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Research conducted by Sean Lajoie, Irrigation Association, seanlajoie@irrigation.org.

MINI SKID STEERS AND COMPACT LOADERS COMPARISON CHARTS               sponsored by

Model
Engine

Horsepower Length × Width 
(inches)

Weight 
(pounds)

Fuel  
capacity 
(gallons)

Hydraulic 
pump capacity 

(gallons per 
minute)

Rated 
operating 
capacity 
(pounds)

Tipping load 
(pounds)

Max lift 
height 

(inches)

Mustang 1500R
Yanmar

46.6 122.1 × 63.2 5,887 16.5 17 1,500 3,000 118.8

Mustang 1650R
Yanmar

69.3 122.1 × 63.2 6,122 16.5 18.9 1,650 3,300 118.8

Mustang 1900R
Yanmar

69.3 127 × 66.5 6,854 16.5 31.5 1,900 3,800 120.5

Mustang 2200R
Yanmar

72 136.5 × 69.5 7,960 18
35 2,200 4,400 123

Mustang 2600R
Yanmar

72 143 × 69.5 8,180 21.5 35 2,600 5,200 123

Mustang 2700V NXT2
Yanmar

72 148 × 69.5 8,150 24.5 35 2,700 5,400 130.3

Mustang 3300V NXT2
Yanmar

72 152.5 × 72 9,090 24.5 35 3,300 6,600 131.2

Mustang 4200V
Deutz

120.7 158 × 79.5 11,665 31 40.8 4,200 8,400 144

New Holland L316
ISM/N844LT

57 95.9 × 59.8 5,645 16 18.4 1,600 3,200 112

New Holland L318
ISM/N844LTA

57 105.7 × 64.6 5,930 19.5 30.7 1,800 3,600 120

New Holland L320
ISM/N844LTA

64 105.7 × 69.1 6,470 19.5 30.7 2,000 4,000 121

New Holland L321
FPT/F5H FL463

68 105.1 × 69.1 6,970 19.5 33.2 2,100 4,200 123

New Holland L328
FPT/F5H FL463

68 117.6 × 69.6 7,895 25.5 37.6 2,800 5,600 129.4

New Holland L334
FPT/F5BFL413E

84 118.8 × 76.0 8,900 25.5 37.6 3,400 6,800 131

New Holland C327
FPT/F5H FL463

68 104.8 × 69.5 8,270 19.5 37.6 2,700 5,400 125.1

New Holland C332
FPT/F5H FL463

68 117.3 × 76.5 9,630 25.5 37.6 3,200 6,400 131.1

New Holland C334
FPT/F5BFL413E

84 118.2 × 76.5 10,000 25.5 37.6 3,400 6,800 126.7

New Holland C337
FPT/F5H FL463

68 117.0 × 76.5 9,945 25.5 24.2 3,700 7,400 131.1

New Holland C345
FPT/F5BFL413E

84 120.1 × 76.5 10,610 25.5 39.5 4,500 9,000 131.6

Power Trac 425
Gasoline

25 90 × 45 1,387 5
8

800
60

Power Trac 1430
Diesel

30 104 × 53 2,560 8
12 1,200

72

Power Trac 1445
Diesel

45 121 × 56 3,920 12
15 1,800

84

Power Trac 1460
Diesel

60 134 × 59 5,620 12
18 2,400

96

Ramrod 3300 Pro
Perkins/Kubota

33 97.25 × 42 3,250 6
14 1,155 3,300 102

Ramrod 1350-D Pro
Kubota

33 86.4 × 42 2,575 8
14 945 2,700 72

Ramrod 1350-G Pro
Briggs & Stratton

35 86.4 × 42 2,575 8
12 945 2,700 72

Ramrod 1330 Pro
Kubota

33 81.5 × 39 2,100 10
14 945 2,700 72

Ramrod 930-D Pro
Kubota

22 81.5 × 40 1,940 10
12 700 2,000 72

Ramrod 930-G Pro
Vanguard

23 81.5 × 40 1,780 10
12 700 2,000 72

Ramrod 500 4WD/575 Track Briggs & Stratton
13.5 77.5 × 38-40 1,150-1,380 1.3 6.3 348 995 66

Ramrod WB1630
Briggs & Stratton

23 83.5 × 31 1,700 2.5
12 700 3,000 66

Toro Dingo 320-D
Kubota D722

20 62-82.2 × 35-40.5 1,722 4 4-10.8 524 1,047 66

Toro Dingo 323
Kohler CH23

23 62-82.2 × 35-40.5 1,567 11.2 4-10.8 515 1,030 66

Toro Dingo TX 427 Narrow Track Kohler CH740
25 70.7-92 × 33.7 1,882 6 6-16.9 535 1,530 65.8

Toro Dingo TX 427 Wide Track Kohler CH740
25 70.7-92 × 41 1,990 6 6-16.9 535 1,530 65.8

Toro Dingo TX 525 Narrow Track Kubota D902-E3B
25 70.7-92 × 33.7 1,904 6 6-16.9 553 1,580 65.8

Toro Dingo TX  525 Wide Track Kubota D902-E3B
25 70.7-92 × 41 2,013 6 6-16.9 553 1,580 65.8

Toro Dingo TX 1000 Narrow Track Kubota D1305
24.9 81.7-100.7 × 33.7 2,785 11.5 9-15.2 1,000 2,857 81

Toro Dingo TX 1000 Wide Track Kubota D1305
24.9 81.7-100.7 × 41 2,860 11.5 9-15.2 1,075 3,071 81

Toro Dingo TXL 2000
Kubota D1803 Diesel

49.6 54-136.9 × 67.8 6,690 18.3 15.2 2,000 5,715 123.4

Toro e-Dingo 500
Lithium-ion battery

62-82.2 × 35.6 2,076 0
6.5 515

66

Takeuchi TL6R
Kubota/V2403-CR-TE4B 65.2 131.1 × 60.2 7,485 20 17.8 2,635 5,269 114.3

Takeuchi TL8
Kubota/V3307-CR-Turbo 74.3 133.8 × 65.3 8,455 19.8 18.4 3,010 6,020 119.2

Takeuchi TL10V2
Kubota/V3307-CR-TE4B

74.3 143.3 × 68.5 9,950 21.5 18.8 3,600 7,205 124.8

Takeuchi TL12R2
Kubota/V3800-TIEF4B

111.3 159.2 × 77.1 12,300 31.6 23.2 4,315 8,629 129.9

Takeuchi TL12V2
Kubota V3800-TIF4B

111.3 127.2 × 78.2 12,860 32.7 24.8 5,868 11,737 121.2

Takeuchi TS80R2
Deutz/TD2.9L4 Turbo

74 111.5 × 66 7,950 28 21.5 2,825 5,650 125

Takeuchi TS80V2
Deutz/TD2.9L4 Turbo

74 109 × 66 8,965 28
26 3,500 7,000 130

Vermeer S450TX
Diesel-Kubota D902

24.8 75.4 × 35.8 2,300 7.5 12.5 500
72

Vermeer S925TX 
Diesel-Kubota V1505 

24.5 84 × 36 3,350 13 15.5 925
84.5

Vermeer S925TX 
Gas-Kubota WG1605

40 84 × 36 3,350 13 15.5 925
84.5

Vermeer CTX50
Gas-Kohler Command PRO EFI 25 75 × 35.5 2,100 4

12.5 600
72

Vermeer CTX100
Diesel-Kohler KDI 1903

40 89.5 × 36 3,400 14.5 15.5 1,035
88

Vermeer CTX160
Diesel-Kohler KDI 1903

40 92.5 × 42 3,850 14.5 16.7 1,600
88.8

Volvo L20H
Volvo D2.6M

64.4 204 × 71 10,251 15.8 14.5
7,275 165

Volvo L25H
Volvo D2.6M

64.4 208 × 71 10,913 15.8 14.5
7,496 168

Volvo L30G
Volvo D3.3M

74 212 × 75 12,170 22.2 15
9,370 166

Volvo L35G
Volvo D3.3M

74 213 × 83 13,448 22.2 18.2
10,913 170

Volvo L45H
Volvo D4J

98 251 × 88.6 19,378 42.3 34.8
12,919 188.5

Volvo L50H
Volvo D4J

114 255.7 × 88.6 20,944 42.3 41.7
14,352 192.9
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Recognizing 
contractors and the 
daily grind has been 
a guiding star for our 
editorial coverage.

®

Facebook
@iginmagazine

Twitter
@iginmagazine

LinkedIn
Irrigation & Green Industry

Instagram
@iginmagazine

All good things

I
was recently looking through some past 
issues of Irrigation & Green Industry and 
realized that it’s been almost exactly two 
years since I took the editor’s chair here. It 
seems impossible that it’s only been that 
short of a time, but the last year or so has 
felt somewhat, let’s say, distorted for mul-

tiple reasons.
Looking back at that time, I was thrilled 

to finally get back into the landscaping and 
irrigation industry after a short time away. 
The green industry is actually where I start-
ed my writing career, and I was surprised by 
how much I missed it when I went elsewhere. 
Within just a handful of weeks of starting 
with the Irrigation Association, I found my-
self back at GIE+EXPO for the first time in 
a few years. It was great to see familiar faces 
and catch up, a feeling I’ve had again more 
recently after our first in-person conference 
since the pandemic.

If you saw me at GIE+EXPO this year, I 
had a little bit of a different story to tell than 
that previous time, though. If you haven’t 
heard already, I’m excited to let you know that 
we’re launching a brand-new quarterly publi-
cation, Irrigation & Lighting. It’s a magazine 
that will be tightly focused on the irrigation 
industry, a core competency of the Irrigation 

Association. We’ll also be covering the light-
ing industry, closely related due to its use of 
low voltage wiring. 

I’m looking forward to bringing together 
great articles built around industry experts 
and case studies, meant to improve your proj-
ects and build your business. Even if irriga-
tion or landscape lighting isn’t your primary 
service, I want this publication to help hone 
your skills and open up new opportunities for 
you and your team. Irrigation & Lighting will 
be a resource for anyone connected to these 
sections of the industry. Keep an eye out for 
our first print edition next February, and con-
nect with us by visiting our new website at 
www.irrigationandlighting.org.

That good news means some bittersweet 
news for Irrigation & Green Industry, as this 
print edition will mark the end of this title’s 
run. Looking back to that first editor’s note 
I wrote when I started in this position, my 
goals were to build on this magazine’s long 
history of excellence and to celebrate the hard 
day-to-day work done by contractors. During 
the past two years, recognizing contractors 
and the daily grind has been a guiding star 
for our editorial coverage. Now, I’m looking 
forward to celebrating what comes next. I 
hope you join us there.   



WELL CONNECTED.
Whatever your water industry product need, W4 probably has it in stock-from couplings 
and fittings to tapping sleeves and clamps. We can get it to you fast with 24/7 customer 
service. As a master distributor, we pride ourselves in our ability  
to also customize products to precisely your exact application.

Isn’t it time you got connected to the leading waterworks 
resource? Check out our website and give us a call.

                866-234-9494
                w4-w4.com
                sales@w4-w4.com     

Irrigation
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Investors Corner
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Makita Corp.  
(OTC: MKTAY) 

Koninkijke  
Philips NV

(NYSE: PHG) 

The Scotts  
Miracle-Gro  

Company 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro  
Company

(NYSE: TTC) 

Watts Water  
Technologies
(NYSE: WTS)

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

BrightView  
Holdings Inc.

(NYSE: BV)

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Pool Corp.
(NASDAQ: 

POOL)

Electric Sheep Robotics, San Francisco, 
officially launched as an autonomy partner 
to the landscaping industry. Electric Sheep 
has created the Dexter robot, clamp-on 
hardware and software that turns com-
mercial lawn mowers into self-driving ma-
chines.

The company was founded in late 2019 
by a diverse team of entrepreneurs with 
backgrounds in engineering, entrepreneur-

ship and landscaping. The Electric Sheep 
Robot works with commercially available 
gas and electric mowers and is available 
with no upfront costs through a Robots-
as-a-Service model. 

“The acuity of the need is so deep and 
the willingness to try autonomy so in-
tense that we have been overwhelmed by 
the response,” says Nag Murty, CEO and 
co-founder of Electric Sheep. “If we were 
to stop acquiring new customers today 
and just expand among the ones who are 
signed on with us, we would already have 
hundreds of millions in annual revenue in 
a few years.”

Electric Sheep has raised approximately 
$4 million in funding led by Foundation 
Capital, with participation from Grep VC, 

Signia Ventures and angels such as Ari-
el Cohen of TripActions, Travis Deyle of 
Cobalt Robotics, and Sahil Lavingia of 
GumRoad.

“Electric Sheep has an impressive team, 
and the founders have complementary 
skills across product, technology and land-
scaping operations,” says Apoorva Pandhi 
of Foundation Capital. “With an elegant 
and simple retrofit approach that doesn’t 
require any change to an existing gas or 
electric mower, Electric Sheep automates 
the existing fleet and unleashes productiv-
ity, thus unlocking enormous revenue po-
tential.”  

Electric Sheep robotic mower  
company launches

“The acuity of the need is so deep and 
the willingness to try autonomy so in-
tense that we have been overwhelmed 
by the response.” 

– Nag Murty, Electric Sheep Robotics

g g 83.36gg
57.90

gg 87.70

Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 



With over 80 locations nationwide, Horizon is the one stop shop for over 
30,000 green industry professionals. Learn more at HorizonOnline.com. 

IRRIGATION
controllers, valves, sprays, rotors, drip irrigation, 

central control, pvc fittings & pipe, valve boxes, drainage 
solutions, backflow preventers, and wire & accessories.

OUTDOOR LIVING
landscape lighting, pavers, ponds, waterscapes, 

BBQs and outdoor kitchens.

LANDSCAPE
seed & sod, fertilizer, pesticides, erosion control, 
sprayers & spreaders, safety products, and tools.

EQUIPMENT
mowers, blowers, trimmers, chainsaws, plows, 
trenchers, turf management, parts & service.

 @horizondistributors |  HorizonDistributors 800.PVC.TURF | HorizonOnline.com

Visit us online, or stop in to your local branch 
to experience the Horizon difference today.

MORE THAN A STORE. |Irrigation 
|Outdoor Living 
|Landscape 
|Equipment

Buy better, buy different, buy Horizon.
Horizon has the products you need, when you need them—all under one roof. 
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  IRRIGATION

Watts offers Backflow Testers of  
Tomorrow scholarships
In an effort to encourage more plumb-
ing and mechanical professionals to 
consider becoming backflow testers, 
Watts, North Andover, Massachusetts,  
announced its new backflow tester certi-
fication scholarship program. This oppor-
tunity is open only to new backflow tes-

ter candidates, not 
those seeking recer-
tification.

Interested trade 
pros can learn more 
about the program 

by visiting the Watts website. Applica-
tions for the scholarship can be submitted 
from there. The scholarship covers the cost 
of an approved Backflow Tester Certifica-
tion training course and exam.

Scholarship recipients also receive a 
free one-year subscription to Syncta back-
flow test management software. Recipi-
ents will be announced in early 2022.

“Our goal is to support skill building 
and growth within the plumbing and 
backflow testing industries and, more 
broadly, support the trades,” says Watts 
Marketing Manager Danielle Swanson. 
“We are getting behind the plumbers/
testers who are new to the field and who 
will be tomorrow’s unsung heroes of water 
safety.”

This month’s online exclusives
Read these articles available only on 
www.igin.com!
A	first	line	of	defense
Learn how to plan for fire-resistant 
landscape and irrigation design.

Spotlight	on	spotted	lanternfly
Recognize and protect your trees from 
this invasive pest.

  MANUFACTURING

Kawasaki Motors to open new facility next year
Kawaski Motors Manufacturing Corp. U.S.A., Grand Rapids, Michigan, will open a new 
production facility in Boonville, Missouri, next year to meet increased demand from cus-
tomers.

The announcement was made by officials of Kawasaki during a grand opening ceremony 
held at the facility, where they were joined by additional Kawasaki leadership, represen-
tatives from the governor’s office and other local government offices. The Boonville plant 
represents the company’s second location in Missouri, joining the Maryville operations es-
tablished in 1989.

This will add to the total statewide staff of nearly 1,200 based at the Maryville plant, 
which produces 18 different engine models ranging from 14.5 horsepower to 38.5 horse-

power. Slated to begin production in 
summer 2022, the Boonville facility 
is currently being retrofitted and will 
initially include approximately 250 
employees.

“This expansion of production 
capabilities for our engines is a sig-
nificant step forward in our continu-
ing ability to provide superior quality 
engines in the quantities needed to 
meet expanding market demand,” 
says Nelson Wilner, vice president at 
Kawasaki Engines Division.

  LANDSCAPE

Ruppert Landscape helps 
commemorate pandemic toll
From Sept. 14 through 16, 
more than 150 employees 
from Laytonsville, Maryland- 
based Ruppert Landscape’s Maryland, District of Columbia and Virginia branches came 
together to assist Maryland artist Suzanne Brennan Firstenberg bring to fruition “In Amer-
ica: Remember,” a public art installation commemorating all Americans who have died due 
to COVID-19. More than 660,000 white flags were installed on 20 acres of the National 
Mall at the base of the Washington Monument, creating an opportunity for visitors to re-
flect upon the enormous toll of the pandemic.

Conceptualized and executed by Firstenberg, she describes the project as a memorial 
that’s also a physical manifestation of empathy. Ruppert assisted with bringing her vision to 
life using a combination of aerial mapping and design software to create a grid that encom-
passes the National Mall. To ensure symmetry during installation, teams used a custom- 
made grid tool to install the 4-inch by 5-inch white flags.

