outdoor living in Albuquerque is the generally pleas-
ant and mild weather. “We do experience the winter, 
but our seasons are far less drastic than most other 
areas in the states,” explains LaBarge. “We have re-
ally ideal weather here, to be honest. We only lose a 

few days a year here to rain or to snow, and I think 
that allows us to operate better year-round especially 
as far as scheduling goes.”

But the warm, dry climate brings some challenges 
when planning a landscape. “We are in the desert out 
here,” admits LaBarge. “We don’t have a lot of green-
ery compared to other states, and what that means is 
that we do a lot of xeriscaping.” These landscapes use 
a lot of native plants that require little to no water. 
Despite misconceptions that native plants are dull or 
undesirable, LaBarge says these plants can be color-
ful year-round, interesting, beautiful and very easy to 
take care of. 

For landscapes that do require irrigation, LaBarge 
says there are a lot of water rebate programs that 
provide incentives for homeowners to use upgraded, 
water-efficient products. They also have a lot of cus-
tomers who use xeriscape rebates for turf removal. 
LaBarge says on one of the last projects they did, 
“over half of the project cost came back as a rebate, 
which is pretty significant.”

A CLIENT-BASED APPROACH
If there’s one piece of advice LaBarge would offer 
to those starting out in the industry, it would be to 
“focus on completely pleasing every single client that 
they interact with.” At ExtraScapes, he says their 
goal is to do anything to make sure that clients have 
an above-average experience. “As long as you have 
a client-based approach and make sure every client 
you interact with is more than happy with the ser-
vices you provided, then I think that’s just going to be 
a really good business structure for anyone.”

While LaBarge learned this early on, he says it’s 
really something he’s perfected over time and come 
to realize the importance of. “Looking back, I think a 
lot of my growth was attributed to taking the time to 
be with each client until they were perfectly happy,” 
he says. A large percent of the company’s business 
comes from referrals, which relates back to giving 
clients an amazing experience. 

ExtraScapes’ projects typically 
include a combination of hard-
scaping, fire features, outdoor 
lighting, water features, pergo-
las and outdoor kitchens. 

While landscape maintenance work naturally slows down in the 
off-season, landscape design and installation tends to remain 
steady. Performing more specialized design/build projects has 
allowed ExtraScapes to stay busy throughout the winter. 

Almost every client that hires ExtraScapes is interest-
ed in an outdoor living space rath er than mainte-
nance or any other service the company offers, a 
trend LaBarge anticipates will only keep growing.

“What I most like 
about my job now 
is the freedom of 
owning your own 
business. I like 
especially that 
each day is dif-
ferent, and I like 
all of the creativi-
ty behind it.” 
– Travis LaBarge, 
ExtraScapes
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“It’s really easy to focus on the shiny, fun 
things in business like websites and apps 
and certain things,” LaBarge admits, “but I 
think the old school approach of just hav-
ing really happy clients will help you grow 
much faster.”

LaBarge regularly plans goals related to 
how efficiently the company operates, put-
ting new systems in place, finances and how 
satisfied employees are. But he says that 
creating change in your business should 
ultimately go back to two things: your 
passion and satisfying customers. “Change 
will mostly be a result of your passion in 
your business and trying to do what’s best 
for the outcome of your clients,” he says. 
“You have to change in the direction that is 
going to be client-based and increase their 
satisfaction.”

LaBarge credits his father with teach-
ing him the ins and outs of the business 
and helping him grow into the leader he is 
today. “He opened up a lot of avenues and 
strategies that I would have probably taken 
years and years to develop,” he says. “His 
expertise was crucial in my development.”

After his business began to grow, La-
Barge hired a few business coaches who 
helped him implement systems that have 
allowed him to run his business better. He 
also takes advantage of online landscape 
groups. “Just seeing the work that they per-
form and trading different techniques and 
different tips and tricks, that’s been espe-
cially helpful as well,” he says.

But the biggest teacher overall for La-
Barge really comes from experience, both 
good and bad. “I think just being in busi-
ness in general there are a lot of lessons 
learned. Each year we grow so much in so 
many different avenues, the experience is 
priceless.” 

LOOKING FORWARD
A lot of business owners have a planned 
end goal of scaling their companies into 
massive businesses. But LaBarge has a bit 
of a different target in mind. “I would like 
to, of course, grow this business a little bit, 
but I would rather instead increase the 
scale of our projects and expand the cre-
ativity on each project and the service that 
we put out.”

Instead of increasing the size of his 
business or number of employees on his 
payroll, he’s more focused on increasing 
the quality of each project. “The more de-
tailed and service driven that we can get on 
each project, I think the more successful 

we’ll be.” He says whether it’s the type of 
projects they do, the locations they provide 
them or the services they offer, the industry 
rapidly changes. If someone coasts in busi-
ness, it’s usually a bad thing, he says. That’s 
why he says you have to “constantly learn 
and never stay stagnant.” 

LaBarge reflects on just how much his 
own business has changed over the years. 
“A few years back I would have never 

thought I’d be specifically doing what I am 
now with my business or doing the proj-
ects we are now,” he says. “I believe what 
we’re going to be doing in the near future 
is probably a little bit beyond what I could 
comprehend now.” 

The author is digital content editor of Irrigation & 
Green Industry and can be reached at sarahbunyea@ 
igin.com.
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I
f it hasn’t happened to your company, you know a com-
pany where it has. Some equipment goes missing, or a 
break-in makes off with hundreds of dollars’ worth of 
gear. No matter the size of the landscaping company, the 
promise of equipment that can be easily offloaded at a 
pawn shop or sold online makes it a target for theft. The 
perpetrator might even be on staff.

It’s impossible to completely guard against theft, but a 
company can be a tougher mark if you remember some guide-
lines.

“Criminals want the easy way out,” says Lynda Buel, president 
and CEO of Security Risk Management Consultants in Co-
lumbus, Ohio. “It’s often a crime of opportunity. That’s what you 
have to think about. If you remove those opportunities, they’re 
probably going to leave you alone and go down the street.”

A crew’s truck and trailer can be a prime target for theft, and 
there are several ways to safeguard your investments. One of the 
first and easiest ways to protect a truck is just to tell your crew to 
remember to lock it while on-site, even if they’re working nearby, 
says Buel. 

“Lock your vehicle, lock your trailers and don’t leave the 
keys,” Buel says. 

Even if your crew isn’t far from the truck, working around 
a property can give plenty of opportunities where the vehicle 
isn’t in direct sight, she says. Even hand-held power equipment 
can provide enough noise to mask a potential thief breaking in. 
A steering wheel lock could also discourage a would-be thief, 
and GPS tracking has been a popular approach for trucks and 
trailers, as well as other high-value equipment that might be on 
the trailer.

Vehicle locks and locking equipment down in a trailer while 
out in the field could seem time-consuming on the job, but 
it seriously reduces the chances for potential theft, says John 
White, president and CEO of Protection Management LLC 
of Canton, Ohio.

“Taking five minutes to lock and unlock something, it 
might be an inconvenience,” White says. “But you have to de-
cide how much risk you’re willing to accept. How much loss 
can you handle?”

An enclosed trailer will do more to protect your equipment 
than an open flat trailer, but a hitch lock is even more import-
ant in preventing someone from hitching the whole trailer up 
and driving off, White says. Make sure that the company logo is 
prominently displayed somewhere on the trailer, so if it is stolen, 
it’s easier for the police to find.

“Make it stand out like a sore thumb,” White says. “If some-
thing is very unique, it’s going to be easier to spot going down 
the highway, so it doesn’t just look like another trailer.”

Some manufacturers of large equipment use generic keys 
for startup, which means a savvy thief could find a common key 
with some research, she says. 

“One of the suggestions would be to rekey that high-value 
equipment, so you don’t have to worry about someone buying a 
key off the internet and stealing it,” says Buel. 

This makes particular sense if some equipment has to be left 
on-site for the duration of a job, especially if the equipment is in 
an unprotected, visible area. In that case, Buel says removing the 
battery before leaving the job site will also help protect equipment.
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Protecting hand-held gear
Smaller equipment like gas cans, chain saws, trimmers 
and blowers are a major target, given how easy they are 
to carry off or conceal and how difficult they can be to 
identify or track. One of the most basic ways to protect 
small equipment is just to mark it with the company 
name, says Buel. That can be as simple as using per-
manent markers to label equipment with a name and 
phone number.

If you want to dig deeper, using an engraving tool to 
etch the company name and phone number in it would 
make the information more difficult to remove, Buel 
says. Make and maintain a log of the serial numbers 
of your small and large equipment, so you have that 
information ready if something goes missing. If a piece 
of equipment doesn’t come with a serial number, de-
velop an in-house numbering system and mark it ac-
cordingly. The inventory list should include what date 
the equipment was purchased, where and how it was 
purchased, and any warranty information available. 

If small equipment is kept on trailers overnight, try 
to keep them inside a building protected by an alarm 
system. If they have to be left outside, park the trailers 
so that reaching the doors or equipment itself would 
be challenging, such as backing up to a fence or wall. 
Small equipment should not be visible to the street 
overnight, Buel says. 

In the trailer itself, small equipment should be 
locked down in storage or kept in locked cages, she 
says. 

“That gives it double protection,” says Buel. “If they 
break into the back of the truck, they’ve got the storage 
units or cages to deal with as well. Once again, it just 
makes it more difficult. A thief wants to be in and out.”

Establishing a perimeter
Protecting your garage and gear starts with a con-
cept called crime prevention through environmental 
design, or CPTED, says Frank Pisciotta, president 
and CEO of Business Protection Specialists Inc. of 
Raleigh, North Carolina. That means looking at the 
garage’s surroundings and reducing the opportunities 
for a thief to get close unobserved.

“In keeping with CPTED, one of the concepts is 
natural surveillance,” Pisciotta says. “What that trans-
lates to is avoiding landscaping that’s higher than 18 
inches or tree canopies that are lower than 6-7 feet.”

Trees or shrubs in those ranges can provide cover 
for a potential thief to move while staying out of sight. 
Also, consider the size and shape of plants throughout 
the annual lifecycle. As they grow and change through 
the year, they could impact lighting or interfere with 
video surveillance, Piscotta says, though plants can 
work as a natural barrier if you use thorny varieties.

Thought it might feel counterintuitive at first, a 
privacy fence isn’t the right choice for your company 
garage, says Buel. 

“It actually gives the criminal the opportunity to 
hide right there as they’re doing their thing,” she says. 
“We always recommend that you use fencing that you 
can see through.”

It’s also important to avoid fencing that’s easily 
scaled. Using some kind of security wire at the top or 
decorative spikes can be an added deterrent, she says. 

Security lights, which can be motion-activated, 
and an alarm can be other tools that don’t take a huge 
investment but make the garage a more difficult tar-
get, says White. 

One major development in security monitoring 
has been the introduction of smart systems that can 
feed information and video immediately to a cloud- 
connected device, she says. While a small business 
owner used to have to rely on third-party monitoring 
companies, the internet and wireless capabilities pro-
vide more control and quick feedback.

Employee theft and COVID-19
A pandemic like COVID-19 can put additional stress on employees, sometimes in 
ways that are tough to immediately see, says Lynda Buel, president and CEO of Se-
curity Risk Management Consultants in Columbus, Ohio. You might be maintaining 
your crews and providing payroll during the crisis, but it’s possible that a family 
member lost a job or has heavy medical bills that need to be covered. Those situa-
tions can give employees a reason to make bad decisions about stealing from work. 

