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Work, reflect, repeat

A
s fall hits its full stride, many in our 
industry can finally stop and take a 
well-deserved breath. In many areas, 
the hectic season of full crews doing 
landscape and lawn maintenance 
work is winding down. With all of 
the busyness that comes with spring 

and summer, I hope you are now able to find 
time to stop and take a second to appreciate 
all that your business offers your clients and 
community.

At times, we can get so focused on the 
task at hand that we forget to appreciate what 
we have accomplished. For you, it could be 
watching landscapes stay beautifully mani-
cured and irrigated properly throughout the 
summer, creating the finishing landscaping 
touches on a new construction job leading to 
superb curb appeal, or keeping clients happy 
with impeccable customer service. And al-
though it may not always be recognized, there 
is no discounting the multiple ways your 
community benefits from the work you do.

Here at Irrigation & Green Industry we 
are taking a pause to reflect, as well. As we 
transition to a new editor-in-chief to take the 

helm of the magazine, we can look back at 
an amazing few years. The Irrigation Associ-
ation team took over the publishing of Irri-
gation & Green Industry in early 2018, when 
Denne Goldstein stepped down and trusted 
us with his 20-year legacy. Editor-in-Chief 
Kristin Smith-Ely put her own mark on the 
magazine updating the look and feel yet con-
tinuing to provide that valuable content. Over 
this time, we also surveyed the readers on pur-
chasing habits and interests, all to bring you 
what you want to read. And, we established 
an expert advisory panel to ensure that our 
topics remain cutting edge.

In our next issue you will meet our new 
editor-in-chief who will continue this tradi-
tion of excellence, while bringing even more 
new and fresh ideas to the publication. The 
best is yet to come, and I look forward to in-
troducing this new person to you in Novem-
ber.

We wish you a happy autumn and hope 
that you, too, can pause to reflect after a busy 
season and ultimately find joy in the accom-
plishments and success that you worked hard 
to produce over the last few months.  

At times, we can get 
so focused on the 
task at hand that 
we forget to appre-
ciate what we have 
accomplished. 
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The Toro Company, Bloomington, Minne-
sota, reported net earnings of $60.6 million 
on a net sales increase of 27.9% to $838.7 
million for the third quarter. In the compa-
rable fiscal 2018 period, the company de-
livered net earnings of $79.0 million on net 
sales of $655.8 million.

The third quarter revenue growth was 
driven from Toro’s acquisition of Charles 
Machine Works, parent company of Ditch 
Witch and several other leading brands in 
the underground construction market, in 
April for $700 million.

“The entire team has been collaboratively 
working to optimize the combined enter-

prise, with a focus on consistent execution, an 
unwavering commitment to innovation and 
a focus on customer relationships. I am proud 
of our team’s progress to date,” says Richard 
M. Olson, Toro’s chairman and CEO.

In August, the company announced a new 
strategy for its underground businesses. Toro 
intends to combine certain aspects of the 
Ditch Witch, American Augers and Tren-
cor businesses, all of which were part of the 
Charles Machine Works acquisition. Toro is 
also winding down its large horizontal direc-
tional drill and riding trencher categories. 

Olson adds that this is one example of 
many, where Toro has been able to move 
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“As anticipated, we are seeing gross margin improvement in the second half of 
the fiscal year, and we expect that positive momentum to continue in the months 
ahead.” — Richard M. Olson, Toro chairman and CEO

quickly and decisively to eliminate redun-
dancies and align priorities. 

“Integration continues to go well, and 
we are encouraged by the progress we have 
made since we announced the acquisition 
earlier this year,” says Olson. “As anticipated, 
we are seeing gross margin improvement in 
the second half of the fiscal year, and we ex-
pect that positive momentum to continue in 
the months ahead.” 
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Toro experiences significant third quarter sales increase
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  Suppliers

Normac joins Heritage  
Landscape Supply
Heritage Landscape Sup-
ply Group Inc., McKin-
ney, Texas, has announced 
that Normac Inc., a family- 
owned distributor of irrigation and land-
scape supplies, has joined the Heritage fam-
ily of companies. Normac is headquartered 
in Sacramento, California.

Founded in 1961, Normac operates a 
network of eight branches across the Cen-
tral Valley region of California, servicing 
professional irrigation and landscaping 
contractors, municipalities, golf course su-
perintendents and other green industry 
professionals. Normac’s entire sales and 
operations team will continue to run the 
business, ensuring continuity and consis-
tency for its customer and supplier part-
ners. Heritage will continue to operate 
these branches under the Normac banner.

Heritage Landscape Supply Group’s vi-
sion is to grow by forming a network of the 
best independent distributors to provide 
exceptional customer service while increas-
ing its value as a trusted growth partner 
to top manufacturers in the industry. The 
Heritage family of companies currently in-
cludes 28 locations across four states oper-
ating under the names Automatic Supply, 
CPS Distributors and Normac.  

• • GREEN BUSINESS BRIEF

  Landscape

Missouri landscaping company admits illegally leasing out foreign workers
William J. Richardet, 64, of Jefferson County, Missouri, and Cardinal Lawn and Landscape 
Inc. of High Ridge, Missouri, both pled guilty to one count each of conspiracy to commit 
visa fraud, according to the Department of Justice. Richardet appeared before U.S. District 
Court Judge Henry Autrey who accepted his plea and set sentencing for Nov. 12, 2019.