There are 143 sections, the majority of which are 60 feet by 60 feet, that each contain 
5,329 flags. Ruppert had more than 350 team members from 10 local branches contributing 
to the installation over the three-day period. The exhibition is occurring concurrently in the 
digital sphere, allowing families across the nation to submit messages to personalize flags 
for their loved ones online.

“When people say, ‘We couldn’t have done it without you,’ they are usually speaking 
figuratively,” says Suzanne Brennan Firstenberg. “Without Ruppert Landscape, I literally 
could not have created ‘In America: Remember.’ From the start, Craig (Ruppert) and his 
team have been all in — creating two unique systems for planting this massive array, helping 
with logistics and organization, and working tirelessly to create a layout that meets the needs 
of the National Park Service, while also allowing for the ever-expanding number of flags. 
Ruppert Landscape models corporate goodness, setting the bar high for other companies.”
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 QUICK
 TAKES
Ingrid	Jagering	becomes	
new	Stihl	chief	financial	
officer
Ingrid Jagering was named as the 
new chief financial officer and infor-
mation technology officer at Stihl 
AG, Waiblingen, Germany. She is 
the successor to Karl Angler, who at 
66 will leave the company at the end 
of 2022 when his contract expires.

Honda	welcomes	Antonio	
Jakes	as	communications	
manager
Antonio Jakes has been named the 
new Southeast regional communi-
cations manager for Honda, Acura 
and Honda Power Equipment. He 
replaces Davis Adams, who left 
Honda late last year. In his new role, 
Jakes is responsible for cultivating 
understanding for Honda Power 
Equipment products, Honda Ma-
rine outboards, as well as the Honda 
and Acura car brands.

TruGreen	appoints	Rebecca	
Schoepfer	as	chief	human	
resources	officer
TruGreen, Memphis, Tennessee, 
appointed Rebecca Schoepfer as its 
new chief human resources officer, 
effective Sept. 7, 2021. Schoepfer 
will be responsible for leading the 
organization’s strategic human 
resources development, with a focus 
on attracting and retaining talent. 

OTR	International	acquires	
Hoosier Wheel
OTR International, Rome, Georgia, 
completed its acquisition of Hoosier 
Wheel on Oct. 1. Hoosier Wheel, 
located in Evansville, Indiana, is 
a manufacturer of standard and 
custom wheel assemblies for off-the-
road applications, including lawn 
and garden, agriculture and material 
handling.

  WATER FEATURES

Aquascape awards Pondemonium Online 2021 winners
Aquascape, St. Charles, Illinois, presented several annual awards honoring its Certified 
Aquascape Contractors and distributors after another successful Pondemonium Online 
event with 1,175 attendees. Hundreds of contractors were considered for coveted awards like 
the Aquascape Artist of the Year and Conservationist of the Year.

The Aquascape Artist of the Year is chosen by Brian Helfrich, vice president of construc-
tion, and previous winners of the award. An Artist of the Year distinguishes themself with a 
unique style and is at the forefront of the industry today for decorative water feature instal-
lation and design. Dan Peterson and Diego Asturias of Fontana Ponds & Water Features in 
Mission, British Columbia, are this year’s recipients.

“One of the standards we look for in an Artist of the Year is diversity,” says Helfrich. “We 
want to see variety in their water feature installs to determine that they are always hitting 
high marks no matter what the project calls for. Everything Dan and Diego touched this year 
was consistently beautiful. When I view their work, I leave feeling inspired, which is what 
this award is all about.”

Ed Beaulieu, vice president of field re-
search and contractor development, awards 
the Aquascape Conservationist of the Year 
to a contractor who continually exemplifies 
passion for the environment through creating 
sustainable water features. Patrick Handley of 
Waterscapes Australia in Queensland, Aus-
tralia, is this year’s recipient. Handley has exe-
cuted many specialty projects with an empha-
sis on ecology and ecosystems for native fish.

Greg Wittstock, founder and CEO of 
Aquascape Inc., presents the award for Digital Influencer of the Year to a Certified Aqua-
scape Contractor who excels with content creation on YouTube and other social media plat-
forms. Jaak Harju of Atlantis Water Gardens in Morris Plains, New Jersey, took home the 
award this year for maintaining a consistent output that inspires others to add water features 
to their outdoor living space.

Other Pondemonium 2021 award winners included Jeff and Melanie Norman of Great 
Lakes Pondscapes in Paw Paw, Michigan, for Distributor of the Year; Chris Thompson of 
Just Add Water in Ankeny, Iowa, for Businessman of the Year; and Cliff Raitz of Terrascapes 
in Costa Mesa, California, for Certified Aquascape Contractor of the Year.

  LANDSCAPE

Massey Services promotes Tony Massey to president and CEO
Massey Services, Orlando, Florida, promoted Tony Massey to pres-
ident and CEO. Harvey Massey will continue to serve as the com-
pany’s chairman of the board.

“As chairman of the board, be assured, I will remain active in our 
company and continue to work closely with Tony on our company’s 
future growth and development,” says Harvey Massey. “This year, 
I will be celebrating my 80th birthday, and I look forward to spending more time with our 
family and friends, taking time to travel and enjoying our ranches.”

Tony Massey has been president of Massey Services since 2006.
“Tony has done an excellent job of managing the operations of our company and is most 

deserving of this promotion and the responsibilities that come with the title of chief exec-
utive officer,” says Harvey Massey. “He is an experienced executive with a commitment to 
service excellence and a true passion for our team members, our customers and our commu-
nities. I am confident that he will continue to successfully lead our company into the future.”

Tony Massey joined Massey Services in 1989 after graduating from the University of 
Alabama. He received his master’s degree from the Crummer Graduate School of Business 
at Rollins College.



Stacie Zinn Roberts is an award-winning writer, marketing expert and founder of What’s Your Avocado? 
Marketing and Public Relations, Mount Vernon, Washington, which specializes in green industry marketing. 
She can be reached at stacie@whatsyouravocado.com.
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MARKETING MATTERS

By STaCie Zinn ROBeRTS

Choose your target

Think 
instead of 
what would 
motivate 
this customer 
to buy.

P
lan your work, work your plan. It’s good ad-
vice when developing a marketing strategy 
for the new year. But what if you don’t know 
where to start to create the plan to begin 

with? The best advice I can give you is to first create a 
reasonable, attainable goal and work backward to fill 
in the steps that will help you to achieve that goal.

Let’s say a reasonable goal for 2022 is to increase 
your sales by 15% to homeowners in the affluent part 
of town that we’ll call Richland. What steps and mar-
keting plans can you make to achieve that goal?

Set	your	marketing	budget
If you are going to increase your sales to the fine folks 
of Richland, you’ve got to ask them to spend their 
money with you. This “ask” is called marketing. Since 
it takes money to make money, you’re going to need 
to spend some of yours to get more of theirs. Ah, but 
how much should you spend? Conventional wisdom 
has always been to set a marketing budget of around 
2% to 3% of your gross revenue. The Small Business 
Administration recommends that small businesses 
with revenues of less than $5 million should allocate 
7% to 8% of their revenue to marketing, assuming you 
have margins of 10% to 12% after expenses. I recom-
mend you do the math and allocate funds in the 2% to 
5% ballpark that feels right to you. If you go low and 
need more, you’ll have room to maneuver.

Define	your	target	audience
As you’ve already set your goal to increase sales among 
the well-heeled folks who can afford your services in 
Richland, your target audience is defined. This means 
that advertising in other neighborhoods will not help 
you achieve your goal. So, don’t advertise there. While 
this seems simplistic, it’s not. Over the course of the 
year, you’ll be hit up by advertising salespeople who 
want you to exhibit at an event, buy an ad, or sponsor 
a team for a really good cause, and you’ll be tempt-
ed to spend part of your budget. Your best defense 
against these salespeople is to keep in mind your goal. 

If the event, ad or team does not reach your audience 
in Richland, then you can more easily say no. Con-
versely, if the advertising vehicle presented does reach 
your Richland audience, you’ll feel more confident in 
evaluating the merit of the request.

Create	your	strategy	
Knowing something about the residents of Richland 
will help you to deliver your marketing message in a 
place where they will be likely to receive it. Are there 
local newspapers, websites, community forums or 
newsletters that specifically reach Richland residents? 
Since you know where they live, would community or 
homeowners association restrictions allow you to walk 
the streets of the neighborhood and drop off door 
hangers or brochures? Considering that you are being 
so specific with your target audience, a postcard di-
rect mail campaign could be effective. And, of course, 
digital marketing through Google Ads and Facebook 
allows you to pinpoint your message to more exact re-
gions and ZIP codes.

Develop	your	campaign
Now that you know who you want to receive your 
message and how you could deliver it, it’s time to de-
cide what you want to say. If Richland residents are 
really that wealthy, they might not be motivated by 
coupons or discounts. Think instead of what would 
motivate this customer to buy. It may be concierge 
services, specialty products or messaging that conveys 
prestige. Develop a creative campaign that speaks to 
what the customer wants, using language that moti-
vates them to act.

For help with defining your target audience and 
creating messaging that they’ll respond to, you can 
download a free workbook at www.whatsyouravocado. 
com/workbook. If you want more insights on how to 
build a marketing plan for the new year, follow me on 
Facebook and Twitter @whatsyouravocad or email me 
at stacie@whatsyouravocado.com. 



Pick your productivity with Vermeer mini skid steers.
You don’t have to choose between good, better and best. Just choose the Vermeer mini skid steer that fits your landscaping needs, with 
operating capacities ranging from 500 lb to 1,600 lb (226.8 kg to 725.7 kg). Compact to fit into small spaces and ready to be equipped 
with a wide variety of attachments, there are so mini reasons to choose Vermeer mini skid steers.  

Learn more at vermeer.com/mss

Vermeer Corporation reserves the right to make changes in engineering, design and specifications; add improvements; or discontinue manufacturing at any time without notice or obligation. Equipment shown is for illustrative purposes only and may 
display optional accessories or components specific to their global region. Mini skid steer attachments available from Vermeer dealers may be manufactured by Vermeer Corporation or other attachment manufacturers. Please contact your local Vermeer 
dealer for more information on machine specifications and attachments. Vermeer and the Vermeer logo are trademarks of Vermeer Manufacturing Company in the U.S. and/or other countries. © 2021 Vermeer Corporation. All Rights Reserved.
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NIGHT LIGHTING

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

Doing demonstrations right

There are many theories in the landscape 
lighting industry about nighttime demon-
strations. Choose the best one suited for your 
business, but know that for many customers, 

seeing is believing. Providing customers with a taste of 
great lighting can really seal the deal. In many ways, it 
is like a test drive before buying a vehicle. There is an 
art to successfully showing potential lighting effects 
during a demonstration. It is a learned skill; it takes 
practice to become proficient and get it right. 

The demo kit has evolved over time. Outdoor 
lighting pioneer Bill Locklin’s original demo kit was 
created from a suitcase. When you opened the case, 
there was an old style rolled window shade propped 
up with a hook attached to a telescopic pole. A small 
platform complete with a ruffled table skirt provided 
the stage for the show. A metal bar with plastic plants 
attached flipped up to provide a target to illuminate. 
Special 12V receptacles allowed one to demonstrate 
different light effects to pass through the plants and 
create shadows on the shade screen. 

Locklin spent many hours at nurseries and garden 
centers showing the lighting effects he could produce 
to all who would give him the time. Fast forward to 
today and many manufacturers offer premade demon-
stration kits complete with power supplies. These are 
available for purchase or are loaned out by your local 
distributor.  

One of the best ways to teach yourself landscape 
lighting is to practice having demonstrations. You will 
find that this is time well spent. Team up with your 
local manufacturer’s representative or the lighting 
champion of your local distributor. Many are willing 
to visit with you and show you the ropes. 

When I first started, I bought several styles of fix-
tures, as well as a variety of lamps. I asked friends or 
family members if I could come by in the evening, 
which gave me the opportunity to practice demos 
with familiar faces. Since each house had different 
plant material and architecture, it taught me how to 
use fixtures and lamps to produce a variety of effects 
in different environments. Through practice, I became 
confident I could light any job. 

It is always a good practice to qualify the customer 
before committing to a demonstration. Some contrac-
tors charge for the demonstration and apply the fee 
to a down payment once there is a signed contract. If 
they are a returning customer, you may waive the fee. 
All in all, it is your decision how to perform demon-
strations and whether or not to charge for it.

Be sure to walk around the property during the day 
with your client. Take notes on your purpose for be-
ing there and ask “Why light?” Is it for beautification, 
safety, security or a combination of these? Find out 
the main features your client would like to see illumi-
nated. Research how the different areas of the prop-
erty are used. Ask about the color tone they prefer, as 
this will direct you to the Kelvin temperature to use. 
Remember, lighting is subjective and while you can 
offer professional guidance, you are lighting for their 
preference.

A temporary install can be a great way to show a 
customer a whole area with the flick of a switch. Ba-
sically, this is a complete install without burying the 
wire, so it is a try-before-you-buy scenario. You can set 
up a demo on a weeknight and leave it for a night or 
two. Then, send a crew back to pick it up. 

Once the trial lighting is gone, it often creates a 
void for the client. Although demonstrations like 
these require a large amount of equipment, you can 
often sign jobs much sooner.

Many contractors and designers I work with have 
streamlined their demonstration process with a more 
minimalist approach. They carry small rechargeable 
battery packs, specific fixtures and a variety of lamps. 
They begin by showing traverse lighting techniques 
for sidewalks and steps. Since the goals for lighting 
and personal preferences vary, they can easily switch 
lamps and fixtures to identify what a client likes best. 

Using the same method, they move through the 
property showing a variety of lighting techniques on 
hardscapes, plants and architecture. 

Performing a nighttime lighting demonstration 
shows your passion for the craft, and it gives your cli-
ent the confidence that they are hiring the best! And 
the best is you! 

One of the 
best ways to 
teach yourself 
landscape 
lighting is 
to practice	
having	
demonstra-
tions.



Pack your suitcase.
We’re going to San Diego!

Discover the latest landscape 
irrigation and lighting products 
and technologies first-hand on the 
show floor and talk to experts who 
can answer your questions.

Learn core skill sets and level 
up your expertise by attending 
Industry Insights presentations, 
taking classes, earning CEUs and 
becoming certified.

Sit back and relax in the sun-
sational weather in San Diego, 
California, while you experience 
the fun attractions the area offers.

2021: 
Dec. 6-10

Trade Show 
Dec. 8-9

REGISTER TODAY! 
www.irrigationshow.org

EXPLORE. 
CONNECT. 
LEARN.



growth
Guide your

Build your company’s expansion on 
solid finances and a strong team.

By Kyle Brown
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F
or many smaller landscape and irriga-
tion contractors, the past season has 
been another opportunity to take on 
more work than they could have ex-
pected. That influx can be the start of 
a growth phase for a company, but it’s 
important to know how to put the right 

pieces in place to support expansion.
When Josh Wilson, president of Dixie Lawn and 

Landscape in Cochran, Georgia, started out cutting 
grass out of high school, he didn’t give much thought 
to the sustainability of the business or how it could 
grow. He remembers reading stories in industry pub-
lications when he was in college about green indus-
try companies that had expanded to take on huge 
amounts of business.

“There would be a picture of a company that’s got 
20 trucks, and I’d think, ‘Oh man, is this something 
that could happen?’ That’s kind of what got the vision 
rolling for me,” he says. 

Seasonal Solutions in Overland Park, Kansas, 
began as an all-inclusive landscape grounds mainte-
nance company covering mostly residential properties 
while trying to break into commercial. “It was the 
typical story of how landscape companies get started, 
with just a guy in a truck,” says Barry Wolff, president. 
“We soon discovered that we were far too spread out 
and were trying to do too many things for too many 
different types of people.”

When it finally attracted a few high-profile ac-
counts on the commercial side that enhanced the 
company’s portfolio, it was a spark that started a drive 
for expansion, he says. “It gave us some bragging rights 
and some legitimacy in the market as a real business 
that could handle the tough stuff.”

It can be difficult to recognize the indicators that 
your company is ready to do some growth, but a major 
one for Wilson is taking note of how many responsi-
bilities you’re currently covering. “I was wearing a lot 
of hats. I did everything,” he says. “I had probably six 
crews at the time, but I was the sales guy. I was the 
operations manager.” 

After pushing for a while to keep up with the 
workload, Wilson realized that he was clearing 
enough to support an office staff when he was netting 
upwards of 15% to 20%. 

“That’s what one of the biggest indicators was for 
me, that I was netting enough money to afford some 
freedoms,” he says. 

As a company pushes through the $1 million to 
$2 million mark, it can be tough to move on from 
that point because of the familiarity of the sense of 
control in handling everything yourself. “I think it’s a 
big struggle for some,” Wilson says. “It can be a very 
difficult place to be.” If a contractor is the main driver 
of the company and still isn’t making enough to hire 
a staff to support growth, “you need to make sure that 
your price is correct.”

Choose your focus
CDI Environmental Contractor, Sedalia, Colorado, 
was originally founded as an erosion control company, 
with landscape and maintenance more as an after-
thought. Though the company had been expanding 
into other services, it faced a rough year in 2018. 

“We had a few service offerings that we ended 
up cutting to get back to basics,” says Zacc Wair, vice 
president and chief operating officer. Because it had 
reduced the overall number of services, CDI focused 
more on a few key services, such as landscape work.

One of Wair’s favorite sayings is, “Not every op-
portunity is a good opportunity.” It can be easy to 
continue taking more varied or secondary projects as 
your clients request them, especially if they already 
like your work in another area. “But that doesn’t mean 
that you’re going to be good at it.” 