In this case, Buel says the strategy for protecting your assets is the same as pro-
tecting the health and well-being of your employees: building good communication.

Look for sudden changes in behavior or attitude from an employee as warning 
signs, says John White, president and CEO of Protection Management LLC of Canton, 
Ohio. It might make sense to talk to the employee to show empathy in a tough situ-
ation and see if there’s a solution that works for both parties. 

Sometimes, employees might not want to talk through the issues because 
they’re embarrassed to need help with a situation, says White. That’s an opportunity 
for the employer to take the first step during a difficult event.

“People’s prides are at play in this because they’re desperate,” says White. 
“That’s where employers can step up and say, ‘We’re going to see if we can find 
supplies, or give out a list of places that are having food pickups. You’re building that 
loyalty and showing your employees you care.”

If your company has an employee assistance program, it might be a good time 
to remind them of those benefits and how to access them, she says. It might also 
be useful to gather information on social and financial services that could help an 
employee in a tough position. 

“I think most importantly, just letting the employees know that if you’re hav-
ing trouble, we want to hear from you and we want to help you the best we can,” 
Buel says. 

“Criminals want the easy way out.”  
       – Lynda Buel, Security Risk Management



                May 2020    Irrigation & Green Industry          25

THEFT PREVENTION

Know who has access to your garage, 
and how many keys are in use, says White. 
Consider changing the locks on a regu-
lar basis every few years, especially if your 
company has a high turnover. Even if you 
received a key back from a past employee, 
that doesn’t mean a copy wasn’t made. Elec-
tronic locks can make it easier to determine 
which employees have access to the shop, 
and some systems allow restrictions to only 
regular work hours. 

Looking inside
Protecting your business from internal theft 
starts with accountability, says White. The 
crew supervisor needs to be able to track 
every piece of equipment assigned to the 
crew for the day. Make sure the employee 
manual covers the procedures for handling 
lost or damaged equipment.

It might feel unnecessary for seasonal 
workers, but a background check is often 
helpful in finding more trustworthy em-
ployees, Buel says. Even if you have a large 
amount of turnover, “it’s prudent for all 
companies to have some sort of a process 
in place to conduct an appropriate back-
ground check, including criminal history.” 
She also highly recommends a drug screen-
ing system, especially if your crews are op-
erating large equipment. 

Build a reporting system that makes it 
easy for a crew member to anonymously 
let a manager know if something unsafe or 
suspicious is happening, she says.

Use checklists that need to be verified 
by managers in the morning before head-
ing to the job site and when the crews 
return to the garage, says White. An elec-
tronic checklist makes sense for a larger 
business, but a physical checklist might be 
easier for smaller operations.

But the employee who might be most 
vulnerable to stealing from the company 
might be the one you least expect, says Buel.

“I’ve learned that it’s always your most 
valued and trusted employee that steals 
from you,” she says. “The reason is because 
you trust them to the point that you allow 
audits to fall short.” Often, because you do 
trust those employees, you don’t put checks 
and balances in place to validate or verify 
reports from them. 

Working with other family members in 
the business can be especially challenging 

because it can be difficult to hold them to 
the same accountability standards as other 
employees, says White.

“Even family will steal from family,” 
White says. “You have to have accountabil-
ity. Understand that it’s your business, your 
livelihood.” 

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

One of the easiest ways 
to discourage theft of 
hand-held equipment is 
to mark or engrave it 
with the company name 
and phone number.
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T
he first inkling that something was amiss 
happened when candidates in the construc-
tion industry suddenly became wary of new 
job opportunities. They were worried about 
a softening in housing starts and instability 

in new construction. Many didn’t want to leave their 
current jobs for a new position with the associated 
unknowns, even if the role sounded intriguing and 
included a bump in pay. This was the first time can-
didates expressed concern in what had been a roaring 
talent market. Then the bottom fell out of our finan-
cial system, banks dumped loads of toxic mortgages, 
the Dow Jones Index fell 7% in one day and the bull 
market turned into a grouchy bear just waking up 
from a long hibernation. It was fall of 2008.

Fast forward 10 years or so, and we find ourselves 
again in uncertain times. The first months of the year 
have seen the Dow on a roller coaster, the business 
outlook uncertain and the world in the grip of a pan-
demic the likes of which we have never seen. How 
should businesses be approaching this difficult situa-
tion when they still need to keep running and hiring 

Hiring during a CRISISCRISIS
employees? There are lessons to be learned from 2008 
and shared by those that are hiring right now in these 
times of crisis.

As business leaders and owners, we can’t take an 
extended vacation while the market sorts itself out. 
Recruiting and hiring are still going on around us, 
and certain industries such as online retail, delivery 
and grocery are experiencing hiring surges. There are 
strategies that we can employ to address hiring needs 
due to growth or to maintain business continuity. 
While this isn’t a one-size-fits-all approach, below 
are four suggestions to consider as you are looking to 
bring on new team members and keep your business 
moving forward.

1 Address the situation
As our daily lives and routines have been turned 

upside down, anxiety has become a very real experi-
ence. Business leaders need to understand and address 
this uncertainty with both current and future employ-
ees. This starts with addressing it yourself and mod-
eling adaptability and acceptance of this new normal.

Use these 
4 TIPS to 
build a team 
ready for 
the rebound.

BY Kate Kjeell
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As you engage with potential employees, don’t shy 
away from discussing the uncertainty many are feel-
ing when it comes to a potential job change. These 
concerns are not only valid, they can come back to 
bite you if candidates drop out later in the hiring 
process. Be prepared to explore how a candidate can 
determine if the culture is a fit without actually com-
ing on-site, what the working arrangements will be 
as the crisis continues and what the work will look 
like in this new landscape.

With shelter-in-place mandates and social dis-
tancing becoming the norm, be prepared to share 
how you are adjusting your business processes as well 
as ensuring worker safety. While this may feel awk-
ward or unusual, these topics should be added to your 
initial interview conversations.

2 Adapt your processes 
Businesses have had to become more creative and 

resourceful to keep the wheels moving. Leaders need 
to recognize that processes will move more slowly 
and may not be perfect as many adjust to working at 
home. Be understanding that things may take longer 
than normal and practice patience and flexibility.

This also applies to hiring, interviewing and on-
boarding processes. Candidates are often judged on 
their presentation and professionalism. This is more 
difficult when interviews are now often done from 
home with kids, pets and other assorted distractions. 
Leaders need to take this into consideration and not 
judge candidates too harshly should interviews be in-
terrupted or conducted from less than ideal settings. 

Onboarding new employees has adapted to the 
remote work model. Many companies are preparing 
for online orientation programs and provisioning 
employees at home with the needed equipment. New 
employees may find it more challenging to assimi-
late to a new company remotely. Consider increasing 
your efforts to connect with new employees to en-
sure they are engaged and able to become productive 
quickly. 

3 Leverage technology solutions
Necessity is the mother of invention, according 

to Plato. These unprecedented times have driven 
many companies to embrace a variety of technologies 
that most experts believe will forever change the way 
we work. These include a host of technology solu-
tions to hire differently and often better.

Video communication tools have become com-
monplace. If you aren’t using an online communi-
cation platform like Zoom, Google Hangouts or 
Skype, you should be. Video interviewing is now a 
standard part of the hiring process for many com-
panies located in states that are in lockdown. Candi-
dates should sharpen their video interviewing skills, 
and hiring managers need to get comfortable with 
this format. Consider hosting mock video interviews 
to let your hiring managers practice and ensure their 
technology and interviewing methods are up to date.

If your organization has yet to implement an ap-
plicant tracking system, now is the time. There are 
several free solutions that small businesses can im-
plement that are easy and quite feature-rich given 
the cost. Checkout iKrut or SmartStart as examples. 
An applicant tracking system is essential for commu-
nication and feedback, especially with a distributed 
or remote workforce. 

Online assessments are also interesting options. 
These online tests or questionnaires can help de-
termine proficiency in various skills (e.g., technical, 
clinical and other subject matter expertise), as well as 
work style evaluations to help determine culture fit, 
which are particularly helpful when candidates are 
limited in their in-person and on-site interactions.

4 Be optimistic and (ethically) 
opportunistic

During these difficult times, it is tempting to give in 
to negativity and wait for the next piece of bad news. 
Sometimes the leader-in-chief also has to be the 
encourager-in-chief. This is not cockeyed optimism. 
There is historical data that reminds us that the mar-
ket has always rebounded and there are business ad-
vantages to be had when it does. What seemed like 
a dire situation in 2008 led to a long period of eco-
nomic growth once the Great Recession ended.

When it comes to hiring, there are ethical busi-
ness opportunities to capitalize on. With a larger pool 
of potential workers, companies can recruit and hire 
employees with key skills and talents that they might 
not otherwise be able to attract. Industries that have 
not always been considered the most glamorous can 
showcase their stability and attract a higher quality 
worker that might have not been previously interested.

As we navigate the uncharted territory of a global 
pandemic, there will be times that require a pause 
on hiring and, unfortunately, times that require a cut 
to the workforce. But there will also be times that 
require attracting and onboarding new employees. 
Companies that are able to adapt their processes and 
engage great talent will go on to survive today and 
thrive in the future.  

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.

There are strategies that we can employ 
to address hiring needs due to growth or 
to maintain business continuity.

Be honest and open about 
discussing the uncertainty 

potential employees are feeling 
when it comes to a job change 
during a difficult time.
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Making
the SWITCH

BY LINDSEY GETZ

Matt Parsons, left, and a crew member show 
off the Mean Green mowers that Parsons uses 
to provide electric service for clients. Photos: 
Parsons Landscaping
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M
att Parsons, president of Par-
sons Landscaping in Fort 
Myers, Florida, first tried out 
electric equipment when he 
began mowing his own lawn 
during a labor crunch. Rather 
than using his own company 
to take care of his turf, he saw 

it as an opportunity to test out some new tools to see 
how they measured up.

After running an electric mower and weed eater 
on his home lawn, he was impressed. The equipment 
worked better than he’d imagined it would. In 2008, 
Parsons began a systematic process of converting his 
fleet to electric equipment. It’s been slow and steady, 
and that’s worked well for his company. 

We caught up with him to find out how it’s go-
ing today.

Parsons has seven Mean Green mowers in his 
fleet and says that he gets around six to eight hours 
of run time on each of them. He has invested in the 
solar panels on the mowers, which he says gives him 
about a half hour of additional run time. That’s been 
a worthwhile return on investment for the upgraded 
feature for him.

Parsons also purchased 15 electric blowers and 
20 electric trimmers from Makita. With these in-
vestments, he is close to several of the crews being 
fully electric. Though he’s continuing to expand the 
number of teams using electric equipment, he still 
incorporates gas power as needed. 

Customers definitely notice that the equipment 
is very quiet and that it doesn’t emit the typical gas 
smells. Parsons says there are certain client types 
who appreciate these benefits more than others. 
Homeowners associations and resorts, in particular, 
are keen on electric equipment. That’s where Parsons 
has developed his focus. 

“One interesting thing that I’ve figured out is that 
when you sell clients on the idea of electric equip-
ment being quiet, it’s not the client who necessarily 
cares, it’s their own customers,” Parsons says. “For 
instance, a resort really just cares that their turf is 
getting mowed well. They probably don’t care about 

the noise. In fact, they might even equate the noise 
with the fact that the work is getting done. But their 
guests care about that noise. This is true at HOAs, as 
well. The HOA board president is concerned about 
keeping all of the residents happy, and the residents 
don’t like the noise.”