Wair and his team looked hard at which services 
the company excelled in and brought in the most 
revenue. They also considered opportunity cost, de-
termining how expensive it was to be able to offer a 
particular service. “For landscaping, the barrier to en-
try isn’t very big,” he says. His regional landscaping 
market also wasn’t oversaturated, so there would be 
room to grow in the future.

At the start, residential business was a necessity for 
Wolff ’s team to build the company and generate the 
revenue to hire good employees and buy equipment. 
“But ultimately our passion is in commercial real es-
tate and the people who own and manage commercial 
real estate. That’s what we love to do,” he says. 

Instead of developing both the residential and 
commercial side of the market equally, Seasonal 
Solutions has reduced the number of residential cus-
tomers over the past several years until finally closing 
that door completely. The company has always had a 
practice of looking at and possibly cutting the lowest 
20% of its client base each year based on low profits 
and high difficulty. “So we started weaning residential 
people off year after year as well,” Wolff says. “Finally, 
we felt like we had gained enough of a reputation and 
enough business on the commercial side to replace all 
of that residential business.”

growth
“Growth costs money, 
so make sure you’ve 
got enough held 
back to maintain the 
business too.” 

– Josh Wilson, Dixie Lawn and Landscape
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While it’s tough to turn down the possibility for 
work, one of the main parts of a growth strategy is 
narrowing a company’s focus to what it does well. 
“We’ve decided to be as good as we can, and as fo-
cused as we can, on that market,” Wolff says. “It is 
paying off in dividends. We’re growing exceptionally 
fast.” Though it was a little intimidating to remove the 
rest of the company’s residential customers, its growth 
rate is at 14% this year.

Tightening the number of offered services and 
choosing a specific market allows the company to 
make the most efficient use of outreach efforts, he 
says. Rather than advertising to a wide set of potential 
customers or an overall region, his team can target and 
market in a way to build relationships that can drive 
company expansion. Management has been able to 
spend more time on-site connecting with commer-
cial clients and finding openings to sell enhancement 
services.

It’s also provided a new way to build the compa-
ny’s brand to set it apart from competitors. “We con-
sider ourselves a premier commercial grounds main-
tenance company in our market,” says Wolff. “We feel 
that our job is to arm our property managers with a 
whole toolbox full of ideas and things they can do to 
their properties to make them perform better to raise 
rents and increase occupancy levels.”

Make sure you’ve got a sustainable amount of 
work coming in to support your growth through the 
process. Even aiming for a moderate level of expan-
sion, it’s important to understand exactly how much 
your current business brings in per job and what it 
costs you to provide those services. Without a solid 
grasp of your profit and losses, any expansion will be 
a struggle. “Growth costs money, so make sure you’ve 
got enough held back to maintain the business too,” 
says Wilson.

Build your teams
Zeppa’s Lawn and Landscape in Louisville, Kentucky, 
has been expanding since it started, but for most of 
that time without direction or goal in mind. “We were 
just growing and growing, but it wasn’t really struc-
tured growth,” says Antonio Zeppa, president. “Now 
we’ve put a lot of systems and processes in place to 
grow more strategically.”

He developed a man-
agement team to give his 
company’s expansion an 
overall plan to follow and 
weigh future opportuni-
ties.

“You’ve got to put 
those people in place 
first,” Zeppa says. “It’s 
not just laborers or the 
frontline workers. It’s all 
the way through. You’ve 
got to be able to manage 
those people.”

For a smaller company, an office manager might 
be the place to start, Zeppa says. Making sure the em-
ployees are in place before pushing for heavy growth 
will help prevent overextension and encourages the 
team to develop good business practices from the 
start. Getting the right hire can take some trial and 
error, but the right person will find efficiencies and 
streamline processes, allowing you to focus on expan-
sion.

Hiring even one support position can make an 
enormous difference, whether that is on the oper-
ations or sales side, Wilson says. Take some time to 
judge your own skill set and determine where your 
time is best used for the development of your busi-
ness, and then hire for the responsibilities that you 
can’t cover as well. “I brought on an operations guy 
and realized I had some time to really work on my 
business now. When you’re wearing 12 hats and sud-
denly it goes down to four, that’s a huge deal.”

Even more important than finding a key employee 
is developing a solid company culture to protect the 
hires you’ve already made, he says.

“Going into the next two to three years, you’d bet-
ter focus on culture 100%,” Wilson says. “It doesn’t 
matter where anything else is at, if you don’t focus on 
that, labor is going to be very frustrating.”

Company culture has been a major focus for Wolff ’s 
team, including developing a mission statement and 
value statement that show a dedication to the job and 
the employees. “We’re trying to build a charged, fun, 
team atmosphere within the company with frequent, 
open communication,” he says. “We throw parties. We 
have training and safety meetings in the morning, and 
the management team and myself are cooking flap-
jacks and sausages for everyone at 6 in the morning.” 
The idea is to keep crews energized and encouraged to 
think of themselves as part of a high-performing team, 
one that doesn’t just mow lawns but also thinks about 
how to improve a property overall. 

“It’s created a place where people like to go to 
work and has created an enthusiasm about that work,” 
Wolff says. “That enthusiasm has driven a higher 
quality job. That’s been contagious to the client. When 
we’re excited about their property and their landscap-
ing, they’re excited.”

Make sure you 
have a solid 
understanding 
of your profits 
and losses 
before pushing 
for expansion.
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Part of that culture has been an addi-
tional focus on training, as well as cross- 
training employees for different positions, 
says Wolff. While having skill overlap across 
crews has helped in covering extra projects, 
it also gives employees a path forward in 
developing the daily job into a fuller career. 
That encourages them to keep showing up 
every day and looking for ways to advance. 

Wilson uses incentives and recognition 
to help keep his team moving in the right 
direction. “I try to be like the sideline at a 
football game,” he says. “I pat them on the 
back when they’re doing a good job.”

Building the right team to drive CDI’s 
growth took a lot of legwork by Wair, who 
searched for local talent both in the general 
population and from competitors.

“I spent the last two and a half years real-
ly cultivating and identifying the best talent 
in the market,” he says.

He wasn’t just focused on crew members 
and supervisors but looked to upgrade the 
company’s personnel in accounting, human 
resources and safety as well. “We had a pret-
ty good program already in place,” he says. 
“We just had to plug the right person into 
that spot.”

One of the more useful connections 
Zeppa has made a priority in building out 
his company is a consultant. Through his 
development, he’s working with Fred Has-
kett of TrueWinds to find the right efficien-
cies and build an overall strategy. “It would 
be really hard to do this on my own,” he says. 
Working with a consultant has been helpful 
in charting reasonable goals and milestones 
and building an understanding of what key 
positions in the company need to be ex-
panded.

Know your limits
Wair relies on his teams to tell him when 
the company is at capacity for new work, as 
he trusts their drive and capabilities. “Our 
whole team is made of a bunch of ‘Get it 
done’ guys, so as I got pushback from them 
on workload, that’s when I knew we had 
enough,” he says. 

Once you do reach those limits, it’s im-
portant to be able to say no. “If you don’t 
have the infrastructure to support growth or 
the systems or people, you can tarnish your 
name,” Wair says. 

Zeppa uses tools like consultation fees to 
help his team manage the work they’re tak-
ing on. “We’ve tried to be more selective,” he 
says. His company donates money collected 
from consultation fees to a charity. On top 
of being a generous move, it develops the 

company’s reputation in the community and 
encourages its culture among employees. 

Though some landscape contractors use 
it as a way to try to get additional work, 
Zeppa doesn’t do design projects for free. 
“We find that there’s a lot of value in de-
sign,” he says. 

Managing overextension is a constant 
challenge during expansion, felt primarily 
through tight labor markets. That’s where 
a strong company culture that prioritizes 
making employees feel as though they be-

long and are a part of the success can be a 
lifesaver, says Wolff. 

“Our people are very excited that we’ve 
got a specific brand and that we’re in a 
growth mode,” he says. When a new job 
or contract is picked up, news gets shared 
quickly around the company to celebrate. 
“Everybody has bought into that. There’s 
just a lot of excitement, because that means 
we’re growing.” 

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

www.youraspire.com
866.727.7473

SCAN 
ME!

CRM | ESTIMATING | SCHEDULING | PURCHASING

EQUIPMENT  | INVOICING & A/R | REPORTING | JOB COSTING

MOBILE TIME | PAYROLL & ACCOUNTING INTEGRATON

Eliminate the confusion and disconnect created by 
using pen-and-paper, spreadsheets, and disjointed 
solutions to run your company with Aspire landscape 
business management software:

A better way 
to a better landscape business.
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CLOSE-UP PROFILE

A n appreciation for the out-
doors and a love for living 
things only gets a person 
so far in the landscape 
business. While those 

characteristics are helpful, it’s difficult to get 
ahead unless you’ve also got other people in 
your corner.

Mike Frank, owner of Chevalier Outdoor 
Living in Springville, New York, understands 
the importance of relationships so much that 
it is part of the fabric of his company. And 
he makes sure that everyone who visits the 
company website, youroutdoorlivingspace.
com, knows it.

In the center of the homepage, below the 
company name and knightly logo, are the 
words, “We believe in building relationships, 
inspiring creativity and expression, showing 
love and respect to both materials and the 
people we work with.”

It isn’t until the last sentence that visitors 
read, “We just so happen to build and main-
tain amazing outdoor living spaces allowing 
us to reconnect with nature and each other.” 

And with 15 employees providing resi-
dential maintenance, snow and ice removal, 
and outdoor living spaces in southern Erie 
County, New York, the commitment to rela-
tionships is apparent. Those relationships are 
the reason Chevalier has stayed in business 
for nearly 30 years, even when the going got 
tough.

“What has allowed us to grow our busi-
ness was focusing on relationships. What 
drives our business is the relationships with 
our clients, with our staff and with our sup-

pliers — all of us forming one big team,” 
Frank says.

Trading farms for lawns
Frank’s first exposure to landscaping came 
as a college student at Alfred State Univer-
sity, Alfred, New York. Many of the classes 
he took as part of the agricultural program 
overlapped with landscaping. 

He realized that he probably wouldn’t be 
able to own a farm like he had dreamed of 
without first owning a business, so he bought 
a landscaping company with a partner think-
ing he would do it for a few years and then 
buy a farm. 

“That didn’t quite work out,” he kids 
about the buying a farm part, but he has 
come to terms with it all these years later. 
The landscaping business on the other hand 
is still working out quite well for him. He and 
a business partner bought the company that 
has now become Chevalier Outdoor Living 
in 1992. 

“We gave him a few thousand bucks and 
a whole lot of sweat equity, and we had our-
selves a business,” says Frank, who describes 
the business at the time as basically a mowing 
route. 

Not long after, in 1994, he bought out 
his partner’s share of the business. According 
to Frank, the partner had unrealistic expec-
tations that you bought a business then you 
started filling your pockets. Frank realized 
it was going to take a while to build up the 
business. He also married his wife Susan that 
same year, who today manages the mainte-
nance side of the business. 

Creating strong ties with customers, employees and vendors has 
allowed Chevalier Outdoor Living to weather ups and downs.

By Kristin Ely

Mike Frank

Building  
relationships

The early 1990s was the era of walk- 
behind mowers. Frank says zero-turn wasn’t 
even a term back then. 

“A lot of equipment that’s out now didn’t 
even exist then. When we finally bought our 
first zero-turn mower, people didn’t even 
know what they were,” he says.

As the company was performing lawn 
and landscape maintenance for its clients, 
Frank starting seeing mistakes that were 
made by the landscape contractors who in-
stalled them, so the company started taking 
on design and installation work.

“We started designing landscapes that 
were more perennial and deer-friendly as 
a way of helping our maintenance custom-
ers,” he says. “From there we started seeing 
the same problems over and over again with 
patio spaces, so we started doing patios and 
hardscapes the same way. We started seeing 
problems and designing them differently and 
that’s how we evolved along.” 

Once the company started using the 
phrase outdoor living space in its name, that 
side of the business really started to take 
off. At first, it wasn’t the catchphrase that it 
is today. People didn’t think that there were 
enough nice summer days to warrant making 
such an investment in western New York, but 
now it’s here to stay, says Frank. 

Problem-solving
The majority of Chevalier’s growth over the 
years, according to Frank, has been a result 
of solving problems for people. The compa-
ny is on track to book $1.5 million in sales 
in 2021. The maintenance division, which 
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Mike Frank rebuilt his team and company around 
a set of core values after a difficult move to 
Springville, New York. Although it was a tough 
experience, he says it taught him where his real 
strengths are. Photos: L Bo Photography



22            Irrigation & Green Industry    November 2021 www.igin.com

CLOSE-UP PROFILE

includes lawn and landscape maintenance and snow 
and ice removal, makes up 50% of the business, and 
design/build/construction makes up the other 50%. A 
full 90% of the business is residential. 

Solving problems requires good listening skills, 
and Frank tends to ask a lot of questions so he can 
understand his clients’ needs.

“One big thing when I am asking questions is not 
only what they say but what they don’t say,” he says. 
He explains that when someone calls because they 
want a patio, it is important to ask what they are going 
to do with it. Is it to have parties in the backyard? Is it 
a place to relax? Do they want to be able to look out 
their window and see a terrific landscape?

“Answering those questions turns into what we 
build,” says Frank. “It’s really filling a need that they 
can hardly put into words.”

For example, if someone wants to feel relaxed, Frank 
knows what textures, colors and layout can create that 
feeling for the client, even if the client can’t articulate it. 

When he meets with a new customer, he quickly 
tries to establish that they are on the same team and 
determine if the project is right for the company.

“I am more interested in it being a good fit than 
the amount of money they want to spend. The money 
they want to spend is irrelevant,” says Frank.

Chevalier has taken on projects costing $20,000 
and ones that are $200,000. According to Frank, of-
tentimes the $20,000 ones can be more rewarding.

“It’s not the size of the project, it is how the flow 
of it goes with working with the client. I want them to 
be thrilled with it, not only when they are writing the 
check, but 10 years and 20 years later,” he says.

Chevalier will build something that can change 
and adapt with the client during that period when 
they are raising kids, when the kids move out and then 
when the grandkids start coming over. 

“We give it a lot of thought going into it,” says 
Frank. “We are focused on building relationships over 
a long period of time.”

Hiring for the long haul
Building relationships over a long period of time is 
not exclusive to clients. Frank thinks of his employees 
as a long-term investment as well. 

About 14 years ago, right before the mortgage cri-
sis hit, Frank was forced to move his company from 
North Boston, New York, about 15 miles south to 
Springville. The company would have lost a lot of 
money had they stayed in that location, according 
to Frank, because the landlord wanted the company 
to buy it without holding up on a verbal agreement 
that the rent was counting toward the purchase price. 
He learned from that experience saying, “The hardest 
things often teach you the biggest lessons, and that is 
where your real strength comes from.”

One positive result from that experience is that it 
helped him develop a list of core values for his busi-
ness, he says. Those core values guide every decision 
the company now makes. Does it build relationships? 
Does it inspire creativity and express positivity? Does 
it show love and respect to both materials and people 
we want to work with?

“If it does those three things then it is a smart 
thing, and if it doesn’t, it needs to go,” explains Frank.

That approach helped the company restructure 
a few years back as Frank realized the company 
was “spinning its wheels.” While money was going 
through the company’s hands, they weren’t seeing any 
of it, he says. Frank got the core team together and 
had a discussion about what it is that makes the com-
pany tick and what was needed to keep it going in 
the future. 

Frank’s team focuses on finding out what the client is looking for 
in a new build by asking questions. Their responses develop into 
suggestions for the overall project.

It’s not the 
size of the 

project, it is 
how the flow 
of it goes with 
working with 

the client. 
– Mike Frank, 

Chevalier 
Outdoor Living
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What came out of the meeting was an 
understanding that “what we are doing is 
less important than having the right people 
around you, the right equipment, the right 
tools and the right supplier partnerships.”

He explained that you could have the 
best, shiniest, newest equipment, but that 
might be all you have. Or, you might have 
a complex and challenging project, but next 
year the economy could be different and 
those projects might not be there. 

“You have to build something that is 
about the people and then stick together. 
That’s what has made us continue to grow,” 
says Frank. His team has told him that 
they’re looking for colleagues who want to 
be there and be a part of the company.

a certain amount of disposable income. It 
wasn’t necessarily the biggest house, the 
biggest budget or the biggest project either, 
according to Frank.

“Sometimes we get caught up on ‘every-
thing needs to be big,’ and sometimes our 
most profitable work has been small proj-
ects,” says Frank. 

Focusing in on the right clientele has 
been a smart decision. More and more re-

ferrals are coming in and even during the 
COVID-19 pandemic, Chevalier’s phones 
have been ringing nonstop. 

“Our real growth in the last couple of 
years has been all referrals,” says Frank. “It 
all goes back to those relationships.” 

Kristin Ely is an award-winning writer who special-
izes in industry reporting for business publications 
and can be reached at kristinsmithely@gmail.com.

Mike Frank 
relies on a list 
of core values 
to guide his 
decisions for 
the company, 
centering 
on building 
relationships 
and inspiring 
creativity.
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“It can make an already challenging em-
ployment environment even more difficult, 
but I think that’s going to start helping us as 
we move forward because I know there are 
a lot of people out there looking for jobs,” 
says Frank.

Frank has put his efforts toward, as he 
describes it, “building the kind of company 
that people want to work for.” About two 
years ago he started getting his employees 
involved in Breakthrough Academy, which 
is a type of coaching for tradespeople where 
they can learn how to harness their energy 
and creativity. 

“What BTA did for us was gave us a 
structure whereby we can really take all 
these ideas and get them to the ground,” 
says Frank.

Finding direction
During its restructuring, the company de-
termined who its ideal customer was and 
began focusing on those clients. These cli-
ents were of a certain sized project and of 
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W
hat small businesses have 
experienced in this country 
in the last two years has not 
been experienced in more 
than a century.

Yes, it is a fact that COVID-19 changed 
the rules of business success. One of the 
major causes of the success or failure of 
small businesses was their ability to change 
their business paradigms.

As author Joel Barker points out, “Para-
digms are problem-solving systems.” With 
an outdated or ineffective paradigm, your 
business could be headed toward extinc-
tion. With the right kind of paradigm, 
your small business can thrive during the 
months ahead.

The way you see the world determines 
whether you respond or react to what 
you encounter. It is safe to say that many 
of today’s small-business owners have 
not experienced anything like what they 
have experienced in the pandemic-mode 
marketplace.

As the year 2020 and the COVID ex-
perience played out, there were some small 
businesses that were devastated by it, some 
that muddled through it and others flat-
out thrived.

What was the difference? How did your 
business do? From my perspective, it was a 
matter of knowing what business you were 
really in.

The leaders of the railroad industry 
thought they were in the “railroad busi-
ness.” When the transportation needs of 
individuals and companies changed, rail-

Plan ahead to take advantage of the changing times.
road companies were left at the station 
(pun implied). They didn’t realize that they 
were really in the business of transporting 
people and goods from place to place. They 
responded too slowly, and the airline and 
trucking industries took over most of their 
market share. Today they are a fraction of 
the size they were at the height of their 
success and now barely surviving.

On the other hand, what does a busi-
ness look like that knows what business it is 
really in? Here are a few examples.

Apple is in the business that designs, 
manufactures and markets mobile commu-
nication and media devices, personal com-
puters and portable digital music players.

Amazon is not in the retail business, 
but in the business of e-commerce, cloud 
computing, digital streaming and artificial 
intelligence.

Kroger is not just in the retail food and 
products business. This grocery store chain 
puts it this way, “At Kroger, our purpose is 
to feed the human spirit, which means we 
are driven to do more and help make the 
lives of those around us better.”

One way to learn more about which 
business you are really in is to ask your cli-
ents. These experts will tell you what you re-
ally do for them. Too often business owners 
only guess what their clients really need and 
want from them. As a result, they miss the 
mark of what they really should or could be 
providing. Once you truly understand what 
kind of business you are really in, you can go 
to work developing a strategy to accurately 
meet your clients’ needs and wants.

Remember what I said earlier in this 
article. Paradigms are problem-solving sys-
tems. With an outdated or ineffective par-
adigm, your green industry business could 
be headed toward extinction. With the 
right kind of paradigm, your business will 
thrive in today’s economy.

So how do we change our business 
paradigms? Paradigms are common. Ev-
ery business owner or manager has a set 
of business paradigms that govern the way 
they think and act toward the situations 
they find themselves in. Paradigms are 
functional. They help us distinguish what is 
important and what is not.

Have you ever heard the saying, “I’ll see 
it when I believe it”? Well, this paradigm 
reverses the common-sense relationship 
between the saying “I’ll believe it when I 
see it.” In other words, our paradigms can 
cause us to “only believe what we see.” As 
a result, we are unable to clearly see a situ-
ation as it really is, but only as we perceive 
it to be. Here is a short exercise that illus-
trates my point.

Below is a row of numbers. Here is my 
question: What is the reason for the logical 
sequence of these numbers?

8 5 4 9 1 7 6 3 2 0
When I share this exercise with my cli-

ents in one-on-one coaching sessions or to 
participants in live workshops and webinars, 
they invariably come up with some type of 
mathematical reason that almost works. Af-
ter a few minutes of scratching heads and 
half-complete answers, I reveal to them the 

REMEMBER THAT THERE ARE SEVERAL DIFFERENT WAYS TO TACKLE 
A BUSINESS PROBLEM AND KEEP AN OPEN MIND TO CHANGE.

By Tom Borg
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very simple answer. This row of numbers is in alpha-
betical order. 

The reason they struggle to find an answer is be-
cause they are using a mathematical problem-solving 
system or paradigm. It just doesn’t work.

We must remember that there are several differ-
ent ways we can tackle a business problem. We must 
be careful not to let our paradigm become “the para-
digm,” or the only way to do something. Paradigms 
too strongly held can lead to paradigm paralysis, a ter-
minal disease of certainty. The companies that are do-
ing the best during these changing times are the ones 
that developed a “paradigm pliancy.” In other words, 
they remained flexible.

How about you and your green industry business? 
Have you been able to develop paradigm pliancy?

On a scale of 1-10, with 10 being the best, how 
would you rate you and your team on paradigm plian-
cy in the following areas:

• hiring practices and strategies
• training new hires
• marketing and selling strategy 
• continual use of an employee suggestion system
• continual use of client and customer focus 

groups
• ability to provide the kind of custom-

ized services your clients want
• investing in quality equipment that 

can maximize your employees’ efforts
• an effective guarantee to your clients and 

customers
• bonus system for your leadership team
• bonus system for your frontline personnel
• using a leader and employee develop-

mental success system
• using outside resources to train you 

and your team on a regular basis
• using up-to-date software 

systems to manage your 
business

• using and maintaining an up-to-date website
• continually using stay interviews
• continually using exit interviews
The areas you didn’t score between an 8 and 10 

could be the areas you need to develop your para-
digm pliancy.

Email or call me to receive a free e-copy of my 
problem-solving worksheet which can help you be-
gin to develop a paradigm pliancy mindset and prof-
itably leverage the impact of changing times on your 
green industry business. 

TOO OFTEN BUSINESS OWNERS 
ONLY GUESS WHAT THEIR 
CLIENTS REALLY NEED AND 
WANT FROM THEM.
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R etaining walls add a layer of visual in-
terest to any landscape, whether they 
are used to surround an outdoor living 
area or to terrace uneven land, creating 
more usable space. They are also used 

to retain earth and to help prevent erosion. Wheth-
er used for aesthetics or function, the rule of thumb 
for retaining walls remains the same. They shouldn’t 
slide, and they shouldn’t tip. 

“Retaining walls that are engineered or built in-
correctly will either bulge or rotate,” says Joe Kowal-
ski of Kowalski Engineering Inc. in Silverton, Ohio. 
“At some point in time, it will fail, if it happens slow-
ly or if it happens quickly.” 

A retaining wall failure can have catastrophic 
consequences, which is why most states and munici-
palities require walls over 4 feet tall to be engineered 
and permitted. This includes the portion that is bur-
ied beneath the ground. 

“Once you start getting above 4 feet, it gets more 
into the need for engineering because your pressure 
behind the wall increases the taller you get,” says Joe 

Tekulve, owner of Paramount Lawn and Landscape 
in Loveland, Ohio. “Most walls fail from hydrostat-
ic pressure, or water behind the wall, so you have to 
make sure you backfill it with the right amount of 
gravel, have the right amount of water drainage and 
tie it in with the right amount of geogrid.” 

Geogrid, a geosynthetic material that is used to 
reinforce soil behind a retaining wall, is a vital com-
ponent of any retaining wall construction. An en-
gineer will determine how deep the geogrid should 
recess into the hillside and provide specifications on 
exactly how the wall should be built. For walls under 
4 feet in height, using geogrid to tie a retaining wall 
into the earth and backfilling the wall with gravel 
translates to a fairly affordable, eye-catching feature. 
For walls over 4 feet, the cost increase significantly. 

“That’s where you sometimes run into problems 
with homeowners,” Tekulve says. “They don’t realize 
how expensive and involved it is when you have a 
wall over 4 feet. It can run anywhere from $2,000 to 
$6,000 just to have the wall engineered and permit-
ted, and they get sticker shock.” 

Built to 
LAST

Construct 
retaining 
walls with 
safety in 
mind to 
support a 
landscape 
design.

By Lauren Sable Freiman
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Because of the added cost of engineering some 
retaining walls, Tekulve is always upfront with res-
idential customers who are envisioning terracing to 
increase the size of their yard.

“They don’t realize that what they’re thinking of 
is going to be $200,000 or more, and that’s when you 
run into issues on the residential side,” Tekulve says. 
“You just have to prep and educate them. When they 
look at the cost and what’s involved, they’re in dis-
belief.” 

Tekulve says commercial clients who are develop-
ing land typically understand that the costs associat-
ed with retaining walls, some higher than 50 feet, can 
run in the millions.

“The taller they are, the more functional they are, 
and the riskier it is because you are retaining more 
weight and pressure,” Tekulve says. “You also have to 
add things like handrails, because you wouldn’t want 
a 20-foot wall without a handrail.” 

While the failure of a wall under 4 feet might not 
have catastrophic consequences, proper planning and 
building can save thousands in repairs down the line.

“If a wall starts to move and there are items 
within that wall that aren’t flexible or forgiving, like 
utilities, storm water lines, electric lines or irrigation 
lines, they’re going to snap and break,” Kowalski says. 
“There are walls that are 2 feet tall that slowly tip over 
and it doesn’t seem like a big deal, until you realize it 
is someone’s backyard with a fire pit or patio above 
it, and all the sudden they’re into $10,000 worth of 
work to a fix a 2-foot wall.” 

AVOIDING PITFALLS
No matter the height or purpose of a retaining wall, 
Kowalski says that proper planning and preparation 
is key. Partnering with an engineer or landscape ar-
chitect who has the experience and know-how to 
plan a retaining wall is good practice when taking on 
the heavy labor of retaining wall construction. 

“It is important to have a good drawing from a 
landscape architect or civil engineer that can use a la-
ser or survey equipment to determine how high this 
wall is going to be, where it will be located and what 

Retaining walls can change an unusable area into space for an outdoor feature such as a fire pit. Regard-
less of the wall’s purpose, proper planning is critical to keeping it sturdy. If a wall is planned to be taller 
than four feet, costs start to escalate because of the potential problems. Even a short wall’s collapse can 
cause considerable damage if utilities run through it. Photos: Paramount Lawn and Landscape

Built to 
LAST

THE TALLER THEY 
ARE, THE MORE 
FUNCTIONAL 
THEY ARE, AND 
THE RISKIER IT IS 
BECAUSE YOU ARE 
RETAINING MORE 
WEIGHT AND 
PRESSURE. 
– Joe Tekulve, Paramount 
Lawn and Landscape
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the final surface grades will be,” Kowalski says. “You 
want to know what the surface grades are, where the 
water is flowing and if the wall is going to be stable, 
because once you’ve changed the grade of a slope, 
you’ve also changed the direction of the water, and 
suddenly water is being directed at your foundation 
wall.” 

In geographic areas filled with hills, retaining 
walls are very common to help prevent erosion and 
to transform unusable hillsides into useable space. 
Tekulve says that very steep and hilly yards can be 
transformed by retaining walls that can add features 
like an outdoor living area, a fire pit with lighting or 
a paver patio. But knowing the boundaries upfront is 
paramount. 

“Make sure you get the property surveyed so 
you’re not building a wall on the neighbor’s property,” 
Tekulve says. “If you put a mulch bed on the neigh-
bor’s property, it might not be a big deal, but if you 
build a retaining wall, you might have a $20,000 or 
$100,000 wall that needs to be moved.” 

Knowing the location of irrigation lines and 
seemingly unrelated things like downspouts and 
drains is also important to maintaining the integrity 
of the wall. 

“Things break, and we know that, so we try hard 
to make sure if that happens, we aren’t causing a lot 
of damage,” says Dan Barron of Timberline Land-
scaping in Colorado Springs, Colorado. “Drainage is 
a huge thing for a retaining wall, so if you have an 
area that has the potential for water, like downspouts 
off of homes, you have to make sure that your drain-
pipes don’t exit behind or around your wall, because 
that water can cause washouts or decrease the wall’s 
life expectancy as designed.” 

Just as irrigation lines shouldn’t be installed close 
to a foundation, Barron says main lines should be 
positioned at least 6 feet away from retaining walls 
when possible. In cases where obstacles prevent that, 
Barron recommends that any irrigation lines be 
sleeved, so they have outer protection in the event 
of a break. 

“If something were to break it would break into 
the sleeve and daylight where it was directed, allow-
ing less chance for the water to cause damage to the 
retaining wall,” he says. 

KNOW YOUR OPTIONS
Kowalski says an engineer can quickly determine 

what type of wall can be safely and correctly engi-
neered for any given space. With that knowledge, 
contractors can then consider a variety of products to 
meet their client’s budget and vision. 

“Walls are either a cut wall, which is where there 
is an excavation into the side of the hill and the wall 
is built up to hold that land back, or a fill wall, where 
you fill up above the existing grade so your land will 
be higher than the existing land,” Kowalski says. 
“Based on that, you can determine the best type of 
retaining wall. That could be a segmental wall, a nat-
ural stone wall mortared together, a precast modular 
block wall or a soldier pile wall with steel beams or 
concrete or wooden planks in between.” 

While there are many options for materials to 
build retaining walls, the options for backfilling walls 
aren’t as flexible. Kowalski cautions that backfilling 
should always be completed with angular gravel. 

“There is never a situation in which someone 
should backfill behind these walls with clay,” Kowal-

There are variety of types of 
retaining wall, such as seg-
mental wall, natural stone wall 
or precast modular block wall. 
With any wall, angular gravel 
should be used for backfill.

IT’S IMPORTANT 
TO EDUCATE 
CLIENTS ON 
RETAINING WALL 
SPECIFICATIONS, 
AS WALLS 
TALLER THAN 
4 FEET CAN 
DRASTICALLY 
CHANGE THE 
COST.
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ski says. “Gravel has a high strength. It has the ability 
to let water leak through so it won’t build up pressure, 
it is easy to compact, easy to place and easy to handle. 
You don’t want to backfill with clay. It will tip over, 
and that is guaranteed.” 

Many manufacturers provide courses and certifi-
cations related to their products, Tekulve says, and 
it is especially important to make sure that any ma-
terials are being installed according to manufacturer 
specifications. 

One common mistake is that contractors often 
neglect to fill the hollow cores in the center of some 
block materials, a key step in adding mass to the wall. 

“That core needs to be filled with stone, but for 
some reason people will leave it hollow or they will 
try to stack up multiple layers of wall blocks and then 
fill the cores,” Kowalski says. “When you fill the top 
wall block the stone doesn’t flow all the way to the 
bottom. You have to fill each course of wall blocks 
separately and independently. That stone is an im-
portant part of the overall wall structure.” 

Often, contractors believe that wall blocks, once 
filled with gravel, are strong enough to support fence 
posts. Kowalski cautions against this practice. “Fence 

posts need to be behind wall block,” he says. “Peo-
ple attach fence posts to small wall blocks, and they 
break and tip over. We recommend against it, and it 
isn’t standard in the industry.” 

Barron says he often installs retaining walls made 
of giant, irregularly shaped boulders. With the help 
of excavators and heavy chains, he painstakingly 
places the boulders, then rotates them to reveal the 
boulder’s “best face.” With the size and mass of the 
materials used to build retaining walls, Barron says 
that in addition to the safety concerns of wall fail-
ures, contractors should be aware of safety risks to 
the human body. 

“With the size of the materials we use, we make 
sure to work as a team and we strive in safety,” he says.

While retaining walls are a time-consuming and 
involved process, Tekulve says the finished product is 
worth the effort. 

“It is heavy, hard work, but it is very rewarding 
when you see the finished product,” he says. “It is a 
labor of love.” 

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

Pick up the best 
projects available by 
getting certified.

By Carol Brzozowski
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CERTIFICATION

O
n a recent business trip to Florida, Kurt Thompson, president of 
K. Thompson & Associates in Charlotte, North Carolina, was 
asked by a county government official if he had credentials.

In years past, whether or not an irrigation contractor was cre-
dentialed didn’t seem to be much on the radar.

But Thompson says his experience could be part of a trend 
for the demand for more credentialed contractors as clients investing money in a 
project are seeking the best outcome for that investment. 

There are myriad benefits to getting certified, and the Irrigation Association, 
Fairfax, Virginia, offers six individual programs that can elevate a contractor’s ca-
reer, including becoming a certified irrigation contractor.

“Having an Irrigation Association certification following your name adds in-
stant credibility in the eyes of prospective clients,” says Deborah Hamlin, CAE, 
FASAE, IA CEO. “It shows a commitment to take that extra step to advance your 
own professional development and improve your skill level.”

Credentials are mutually beneficial to both irrigation contractors and the com-
panies for which they work. They not only set an individual contractor apart from 
others seeking jobs in the industry or getting to do higher value work for the 
company for which they work, but they also help a company stand out among the 
options for those seeking services.

The IA has been offering its certification program since 1983. “Being IA cer-
tified puts you in an elite group of professionals,” says Hamlin. “This program has 
set the bar for the industry and has helped many landscape contractors grow and 
expand their businesses.”

“I’m a huge believer in it,” notes Thompson, who not only has every credential 
the IA has to offer, but also is certified in a number of states and has national cer-
tifications that apply to irrigation and management. Thompson is a credentialed 
CIC, CID, CLWM, CLIA, CGIA and CIT.  His CID designation includes res-
idential, commercial and golf specialties, and his CLIA includes a drip specialty.  
These are exams above and beyond the general exam.

Thompson, who started earning certifications earlier in his career, also is direc-
tor of educational programs for IrriTech Training.