Parsons shares a story about an HOA he worked 
with at which a woman who worked night shifts as 
a nurse and slept during the day told him she’d al-
ways been woken up by the mowers. Then, one day, 
she wasn’t. 

“It dawned on her that she didn’t have to call and 
complain because she’d slept the whole time,” Par-
sons says. “It’s funny because it’s the lack of noise 
that people are noticing. But they do notice, and they 
appreciate it. Sometimes they might not have real-
ized how loud it was until it’s gone.”

A HYBRID MODEL
Although most companies look to really differenti-
ate their electric lawn care services as a separate ser-
vice, Parsons says he has approached this transition 
completely differently. He hasn’t used it as market-
ing tool to upcharge customers. Instead, he’s incor-
porating it within his existing service plans where it 
makes sense for clients and his crew, such as HOAs 
and resorts. 

“I think it makes us more attractive to those cli-
ents and that’s my main focus right now,” Parsons 
says. “In the future, I’d hope to get into a situation 
where customers demand all-electric and will pay a 
little more of a premium for that service. But right 
now, my hybrid model of using gas sometimes and 
electric other times has worked economically and 
functionally for us.” 

Parsons says he would urge other lawn and land-
scape businesses to consider a hybrid model such as 
his, rather than banking everything on a completely 
electric model to start.

“I think there’s this mentality that you have to go 
all in,” Parsons says. “But I would suggest making the 
transition with one piece of equipment at a time, like 
I did. It’s a lot more manageable. You do not have to 
be all one or the other. Use electric where it makes 

PARSONS LANDSCAPING FOUND NEW 
OPPORTUNITIES BY ADDING ELECTRIC 
EQUIPMENT TO ITS FLEET.

I THINK 
THERE’S 

THIS MENTALITY 
THAT YOU HAVE 
TO GO ALL IN. 
BUT I WOULD 
SUGGEST MAKING 
THE TRANSITION 
WITH ONE PIECE 
OF EQUIPMENT 
AT A TIME, 
LIKE I DID. IT’S 
A LOT MORE 
MANAGEABLE.” 

 — Matt Parsons, 
Parsons 

Landscaping
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sense and use gas where it makes sense. I would imagine trying to switch every-
thing over all at once would be incredibly difficult.” 

Going forward, Parsons says he is in the process of generating some market-
ing efforts that would better promote that his company is incorporating electric 
equipment. Up until now, they’ve really been perfecting the transition. But now, 
it’s time to let a wider audience know and build buzz in his market about it.

“Anecdotally speaking, customers have really appreciated it,” he says. “So, we’re 
in that process of incorporating it into marketing. I think most people like to 
know that their lawn care company is staying on the edge of what’s come out in 
terms of new technology.” 

When it comes to barriers to adoption of electric equipment, the two biggest 
that Parsons has seen have been run time of the equipment and the upfront cost. 
It’s a significant out-of-pocket investment to go electric. 

“The upfront cost is a definite drawback as these mowers are expensive,” Par-
sons says. “But you do get a good return on investment, so in the end, it does 
make sense. With the efficiency, it’s a significant fuel savings. You’re not making 
all those stops at the gas station anymore, either.” 

In terms of production trade-offs, Parsons says that the mowers cut incredibly 
well but don’t mulch leaves as well. Overall, he says it’s a smoother, more prefer-
able ride. 

He’s also had some issues with the performance of electric blowers on certain 
properties and will substitute gas power where it’s needed. Having the capabilities 
of both styles of equipment is another reason why his hybrid model has been 
helpful to date, he says.

INTERNAL CHANGES
As he’s incorporated more electric equipment, Parsons says that there have been 
some internal changes that have been essential. Crews need to be retrained on 
how they perform day-to-day tasks. But Parsons says training and acclimating 

Customers have given Parsons positive feedback on electric equipment use. Homeowners associations 
and resorts have approved of the quieter approach. While he still has some gas-powered equipment, he’s 
in the process of developing marketing around his electric service offerings.

Parsons is in the process of adding more electric equipment to his 
fleet. It took his crew some time to learn battery run time manage-
ment, but they’ve acclimated to the new system.
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crews to the new technology is straight-
forward.

“We do have some new terminology 
now, like ‘battery management,’” he says. 
“Our crews have had to learn to manage 
their battery run times. We do our recharg-
es on our trailers or sometimes the com-
munities that we work in allow us to use 
their plug-in stations. We’re researching 
going solar in the future.” 

Early on, crews learned the hard way 
with timing errors. A battery would run out 
while on the job and a new one would have 
to be brought on-site to get the equipment 
back up and running. But as with any big 
change, there are always bumps in the road. 
Overall, Parsons says these have been mi-
nor, and crews have adapted to the changes.

“As you adopt a new practice, there are 
always going to be challenges,” Parsons 
says. “I think we were a really good size to 
make this transition. We had 30 employees, 
16 of whom were on maintenance, when 
we started converting to electric, and it 
helped that we weren’t too big. We were 

had a few things that went wrong, but we’ve 
always been able to fix them and get back 
up and running. Honestly, considering you 
don’t get dirty, I’d rather work on an electric 
mower any day. In the end, I would say this 
is a simpler platform. It’s a battery system, 
and everything plugs into that. It’s pretty 
easy to understand.” 

Parsons adds that success comes down 
to getting the crews to buy in. Ultimately, 
they’re going to be the ones running the 
equipment and they have to understand 
the benefits. 

“I’m very hands-on and am always work-
ing with the crews. I think that made a big 
difference in a smooth transition,” Parsons 
says. “As with anything new that you imple-
ment, you need to get the crews on board in 
order to be as successful as possible.” 

Fortunately, Parsons says that crews are 
happy with the transition to electric and 
they’re seeing benefits as well.

“You don’t realize quite how much ex-
haust fumes you’re making until you stop 
making them,” Parsons says. “With the 

WHILE NOISE REDUCTION WITH 
ELECTRIC EQUIPMENT MIGHT NOT 
MAKE AN IMMEDIATE DIFFERENCE 
TO A COMMERCIAL CLIENT, 
THE CLIENT’S CUSTOMERS AND 
RESIDENTS WILL TAKE NOTICE.

BRILLIANCE

Made In America Fixtures

METAL  
WORKS

able to add equipment slowly and make 
carefully planned-out changes. We had 
time to learn as we went.” 

One benefit that Parsons noticed as 
more electric equipment was brought in 
was a drop in the time requirement for en-
gine maintenance.

“You get your Saturdays back, on main-
tenance,” he says. “There are no oil changes, 
no spark plugs and no fuel filters. Overall, 
the maintenance is a lot easier.”

While maintenance is overall less 
work, Parsons says that you do need to 
have some knowledge and understanding 
of how motors work in order to service 
electric equipment. 

“I think Mean Green has done a good 
job creating a mower that you can under-
stand and work on in-house, but for some 
there could be a learning curve on the dif-
ferences from gas,” Parsons says. “We’ve 

electric mower, all you smell is cut grass, 
which is really nice. You also don’t have to 
wear protective earmuffs and honestly, you 
can hear your cell phone ring in your pock-
et. So, the quiet nature of these mowers 
benefits the crews too. Once they’ve used 
one of these machines, they really don’t 
want to go back.” 

Parsons says there’s no doubt in his mind 
that the future for landscaping professionals 
will be based in electric equipment.

“The future of the green industry is 
electric,” he says. “Whether you get on 
board now or you get on board later, it’s 
going to happen. In my opinion, it makes 
sense to start implementing the equipment 
now.”   

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



Proper safety gear 
includes equipment like 
eye protection and gloves, 
but also a hat and neck 
covering to protect from 
sun exposure. Photo: 
Images of Green
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P
ower equipment is a big investment, and just about every owner knows 
that proper maintenance and operation will extend its life and use. The 
same goes for the people who operate it! Teaching employees how to fill 
up, start up, rev up and put up in a safe manner will keep them productive 
and your profits growing. 

Creating a culture of safety in your operation is not only altruistic, but it can 
drastically affect your bottom line as well. We all know that workers’ compensa-
tion insurance can be one of the largest and most annoying monthly expenses. 
Even a minor accident can send rates skyrocketing.

Safety training should give your employees a chance to pause, absorb and 
appreciate the work they do. Training conducted with a positive attitude and 
enthusiasm can make sessions something the workers actually look forward to.

“We brew a big pot of coffee and supply all the doughnuts they can eat,” says 
Jeff Bowen, owner of Images of Green in Stuart, Florida. With 37 employees 
and almost 20 years in the industry, Images of Green is a full-service landscape 
contractor, offering installation, maintenance, irrigation and tree care. The com-
pany holds safety training sessions twice per month. Because the employees are 
able to sit down, eat a snack and still get paid, they’re more eager to participate 
in the safety exercises.

In San Antonio, Texas, Shawn Salazar, owner of Heritage Lawn and Land-
scape Management, conducts training once a month. “We are a family-owned 
business,” says Salazar. “We have a small number of workers who work closely 
together every day.” Building the team to work together in a cohesive unit makes 
the training stick. In addition, supervisors can keep an eye out to be sure that 
workers understand and comply with all safety requirements.

“Most of our formal training sessions happen in our office,” Salazar says. “Of 
course, we also conduct on-the-job training in the field.”

Luis Fajardo is responsible for overseeing training for more than 500 em-
ployees at GTI, based in Las Vegas. The full-service company provides land-
scape construction and maintenance, with some of the largest commercial and 
homeowner association clients in Clark County. With such a large staff, training 
needs to be formal and accountable. Written lessons and presentations are held in 
classrooms, but there is still plenty of hands-on training outdoors. 

Playing it safe
BUILD A STRONG POWER EQUIPMENT  
SAFETY PROGRAM TO PROTECT BOTH 

OPERATORS AND PROFITS.

BY HELEN M. STONE
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“Our construction equipment operators are 
trained by our in-house safety manager, Luis,” says 
Shirl McMayon, sales and business development 
manager. “To get his operator card, the safety man-
ager spends time with the operator going over the 
manufacturer manual safety precautions as well as 
the GTI internal safety manual precautions. Then 
the safety manager observes the new operator us-
ing the machine.” Operators are given a card with 
a checklist on each piece of equipment. When an 
employee fills the card, they are considered a GTI- 
certified operator. 

Bowen has a similar system. “When we hire a 
new employee, they get a baseline document that 
has about 30 line items on it with various skills,” 
says Bowen. “We empower our supervisors to be 
mentors, so after 30 days, the items are reviewed. 
Safety is a priority when it comes to equipment use, 
and the item won’t be checked until the supervisor 
is satisfied that the employee is operating every-
thing correctly.”

Gathering materials
Though it’s already integrated as a part of the com-
pany’s standard employee development procedures, 
much of Bowen’s documentation is also required 
for insurance coverage. “Our training is mandated 
by our insurance carrier. We get audited every six 
months,” Bowen says. “We have a big notebook of 
topics, and the supervisors can pick what they want 
to cover. We get most of our training materials from 
three places: our insurance carrier, the National As-
sociation of Landscape Professionals and Florida 
Nursery, Growers and Landscape Association.”

Bowen is especially appreciative of the education-
al materials he receives from industry associations. 
“They are specific to our region and totally related to 

what we do,” he says. “And our insurance carrier has a 
portal online that has general topics galore.”

Training sessions typically cover two topics. 
There is always a safety topic to start, then a sec-
ond topic covering technical issues such as fertiliza-
tion, pruning, pest management and other practical 
subjects. “Everybody has to sign off at the end. The 
sign-in sheets are all collected and submitted at the 
insurance audit,” Bowen explains.

Salazar has incorporated training manuals and 
guidance that come directly from equipment man-
ufacturers. “Some of our training materials come 
from the manufacturer’s literature,” he says. “But we 
have developed our own programs as well.”

In addition, Salazar also has manufacturers’ rep-
resentatives providing additional expertise. “We 
have a rep from the company come out to train 
and demonstrate their products at our job sites,” 
he says. This is especially valuable with new equip-
ment, products or techniques, giving employees the 
chance to get direct feedback from the representa-
tive on best practices.

GTI has also used guest speakers to spark at-
tention and excitement. “We’ve had expert arborists 
come and train crews on pruning and chain saw 
safety,” McMayon says. 

Bowen doesn’t hesitate to repeat topics if neces-
sary. “We’ve had employees for five, 10 or 15 years 
and there’s no reason to reinvent the wheel,” he says. 
“We have a long page of topics and a big fat binder 
full of handouts and other information: equipment, 
PPEs, health-related issues. We do not repeat any 
topics for at least six months, though.”

Using power equipment safely is a key topic with 
all companies, as well as basic safety issues. “We talk 
about how to maintain and repair the equipment we 
use on a daily basis,” says Salazar. “We also talk about 

Regular training is important to keeping employees safe on the job. Written lessons and presentations 
can be done in classrooms, and hands-on training can be used to familiarize employees with particular 
equipment. Photo: GTI

Employee training should be recorded and kept, usually through 
sign-in sheets. Being able to prove that safety training was done can 
help reduce insurance rates. Photo: GTI

It doesn’t 
hurt to 
repeat safety 
training topics, 
especially 
if seasonal 
employees are 
involved. Keep 
past handouts 
and guidelines 
in a binder for 
easy access.
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how to properly lift heavy items or how to properly 
shovel without hurting your back,” Salazar says. 

“Ladder safety, preventing slips and falls — all 
the basics need occasional reviewing,” Bowen says. 

Keeping employees covered
All three companies also stress heat and sun protec-
tion for employees. “We go over the signs of heat 
exhaustion and heat stroke, as well as ways to pro-
tect yourself from the sun,” says Salazar.

As a skin cancer survivor, McMayon knows the 
importance of sun protection, even in the desert 
heat. GTI workers get long sleeves, jackets, hats and 
whatever they need to keep their skin protected. 

Personal protective equipment has been a part 
of the landscape toolbox for decades. Gloves and 
hearing and eye protection are a must when using 
all equipment, with some equipment requiring 
even more gear, such as chaps for operators using 
chain saws.

“We are all issued safety glasses, work gloves and 
any other safety equipment we need per the job we 
are performing,” says Salazar. “Since we work close-
ly together, supervisors make sure that proper safety 
gear is being worn.”

“We issue our employees company hats and 
tinted safety glasses. Everyone in Florida wears hats 
and sunglasses, so that’s a given and no problem,” 
says Bowen. “We also issue gloves. If anything wears 
out, they can just exchange them for new ones.”

Getting employees to use proper PPE can be 
tough when weather conditions make them un-
comfortable. But it takes diligence from supervi-
sors to make sure operators are working safely. “In 
Florida, it’s too hot to wear earmuffs, so we issue 
ear plugs on a daily basis,” says Bowen. “It can be a 
challenge for supervisors to be sure that employees 
are wearing them, but we make sure they do. And 
for the most part, they are willing. They just might 
need a reminder once in a while.”

Even in the scorching heat of Las Vegas, GTI 
employees are required to wear safety gear at all 
times. Chaps, gloves, eye protection and hats keep 
workers sheltered from the sun as well as keeping 
them free from injury. 

Emphasizing safe practices from the get-go cre-
ates a culture of safety that encourages employees 
to watch out for themselves and others, says Sala-
zar. “We have fun working together every day, but 
we make sure we are safe doing our work. If one of 
us gets hurt, we all know we have to pick up the 
slack. That means more work for the rest of us. So 
we make sure we are always working safely.”

Crew supervisors carry a lot of the burden of 
making sure operators stick to safety guidelines, but 
that can also provide a professional growth experi-
ence. “We empower our supervisors to be trainers 
and mentors for our crews,” says Bowen. 

Efficiency and performance are rewarded 
monthly with special pizza lunches for teams that 
make the mark. But Bowen notes that he rarely, if 
ever, needs to use warnings or other negative rein-
forcement to encourage safe practices. 

While a safe, cohesive team makes for a posi-
tive work environment, safety training can also pay 
off in cold, hard cash. Insurance providers assign 
companies a modification factor as a credit or debit 
to your workers’ compensation premium based on 
your company’s actual losses compared to expected 
losses by industry type. 

“Once you have a bad (modification factor), it 
lives with your payroll,” says Bowen. “If you only 
have a couple of employees, that might be OK. But 
with 37 employees, that can mean thousands of dol-
lars a year.” 

On the other hand, a positive modification factor 
can earn you a credit. “As long as we document our 
training and don’t make any claims, we get a divi-
dend from our insurance carrier,” Bowen says. “It’s a 
percentage of our premium. Since we are renewing 
this May and we’re accident-free, unless something 
happens we’re looking at a nice dividend.”

To help keep his employees incentivized, Bow-
en installed a digital sign that au-
tomatically adds an “accident-free” 
day every 24 hours. “I haven’t been 
back there for a couple days, but last 
I looked it was 1,300-plus days. We 
also have a sign they pass when they 
go out the gate that says: Be Careful. 
Stay Safe. Just a reminder!”

Of course, there are the savings 
that come from avoiding lost work 
time due to employee injury. Plus, 
consider the monetary investment 
you have in your equipment. “One 
of our most important topics is truck 
and trailer safety and loading,” Bow-
en says. The company uses a dump 
truck that pulls a trailer loaded with 
equipment to each job.

“Nowadays, that dump can cost 
you $70,000,” Bowen says. “Add a 
trailer that will set you back about 
$20,000, and load that with your small equipment. 
You figure you’ve got $100,000 rolling down the 
road.” 

Safety training not only saves time and money, 
it also creates an atmosphere of caring and compas-
sion that creates a workforce that is cohesive, loyal 
and ready to meet the challenges your business faces 
each day.  

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

Focusing on safe procedures 
daily builds a culture of safety 
in your company that encour-
ages employees to abide by 
guidelines and help others 
do the same. Photo: Images 
of Green

“Ladder safety, 
preventing 
slips and 
falls — all 
the basics need 
occasional 
reviewing.”  
– Jeff Bowen,  
Images of Green
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Irrigation controller maintenance used to mean 
that a contractor had to spend hours systematical-
ly working through clients’ properties, fixing small 
problems as they came up.

Now, as smart irrigation controllers are more 
connected than ever, that information is going 

straight to the contractor. But as controllers get smart-
er, they’re also gaining new ways to gather and analyze 
the data they’re collecting.

Getting connected
From a homeowner perspective, more clients are look-
ing for controllers with wireless or online capabilities, 
says Anthony Long, product manager at Hunter In-
dustries Inc. of San Marcos, California.

“We’re seeing the transition away from the dial 
controller I used to have on my wall that I never 
touched, to an automatic controller that I can talk to 
via my phone,” Long says. 

Having the ability to connect 
via smart device makes clients more 
prone to interact with their overall 
water usage, he says. They’re more in-
clined to make small adjustments to 
the program because it’s convenient 
on their phones.

A controller that’s operated via 
Bluetooth or wireless capabilities 
makes maintenance more straightfor-
ward, says Mike Merlesena, national 
commercial sales manager for Dig 
Corp., of Vista, California. 

“People like it because they don’t 
have to go into the valve box,” Mer-
lesena says. “They can have the full 
screen pulled up on their smart device. 

It makes programming a lot easier.”
Connected devices collect more information that 

can be used to narrow down issues with a system, 
Long says. Monitoring the electrical current can point 
to a solenoid or broken wire, for example.

Smart 
choices
Today’s connected 
controllers make irrigation 
easier and more efficient.

Irrigation controllers are more connected 
than ever, and customers are looking for 
them to do more automatic scheduling 
using data analytics. Photo: Left, Dig Corp. 
Above, Hunter Industries.

By Kyle 
Brown



www.igin.com                 May 2020    Irrigation & Green Industry          37

IRRIGATION CONTROLLERS

Wireless technology can also help in troubleshoot-
ing, says A.J. van de Ven, president of Calsense, based 
in Carlsbad, California. If a system’s not acting cor-
rectly, a contractor can connect using a separate con-
troller to test it without having to worry about dealing 
with wiring. That can give the contractor a head start 
in identifying if the problem is with the controller or 
the device itself.

Digging into data
The main thing Long sees in new trends is a drive 
for more automatic responses based on collected data 
such as weather, he says. 

“They want to look at the local weather that 
they’re experiencing at their house, and they want 
that to influence and change the program,” he says. 
“They want to have the ability to do it manually, but 
what they really want is for the controller to handle 
itself.”

Weather data analysis is most helpful when it’s 
predictive, says Richard Restuccia, vice president of 
water management solutions at Jain Irrigation Sys-
tems Ltd., in Fresno, California.

“I can water today based on what’s happened yes-
terday and the day before and the week before, but 
what is equally important is what’s going to happen 
tomorrow. Why would I irrigate today if it’s going to 
rain tomorrow?” Restuccia says.

Predictive analysis will be a feature that more 
controller manufacturers will be focusing on, he says. 

Besides customers being too busy to worry about 
the day-to-day changes of the irrigation system, data 
from water districts show that homeowners aren’t 
usually very efficient at it, Long says. Being able to 
manage irrigation both remotely and automatically 
makes most properties much more water-efficient.

The development of data analytics has also opened 
the door for irrigation professionals to do work that’s 
more personalized to individual customers and to use 
data trends to diagnose problems more quickly for 
clients, says van de Ven.

“One of the things that we’re seeing more of is 
using that data and extrapolating, for example, your 
property’s data with 100 properties around you in a 
couple-mile radius,” van de Ven says. “And seeing 
that information presented to the user or contractor 
in a way they can actually use.”

Increased connectivity and improved data ana-
lytics provide an opportunity to develop real-time 

evapotranspiration scheduling programs rather than 
just using past data, says Restuccia.

“There is a big difference in the accuracy of the 
water that you’ll apply and the water savings between 
historical and real-time,” he says. 

Choosing controllers
Price is a good starting point for consideration, says 
Merlesena, but the most important thing to consider 
is how easy the system is to use and teach to a client.

“You need to look at how user-friendly the con-
troller is from a logic standpoint,” he says.

Another point that comes into play is how well 
a controller allows a contractor to manage irrigation 
without having to be directly on-site, says van de 
Ven. It should also have the capability to add more 
functionality later if necessary.

Beyond that, the company’s support behind the 
product will make a huge difference throughout the 
life of the product, Merlesena says. Talk to your dis-
tributor and discuss which controller might be the 
best fit for the application you have in mind. Doing 
your own research through trusted professional con-
nections and online resources can help as well. 