Once a contractor earns a certification, it’s critical to start marketing it widely.
“It is difficult to promote a certification if the consumer doesn’t easily recog-

nize it,” points out Chris Pine, CID, CIC, CLWM, CLIA, CIT, MCLP, CLVLT, 

CHOOSE	YOUR	COURSE
The Irrigation Association offers several certifications cover-
ing multiple aspects of the industry. Making the choice to be 
trained and certified can open new project opportunities and 
make your company more attractive to potential employees.

These certifications are offered by the IA:
• Certified irrigation technicians (CITs) are entry-level techni-

cians who install, maintain and repair irrigation systems.
• Certified landscape irrigation auditors (CLIAs) gather irrigation water-use 

data and test landscape irrigation systems.
• Certified golf irrigation auditors (CGIAs) gather irrigation water-use data 

and test golf irrigation systems.
• Certified irrigation contractors (CICs) are experienced business owners who 

execute irrigation projects to install, maintain and repair irrigation systems.
• Certified irrigation designers (CIDs) establish specifications and design 

drawings for landscape irrigation projects. The IA certifies irrigation design-
ers in two landscape specialties: golf course and residential/commercial 
irrigation.
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principal, IrriTech Training. “Contractors 
should market the value that the CIC cer-
tification brings to the consumer, such as 
the proven understanding of installing and 
managing their irrigation system, the com-
mitment to best practices or the rigorous 
continuing education requirements.”

Thompson markets his own credentials 
extensively, even to the point that he al-
ludes to them on his voicemail message, in-

dicating to callers that he is either training 
someone for a credential or is in the field 
with a client doing the type of work com-
mensurate with his level of training.

Certification is a step beyond state li-
censure, Thompson notes.

“State licensure is more about mini-
mum standards and it differs from state to 
state,” he adds. “Depending on the creden-
tial, like the Irrigation Association creden-
tials, those are national standards that are 
verifiable and put you on a very high level 
as a solid credential.”

Market	your	worth
Many contractors who get certified almost 
never market it. “They don’t do anything 
other than maybe put it on their email 
signature and business card,” Thompson 
adds. “They don’t parlay that into a position 
that is meaningful to their clients. If I were 
talking to the CFO of a development com-
pany that has water use problems on 500 
acres of 15 industrial parks, my credentials 
are going to be meaningful to them in a 
different way than if I’m talking to a home-
owner or general contractor.”

Peace of mind is the primary factor 
that underscores why a potential customer 
should care if a contractor has credentials, 
Thompson notes.

“Ask a customer if they’ve ever experi-
enced hiring a contractor to fix a problem 
that didn’t get fixed,” he adds. “Credential-
ing helps you look for those problems.”

The best way to use certifications in the 
bidding or quote process is to prepare and 
include a fact sheet on the CIC program 
for the potential client, Pine notes.

It’s key to emphasize the significance 
of that certification to the potential cli-
ent during the quote and bidding process. 
“You’re going to have to educate them; oth-
erwise, there won’t be any value,” Thompson 
says. “It’ll just be a bunch of acronyms after 
your name. You can’t just say, ‘Hey, I’m a 
certified irrigation contractor,’ because they 
might not have any idea what that means. 
You’re going to have to include either your 

own write-up about what it means or direct 
people to websites to learn more about the 
certification, an overview of the program 
and what it means from the organization 
doing the certification. You show the client 
where they can go to verify you’re current 
and in good standing with the credential.”

Beyond promoting one’s own creden-
tials, there is additional value in promoting 
the aggregate credentials of the company’s 
entire crew.

Contractors can best promote how much 
the company’s crew is certified by talking 
about the value of the continuing education 
program to the consumer, notes Pine.

“Use all the methods of market com-
munication — social media, website, print 
media and truck lettering, to name a few,” 
he says. 

Thompson says it’s important to get as 
many employees credentialed as possible 
and then let clients know that the crew 
members doing work on their site are cer-
tified.

There’s a chance that the irrigation 
company owner or salesperson who is cre-
dentialed may not be on the job at all times, 
so it’s critical not only to have crew mem-
bers certified but to convey that to the cus-
tomer to encourage their confidence in the 
job, he adds. A company’s growth becomes 
stronger with every certification that each 
employee earns. 

Build	stronger	crews
In enhancing overall company growth, 
certification promotes continued personal 
and professional knowledge-based devel-
opment and can increase the chances of 

“Having an Irrigation Association certification 
following your name adds instant credibility in  

the eyes of prospective clients.” 
– Deborah Hamlin, Irrigation Association
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retaining the best employees through a 
company’s investment in workers’ success, 
Pine points out.

Showing a path of professional devel-
opment to a candidate coming to be hired 
at your company is almost essential, says 
Thompson. “It goes way beyond the pay-
check. A company is going to want some 

type of training to get the best people to 
come and stay. It’s a critical piece in your 
whole human resources plan. To attract and 
retain people, you’ve got to invest in them 
or you’re never going to get them because 
the best people won’t come, let alone stay.” 

IA University courses, which are of-
fered every year during the annual Irriga-
tion Show, teach the core fundamental and 
practical skills specific to landscape irri-
gation professionals. Many IA University 
courses are recommended for review prior 
to taking a certification exam. 

Given the existing competition and ad-
ditional jobs on the market, certification 
can be used as leverage. Thompson says he 
has always offered incentives to his em-
ployees to better their skills and knowledge, 
including underwriting their training costs.

As far as leveraging certification in the 
competitive market for high-value clients, 

“communicate the benefits to the con-
sumer and also select the consumer who 
places value in a company that believes in 
the certification programs in our indus-
try,” Pine says. Word of mouth regarding 
the best companies to hire and the best 
companies for which to work will go far 
as well.  

Carol Brzozowski is a freelance writer with a spe-
cialty in environmental journalism based in Coral 
Springs, Florida. She can be reached at brzozowski.
carol@gmail.com.

READY	TO	BECOME	CERTIFIED?
Irrigation professionals interested in earning an IA certification have the option to take 
either a computer-based IA certification exam or an in-person paper-and-pencil exam. 
Certification exams are offered at hundreds of testing centers throughout North America 
and internationally throughout the year. 

“With the computer-based exams, candidates can pick the date, time and location that 
works best for them,” says Deborah Hamlin, CAE, FASAE, IA CEO. “In fact, they even receive 
preliminary results immediately after finishing the exam.”

Paper-and-pencil exams are offered every year at the annual Irrigation Show and Edu-
cation Week, as well as at times throughout the year. 

To learn more about taking an exam at the 2021 Irrigation Show or to take IA University 
courses, go to www.irrigationshow.org. Information about computer-based exams is avail-
able at www.irrigation.org/certification. 

IA University courses, which are offered every year during the 
annual Irrigation Show, teach the core fundamental and practical 

skills specific to landscape irrigation professionals.
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SOFTWARE

W
hen it works correctly, using job man-
agement software can make tasks like 
customer relationship management and 
payroll seem effortless. But finding the 
right software to make that happen and 

integrating it into your daily routine takes a little bit 
more work. These tips from landscape and irrigation 
professionals can help that process go smoothly.

Take your time
At the beginning, the biggest obstacle for 
K&D Landscaping Inc., Watsonville, Cal-

ifornia, was choosing the right software option, says 
Shane White, maintenance department leader. 

“It took us about two years,” he says. “It came 
down to us not really being able to decide on one 
software compared to another.”

Making the choice took time, with multiple 
demonstrations by each company and deep dives 
into the features available, he says. He talked to other 
business owners in the industry to get a read on what 
worked best for them and how they had incorporated 
those features. Part of the reason he was being so con-
siderate was that he trying to make plans for the future.

“Where are you trying to go with your business? 
What software is going to be the best fit not only for 
today, but for the next year, or five years or 10 years 
down the road?” White says. “You have to be thinking 
about that.”

Try not to just look for something that will work 
in the short term or up until a certain volume if you 
are focused on company growth. “We really wanted 
to make sure we made the right decision because we 
have a big goal,” he says.

EASY INSTALLATION
Use these 
three tips for a 
better software 
platform rollout.
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SOFTWARE

Heartland’s Aspire director, says he aims for a longer 
window. 

“Our method is that we want to make sure every-
body’s comfortable with it,” he says. For a company 
that will stand alone as its own brand, “we will plan 
out for about four months.”

Choose your team
Much of the effectiveness of transitioning 
to a new system depends on the team that’s 

in place, Tribble says. “You can have two companies 
at the same revenue mark, and one company can 
handle something like this. For the other one, it flips 
their world on its head.”

As an acquisition is underway, Tribble makes sure 
there’s a mixture of people on the team tasked with 
setting up the new software, including someone cho-
sen to be the local subject matter expert. That person, 
typically an office manager or a similar position, is a 
part of every meeting related to the software. He also 
recommends including your strongest account man-
ager, your operations manager and a representative 
from accounting. 

“Really having everyone on the same page, under-
standing how things are going to look and making 
sure everyone is on board is important to us,” Tribble 
says. “We really try to train up those key areas.”

That way, when the training is finished several 
months later, several people throughout the company 
are able to answer questions and serve as a resource 
for others still getting used to the platform, he says. 

“Our industry is so slow to change and adapt, and 
it really upsets people if something gets changed,” 
he says. “This can be an opportunity for somebody 
to step up. I don’t know who from the staff is going 
to embrace it. But somebody will. Don’t be afraid to 
lean on them through the process.”

While one person can help drive the integration 
of a new software, there needs to be assurance from 
company management, White says.

“A big part of it is having buy-in from the top 
down,” he says. “Having the leaders of the company 
and the executive team, the management team, the 
supervisor level – getting their buy-in is critical to 
making a successful rollout of the software.”

The management team has to think like salespeo-
ple, motivating the crews to build the software into 
their daily routines for everyone’s benefit, he says. 
With the right drive from the top of the company, 
the perspective can shift from being a frustrating 
struggle with data entry and check-ins to a way of 
improving communication and reducing daily an-
noyances.

“You have to sell, ‘Hey, once we get the system 
to where we want it to be, we’re going to be making 
leaps and bounds of improvements,’” White says. “If 
you can get them to buy into that belief, they will 
take it and run with it.”

White worked with a team of two others with dif-
ferent backgrounds in the company to make sure the 
different segments of the company were represented in 
researching the software options. It was important for 
his team to know how the potential platform would 
match with what was needed from the accounting, 
executive and operations sides of the company.

Kansas City, Missouri-based Heartland Compa-
ny, which was formed in 2016, built its model around 
growth through organic development and acquisition. 
As it brings companies into the fold, they’re trained 
on Heartland’s chosen software platform. Right from 
the start, they understand that onboarding with the 
new system will take some extra work with the later 
payoff of greater efficiency.

While it’s possible to change a company’s sys-
tems over in a handful of months, David Tribble,  

BY KYLE BROWN

THAT’S BEEN 
A BIG PART OF 
OUR SUCCESS, 
REALLY SELLING 
IT TO OUR TEAM 
IN A POSITIVE 
WAY WITHOUT 
SUGARCOATING 
IT AND LETTING 
THEM KNOW THAT 
WE’RE GOING 
TO BE HERE TO 
WORK THROUGH 
IT TOGETHER. 
– Shane White,  
K&D Landscaping
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SOFTWARE

Supervisors and crew managers are especially 
important in the buy-in structure, as crew members 
tend to be the toughest to bring on board, he says. 
It’s important to be honest that the shift might feel 
tough at first, but share how the software will sus-
tain the company’s growth and improve things for 
everyone.

“That’s been a big part of our success, really selling 
it to our team in a positive way without sugarcoating 
it and letting them know that we’re going to be here 
to work through it together,” he says.

The other side of that equation is to be open to 
feedback and work alongside your crews to overcome 
any obstacles, he says. If necessary, take the problem 
back to the software provider and look for solutions 
together.

Gather the information
Tribble’s team uses a checklist to help 
move the transition along, starting with 

some discovery time to dig into the company’s 
business practices. Having a solid understanding 
of how the company operates can make it eas-
ier to match up software features to the job re-

quirements. That includes customer relationship 
management and job management structures, 
whether those are handled in another software 
platform or on scraps of paper collected in the 
truck console.

“One of the biggest lifts is getting together all 
of your information, wherever it is,” Tribble says. 
“Sometimes it’s in spreadsheets. Sometimes it’s 
worse.”

Be ready to dedicate a few weeks just to that 
collection process and getting the data where it 
needs to go in the new system, Tribble says. It 
might be time-consuming, but the payoff will be 
worth it going forward. 

While working through that process, it can be 
helpful for the team to understand where the data 
will end up being used.

“Start with the end in mind,” says Tribble. 
“We’ll show them an invoice and show them how 
things flow through the system. On the first cou-
ple calls, we’ll say ‘Here’s how things move. You 
put your contact information here, and now it gets 
associated with a property. Then a property can 
create a contract or work order.’”

WHEN DECIDING 
ON THE CORRECT 
SOFTWARE, LOOK 
FOR A PLATFORM 
THAT WILL MATCH 
YOUR GOALS FOR 
THE NEXT FIVE 
YEARS OR MORE.

BY THE NUMBERS
Job management software can be an extremely useful tool for landscape and irrigation profession-
als, especially as they’re looking for efficiencies and ways to streamline the business. We asked our 
readers for feedback to uncover the major trends in how they use job management software and 
where it makes the biggest impact. Responses involving usage were filtered to select only those 
currently using job management software. Thanks to Aspire Software for sponsoring this survey.

Our survey tracked contractors across specialties, with more covering residential properties 
than commercial. About 40% had between 1 and 5 employees on average, with the next largest 
group running with 11 to 25 employees at 20%. 

Contractors mainly use job management software for scheduling, estimating, customer rela-
tionship management and invoicing. If pressed to pick one of those as the most important fea-
ture, scheduling takes the lead at 47%, almost twice the 25% who chose estimation. Respondents 
consider ease of use, product features and ongoing customer support the top three factors when 
choosing job management software.

While implementing a new software platform can be difficult, contractors tend to believe that 
their crews are up to the challenge. A total of 69% characterize their teams as open to software. For 
training, a total of 44% cover the details either monthly or quarterly, just a little more than seasonally 
at 41%.

Do you currently use job 
management software?

When did you last research 
a new job management 
software service?

54%
Yes

Yes
No

46%
No

 In the past three months
 In the past six months
 In the past year
 In the past two years

18%

16%
53%

34% 66%

13%

What services do you use job management services for?

Scheduling

Estimating

Customer relationship management

Invoicing

Payroll

Purchasing 

83%

78%

67%

83%

40%

22%

47%

25%
6%

17%

5%
0%

Which one of those services is most important to 
handle with job management services?

Scheduling

Estimating

Customer relationship management

Invoicing

Payroll

Purchasing

Does your business 
have an employee 
dedicated to 
technology 
and software 
management?
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When the process feels more tangible, 
the team is more likely to really put effort 
into getting the right data to the right 
place, he says.

“You’re showing them the end result 
up front and making sure they under-
stand,” he says. “That puts an emphasis on 
slowing down and getting the right infor-
mation. It’s junk in, junk out. If we don’t 
spend some time there up front, it’s going 
to cause a lot of headaches on the back.”

K&D used the training opportunity 
as a way to develop standard operating 
procedures for the software use and had 
videos made with practices specific to 
the company. While the software plat-
form the company was using had its own 
video library, having customized options 
helped crews understand the changes 
more quickly, White says. Not only has 
that helped his team develop specific 
SOPs, but they’ve already improved some 
of those guidelines in the process of col-
lecting and documenting them.

It’s important to understand how 
much time to put into the software to 
get the most out of the features. It can 
be easy to get lost in the weeds, entering 
every single bit of information possible. 
But when Tribble’s team works with a 
new company, they have to help some 
crew members find a balance.

“We try to really find the balance of 
knowing what information you need to 
accurately run your business to get good 
real-time information without spending 
too much time in front of the screen,” he 
says. “If you’re an account manager, your 
number one role is to be in front of the 
customer, not in front of the system.”

Don’t allow employees to think of the 
software as a means of staying chained 
to the desk, he says. Look for ways for 
those details to be entered from the field 
or shared through a cloud system. 

“Invest in the technology to allow your 
teams to be mobile and take advantage of 
the software in the field,” says Tribble. 

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

READ THE FULL REPORT ONLINE
To dig into the data, including information on 
how much contractors are spending on job man-
agement software and other decision factors, 
head to www.igin.com/2021-software-survey.
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L
andscape contractors looking for 
new mini skid steers and compact 
loaders will have a range of features 
to prioritize. While the projects that 
a skid steer can help with haven’t 

changed, the vehicles offer new ways to 
be useful for industry professionals. That’s 
leading to an increased demand, says Buck 
Storlie, product manager for ASV Hold-
ings Inc., Grand Rapids, Minnesota.

“When looking at mini track loaders, 
the biggest trend to call out is their grow-
ing popularity in general,” says Storlie. “In 
landscaping in particular there is a desire 
for smaller machines that can fit through 
yard gates and work comfortably in tight 
residential situations. Cabbed small track 
loaders are being looked at more and more 
by landscapers who want to use the ma-
chines for snow removal, where they have 
the obvious advantage over open-air, stand-
on type units.”

The small size of the machines can make 
a big difference for prospective buyers, 
opening the door to projects that wouldn’t 
have been possible otherwise.

“Some of the smallest sit-in compact 
track loaders in the industry are good ma-
chines as they are extremely compact to of-
fer all those advantages,” says Storlie. “But 
they also have the safety and year-round 
comfort benefits of enclosed cab CTLs.”