While it’s helpful for monitors to gather informa-
tion remotely, consider what would be most useful 
to you and your client, says Long. Once the data is 
determined, make certain that it can be gathered in 
a way that is actually understandable and useful. As 
you incorporate smart controllers into your offerings, 
make sure you have team members on staff that are 
trained to use them correctly. 

“All this information that’s being managed should 
be easily accessible by people in your office,” he says. 
“Make sure you’ve got the tools to use them in the 
office.”

That information should then be able to be pack-
aged in a way that shows a client the benefits of 
working with an irrigation professional or the need 
for system upgrades, says Restuccia.

“We’re using a push notification, a weekly email 
out to users that says, this is the amount of water 
you use, this is how your system is working,” he says. 
“We’re trying to raise the level of the conversation 
and bring the meaningful information so they can 
discuss this in an intelligent way.”  

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

They want to 
look at the local 
weather that 
they’re experi-
encing at their 
house, and they 
want that to 
influence and 
change the  
program.

— Anthony Long, 
Hunter Industries

Smart Irrigation Month is around the corner, and the  
Irrigation Association wants to see you in action! Share 
your smart irrigation story, and you may see yourself on 
the pages of the magazine or on social media.

Share your story and photos at www.irrigation.org/yourstory.

Collected data 
should be able 
to show clients 
how much water 
is being saved 
and how well 
the system is 
operating.
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Aeon Matrix Yardian Smart Irrigation Controller ü 48 Weatherbug Weatherbug auto. ü ü ü Wi-Fi built-in security camera, motion detection rain ü ü ü ü ü ü

Aifro Water Eco and Water Eco Lite  36 real-time local weather data, uses Open-
WeatherMap

real-time local weather data, uses  
OpenWeatherMap

auto. ü ü Wi-Fi pause feature, winter dormancy, AiCan smart plug to 
operate house appliances, manually water more than 
one zone at a time

built-in temperature sensor, optional rain 
sensor

ü ü ü ü ü  

Asante Asante Irrigation Controller Kit  6  ü  Wi-Fi plus rain forecast feature rain/freeze ü ü ü  
Blossom Blossom, Scotts Gro Controller ü 12 current local weather and forecasts from 

multiple weather services 
current local weather and forecasts 
from multiple weather services 

auto. ü ü ü Wi-Fi only for indoor installation rain, freeze ü ü ü ü ü   

BlueSpray BlueSpray 64 NOAA NOAA auto.  B ü Wi-Fi run time in minutes or seconds, can turn on multiple 
valves simultaneously

rain, freeze, flow ü ü ü ü  

Galcon Cyberrain ü 24 local weather stations ü RF, HW flow monitor, alerts
Hunter HC, Pro-HC, HPC-FP, Pro-C Hydrawise, HCC ü 54 Weather Underground and The Weather 

Channel; local airport weather stations, 
personal weather stations and/or virtual 
weather station options available

Weather Underground and The Weath-
er Channel forecasts, weather station 
data and/or on-site rain shutoff sensor

user 
conf.

H  ü ü ü Wi-Fi automatic weather adjustments customizable by 
zone, contractor portal for multi-site management, 
real-time alerts and notifications, built-in milliamp 
sensor, event logs and reports

rain, freeze, soil moisture, flow ü ü ü ü ü

HydroPoint WeatherTRAK LC+ ü 36 propietary ET Everywhere Weather Data 
(public and private weather stations, NOAA)

current local weather and forecast from 
weather stations

ü ü ü ü ü Cell centralized cloud control for multisite management, 
alerts, 30+ customizable reports, over the air updates

rain sensor, flow sensor (with optional key) ü ü ü ü ü Q

Hydro-Rain HRC 400 WiFi ü 16 smart WeatherSense local weather data user 
conf.

ü ü ü Wi-Fi optional catch cups and irrigation audit input rain/freeze sensor, flow or soil moisture 
sensor

ü ü ü ü ü ü

H2OPro H2OPro 8 local weather stations or user-defined local 
weather stations

weather station, no sensor auto.  Wi-Fi flow monitoring, alerts, restrictions rain/flow ü ü ü ? ü

Irritrol Climate Logic proprietary plug in for Irritrol Kwik 
Dial, Rain Dial, Total Control and MC-E Controllers

ü 
F

12 on-site sensor rain sensor, no rainfall measurement user 
conf.

ü RF plus SMRT logic allows auxiliary wireless control up to 250 
wireless relays 

Climate Logic (rain/freeze) ü ü ü ü

Jain/ET Water SmartBox, SmartWorks and Hermit Crab 2 ü 48 multiple streaming weather data sources multiple streaming weather data 
sources 

auto. ü ü ü Cell subscription-based product; standalone or add-on 
to various models of Hunter, Irritrol, Toro, Superior, 
Weathermatic, Rain Bird and Rain Master controllers

flow, rain ü ü ü ü ü ü

K-Rain Pro EX 2.0 WiFi 16 WeatherIQ WeatherIQ user 
def.

 ü  Wi-Fi optional long-range antenna, virtual rain sensor 
(Weather IQ), Wi-Fi hub plugs into internet router 
to use RF connection, increases router to controller 
distance through RF

rain, freeze ü ü ü ü ü

Netro Netro Sprite and Whisperer 12 local weather data from multiple sources,  
as well as historical climate data

based on address, with latitude and 
longitude, collection of weather data 
from multiple sources

ü  ü ü Wi-Fi ü ü ü ü ü ü

Nxeco Nxeco ü 24 real-time weather  ü ü Wi-Fi 24-zone extension module to build 36-zone controller rain, freeze ü ü ü ü ü

Orbit B-Hyve ü 12 smart WeatherSense local weather data smart WeatherSense local weather 
data

user 
conf.

 ü ü ü Wi-Fi ü ü ü ü ü ü

Rachio Rachio Irrigation Controller ü 16 NOAA, PWS NOAA, PWS user 
def.

 ü ü ü Wi-Fi current and historic weather data used, real-time 
notifications

rain and soil, flow with Rachio 3 ü ü ü ü ü ü

Rain Bird Lnk Wi-Fi Module works with ESP-TM2 and ESP-Me 
Series Controllers and WR2 Series Wireless Rain/
Freeze sensors; ST8-Wi-Fi Controller

ü 22 World Weather Online World Weather Online user 
def.

 ü ü Wi-Fi rain, freeze, soil, flow ü ü ü ü ü

Rain Machine RainMachine Touch HD ü 16 options include NOAA,  MetNo, Weather 
Underground, DarkSky.net, FAWS and 
CIMIS (with subscription to CIMIS)

options include NOAA, MetNo, Weather 
Underground, DarkSky.net, FAWS and 
CIMIS (with subscription to CIMIS)

auto. ü ü ü Wi-Fi rain, freeze ü ü ü ü ü ü

RainCommander RainCommander RC1200 12 None user 
def.

Wi-Fi rain sensor ü ü ü  ü

RainPal RainPal Pro ü 12  ü ü Wi-Fi, cell optional leak detection and freeze detection (FL-100) rain, flow, freeze ü ü ü ü ü ü

Signature EZ Connect and EZ Share series controllers ü 24 integration of weather data feeds from 
NOAA, Accuweather, weather forecast data 
and weather alerts

integration of weather data feeds from 
NOAA, Accuweather, weather forecast 
data and weather alerts

user 
def.

 ü ü ü HW, Wi-
Fi, cell

programming accessed via the Signature Share app, 
end-user of contractor web portal

can integrate two sensors, such as flow, 
rain, pressure, freeze, ET, soil moisture; 
some models can use DC latching solonoids

ü ü  ü ü ü

Skydrop Skydrop Halo Controller ü 16 local weather stations local weather stations ü  ü ü ü Wi-Fi ü ü ü ü ü

Spruce Irrigation Spruce Controller WiFi  ü 16 Darksky.net and optional soil moisture 
sensors

 ü ? ü Wi-Fi combines real-time moisture sensor data and  
weather predictions

rain, flow, spruce soil moistures sensors ü ü ü ü ü ü

Toro TMC and Evolution Series Controllers ü 
F

24 on-site sensor and/or Toro Precision Soil 
Sensor with Evolution controller

on-site rain sensor, no measurement 
of rainfall 

user 
def.

ü 
J

ü RF, Wi-Fi 
plus

grow-in schedule able to control fountains, gates, 
landscape lighting via a wireless relay

rain, freeze, ET, soil moisture sensor ü ü ü ü ü

Weathermatic SL and PL Series with SLW15 weather station ü 48 on-site sensor on-site rain sensor, no measurement 
of rainfall 

user 
def.

ü ü ü RF, cell, 
Wi-Fi

SmartLine Air Card, no Wi-Fi or router required rain, freeze, weather sensor, flow ü ü ü ü ü

B  “discovery” mode     |     F  with Climate Logic     |     H  yes, if more than one airport station is to be subscribed     |     Q  yes, backup mode from panel     |     J  with Toro soil moisture sensors
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Aeon Matrix Yardian Smart Irrigation Controller ü 48 Weatherbug Weatherbug auto. ü ü ü Wi-Fi built-in security camera, motion detection rain ü ü ü ü ü ü

Aifro Water Eco and Water Eco Lite  36 real-time local weather data, uses Open-
WeatherMap

real-time local weather data, uses  
OpenWeatherMap

auto. ü ü Wi-Fi pause feature, winter dormancy, AiCan smart plug to 
operate house appliances, manually water more than 
one zone at a time

built-in temperature sensor, optional rain 
sensor

ü ü ü ü ü  

Asante Asante Irrigation Controller Kit  6  ü  Wi-Fi plus rain forecast feature rain/freeze ü ü ü  
Blossom Blossom, Scotts Gro Controller ü 12 current local weather and forecasts from 

multiple weather services 
current local weather and forecasts 
from multiple weather services 

auto. ü ü ü Wi-Fi only for indoor installation rain, freeze ü ü ü ü ü   

BlueSpray BlueSpray 64 NOAA NOAA auto.  B ü Wi-Fi run time in minutes or seconds, can turn on multiple 
valves simultaneously

rain, freeze, flow ü ü ü ü  

Galcon Cyberrain ü 24 local weather stations ü RF, HW flow monitor, alerts
Hunter HC, Pro-HC, HPC-FP, Pro-C Hydrawise, HCC ü 54 Weather Underground and The Weather 

Channel; local airport weather stations, 
personal weather stations and/or virtual 
weather station options available

Weather Underground and The Weath-
er Channel forecasts, weather station 
data and/or on-site rain shutoff sensor

user 
conf.

H  ü ü ü Wi-Fi automatic weather adjustments customizable by 
zone, contractor portal for multi-site management, 
real-time alerts and notifications, built-in milliamp 
sensor, event logs and reports

rain, freeze, soil moisture, flow ü ü ü ü ü

HydroPoint WeatherTRAK LC+ ü 36 propietary ET Everywhere Weather Data 
(public and private weather stations, NOAA)

current local weather and forecast from 
weather stations

ü ü ü ü ü Cell centralized cloud control for multisite management, 
alerts, 30+ customizable reports, over the air updates

rain sensor, flow sensor (with optional key) ü ü ü ü ü Q

Hydro-Rain HRC 400 WiFi ü 16 smart WeatherSense local weather data user 
conf.