But a small frame doesn’t necessarily 
have to mean a sacrifice in lifting capacity, 
says Trevor Koolmees, sales manager for 
Vermeer Corporation, Pella, Iowa. 

“The mini skid steer loader market is 
trending larger units over the last sever-
al years,” says Koolmees. “The mini skid 
steer’s design allows it to be operated on job 

Tracking trends
sites where traditional loaders may not be 
able to access. In recent years manufactur-
ers have introduced models with higher lift 
capacities and auxiliary hydraulic flow for 
running attachments. These advances help 
bridge the gap between the skid steer/com-
pact track loader and the mini skid steer 
product categories.” 

Environmental efficiency
One of the new trends with mini skid 
steers and compact loaders involves build-
ing a more “green” and climate-friendly 
product to stay up to date with consumer 
and market demands, says Delvin Wilger, 
product and marketing specialist for Leon 
Manufacturing Company Inc., operator of 
the Yorkton, Saskatchewan. Ramrod brand.

“It is no surprise that reducing emissions 
is on everyone’s mind across the industry,” 
says Wilger. “Meeting the Environmental 
Protection Agency’s Tier 4 emissions stan-
dards is one of the ways this product cat-
egory is staying relevant, and getting that 
mix of capability and [low] Or br is going 
to be a major concern for everyone going 
forward.”

When buying a new skid steer or mini 
compact loader, purchasers should be 
aware of the environmental efficiency of 
the product, says Wilger. With a variety of 
environmental concerns, requirements and 
expectations from their consumer base, the 
industry is taking a customized approach to 
solutions. 

For some companies, some of the prod-
uct design has focused on an increased 
demand for more sustainable practices 
through alternative energy options, says 
Lars Arnold, electromobility product man-

ager for Volvo CE, based in Gothenburg, 
Sweden.

“We are meeting the need from the 
emerging trend of sustainability with the 
development of electric machines,” says 
Arnold. “This includes a battery-powered 
electric compact wheel loader and an elec-
tric compact excavator.”

According to Arnold, this includes best 
practices in sustainability such as develop-
ing products with zero exhaust emissions 
and significantly lower noise level than 
diesel machines. The products have been 
shown to provide the same performance 
level as equally sized diesel counterparts. 
Another perk with electric models is that 
costs can be quickly offset, thanks to sig-
nificantly lower maintenance needs. 

Figuring out features
While the features vary from product to 
product, there’s one detail that makes sense 
to use as a starting point for contractor 
comparison, says Darren Ashton, product 
manager of compact equipment for Volvo 
CE. “A very important factor in a purchase 
is the number of attachments that a com-
pact wheel loader supports,” says Ashton. 

Wilger says the number of attachments 
is often a make-or-break differentiator be-
tween products. “The attachments make 
the biggest difference. Each new piece is 
another chance to expand your machine’s 
use,” he says. “Essentially, the machine 
you own is future-proofed, because it is 
constantly getting extra capabilities. With 
constant development it is really the case 
where you can blink and discover some-
thing new that your machine can do.”

Look for features that 
boost productivity in 
new mini skid steers.
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MINI SKID STEERS

Along with attachments, comfort is also 
a predominant feature as product lines ex-
pand. 

“For skid steers, like other compact 
equipment, we’re seeing a growing focus 
on cab and comfort features,” says Storlie. 
“Operators and business owners are seeing 
the impact a comfortable cab can have on 
productivity.” When operators are using a 
piece of equipment all day, the cab needs 
to be comfortable and provide features 
to improve ease of use. Details like 360- 
degree visibility, more glass area, large color 
touchscreen displays, dual-throttle capabil-
ities and upgraded cab pressurization can 
all be helpful.

Mobility around the project and be-
tween work sites is another factor to con-
sider for efficiency, Ashton says. “The best 
products should offer a high-speed drive-
line option for compact wheel loader mod-
els. This allows mile-per-hour speeds to 
double, providing faster cycle times and al-
lowing the machines to travel more quickly 
between job sites. 

Machines with a standard-speed trans-
mission can be slow, and the alternative of 
transporting them by truck from site to site 
can be expensive. 

“This higher travel speed is not only ef-
ficient but it also improves productivity in 
applications like load and carry and clear-
ing snow,” he says. Contractors should look 
for multiple driveline speeds with the prod-
uct that should range anywhere between 10 
miles per hour and 35 miles per hour. With 
all the flexibility in the product base, com-
pact wheel loaders are a necessity for more 
jobs than many contractors think. 

“Their maneuverability, weight, horse-
power, digging performance and lifting 
performance make compact wheel loaders 
a versatile machine,” says Ashton. “Their 
size and all-around visibility also make 
them a great option for safely working in 
tight spaces.” 

Koolmees emphasizes the three ar-
eas where larger mini skid steer loaders 
excel when compared to smaller units 
are lift capacity, hydraulic flow to at-
tachments and breakout force. 

“These qualities benefit landscape 
contractors working with heavy ma-
terials, running ground engagement 
attachments like soil cultivators and 
harley rakes, and for digging,” says 
Koolmees. 

Purchasing power 
Purchasers often do not have a complete 
concept or vision of all the jobs that can 
be handled when buying a compact wheel 
loader and the actual environment it will 
be working in, says Wilger. “It is import-
ant to keep in mind where you are working 
and where you want to go in order to get 
the right machine. If your business mostly 
works in very small spaces, take a look at a 
more compact machine.”

Wheel and track specifications make 
up an important part of understanding 
how any machine will work in an envi-
ronment, Wilger says. If a contractor is 
working on turf, look for tracks that will 
minimize damage.

“You want to make the best use of your 
investment as you can, so that means tak-
ing a close look at your regular clientele 
and which of the vast array of attachments 
you need before you decide which machine 
is the best fit,” he says.

Ashton recommends that potential 
purchasers physically write down details 
about the environment the machine will 
be used in, along with current jobs and 
possible future clients, so that list can be 
referenced once the buying process begins. 

“Sometimes when contractors picture 
a compact wheel loader, they only picture 
it utilizing buckets or forks. They can also 
be designed to handle more robust attach-

ments,” says Ashton. “Some original 
equipment manufacturers have the op-
tion to factory-fit wheel loaders with 
extra hydraulic lines that allow cus-
tomers to operate and run a variety of 
hydraulically driven attachments like 
brooms, grapples, snow blowers and 
more. For applications like sweeping 
streets or moving snow, the added 
height of the cab and increased speed 
options allow for quicker, easier work 
compared to compact track or skid 
steer loaders.”

For landscape contractors, Stor-
lie recommends purchasing ma-

chines that can maximize performance 
while minimizing ground disturbance. 

“This is where we recommend looking 
at compact track loaders over skid steers 
for their better flotation and lower ground 
pressures,” says Storlie. “But not all CTLs 
are created equal here. The highest quality 
product lines have low ground pressures. 
Also look for turf tracks in smaller models 
that can greatly reduce any nasty damage to 
sensitive turf.”

There are ways to reduce the cost of 
ownership on compact wheel loaders, so 
try to avoid making a purchase based on 
price alone, says Ashton. “Make sure your 
machine is sized to the job and utilizing 
the right attachments. Selecting tires that 
are appropriate for the application, plus 
implementing regular checks of tire pres-
sure, will prevent premature tire failures. It 
is also wise to take advantage of machine 
monitoring programs available on some 
compact wheel loader models. Having a 
monitoring program like this gives owners 
the most service life out of their machines.”

And while weight and dimensions play 
a part in determining the available jobs, 
they’re not the only thing to consider, says 
Koolmees. Identifying the proper retailer is 
also just as important as selecting the right 
unit. 

“Today, there are more options of mini 
skid steer available to buyers than ever be-
fore with new models that have been intro-
duced offering more horsepower and lifting 
capacity,” says Koolmees. “It is important to 
keep in mind that a bigger machine isn’t al-
ways better. For buyers looking to purchase 
a mini skid steer, choosing the right size 
model for your needs helps optimize pro-
duction. It is also important to work with a 
local dealership that has expertise in match-
ing a model to a specific application.” 

Rodric Hurdle-Bradford is associate editor for Irriga-
tion & Green Industry and can be reached at rodric@
igin.com.Photo: Leon Manufacturing

Photo: Vermeer Corporation
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Model Engine Horsepower Length × Width 
(inches)

Weight 
(pounds)

Fuel  
capacity 
(gallons)

Hydraulic 
pump capacity 

(gallons per 
minute)

Rated 
operating 
capacity 
(pounds)

Tipping load 
(pounds)

Max lift 
height 

(inches)

ASV RT-25 Diesel 24.7 114 × 48 3,755 10 11.3 665 1,900 101
ASV RT-40 Diesel 37.5 112.7 × 48.3 4,175 13 13.3 931 2,660 101
ASV RT-50 Diesel 49.6 126.4 × 58.5 5,350 13 13.3 1,400 4,000 109.6
ASV RT-65 MAX-Series Diesel 67 141.5 × 66 7,480 23.2 22.2 1,925 5,500 116.5
ASV VT-70 High Output MAX-Series Diesel 74.3 81.4 × 65.6 8,035 23.2 22.9 2,328 6,680 127
ASV RT-75 MAX-Series Diesel 74 148 × 70 9,060 18.4 22.6 2,750 7,857 125.5
ASV RT-75 HD MAX-Series Diesel 74 149 × 70 9,210 18.4 22.6 2,800 8,000 125
ASV RT-120 Diesel 120 157 × 71 11,265 30 20 (45 high flow) 3,535 10,100 125
ASV RT-120 Forestry Diesel 120 163 × 73 12,255 30 20 (45 high flow) 3,745 10,700 125
ASV RS-75 MAX-Series Diesel 74.2 146 × 72 7,595 28 21.3 2,600 5,200 125
ASV VS-75 MAX-Series Diesel 74.2 131 × 72 8,910 28 26.1 3,500 7,000 130
Avant 220 Kohler 20 75 × 40 1,543 7.4 386 771 55
Avant 225 Kohler 25 75 × 40 1,543 11 386 771 55
Avant 423 Kubota 22 86 × 41 2,380 7.8 606 1,212 108
Avant 523 Kubota 22 96 × 44 3,020 7.8 882 1,763 109
Avant 528 Kubota 26 101 × 44 3,130 9 1,047 2,094 109
Avant 530 Kubota 26 101 × 44 3,218 9 1,047 2,094 109
Avant 630 Kubota 26 101 × 50 3,306 11 1,213 2,425 111
Avant 635 Kubota 37.5 101 × 50 3,373 17 1,213 2,425 111
Avant 640 Kubota 37.5 101 × 50 3,505 17 1,213 2,425 111
Avant 745 Kubota 49 120 × 50 4,078 18 2,315 4,629 121
Avant 750 Kubota 49 120 × 53 4,210 18 2,315 4,629 121
Avant 755i Kohler 57 120 × 50 4,343 21 2,315 4,629 121
Avant 760i Kohler 57 120 × 57 4,629 21 2,315 4,629 122
Avant 850 Kubota 49 133 × 58 5,467 18 2,094 4,188 137
Avant 860i Kohler 57 133 × 58 5,599 21 2,094 4,188 137
Avant R28 Kubota 26 101 × 44 3,064 9 992 1,984 109
Avant R35 Kubota 37.5 101 × 50 3,218 17 1,157 2,314 111
Avant e5 Electric 101 × 44 3,615 7 1,488 2,976 109
Avant e6 Electric 101 × 44 3,086 7 1,488 2,976 109
Bobcat MT55 Diesel 24.8 93.1 × 35.6 2,610 7 12 550 1,610 71.2
Bobcat MT85 Diesel 24.8 106.2 × 35.6 3,103 7 12 850 2,458 80.9
Boxer 700HDX Kubota D1105TD-Diesel 24.8 96 × 43.5 2,860 9 24 707 2,020 98
Boxer 600HD Kubota D902-Diesel 24.8 96 × 34.7 2,240 4.5 16 531 1,535 98
Boxer 320 Kohler CH641-Gas 20.5 93 × 34.5 1,760 4.5 16 381 1,088 92
Boxer 322D Kubota D902-Diesel 24.8 93 × 34.5 1,920 4.5 16 435 1,243 92
Case SR160B ISM N844LT-F-45SL 57 125 × 59.8 5,645 16 18.4 1,600 3,200 112
Case SR175B ISM N4LDI-TA-50SL-01 64 134.3 × 64.6 6,270 20 30.7 1,750 3,500 122
Case SV185B ISM N4LDI-TA-45SL-01 57 135.8 × 64.6 6,570 20 30.7 1,850 3,700 120
Case SR210B FPT F5H FL463 A*G001 68 133.7 × 69.1 6,970 19.5 33.2 2,100 4,200 123
Case SR240B FPT F5H FL463 A*G001 68 146.2 × 69.6 7,400 25.5 37.6 2,400 4,800 125.1
Case SR270B FPT F5B FL413 D*C001 84 148 × 69.8 8,117 25.5 37.6 2,700 5,400 125.1
Case SV280B FPT F5H FL463 A*G001 68 146 × 69.6 8,000 25.5 37.6 2,800 5,600 130
Case SV340B FPT F5B FL413 D*C001 84 148.5 × 73.8 9,100 25.5 38.7 3,400 6,800 131.6
Caterpillar 226D3/232D3 Cat C2.2 CRDI 67.1 127.3 × 58.9 5,849-6,514 15.1 26 1550-1,850 3,100-3,700 110.9-118.1
Caterpillar 236D3/242D3 Cat C3.3B DIT 74.3 137.3 × 66 6,567-7,138 24.8 30 1,800-2,200 3,600-4,400 122.9-121.1
Caterpillar 246D3/262D3 Cat C3.3B DIT 74.3 146.2 × 66 7,478-8,296 27.7 32 2,200-2,700 4,400-5,400 124.2-124.9
Caterpillar 272D3 Cat C3.8 DIT 98 155.7 × 72 9,133 31.7 32 3,450 6,900 127.1
Caterpillar 272D3 XE Cat C3.8 DITA 110 155.0 × 76 9,573 31.7 40 3,700 7,400 128.6
Caterpillar 239D3/249D3 Cat C2.2 CRDI 67.1 127.3 × 66 7,434-7,831 15.1 26 1,530-1,740 4,370-4,970 111.2-118.2
Caterpillar 257D3/259D3 Cat C3.3B DIT 74.3 137.3 × 66 8,094-8,987 24.8 30 1,800-2,010 5,145-5,745 121-121.7
Caterpillar 279D3/289D3 Cat C3.3B DIT 74.3 146.2 × 78 10,095-10,688 27.7 32 2,220-2,890 6,345-8,255 124.9-125.1
Caterpillar 299D3 Cat C3.8 DIT 98 154.7 × 76 11,464 31.7 32 3,480 9,945 126.3
Caterpillar 299D3 XE Cat C3.8 DITA 110 154.7 × 76 11,756 31.7 40 3,560 10,170 126.3
Ditch Witch SK600 Kubota diesel 24.8 80 × 33.5 2,418 10.5 12 600 1,725 76
Ditch Witch SK800 Kubota diesel 24.8 86 × 36 2,920 10.5 12 911 2,605 83
Ditch Witch SK1050 Yanmar diesel 37 86 × 42 3,435 10.5 13.9 1,062 3,035 83
Ditch Witch SK1550 Yanmar diesel 43.5 100 × 46 3,990 10.5 16 1,558-1,978 4,450 94.5
Ditch Witch SK3000 Yanmar diesel 58.9 107 × 57 7,600 21.1 22 3,102 8,863 118
Gehl R105 Yanmar 3TNV88C-KMS Tier 4 34.7 118 × 48.4 4,200 10 14.5 1,050 2,100 108.1 or 107.5

Editor’s note: Information presented in these charts was provided by manufacturers or manufacturer materials. Please contact the manufacturer directly for more details.
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Gehl R135 Yanmar 4TNV88C-KMS Tier 4 46.3 120.3 × 52.6 5,130 16.5 17 1,350 2,700 109.6
Gehl R150 Yanmar 4TNV88C-KMS Tier 4 46.6 122.1 × 63.2 5,930 16.5 17 1,500 3,000 119
Gehl R165 Yanmar 4TNV98C-NMS2 Tier 4 69.3 122.1 × 63.2 6,165 16.5 25 1,650 3,300 119
Gehl R190 Yanmar 4TNV98C-NMS Tier 4 69.3 127 × 64.5 6,880 16.5 31.5 1,900 3,800 120.5
Gehl R220 Yanmar 4TNV98CT-NMS Tier 4 72 136.5 × 65.5 7,980 18 35 2,200 4,400 123
Gehl R260 Yanmar 4TNV98CT-NMS Tier 4 72 143 × 65.5 8,200 21.5 35 2,600 5,200 123
Gehl V270 Gen:2 Yanmar 4TNV98CT-NMS Tier 4 72 148 × 69.5 8,150 24.5 35 2,700 5,400 130.3
Gehl V330 Gen:2 Yanmar 4TNV98CT-NMS Tier 4 72 152.5 × 72 9,090 24.5 35 3,300 6,600 131.2
Gehl V420 Deutz TCD 3.6 Tier 4 120.7 159 × 81 11,665 38 41 4,200 8,400 143.8
JCB 215 Kohler KDI 2504 TCR 74 137 × 63 7,253 24.3 19-30 2,112 4,222 118
JCB 215T Kohler KDI 2504 TCR 74 137 × 66 9,098 24.3 19-30 2,105 6,016 119
JCB 270 JCB EcoMAX TCAE-55 74 149 × 72 8,680 27.3 24-33 2,723 5,448 125
JCB 270T JCB EcoMAX TCAE-55 74 149 × 77 11,003 27.3 24-33 2,723 7,990 125
JCB 300 JCB EcoMAX TCAE-55 74 149 × 72 9,288 27.3 24-33 3,186 6,369 125
JCB 300T JCB EcoMAX TCAE-55 74 149 × 77 11,219 27.3 24-33 3,000 8,627 125
JCB 325T Forest Master JCB EcoMAX TCAE-55 74 149 × 72 12,364 27.3 24-33 3,201 9,145 125
JCB 3TS-8W JCB EcoMAX TCAE-55 74 149 × 72 9,859 27.3 24-33 3,208 6,419 159
JCB 3TS-8T JCB EcoMAX TCAE-55 74 149 × 77 12,615 27.3 24-33 3,695 10,558 159
JCB 2TS-7T Kohler KDI 2504 TCR 74 142 × 66 9,914 25.9 19-29 2,096 6,138 144
John Deere 316GR Yanmar 4TNV86CHT 65 103 × 63 6,180 19 17 1,750 3,500 88.6
John Deere 318G Yanmar 4TNV86CHT 65 103 × 63 6,542 19 17 1,945 3,890 94.3
John Deere 320G Yanmar 4TNV98C 69  112 × 67 7,150 21 21 2,190 4,380 97.7
John Deere 324G Yanmar 4TNV98CT 74  112 × 67 7,700 21 21 2,690 5,380 102.1
John Deere 330G Yanmar 4TNV94FHT 91.2 122 × 78 9,900 25.5 23.5 3,000 6,000 106.1
John Deere 332G Yanmar 4TNV94FHT 100 122 × 78 10,000 25.5 25 3,600 7,200 106.1
John Deere 317G  Yanmar 4TNV86CHT 65 103 × 65 8,423 19 17 2,125 6,070 95.6
John Deere 325G  Yanmar 4TNV98CT 74 112 × 72 9,500 21 21 2,590 7,400 102.1
John Deere 331G  Yanmar 4TNV94FHT 91.2 122 × 79 11,900 30 23.5 3,100 8,857 106.1
John Deere 333G Yanmar 4TNV94FHT 100 122 × 79 14,000 30 25 4,071 11,630 106.1
John Deere 204L Yanmar 4TNV98 63 214 × 69 11,806 13.2 18 3,616 7,231 96
John Deere 244L  Yanmar 4TNV98CT 73 213 × 76 12,258 23.8 18 4,079 8,157 99
John Deere 304L Yanmar 4TNV98 68 217 × 70 12,778 13.2 20 4,046 8,091 103
John Deere 324L Yanmar 4TNV98CT 73 222 × 82 14,110 23.8 25 4,883 9,766 103
John Deere 344L John Deere PowerTech 4045T 106 248 × 93 19,533 40.9 30 6,294 12,588 115
Kubota SSV65 Kubota V2607-CR-TE4 64 135.4 × 69 6,790-7,055 25.4 18-28 1,950 3,900 121.5
Kubota SSV75 Kubota V3307-CR-TE4 74.3 144.1 × 75 8,157-8,422 26.9 20.9-30.4 2,690 5,380 128.3
MultiOne 2.3 Briggs & Stratton 25 80.6 × 40.7 1,543 9.5 11.1 750 1,168 63
MultiOne 4.2 Kubota 20 94.1 × 38.6 2,072 8.2 1,543 2,249 108
MultiOne 5.2 Kubota 25 94.1 × 38.6 2,116 6.6 9 1,543 2,249 108
MultiOne 5.3 K Kubota 25 94.1 × 38.6 2,315 13.2 1,631 2,645 108
MultiOne 6.3+ K Kubota 25 96.3 × 42 3,153 13.2 1,720 2,646 115
MultiOne 6.3S K Kubota 25 96.3 × 42 3,153 13.2 1,720 2,646 115
MultiOne 7.2 Yanmar 28 105.9 × 44.5 3,549 9.8 2,249 3,307 114
MultiOne 7.3+/7.3S Yanmar 35 105.9 × 44.5 3,682 17.9 2,360 3,417 114
MultiOne 8.4+/8.4S Yanmar 40 105.9 × 50.4 3,796 19 2,360 3,527 117.3
MultiOne 8.5S Kohler 57 116 × 50.4 3,858 20 2,700 3,968 117.3
MultiOne 9.5 Yanmar 50 126 × 59 4,464 22.5 3,527 5,732 126.4
MultiOne 9.6 Kohler 57 126 × 59 4,541 25 3,527 5,732 126.4
MultiOne 10.8 Yanmar 72 126 × 59 4,718 13.2 25 3,748 5,952 126.4
MultiOne 10.9 Kohler 75 126 × 59 4,630 13.2 25 3,748 5,952 126.4
MultiOne 6.3K SD Kubota 25 105.9 × 42.1 3,549 10.5 1,984 3,307 114
MultiOne 7.3 SD Yanmar 35 105.9 × 44.5 3,748 9.3 2,138 3,483 114
MultiOne 8.4 SD Yanmar 40 105.9 × 51.2 3,924 10.5 2,204 3,549 114
MultiOne 9.5 SD Yanmar 50 126 × 59 4,530 13.5 3,638 5,842 126.4
MultiOne EZ7 Lead acid electric 105.9 × 50.4 3,450 9.3 3,175 3,968 114
MultiOne EZ8 Lithium-ion battery 105.9 × 50.4 2,784 9.3 2,734 3,417 114
MultiOne 12.4/12.4 2V Yanmar 40 136.2 × 48.7 4,575 13.7 3,172 4,430 94.5
MultiOne 12.4 T/12.4 T 2V Yanmar 40 136.2 × 48.7 4,839 13.7 2,775 2,974 135.8
Mustang 1050R Yanmar 34.7 114 × 48.4 4,200 10 14.5 1,050 2,100 107.5
Mustang 1350R Yanmar 46.6 120.3 × 52.6 5,078 16.5 17 1,350 2,700 109.6
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Mustang 1500R Yanmar 46.6 122.1 × 63.2 5,887 16.5 17 1,500 3,000 118.8
Mustang 1650R Yanmar 69.3 122.1 × 63.2 6,122 16.5 18.9 1,650 3,300 118.8
Mustang 1900R Yanmar 69.3 127 × 66.5 6,854 16.5 31.5 1,900 3,800 120.5
Mustang 2200R Yanmar 72 136.5 × 69.5 7,960 18 35 2,200 4,400 123
Mustang 2600R Yanmar 72 143 × 69.5 8,180 21.5 35 2,600 5,200 123
Mustang 2700V NXT2 Yanmar 72 148 × 69.5 8,150 24.5 35 2,700 5,400 130.3
Mustang 3300V NXT2 Yanmar 72 152.5 × 72 9,090 24.5 35 3,300 6,600 131.2
Mustang 4200V Deutz 120.7 158 × 79.5 11,665 31 40.8 4,200 8,400 144
New Holland L316 ISM/N844LT 57 95.9 × 59.8 5,645 16 18.4 1,600 3,200 112
New Holland L318 ISM/N844LTA 57 105.7 × 64.6 5,930 19.5 30.7 1,800 3,600 120
New Holland L320 ISM/N844LTA 64 105.7 × 69.1 6,470 19.5 30.7 2,000 4,000 121
New Holland L321 FPT/F5H FL463 68 105.1 × 69.1 6,970 19.5 33.2 2,100 4,200 123
New Holland L328 FPT/F5H FL463 68 117.6 × 69.6 7,895 25.5 37.6 2,800 5,600 129.4
New Holland L334 FPT/F5BFL413E 84 118.8 × 76.0 8,900 25.5 37.6 3,400 6,800 131
New Holland C327 FPT/F5H FL463 68 104.8 × 69.5 8,270 19.5 37.6 2,700 5,400 125.1
New Holland C332 FPT/F5H FL463 68 117.3 × 76.5 9,630 25.5 37.6 3,200 6,400 131.1
New Holland C334 FPT/F5BFL413E 84 118.2 × 76.5 10,000 25.5 37.6 3,400 6,800 126.7
New Holland C337 FPT/F5H FL463 68 117.0 × 76.5 9,945 25.5 24.2 3,700 7,400 131.1
New Holland C345 FPT/F5BFL413E 84 120.1 × 76.5 10,610 25.5 39.5 4,500 9,000 131.6
Power Trac 425 Gasoline 25 90 × 45 1,387 5 8 800 60
Power Trac 1430 Diesel 30 104 × 53 2,560 8 12 1,200 72
Power Trac 1445 Diesel 45 121 × 56 3,920 12 15 1,800 84
Power Trac 1460 Diesel 60 134 × 59 5,620 12 18 2,400 96
Ramrod 3300 Pro Perkins/Kubota 33 97.25 × 42 3,250 6 14 1,155 3,300 102
Ramrod 1350-D Pro Kubota 33 86.4 × 42 2,575 8 14 945 2,700 72
Ramrod 1350-G Pro Briggs & Stratton 35 86.4 × 42 2,575 8 12 945 2,700 72
Ramrod 1330 Pro Kubota 33 81.5 × 39 2,100 10 14 945 2,700 72
Ramrod 930-D Pro Kubota 22 81.5 × 40 1,940 10 12 700 2,000 72
Ramrod 930-G Pro Vanguard 23 81.5 × 40 1,780 10 12 700 2,000 72
Ramrod 500 4WD/575 Track Briggs & Stratton 13.5 77.5 × 38-40 1,150-1,380 1.3 6.3 348 995 66
Ramrod WB1630 Briggs & Stratton 23 83.5 × 31 1,700 2.5 12 700 3,000 66
Toro Dingo 320-D Kubota D722 20 62-82.2 × 35-40.5 1,722 4 4-10.8 524 1,047 66
Toro Dingo 323 Kohler CH23 23 62-82.2 × 35-40.5 1,567 11.2 4-10.8 515 1,030 66
Toro Dingo TX 427 Narrow Track Kohler CH740 25 70.7-92 × 33.7 1,882 6 6-16.9 535 1,530 65.8
Toro Dingo TX 427 Wide Track Kohler CH740 25 70.7-92 × 41 1,990 6 6-16.9 535 1,530 65.8
Toro Dingo TX 525 Narrow Track Kubota D902-E3B 25 70.7-92 × 33.7 1,904 6 6-16.9 553 1,580 65.8
Toro Dingo TX  525 Wide Track Kubota D902-E3B 25 70.7-92 × 41 2,013 6 6-16.9 553 1,580 65.8
Toro Dingo TX 1000 Narrow Track Kubota D1305 24.9 81.7-100.7 × 33.7 2,785 11.5 9-15.2 1,000 2,857 81
Toro Dingo TX 1000 Wide Track Kubota D1305 24.9 81.7-100.7 × 41 2,860 11.5 9-15.2 1,075 3,071 81
Toro Dingo TXL 2000 Kubota D1803 Diesel 49.6 54-136.9 × 67.8 6,690 18.3 15.2 2,000 5,715 123.4
Toro e-Dingo 500 Lithium-ion battery 62-82.2 × 35.6 2,076 0 6.5 515 66
Takeuchi TL6R Kubota/V2403-CR-TE4B 65.2 131.1 × 60.2 7,485 20 17.8 2,635 5,269 114.3
Takeuchi TL8 Kubota/V3307-CR-Turbo 74.3 133.8 × 65.3 8,455 19.8 18.4 3,010 6,020 119.2
Takeuchi TL10V2 Kubota/V3307-CR-TE4B 74.3 143.3 × 68.5 9,950 21.5 18.8 3,600 7,205 124.8
Takeuchi TL12R2 Kubota/V3800-TIEF4B 111.3 159.2 × 77.1 12,300 31.6 23.2 4,315 8,629 129.9
Takeuchi TL12V2 Kubota V3800-TIF4B 111.3 127.2 × 78.2 12,860 32.7 24.8 5,868 11,737 121.2
Takeuchi TS80R2 Deutz/TD2.9L4 Turbo 74 111.5 × 66 7,950 28 21.5 2,825 5,650 125
Takeuchi TS80V2 Deutz/TD2.9L4 Turbo 74 109 × 66 8,965 28 26 3,500 7,000 130
Vermeer S450TX Diesel-Kubota D902 24.8 75.4 × 35.8 2,300 7.5 12.5 500 72
Vermeer S925TX Diesel-Kubota V1505 24.5 84 × 36 3,350 13 15.5 925 84.5
Vermeer S925TX Gas-Kubota WG1605 40 84 × 36 3,350 13 15.5 925 84.5
Vermeer CTX50 Gas-Kohler Command PRO EFI 25 75 × 35.5 2,100 4 12.5 600 72
Vermeer CTX100 Diesel-Kohler KDI 1903 40 89.5 × 36 3,400 14.5 15.5 1,035 88
Vermeer CTX160 Diesel-Kohler KDI 1903 40 92.5 × 42 3,850 14.5 16.7 1,600 88.8
Volvo L20H Volvo D2.6M 64.4 204 × 71 10,251 15.8 14.5 7,275 165
Volvo L25H Volvo D2.6M 64.4 208 × 71 10,913 15.8 14.5 7,496 168
Volvo L30G Volvo D3.3M 74 212 × 75 12,170 22.2 15 9,370 166
Volvo L35G Volvo D3.3M 74 213 × 83 13,448 22.2 18.2 10,913 170
Volvo L45H Volvo D4J 98 251 × 88.6 19,378 42.3 34.8 12,919 188.5
Volvo L50H Volvo D4J 114 255.7 × 88.6 20,944 42.3 41.7 14,352 192.9
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RISE members meet for 
31st annual meeting
Responsible Industry for a Sound Environment, Ar-
lington, Virginia, and CropLife America, Washing-
ton, D.C., held a joint annual meeting in Aventura, 
Florida, Sept. 12-15, 2021. Nearly 500 participants 
representing companies that provide pest and plant 
health solutions for the specialty pesticide and agri-
culture markets attended the meeting virtually and in 
person. Attendees met for three days to collaborate, 
strengthen relationships and share information.

RISE President Megan Provost, who joined the 
association in December 2019 before the pandemic, 
led her first in-person annual meeting. She encour-
aged meaningful collaboration and engagement.

“Advocacy is always more effective when we build 
and maintain strong partnerships,” says Provost. “By 
collaborating and engaging meaningfully with our 
internal and external audiences, by convening a fo-
rum for partnership and information sharing, and by 
amplifying our collective impact by acting as a force 
multiplier, RISE can build and develop our member-
ship and our coalitions to promote and protect access 
to pesticides and fertilizers.”

A Trends in Emerging Technology session, pre-
sented by two university professors, focused on inno-
vative solutions that will more accurately target pests 
and improve plant health.

Other panels featured a discussion of current state 
legislative activities as they pertained to pesticide 
laws with panelists providing data-driven insights 
and specific examples on the effectiveness of grass-
roots advocacy in shaping pesticide policies.

Additionally, Keynote Speaker David Wasser-
man, who is senior editor for The Cook Political Re-
port and recognized as one of the nation’s top elec-
tion forecasters, provided analyses of 2022 midterm 
elections and other insights.

The new 2021 RISE governing board and com-
mittees met to develop tactics to address ongoing and 
emerging issues in 2022 and recognized the year’s 
outstanding volunteers with three notable awards.

The RISE governing board met on Sept. 13 and 
elected one new member, Bill Culpepper, SePRO 
Corporation. The board also elected its 2022 exec-
utive committee.

ASLA	announces	 
2021	Professional	Awards
The American Society of Landscape Architects, Washington, D.C., announced the 
2021 Professional Award winners. The 40 winning projects exemplify the highest 
level of achievement in the profession.

Winners each year are chosen 
by a jury panel representing a broad 
cross section of the profession, from 
the public and private sectors, as well 
as academia. The 40 winners were 
chosen from 486 submissions from 
around the world. 

“This year’s winners demonstrate 
how landscape architects are in-
creasingly leading the planning and 
design of healthy and resilient com-
munities for all,” says ASLA CEO 
Torey Carter-Conneen. 

Professional Award recipients, their clients and advisors will be honored in per-
son at the awards presentation ceremony during the ASLA 2021 Conference on 
Landscape Architecture in Nashville on Nov. 20. 

A full list of this year’s Professional Award winners can be found at  
www.asla.org/2021awards.

Project Evergreen renovates  
New York community garden
Cleveland-based Project EverGreen and its donor and volunteer partners delivered 
an inspirational gift to Bronx residents with a renovation of the Wishing Well 
Community Garden in the Bronx.

The two-day renovation project took place in August and revitalized the 
15,000-square-foot garden that serves as a vibrant community gathering space, 
vegetable garden, outdoor classroom and oasis from the heat of the city. The dona-
tion was valued at $50,000.

“Project EverGreen and its partners were pleased to provide the Wishing Well 
gardeners and visitors with easy entry and access from the front to the back of the 
garden,” says Cindy Code, executive director of Project EverGreen. “Pavers were 
provided to the garden in 2019 but remained unused because of a lack of resources 
to install them. Professional volunteers stepped up to share their knowledge and 
skills and complete the walkway.”

Project EverGreen volunteers worked in partnership with NYC Parks Green 
Thumb to renovate, improve and expand access to the garden. Accessibility is 
particularly important at Wishing Well as several gardeners are wheelchair us-
ers. Neighborhood residents plant 
a variety of fruits and vegetables 
in the garden to feed their fami-
lies and share with families in their 
community.