ü ü ü Wi-Fi optional catch cups and irrigation audit input rain/freeze sensor, flow or soil moisture 
sensor

ü ü ü ü ü ü

H2OPro H2OPro 8 local weather stations or user-defined local 
weather stations

weather station, no sensor auto.  Wi-Fi flow monitoring, alerts, restrictions rain/flow ü ü ü ? ü

Irritrol Climate Logic proprietary plug in for Irritrol Kwik 
Dial, Rain Dial, Total Control and MC-E Controllers

ü 
F

12 on-site sensor rain sensor, no rainfall measurement user 
conf.

ü RF plus SMRT logic allows auxiliary wireless control up to 250 
wireless relays 

Climate Logic (rain/freeze) ü ü ü ü

Jain/ET Water SmartBox, SmartWorks and Hermit Crab 2 ü 48 multiple streaming weather data sources multiple streaming weather data 
sources 

auto. ü ü ü Cell subscription-based product; standalone or add-on 
to various models of Hunter, Irritrol, Toro, Superior, 
Weathermatic, Rain Bird and Rain Master controllers

flow, rain ü ü ü ü ü ü

K-Rain Pro EX 2.0 WiFi 16 WeatherIQ WeatherIQ user 
def.

 ü  Wi-Fi optional long-range antenna, virtual rain sensor 
(Weather IQ), Wi-Fi hub plugs into internet router 
to use RF connection, increases router to controller 
distance through RF

rain, freeze ü ü ü ü ü

Netro Netro Sprite and Whisperer 12 local weather data from multiple sources,  
as well as historical climate data

based on address, with latitude and 
longitude, collection of weather data 
from multiple sources

ü  ü ü Wi-Fi ü ü ü ü ü ü

Nxeco Nxeco ü 24 real-time weather  ü ü Wi-Fi 24-zone extension module to build 36-zone controller rain, freeze ü ü ü ü ü

Orbit B-Hyve ü 12 smart WeatherSense local weather data smart WeatherSense local weather 
data

user 
conf.

 ü ü ü Wi-Fi ü ü ü ü ü ü

Rachio Rachio Irrigation Controller ü 16 NOAA, PWS NOAA, PWS user 
def.

 ü ü ü Wi-Fi current and historic weather data used, real-time 
notifications

rain and soil, flow with Rachio 3 ü ü ü ü ü ü

Rain Bird Lnk Wi-Fi Module works with ESP-TM2 and ESP-Me 
Series Controllers and WR2 Series Wireless Rain/
Freeze sensors; ST8-Wi-Fi Controller

ü 22 World Weather Online World Weather Online user 
def.

 ü ü Wi-Fi rain, freeze, soil, flow ü ü ü ü ü

Rain Machine RainMachine Touch HD ü 16 options include NOAA,  MetNo, Weather 
Underground, DarkSky.net, FAWS and 
CIMIS (with subscription to CIMIS)

options include NOAA, MetNo, Weather 
Underground, DarkSky.net, FAWS and 
CIMIS (with subscription to CIMIS)

auto. ü ü ü Wi-Fi rain, freeze ü ü ü ü ü ü

RainCommander RainCommander RC1200 12 None user 
def.

Wi-Fi rain sensor ü ü ü  ü

RainPal RainPal Pro ü 12  ü ü Wi-Fi, cell optional leak detection and freeze detection (FL-100) rain, flow, freeze ü ü ü ü ü ü

Signature EZ Connect and EZ Share series controllers ü 24 integration of weather data feeds from 
NOAA, Accuweather, weather forecast data 
and weather alerts

integration of weather data feeds from 
NOAA, Accuweather, weather forecast 
data and weather alerts

user 
def.

 ü ü ü HW, Wi-
Fi, cell

programming accessed via the Signature Share app, 
end-user of contractor web portal

can integrate two sensors, such as flow, 
rain, pressure, freeze, ET, soil moisture; 
some models can use DC latching solonoids

ü ü  ü ü ü

Skydrop Skydrop Halo Controller ü 16 local weather stations local weather stations ü  ü ü ü Wi-Fi ü ü ü ü ü

Spruce Irrigation Spruce Controller WiFi  ü 16 Darksky.net and optional soil moisture 
sensors

 ü ? ü Wi-Fi combines real-time moisture sensor data and  
weather predictions

rain, flow, spruce soil moistures sensors ü ü ü ü ü ü

Toro TMC and Evolution Series Controllers ü 
F

24 on-site sensor and/or Toro Precision Soil 
Sensor with Evolution controller

on-site rain sensor, no measurement 
of rainfall 

user 
def.

ü 
J

ü RF, Wi-Fi 
plus

grow-in schedule able to control fountains, gates, 
landscape lighting via a wireless relay

rain, freeze, ET, soil moisture sensor ü ü ü ü ü

Weathermatic SL and PL Series with SLW15 weather station ü 48 on-site sensor on-site rain sensor, no measurement 
of rainfall 

user 
def.

ü ü ü RF, cell, 
Wi-Fi

SmartLine Air Card, no Wi-Fi or router required rain, freeze, weather sensor, flow ü ü ü ü ü

B  “discovery” mode     |     F  with Climate Logic     |     H  yes, if more than one airport station is to be subscribed     |     Q  yes, backup mode from panel     |     J  with Toro soil moisture sensors
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GIVING BACK

C
OVID-19 is continuing to impact the daily 
lives of landscape and irrigation professionals 
across the country. While everyone is respond-
ing to this difficult situation in different ways, 
some professionals are finding ways to support 
their communities through charity work. We 
wanted to highlight some of those going out 
of their way to make a difference.

Portsmouth landscaper launches weekly giveaway 
for those hurting due to coronavirus crisis
Shane Emerson, owner of Artisan Grounds Landscaping of Ports-
mouth, New Hampshire, looked to spread some positivity to others 
through a weekly $500 cash giveaway during April.

Emerson says he decided to put together the giveaway as he 
watched other community fundraising efforts launch to support 
individuals and families impacted by the health emergency, and 
he wanted to do his part, too, according to a seacoastonline.com 
article.

Throughout the month, he picked winners based on community 
submissions to receive $500 for that week, and encouraged other 
businesses to do the same.

“It is very clear in our community here there are people seriously 
going, ‘What do I do?’” Emerson says in the article. “Seven out of 
every 10 emails I’ve received so far, it has been made known that 
$500 would make a dramatic difference.”

He posted the giveaway on the company’s Facebook page and 
quickly received many emails from people who were out of work, 
dealing with disabilities, struggling parents or unable to go out and 
purchase groceries, he says.

“Part of me was hoping that this is something that could catch 
on,” he says. “Unfortunately, I can only pick so many. In a perfect 
scenario, I hope people hear this or see it online and say, ‘Here’s an-

other $500,’ and I can change the storyline and say, ‘I can now help 
two people this week, or 10 people this week.’”

Lawn care company mows health care workers’ 
lawns, free of charge
In North Gulfport, Mississippi, Colton Hale wanted to show all 
health care professionals just how much they are appreciated after 
being on the front lines of this pandemic. According to an article 
by WXXV 25 News, the owner of Man and a Mower Lawn Care 
Business is offering health care workers free grass cutting services.

“My wife works for Deaconess Hospice, which is hospice care. 
So, I’m seeing these workers every day working 12-, 16-hour shifts 
putting everything they have into making this dark time a little 
lighter and putting people at ease,” Hale says in the article. “So, my 
hope is just if I can take that little stress of a free lawn mowing off 
their hands then maybe we can all pay it forward in some way.”

Hale says it’s the least he can do for those who are fighting on 
the front lines of the coronavirus battle.

Minnesota landscaping company gives charitable 
contributions 
Platinum Lawn and Landscaping, located in St. Cloud, Minnesota, 
is helping its customers support those they care about most during 
the mass financial uncertainty caused by COVID-19, according to 
an article by wjon.com.

Owner Brad Wochnick will convert a portion of each customer’s 
bill into a charitable donation for the coming weeks.

Wochnick says it applies to any customers and for any new con-
tract signed. The amount of each check will be relative to the cost of 
the service, up to $1,000.

The only stipulation, Wochnick says, is that the customer cannot 
be the one to receive the funds. The customer must choose a recipient, 
like a family member, friend, school, church or other organization.
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“We’ll do it until I decide we don’t want to do it anymore,” 
Wochnick says. “But, with the way this is going, we could be do-
ing this for months.”

Platinum Lawn and Landscaping operates two crews in the 
summer, along with a snow removal service throughout the win-
ter. While Wochnick is anticipating a slowdown this season, he 
feels fortunate to operate a business that hasn’t come to a com-
plete standstill.

“People still need to get work done,” he says. “Our work is out-
doors. Our guys aren’t close together all the time. And now, more 
than ever, we need to bring families together outdoors for some 
fresh air and create some outdoor living spaces.”

Lawn care company passes out free toilet paper 
As the COVID-19 outbreak nearly cleared local store shelves of 
items such as toilet paper and disinfectants, Tom Grosh, owner 
of Grosh’s Lawn Service in Clear Spring, Maryland, gave away 
supplies, according to an article by Herald Mail Media.

“As I was sitting in the office doing some work at the end of 
the day, God said to me, ‘You gotta help your fellow man,’” Grosh 
says in the article.

So he bought 10 cases of toilet paper containing 96 rolls each, 
loaded them onto his pickup truck and headed for the parking lot 
outside Bill’s Barber Shop in Conococheague, Maryland, to hand 
out rolls to anyone who wanted them.

“I knew exactly where to go to get the toilet paper and went 
and bought it,” he says. “My wife said, ‘Are you sure you want to 
do this?’ and there was no hesitation — when God tells me to do 
something, I do it.”

Although some takers offered to pay, Grosh refused and asked 
them to instead help someone else.

“God has blessed us in our business abundantly, and it’s our job 
to care for our community and not take advantage of a situation,” 
he says.

Grosh was joined by his wife, Karen; their niece, Delaney 
Renn; and sisters Anna and Madelyn Crowl, whose father owns 
the barber shop near the parking lot.

They waved “Free TP” signs to honks of approval and thumbs-
ups from passing motorists on the busy highway.

“We’re trying to make a little bit of difference in our commu-
nity,” he says. “We’re just trying to be a blessing and make some-
body’s life a little bit better.” 

Email: sales@raincad.com | Phone: (936) 372-9884
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The AOLP 2020 Awards of Excellence 
winners competed in seven different 
categories. Top left: Winner of the Res-
idential Small category is the 1800s 
Stone Cottage by Matt Nicol, Owner/
Designer Lightscape Outdoor Lighting. 
Top right: Winner of the Residential 
XL category, and also the 2020 Best 
of Show, is Cohasset Oceanside by 
William Knowles, Northern Outdoor 
Lighting. Bottom: Winner of the 
Holiday Lighting category is the Ryan 
Residence by Light Up Nashville.
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AOLP honors Nate 
Mullen with Industry 
Achievement Award 
The Association of Outdoor Lighting 
Professionals, Harrisburg, Pennsylva-
nia, announced that Nate Mullen of 
Lifetime Lighting Systems in San 
Marcos, California, is the recipient 
of its 2020 Industry Achievement 
Award for his leadership and pio-
neering efforts in the outdoor lighting 
industry. 

Mullen was presented the award 
in February at Illuminate ’20, AOLP’s 
annual conference and expo in Orlan-
do, Florida.