Volunteers including Brian 
Tauscher from Artisan Gardens in 
Ridgewood, New Jersey, and Mike 
Darling of Mike Darling Con-
struction in Albany, New York, 
provided crews to help complete 
the Project EverGreen project.
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IA announces SWAT awards
The Irrigation Association, Fairfax, Viriginia, named two recipi-
ents of Smart Water Application Technologies awards during the 
WaterSmart Innovations Conference and Exposition Oct. 6. The 
Town of Gilbert, Arizona, received the SWAT 2021 Outstanding 
Industry Partnership Award, and the City of Garden City, Kansas, 
received the SWAT 2021 Outstanding Public Engagement Award.

Through its Landscape Water Budget Program, the Town of 
Gilbert provides a customized, site-specific landscape water budget 
for different large outdoor water users based on real-time weather 
data. The goal of the program is to reduce excess irrigation while 
helping sustain healthy landscapes.

“The Town of Gilbert’s Landscape Water Budget Program is a 
great example of how a partnership between a water provider and 
private industry has resulted in more efficient irrigation practices,” 
says Deborah Hamlin, CAE, FASAE, IA CEO.

The Landscape Water Budget Program provides contractors 
data on water use at the site, as well as a custom water budget to 
compare that water use to as a reference point for efficiency. They 
offer recommendations for improving a site’s irrigation efficiency 
and work with the site to find custom smart technologies that are 
best suited for their setup. Since April 2017, they have installed 
smart irrigation technology at 26 unique sites. 

Garden City won the public engagement award with its Cus-
tomer Water Use Report program. This program works to educate 
customers about water use at their property and provide tips and 
information to help them save water inside and outside the home.

By merging the city’s Geographic Information System data 
with Automated Metering Infrastructure data, they are able to pro-
vide every residential address in the city with customized water-use 
information specific to their address. Each customer’s report com-
pares their usage to the average usage of their neighborhood and 
the average usage of all water users in the city.

“Their program that merges technologies already used by the 
city to provide useful information to residents about their water use 
is a great example of innovative thinking to develop customer en-
gagement and promote efficient irrigation practices,” says Hamlin.

Since starting the program, Garden City has seen consistent de-
clines in their gallons per capita per day usage. In 2017 when the 
first report was sent to customers, the gallons per capita per day 
usage for the city was 182 gallons. In 2020, it was 162 gallons. This 
report has provided residents with tools to help improve their use 
of water.

For more information about SWAT and these awards, go to 
www.swatirrigation.org.

Email: sales@raincad.com | Phone: (936) 372-9884

Easy-to-use landscape and 
 irrigation design software.

Trusted by thousands of green industry professional contractors,  
consultants and architects in over 30 countries. 
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1 Trimmer line. Horizon, Phoenix, Arizona, introduces its TurfGro 
Trimmer Line, a premier line made from specifically designed 
proprietary copolymers to allow for longer line life, more dura-

bility and less breakage. TurfGro comes in three varieties:
• Vortex (spiral) – Patented spiral shape creates low noise oper-

ation and less line drag for higher trimmer RPM and greater 
impact (cutting) power.  

• Blazer (round) – Superior wear is formulated using the 
highest quality copolymers to provide maximum line life. It is 
processed to minimize line split and frays.

• Diamond (square) – Enhanced mass increases impact power 
— the perfect choice for aggressive cutting needs.

TurfGro trimmer line is available exclusively at Horizon.

Horizon 
www.horizononline.com 

2 Irrigation fitting. Jain Irrigation Inc., Fresno, California, has a 
connection option for every landscape irrigation tubing type, 
with a full line of insert, barbed, locking and tape fittings. 

Power-Loc Fittings are positive locking, insert-type fittings with 
a threaded ring, available now in six sizes: 50, 55, 60, 70, 80 and 
100. A low effort, square thread drive ring quickly locks tubing in 
place — no tools needed. Its barb design ensures tubing will not slip 
out or blow off at high pressures and temperatures, with working 
pressure of 60 psi. 

Simply twist collar clockwise toward center of fitting and slide 
main line tubing over exposed barbed fitting. While holding tubing, 
twist collar counterclockwise to secure tubing. Jain Irrigation Inc. 
can be found in the new product contest display area at the Irriga-
tion Show.

Jain Irrigation Inc. 
www.jainsusa.com 

SUPPLIER IN THE NEWS
TrueWinds Consulting begins green industry-focused services

St. Louis-based TrueWinds Consulting, founded by Fred 
Haskett and his wife, Kelly, was born from the need to help 
landscape, lawn care, tree care, snow fighters and irrigation 
professionals raise the bar on their operational, financial, 
recruiting, sales and human resource processes.

With more than four decades of experience developing and 
managing operations for some of the industry’s most recog-
nizable names, Fred Haskett continues to share his knowledge 
with business owners and upper-level managers who are seek-
ing more than ordinary results in their business and personal 
performance.

“We love the lawn, landscape, tree care and snow businesses 
and the people in it,” says Fred Haskett. “We love the blessings 
this business has given us, and we love being outdoors in the 
landscape. We’ve worked hard to become successful at it and we 

enjoy assisting our 
clients chart their 
course to success.”

TrueWinds’ 
service offerings 
include business management coaching, professional manage-
ment recruiting, sales and marketing management, business and 
strategic planning, budgeting, forecasting and leadership devel-
opment. All services are offered in-person, virtual or through 
hybrid formats to meet the specific needs of contractors.

TrueWinds has also launched a website where contractors 
can explore their full list of services.

“We help our clients approach their business challenges 
with the creativity, knowledge and experience to see the whole 
picture – from your perspective, not ours,” says Fred Haskett.
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3 Compact wheel loader. Bobcat, West 
Fargo, North Dakota, has introduced 
its all-new L65 and L85 compact 

wheel loaders, offering super-sized features 
in a compact form.

The new loaders provide owners and 
operators a multi-tool solution to complete 
a variety of projects. With their heavy 
lifting capacities and high lift height, 
Bobcat compact wheel loaders perform 
lift-and-carry tasks in crowded work zones 
and other challenging environments. With 
standard bucket capacities of up to 1-cubic 
yard, the L65 and L85 make fast work of 
tough material handling in landscaping, 
construction and other industries. 

In addition to buckets and pallet forks 
specifically designed and approved for these 
machines, the L65 and L85 easily integrate 
with a variety of other Bobcat attachments 
that extend the usefulness of the machine.

Bobcat 
www.bobcat.com

4 Light materials bucket. Werk-Brau, 
Findlay, Ohio, introduces its Light 
Material Loader Buckets, specifically 

designed to dig in virgin soil and rehandle 
materials up to 3,200 pounds/cubic yard in 
density, boosting the productivity of loaders 
of all sizes, including backhoes and minis.  

The unique bucket design incorporates 
an inclined bottom to reduce loading forces 
and tapered sides to reduce wear and allow 
easier dumping. High-strength, abrasion- 
resistant steel is utilized in all critical areas 
for durability and long service life. A strong 
top design withstands high-digging forces 
exerted by current machine models.  

These buckets are available in various 
widths with capacities from 7/8 cubic 
yard to 12 cubic yards; special designs and 
capacities upon request. They are ideal for 
rehandling light materials like dry fertilizer, 
snow, wood chips and other materials. 

 
Werk-Brau 
www.werk-brau.com

SUPPLIER IN THE NEWS
ASV names Max-Series sweepstakes winner

Grand Rapids, Minnesota-based ASV Holdings Inc. 
revealed the winner of the “Win an ASV Max-Series Lease 
Sweepstakes.” Andrew Stewart, co-owner of Redneks Field 
Services in Wembley, Alberta, Canada, is the winner of a 
one-year lease of a Max-Series RT-75 Posi-Track loader. ASV 
launched the sweepstakes in August 2020 with the introduction 
of the new Max-Series. Stewart entered the contest after trying 
out an ASV at Barda Equipment in Grande Prairie, Alberta.

“I’ve heard a lot about the Max-Series since it came out, 
and I couldn’t be more excited to win,” says Stewart. “The 
RT-75 will be an absolute beast for the type of work we do. It’s 
really going to add value to our business.”

Stewart had his choice of a one-year lease of one of three 
ASV Max-Series Posi-Track compact track loaders: the RT-
65, VT-70 High Output and the RT-75.

Redneks Field 
Services has been 
in operation since 
2010 and special-
izes in serving the 
oil and gas indus-
tries of Western Canada. Stewart plans to use the all-weather 
cab RT-75 for mowing, dirt work and applications requiring 
significant hydraulic power.

“We really think Max-Series machines are something 
you need to experience firsthand to understand the value of,” 
says Regan Meyer, ASV marketing manager. “Our machines 
are designed to offer the premium comfort and performance 
customers need to take on demanding jobs. We’re confident 
Andrew will notice the Max-Series difference.”

5 Winter spreader. Hilltip, Lakeside Park, 
Kentucky, is now offering its IceStriker 
Combi Spreaders in a 6.0 cubic yard 

capacity, 12-inch pintle chain-driven unit. 
The new 6000CM model is the largest 
Hilltip model available in the North Amer-
ican market.

Along with the new size, Hilltip is 
adding chain-driven options for all other 
IceStriker Combi Spreaders, including 
the 2000, 2800, 3400 and 4200 models. 
Previously, these models were only offered 
as auger-driven machines. 

Designed for half-ton trucks and larger, 
the electric-powered IceStriker spreaders 
(12- or 24-volt dual motors) are now avail-
able in multiple capacities. They not only 
offer the unique ability to spread granular 
salt, sand and gravel but can also be trans-
formed into a liquid de-icing sprayer.

Hilltip 
www.hilltipna.com
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6 Debris screen. May Wes, a manufac-
turer and supplier of aftermarket poly 
parts to the agricultural, landscaping 

and forestry industries, Hutchinson, Minne-
sota, recently introduced a new Rear Debris 
Screen for Bobcat R-Series skid loaders.

The May Wes Rear Debris Screen helps 
prevent costly downtime and repairs by 
shielding the Bobcat’s radiator from brush 
and debris that can overheat the engine. 
Manufactured from durable UV-resistant 
textured orange high density polyethylene 
(HDPE), the screen is less expensive than 
OEM debris shields and is designed for 
use in agricultural, landscaping and forestry 
applications. 

The debris screen is made in the USA in 
May Wes’ Hutchinson, Minnesota, plastic 
fabrication shop. It is easy to install; simply 
drill and bolt into place. The kit includes 
hardware: nuts, bolts and silicone rubber 
sealing washers.

May Wes 
www.maywes.com

7 Aerator. SiteOne Landscape Supply, 
Roswell, Georgia, launched its new 
LESCO renovation products, includ-

ing the Pro-Aer 30 and Pro-Aer 36 stand-
on aerators and Pro-Aer 24 walk aerator. 
The new lineup helps landscapers enhance 
the look of lawns by adding oxygen to soil, 
filling in bare spots, improving density of 
turf and improving grass variety and color.

The Pro-Aer 30 and Pro-Aer 36 models 
are commercial stand-on aerators, available 
with or without a seed box, featuring a 
chain-free design to eliminate the cost and 
hassle of expensive breakdowns. Powered 
by a Vanguard V-twin engine, the units 
are supported by a three-year commercial 
limited warranty. 

The integrated seed box model elim-
inates the need for post-aeration seed 
application to complete projects in one 
easy pass, reducing the need to return and 
reapply seed.

SiteOne Landscape Supply 
www.siteone.com

SUPPLIER IN THE NEWS
Jobber awards grants to home service providers

Jobber, Edmonton, Alberta, Canada, named the recipients 
of its $150,000 grant program, Boost by Jobber. Thirty small 
businesses were selected from thousands of applications and 
received funds ranging between $1,500 to $20,000.

“From experienced entrepreneurs to those starting a new 
career in home service, all our Boost by Jobber recipients are 
unique — but the incredible impact they’re making on their 
local communities is something they all share,” says Sam 
Pillar, CEO and co-founder at Jobber. “Our team was truly 
inspired by the entrepreneurial stories and demonstrations of 
resiliency that were shared with us. Home service businesses 
are made up of incredible people and hometown heroes that 
deserve to have a spotlight on their work, their stories heard, 
and our continued support. This is our goal for the Boost by 
Jobber program.”

The top grant of 
$20,000 was awarded 
to Joseph Gillingham, 
founder of Heritage 
Tree Care. Gilling-
ham started his com-
pany, a full-service 
tree care business, 15 years ago and now employs 20 people 
during peak seasons. The company has helped create interac-
tive outdoor learning spaces for local schools and daycares by 
donating labor and repurposed wood chips, logs for seating, 
and large outdoor wooden building blocks for children to play 
with. The company also supports a network of community 
gardens and assists with emergency response for urban animals 
requiring rescue from heights.

8 Lending platform. Landscape Manage-
ment Network, Markham, Ontario, 
Canada, a landscape business man-

agement software company, announced its 
21.10 product update featuring more than 
a dozen new highlights including LMN 
Lend, the software system’s new online 
financing platform to help landscapers gain 
access to capital to grow their business.

LMN Lend provides landscaping 
business owners across North America the 
ability to obtain funding for investments to 
expand their business for needed resources 
including equipment, materials, staffing, 
accounts receivable and more.

Landscapers can complete the online 
application process in less than 15 minutes 
to access funding offers from lenders and 
banks. 

The 21.10 update also features applica-
tion enhancements including LMN Pay, 
LMN Refer and analytics.

Landscape Management Network 
www.golmn.com
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Where is the  
OLDEST TREE?
If you want to go see the oldest tree in 
the world during your next vacation, 
good luck finding it. Its exact location 
is kept secret for the tree’s safety. 

According to onetreeplanted.org, 
the oldest tree in the world is a 
Methuselah tree located somewhere 
in the Methuselah Grove in the White 
Mountains of eastern California. The 
tree is a Great Basin bristlecone pine 
and is believed to be 4,852 years old.

Methuselah and other bristlecone 
pines have been able to adapt to the 
harsh environments in the high- 
altitude, desert regions of the South-
east United States, which allows them 
to survive for so many years. 

Color of the year takes cue from nature
Dunn-Edwards Paints, Los Angeles, California, announced its 2022 Color of the 
Year: Art and Craft (DET682). Dunn-Edwards describes this autumnal hue as a 
“warm and earthy shade that evokes feelings of stability and calm while allowing 
for a large range of play with creativity and change.”

Art and Craft is a nature-based color that complements surrounding colors, 
acting as a foundation as well as tying other colors together.

“Emerging from quarantine brought a new admiration and wonderment 
for nature and human connection, and Art and Craft meets the needs of those 
seeking calm and adventure alike,” notes Dunn-Edwards in its announcement. 
“Earthy neutrals and warm tones connect us with the reality around us. Whether 
it’s the chocolate brown hills or rocky mountain paths, we feel the most connected 
when we’re outside.” 

The selection of the 2022 Color of the Year was impacted by these six key 
influences:

• nature’s inspiration
• the trend of browns and warming of colors
• a new era of artistic rebirth
• the classics, and a rural fantasy comes to fruition
• a 1970s revival
• the health and wellness connection
Dunn-Edwards expects to see this color applied across various industries and 

disciplines throughout 2022. 

Pest	problems
A lush and healthy garden and 
landscape is not only beautiful 
to admire, it can also offer per-
fect conditions for common 
pests such as cockroaches, ro-

dents, mosquitoes and ticks to 
settle in and find a cozy home. 

According to data from Excel Pest 
Services, River Edge, New Jersey, these 

states are the top hotspots overall for these 
common house and garden pests. Different factors 
affect this ranking, such as best access to restaurant 
waste, area covered by water and forests, the number 
of landfills, internet search volume and temperature.

Top common house & garden pest hotspots
1. California
2. Florida
3. Texas
4. Washington
5. Kentucky
6. North Carolina
7. Virginia
8. New Jersey
9. Tennessee
10. Illinois

When is the best time to lay sod?
A common question that Charleston, South Caroli-
na-based Sod Solutions employees are regularly asked 
is, “When is the best time to lay new sod?” According 
to them, you can successfully lay sod in any season. 

Depending on where you live, different times of the 
year may be better, but in general, either early or mid-

fall is the ideal time to lay sod. Temperatures 
have cooled down from the summer highs, 
and most areas tend to get more precipi-
tation during these months. The sod has 
a chance to take root and get established 
before going dormant in the winter. 

Spring is typically the second-best 
time to lay sod, as long as there are no 
more opportunities for a freeze before 
laying it. Keeping the sod extra moist to 
maintain root health is important, espe-

cially on an early hot day.
Laying sod in the winter is also possible. 

However, it’s important to understand that even 
though the sod is brown, it is not dead and it needs 
water. By continuing to water the grass throughout 
the winter, the sod will green up in the spring.

Summer is the most difficult season to lay sod 
because of the high heat and potentially dry condi-
tions. Watering the new sod often to keep it moist is 
imperative. Be cautious, as overwatering can make it 
susceptible to disease. 
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EwingIrrigation.com

While winter might slow (or completely freeze) 
any landscaping projects, it also brings new 
opportunities to expand your business and 
find new customers. During the winter months, 
landscape contractors can shift their focus to 
selling and installing holiday lighting. 

TAKE THE  
HASSLE OUT  
OF HOLIDAY  
LIGHTING

Read “How to Add Holiday Lighting as a Service” by 
scanning the QR code or ask your local Ewing branch for 
more details.

Lean on us to develop your own holiday lighting business.



Adjustable to 2700K or 3000K CCTs

Onboard brightness control range 
80 to 420 lumens

5121-27/30BK - Mini

•

•Onboard brightness control range 
190 to 980 lumens

5021-30BBR - Standard

•

Continuous adjustability beam control 
NEMA distribution beam control up to 
90°x 120°

Horizontal or vertical orientations

Onboard brightness control range 
200 to 1500 lumens

5221-30BZ - NEMA

•

•

•
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