When he accepted the award, 
Mullen thanked all of the support-
ers that he has had over the years, “I 
am truly grateful, and I appreciate the 
passion that they share with me about 
landscape lighting.” 

Mullen has been an influencer in 
the outdoor lighting industry for over 
30 years. Before entering into land-
scape lighting in 1990, Mullen was a 
lighting contractor for 20 years. 

For 5 1/2 years he was a full-time 
outdoor lighting contractor. Then, he 
started a company called Illumina-
tion, which developed not only the 
840-watt transformer but several 
lighting fixtures that all are still being 
manufactured today.  

In 30 years, he has had many suc-
cessful business ventures and installed 
tens of thousands of lighting fixtures. 
Mullen continues to bring innovation 
to the industry and has over 30 prod-
uct patents to his name. He has writ-
ten several lighting books and spoken 
at hundreds of events, and many in-
dustry professionals regard him as a 
mentor.  

AOLP announces 2020 Lighting 
Award winners
The Association of Outdoor Lighting Professionals, Harrisburg, Pennsylvania, holds its an-
nual Lighting Awards to honor and promote professional excellence in outdoor lighting 
design and to recognize industry achievement.

The awards are intended to create greater public awareness of the benefits of pro-
fessionally designed and installed lighting systems. View the 2020 winners in the 
Awards of Excellence, Awards of Merit and Honorable Mentions categories at   
www.aolponline.org.

2020 AWARD OF EXCELLENCE WINNERS

2020 Best of Show 
Residential XL Lighting 
William Knowles, CLVLT 
Northern Outdoor Lighting 
Cohasset Oceanside

Residential Large Lighting 
Anthony Bogdanovich, CLVLT 
California Outdoor Lighting 
Rancho Palos Verdes Estate

Residential Small Lighting 
Matt Nicol, Owner/Designer 
Lightscape Outdoor Lighting 
1800s Stone Cottage

Outdoor Living Lighting 
Red Oak Outdoor Lighting 
Patton Lakehouse

Feature-Focused Lighting 
Brandon Brice and Red River Lights LLC 
Cypress Lake

Commercial Lighting 
Southern Lights Outdoor Lighting & Audio 
Revolution Mill – The Colonnade

Holiday Lighting 
Light Up Nashville 
Ryan Residence
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GIE+Expo 2020 registration opens
Registration is now open for GIE+Expo 2020. The annual industry gath-
ering is set for Oct. 21-23 at the Kentucky Exposition Center in Louis-
ville, Kentucky. Early bird registration is $20 through Sept. 10. 

With expanded education on real-world topics such as drones, ro-
botics and connectivity, as well as features that put attendees behind the 
controls, this year’s show will offer a wide range of dynamic opportuni-
ties. In addition, more than 40 new exhibitors have already signed on to 
showcase their products.

New features will include
• hands-on drone zone – a 4,000-square-foot netted area on the 

show floor where attendees can fly drones with expert trainers.
• technology summit presented by the National Association of 

Landscape Professionals.
• UTV test track for driving and comparing the latest vehicles on 

real terrain.
• remote pilot certification course presented by the Indiana State 

University aviation and unmanned systems program.
• expanded in-tree arborist demos and classroom courses, including 

CEU opportunities.
• free dealer workshops by Bob Clements International, including 

a roundtable discussion on bulletproofing your business in a post-
COVID-19 world.

“We fully expect our nation will soon turn a critical corner in dealing 
with this pandemic and be back in business. In the meantime, we are 
actively and responsibly moving forward with plans that include a ro-
bust education program and some exciting new hands-on opportunities 
for both landscape professionals and dealers while keeping attendee and 
exhibitor safety at the forefront,” says Kris Kiser, managing partner of 
GIE+Expo and OPEI president. “GIE+Expo is a family reunion for the 
industry, and this year, we’ll need that reconnection and reinvigoration 
of our businesses more than ever. We look forward to seeing everyone in 
Louisville this fall.”

This year’s opening keynote, “The Secret to Being an Effective 
Leader,” will feature retired United States Navy 4-star Admiral James 
Stavridis. A distinguished leader and the longest-serving global com-
batant commander in recent American military history, Stavridis will 
provide answers and strategies to address the most pressing global affairs 
challenges. The keynote, included with trade show registration, is set for 
Oct. 21, 2:00-3:00 p.m. 

According to Warren Sellers, show manager, the opportunity for at-
tendees to get behind the controls and test equipment makes GIE+Ex-
po a one-of-a-kind event. With the 20-acre demonstration area right 
outside the exhibit hall and an indoor arena with 70-foot ceilings, the 
Kentucky Exposition Center is the ideal location to offer unique oppor-
tunities for industry members. Free parking at the facility will again be 
provided during the show.

GIE+Expo is sponsored by the Outdoor Power Equipment Institute, 
Professional Grounds Management Society and National Association of 
Landscape Professionals.

More information is available at www.gie-expo.com.

NHLA TO BECOME PART  
OF NALP
Since 2011, the  National Hispanic Landscape Alliance  has 
been the force to empower the more than 500,000 Hispanic- 
Americans employed in the landscape industry in the United 
States and provide them an effective voice in advocating for 
their interests and those of the broader industry.

The board of directors of NHLA decided that joining forc-
es with the National Association of Landscape Professionals, 
Fairfax, Virginia, was the 
best way to advance the 
mission of NHLA. As a 
result, beginning in April 
2020, the NHLA no longer 
existed as a separate entity, 
but it instead became part 
of NALP.

NALP will welcome the members of NHLA, providing 
them with significant opportunities for collaboration in poli-
cymaking as well as professional and leadership development 
opportunities.

“Supporting Hispanic-American professionals is critical 
to the continued growth of the landscape industry,” says Britt 
Wood, NALP CEO. “We need to bring all the nation’s land-
scape professionals together to ensure that we are working to-
gether to shape the direction of the industry.”

“We were delighted that the leadership at NALP embraced 
our suggestion to join forces so enthusiastically,” says Mari 
Medrano, NHLA president. “We look forward, as we become 
part of NALP, to expanding our reach, doing more to empow-
er the Hispanic American landscape community and uniting 
the entire industry.”

NALP Awards of Excellence open 
for entries

The National Association of Landscape Pro-
fessionals, Fairfax, Virginia, is now accepting 
entries for its 2020  Awards of Excellence. 
These awards showcase superior projects in 
the areas of landscape, lawn care, interior 
maintenance and design/build as well as in-
stallation, container plantings, special events 
and erosion control. 

Membership in NALP is required for firms entering proj-
ects in this program.

The winners are honored and presented at the annual 
Awards Recognition Reception held at Landscapes in October 
of every year. A multimedia presentation is the highlight of this 
event showcasing the winning projects and the project stories. 

NALP promotes award-winning projects and photos on its 
website, blog, social media and via press releases. 

The deadline to apply is Aug. 5, 2020. For details about 
eligibility, categories, judging criteria, photo requirements and 
fees, visit www.landscapeprofessionals.org.
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3 Pole hedge trimmer. Craftsman, 
Towson, Maryland, offers its new V20 
cordless 18-inch pole hedge trimmer, 

providing cordless convenience (no gas 
required) for a wide variety of yard tasks.

The V20 pole hedge trimmer features 
a powerful motor and is equipped with 
a 2.0Ah lithium-ion battery. Its 11-foot 
reach allows for trimming in difficult plac-
es. The V20 pole hedge trimmer’s 180-de-
gree pivoting head provides five positions 
for cutting at various angles. The trimmer’s 
battery platform is compatible with Crafts-
man V20 line of outdoor equipment and 
power tools.

The V20 trimmer features 18-inch dual 
action blades for tough tasks and ¾-inch 
cut capacity for clean cutting. The trimmer 
comes with a lithium-ion charger and 
hard blade cover. The padded grip provides 
comfort during use. 

Craftsman 
www.craftsman.com

SUPPLIER IN THE NEWS
Jain Irrigation launches Jain Unity for water management

1 Planter. Hillside Planter, Thousand 
Oaks, California, introduces its hillside 
planter designed specifically to allow 

plants to grow properly on a hill, minimize 
water usage and avoid soil erosion while 
staying healthy. 

Hillside Planter prevents soil erosion by 
terracing the plant with a barrier, blending 
into the hillside so plants are the focus. The 
planter is made with recycled materials and 
is UV resistant. 

The cost-effective and easy-to-use Hill-
side Planter increases hydration for plants 
by collecting and saving hillside water, rath-
er than the water running off down the hill. 
It can help reduce overwatering up to 50% 
and increase the efficiency of a drip irriga-
tion system. By helping reduce overwater-
ing and erosion, the Hillside Planter helps 
keep plant food and soil amendments with 
the plant to maintain a natural landscape.

Hillside Planter 
www.hillsideplanter.com

2 Mulching head. Loftness, Hector, Min-
nesota, has expanded its line of Battle 
Ax horizontal drum mulchers with the 

new L Series, designed for standard-flow 
skid steers with 16- to 30-gpm hydraulic 
flow ratings. The new models allow the 
Battle Ax to be used on a wider variety of 
power equipment.

L Series Battle Axes are available with 
51- and 61-inch cutting widths. Like 
other Battle Ax models, the L Series 
features a new rotor design with built-in 
depth gauges, which function similarly 
to raker teeth on chain saws to prevent 
the attachment from engaging too much 
material at one time. 

The new horizontal drum mulchers 
also include an exclusive two-stage cutting 
chamber, which allows material to be cut 
twice by the rotor and helps produce small 
particle sizes. 

Loftness 
www.loftness.com

Fresno, California-based Jain Irrigation Inc. recently released 
Jain Unity, an automatic irrigation control system and environ-
mental data services platform. The smart irrigation solution for 
landscape management is fully powered by artificial intelli-
gence and predictive analysis.

Unity gives users, 
including contractors, water 
managers, and home and 
building owners, direct access 
to view how much water 
the plants in their landscape 
require, along with real-time 
visibility to the efficiency of 
their irrigation system for 
eliminating water waste. It 

also connects over secure cellular wireless to all models of exist-
ing ETwater smart controllers and other units in the field.

It decides when and how much an irrigation system needs 
to operate, allowing for as much available rainfall or precipi-
tation as possible before initiating a watering schedule, saving 
users water, says Jain.

“Jain Unity processes over a billion pieces of information 
hourly on how soil moisture responds to rain or irrigation 
events based on the different plant factors, soil types, weather 
and environmental conditions at the site-specific location,” says 
Richard Restuccia, vice president of water management solu-
tions at Jain. “Connecting to irrigation control that automati-
cally acts upon this algorithm to implement the best strategies 
for minimizing water usage and managing nutrient loss fulfills 
the promise of AI and predictive analysis.”
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6 Zero-turn mower. Lastec Mowers, In-
dianapolis, introduces its new WZ400 
flex deck commercial zero-turn mower. 

The WZ400 offers several gas and diesel 
engine options to fit the production needs 
and budgets of commercial landscapers, 
lawn care professionals and golf courses.

The WZ400 features a 61- or 73-inch 
cutting width, three 21- or 25-inch flex 
decks and zero-turn maneuverability. Its 
three independently flexing decks provide 
up to 12 degrees of total up/down motion 
for use in challenging contours and valleys.

Operating at a speed of up to 10 mph, 
the WZ400 is built for speed, production 
and accuracy in areas around buildings, 
landscaping or other common areas that 
would normally require hand trimming. 
Lastec’s patented belt-driven decks 
require minimal maintenance and provide 
improved fuel efficiency compared to 
hydraulically driven rotary mowers.

Lastec 
www.lastec.com

SUPPLIER IN THE NEWS
Jobber makes Fast Company’s 2020 World’s Most Innovative Companies list
Home service management software Jobber, Edmonton, 
Alberta, has been named to Fast Company’s World’s Most 
Innovative Companies list for empowering small home service 
businesses with the technology to transform their operations. 
Jobber’s platform helps small businesses stay organized, con-
nect with customers, grow revenue and better compete against 
large corporations. The company’s technology supports more 
than 50 home service industries, including HVAC, plumbing, 
lawn care, cleaning and more.

“We’re proud to be the first home service management 
software recognized as one of the world’s most innovative 
companies,” says Sam Pillar, CEO and co-founder of Jobber. 
“Prior to Jobber, most of our customers were using pen and 
paper to manage day-to-day business operations. We’re on 
a mission to transform the home service space from top to 

bottom. The opportu-
nity for Jobber in this 
multibillion-dollar 
industry is massive 
and only getting 
bigger every day.”

Fast Company’s 
MIC honors businesses making an impact on both industry 
and culture. This year’s list features 434 businesses across 39 
countries. Jobber is included as a top 10 company in the soft-
ware (enterprise) sector.

To develop the MIC list, Fast Company’s editors and writers 
sought out businesses across the globe and throughout myriad 
industries. They also judged nominations received through 
their application process.

5 Pond app. Aquascape Inc., St. Charles, 
Illinois, introduces its new Smart 
Control App and devices, allowing 

pond operators to automate and manage 
water feature settings from anywhere using 
a smartphone or tablet. The app allows 
users to organize, automate and control 
their color-changing lights using the Smart 
Control Hub, their adjustable flow pumps 
using the Smart Control Receiver and 
any outdoor electronics using the Smart 
Control Plug.

The Aquascape smart control devices 
feature Wi-Fi pairing, voice control with 
Alexa and Google and compatibility with 
iPhone and Android operating systems. 
Also included is an integrated display for 
pump flow setting and wireless coverage 
(2.4 GHz supported).

The devices are weather-resistant with 
injection molded housing. Each comes 
with a hang tab for quick, secure mounting.

Aquascape Inc. 
www.aquascapeinc.com

4 Dozer blades. Leon’s Manufacturing 
Co. Inc., Yorkton, Saskatchewan, offers 
a new Leon Model 5000 dozer blade 

mount series for the Challenger MT738, 
MT740 and MT743 in the 700 tractor 
series. 

The Model 5000 dozer blade packages 
feature the patented Leon Quick On – 
Quick Off push assembly and a 47-inch 
height capability. Its 27-degree left and 
right hydraulic angle is positioned to avoid 
contact with working terrain. High tractor 
underframe clearance guarantees maneu-
verability when working in soft and rough 
terrain.

Blade widths range from 12 to 20 feet 
with side extensions available. Grated and 
solid top extensions of 12-20 feet are also 
available. Total Leon blade height converts 
to 65-inches high. The ripple-formed 
blades create a clean roll off and roll break 
to make pushing dirt and snow easier.

Leon’s Manufacturing Co. Inc. 
www.leonsmfg.com

Ph
ot

o: 
Jo

bb
er



• • PRODUCT SPOTLIGHT

46            Irrigation & Green Industry    May 2020 www.igin.com

9Wheel loader. Hitachi Construction 
Machinery Loaders America Inc., 
Newnan, Georgia, has expanded its line 

of Dash-6 wheel loaders with the ZW370-
6 developed for high-volume production 
operations and quarries. The large Hitachi 
ZW370-6 wheel loader features 48,780 
pounds of breakout force and a bucket 
capacity range of 7.3-8.1 cubic yards. It is 
powered by a 389 HP Isuzu Tier 4F engine 
(DPF-free). 

The ZW370-6 was designed with a full 
box rear frame for heavy applications and 
dual Z-bar linkage that puts less torque on 
boom arms and gives the machine better 
balance, allowing it to handle heavy loads.  
The cab provides 360-degree visibility, ride 
control and onboard technology for opti-
mal comfort and functionality. The wheel 
loader also incorporates telematics to give 
fleet managers real-time informa tion.

Hitachi Construction Machinery 
Loaders America Inc. 
www.hitachicm.us

SUPPLIER IN THE NEWS
Pennington announces Habitat for Humanity partnership

7 Compact loader. The Toro Company, 
Bloomington, Minnesota, has entered 
the electric-powered equipment 

marketplace with the introduction of its 
new e-Dingo 500 compact utility loader. 
Powered by lithium-ion battery technolo-
gy, the e-Dingo is designed for tasks that 
require heavy or continuous operation for 
indoor applications and has a maximum 
operating capacity of 515 pounds. The 
e-Dingo includes Toro’s 4-Paw indepen-
dent four-wheel drive system and true 
spin-turn performance. Several existing 
Dingo attachments are also compatible 
with the new e-Dingo models. 

The e-Dingo’s Auto Idle feature auto-
matically conserves energy by powering off 
the motor after it’s been idle for a certain 
amount of time. The machine also shifts 
to low idle after five seconds of nonuse 
and shuts off when not in use for over 30 
seconds.

The Toro Company 
www.toro.com

8Mini excavator. Caterpillar, Peoria, 
Illinois, introduces its new Cat 306 
CR mini hydraulic excavator in the 

six-ton class offering.  The new mini exca-
vator features heavy-duty main structures, a 
fuel-efficient engine and load-sensing hy-
draulics. It shares a similar controls layout 
and common components with the full line 
of Cat Next Generation mini excavators.

The Cat 306 CR delivers lift perfor-
mance of up to 7,839 pounds at a 9.8-foot 
radius. Enhanced uphill swing torque and 
increased cycle times provide greater pro-
ductivity and efficiency. With its long stick 
option, the 306 CR delivers a maximum 
dig depth of 162 inches and 15,821-pound 
maximum operating weight when equipped 
with the sealed and pressurized cab.

The mini excavator includes stick steer 
travel mode, cruise control, a full-color 
LCD monitor with Bluetooth capability 
and an optional backup camera. 

Caterpillar 
www.cat.com

Atlanta-based Pennington, a seed and lawn care company, will 
celebrate its 75th anniversary of business by partnering with 
Habitat for Humanity International to help build a home 
alongside volunteers and a future Habitat family in Greene 
County, Georgia. Company volunteers will also hold Habitat 
build days in other areas of the country where Pennington has 
facilities including Benton County, Arizona; Salem, Oregon; 
Cornelius, North Carolina; and Springfield, Missouri.

“The strength of our company comes from honesty, 
integrity, quality and people,” says Sonny Pennington, current 
member of parent company Central Garden and Pet’s board 
of directors. “We are so thankful that we have been able to put 
these values to work for Habitat homeowners through our 
partnership, especially during a significant year in our compa-
ny’s history.”

Pennington and Hab-
itat believe in providing 
homeowners with access to 
decent, safe and affordable 
homes. This partnership will 
pave the way for Habitat 
families to build strength, 
stability and independence 
in their new homes.

“We are grateful to have Pennington join us as a new 
partner,” says Julie Laird Davis, vice president of corporate 
partnerships and cause marketing at Habitat for Humanity In-
ternational. “They are celebrating their 75th year in business by 
empowering Habitat homeowners to gain access to affordable 
home ownership with sweat equity and volunteer support.”
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www.billygoat.comTake the chore out of the chore with Billy Goat!

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

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

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

I&GI 5-20.indd   1 4/3/19   10:33 AM
toll free: 800.441.3573    

eMail: bioplex@earthlink.net
order on-line: bio-plex.com
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HELP WANTED

PRODUCTS

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

Contact your account manager  
for more details.

Grow your business by
placing an AD today!

®

www.igin.com

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

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

Alan Scott | East and West 
alanscott@igin.com 
310.593.1928

Check out the digital edition
of Irrigation & Green Industry 
online at www.igin.com.
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Victory 
gardens 
growing in 
popularity
While spring has always 
been peak gardening sea-
son, this year people are 
digging in the dirt for a 
new reason: the return of 
victory gardens. Accord-
ing to a Better Homes & 
Gardens article, the term 
victory gardens dates 
back to World War I 
when the National War 
Garden Commission 
encouraged Americans 
to  grow their own fruits  and vegetables, both to feed the 
troops as well as themselves. This effort helped to generate millions of new gar-
den plots all across the country. Victory gardens ramped up again during World 
War II. 

Victory gardens are making a comeback now for a few reasons. First, the 
COVID-19 pandemic started right at the time of year when many people are 
looking forward to getting outside after a long, cold winter. Second, gardening 
is an excellent activity to do with kids, and with schools closed, it’s a perfect 
time to teach them a new skill while getting fresh air. Lastly, gardening tends 
to surge in every recession or economic downturn. It happened in 2008-2009 
and is happening again now, according to Diane Blazek, executive director of 
the National Garden Bureau. 

Whether people are tilling up a plot in their backyard, adding some planters 
to their patio or even doing container gardening, the hopeful sentiment behind 
it is the same.

Victory garden poster, World War II
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Aquascape invites pond 
builders to compete for Artist 
of the Year Award 

Aquascape Inc., St. Charles, Illinois, welcomes all 
water feature artists to submit their work for a chance 
to be recognized as Artist of the Year. 

For submission, contractors post photos or vid-
eos of their finest projects on social media tagging 
Aquascape Artists of the Year and using the hashtag 
#aoty2020 from now through June 30, 2020. The se-
lection process for this award aims to acknowledge 
the best water feature artists in the world regardless 
of the products they use.

SURVEY SAYS…
Respondents to HindSite Software’s 2020 Green In-
dustry Benchmark Report survey included more than 
350 green industry businesses ranging in size from 
one-person operations to 100+ employee busi-
nesses throughout North America. Following are 
a few key findings: 

 Among businesses that grew, 85% offered 
recurring training for their employees. 
Those that saw their revenue decrease were 
nearly twice as likely to say they didn’t offer 
recurring training.

 The weather is the biggest external threat for 
the typical green industry business, followed by the 
economy and competition.

 Customer satisfaction is the priority with 92% of respondents who would 
choose a satisfied customer over making the margins they expected/bud-
geted on their jobs.

 The typical green industry business services about 15% of the total house-
holds in their market.

DID YOU KNOW?
One-third of the plant life 
on the island of Socotra 
near Yemen can’t be found 
anywhere else on Earth. It 
is often described as “most 
alien-looking place on Earth.”
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Brighter  
days ahead

Join us in San Antonio this December for the Irrigation Show and Education 
Week, as we look ahead to brighter days and come together with a renewed 
and reenergized outlook on the future and irrigation’s role in it.

Learn more: www.irrigationshow.org

Let’s make sure that the COVID-19 virus doesn’t steal 
any more of 2020 from our industry than it already has.



Ewing continues to be your partner 
Ewing Irrigation & Landscape Supply is dedicated to being your partner and supporting your ongoing business. Our 

branches are stocked with the supplies and tools you need to maintain commercial and residential properties.

Shop your way:
 • 24/7 online ordering with real-time product availability
 • Call ahead and pick up at your Ewing branch
 • Delivery right to your jobsite

However you choose to shop, Ewing delivers! 

EWING 
DELIVERS

Follow us on social media:

EwingIrrigation.com
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