According to court documents, from January 2012 until December 2017, Richardet 
knowingly caused Cardinal to submit fraudulent claims related to Cardinal’s application 
to receive H-2B nonimmigrant workers. Statements that these workers would provide 

landscaping labor exclusively for Cardinal were falsely made as Richardet leased 
74 H-2B nonimmigrant workers to seven different companies for profit.

“William Richardet and his company, Cardinal Lawn and Land-
scape, submitted false documents to the U.S. Departments of Labor 

and Homeland Security to perpetrate a scheme by illegally subcon-
tracting foreign workers he sponsored for H2-B visa,” said Irene 
Lindow, special agent in charge, Chicago region, U.S. Department 
of Labor Office of Inspector General. “We will continue to work 
with our law enforcement partners to vigorously pursue those who 
defraud worker visa programs for their own personal gain.”

Richardet faces a maximum penalty of 15 years in prison, a fine 
of $250,000 or both. Cardinal faces a maximum fine of $500,000 and 

five years of probation.

 Landscape

BrightView acquires Pro Scapes
BrightView Holdings Inc., Plymouth 
Meeting, Pennsylvania, has announced the 
acquisition of Pro Scapes Inc., a commer-
cial landscaping company headquartered in 
Jamesville, New York. Terms of the trans-
action were not disclosed.

Pro Scapes was founded as a one-man 
operation in the mid-1970s. Under the 
leadership of founder Rick Kier and his 
wife, Karen L. Kier, the company grew to 
become a leading grounds care provider in 
central New York. The company and its ap-
proximately 150 employees are committed 
to providing high-quality grounds mainte-
nance, snow removal and irrigation services 
to its customers across commercial and in-
dustrial properties as well as upscale condo-
minium complexes in Onondaga County. 
Pro Scapes’ strong relationships have been 
built on the company’s reputation for safely 
and reliably performing high-quality work 
for its customers.

“We are excited to welcome Pro Scapes, 
its employees and their customers to 
BrightView,” said Andrew Masterman, 
BrightView president and CEO. “Over 
the years they have invested in developing 
operational processes, customized tech-
nological solutions and employee training 
programs that fueled their steady historical 
growth.” Masterman looks forward to his 
company learning many of Pro Scapes’ se-
crets for success, especially in snow removal.

Kier said he is proud of Pro Scapes’ rich 
history and believes that BrightView’s stra-
tegic approach to intense customer focus 
fits well with his company’s established 
customer service philosophy.

“BrightView’s national presence and 
formidable resources open the door to ex-
citing long-term opportunities for our team 
members and our customers alike,” said 
Kier. 

  Irrigation

California to require pressure-regulating 
spray heads
The Golden State has officially adopted a 
regulation starting next year that requires 
any new spray sprinklers installed to incor-
porate pressure regulators. Beginning in 
2020, spray sprinklers in the state will be 
required to be sold with a component that 
restricts water flow as close as possible to 
30 pounds per square inch.

The California Energy Commission 
estimates that this regulation will save 
more than 400 million gallons of water 
per day in 10 years. 

The pressure-regulating component 
will add about $3 to each sprinkler’s price 
tag, but the Natural Resources Defense 
Council states that the cost is offset by 
water savings within the first year, making 
the technology highly cost-effective over 
the life of the product.

Though it will add to the cost of spray 
heads for both con-
tractors and their cli-
ents, the latter may 
benefit from lower 
water bills.

Colorado, Hawaii, 
Vermont and Wash-
ington state have ad-
opted similar regula-
tions.
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 QUICK
 TAKES

Metco Landscape  
acquires PGM
Aurora, Colorado-based Metco 
Landscape has acquired PGM 
Inc., a commercial landscape com-
pany in Colorado Springs. PGM 
Founder and President Dan Pohja 
will continue to lead PGM. 

“PGM is a great company that 
shares our mission and relentless 
focus on providing high-quality 
landscaping services and customer 
satisfaction. We are impressed with 
PGM’s people, reputation and the 
positive impact they have had in 
their community,” said Mark Tom-
ko, founder and CEO of Metco.

Virginia inmates help 
teens start business
In Chesapeake, Virginia, LeMar 
Anderson and three other inmates 
at the Buckingham Correctional 
Center in Dillwyn, Virginia, saved 
up and donated lawn mowers, gas 
tanks, branded t-shirts and busi-
nesses cards to two local teens to 
help them start their own lawn care 
businesses.

One of the teens, Demario Lo-
cus, said receiving the donations 
feels good because he’s doing some-
thing productive and no longer has 
to depend on anyone’s lawn mower. 

Searching for Bigfoot
Deputies in North Carolina are 
hunting for a thief who stole a 
6-foot-tall fiberglass resin Sas-
quatch statue from Mountaineer 
Landscaping in Linville.  

Co-owner Terry Brewer says 
the landmark was stolen in late 
July. The creature known as “Big-
foot” stood watch outside the busi-
ness for the past several years. 

Avery County Sheriff ’s Office 
deputies have received over 100 
calls regarding the statue but so far 
have been unsuccessful locating it.

 Irrigation

Weathermatic forms new charitable foundation
Mike Mason, CEO and president of Weathermatic, Garland, Texas, has announced the for-
mation of the Weathermatic Foundation. This is a charitable fund with a mission to enable 
more individuals, communities and corporations to participate with Weathermatic in the 
goal of providing clean drinking water to 100,000 people.

“The Weathermatic vision is ‘Water with Purpose.’ This is a company-wide focus and 
commitment to conserve water, to advance irrigation technology and to support missions 
that bring clean water to those in need,” said Mason. “Since we began this work, Weather-
matic has developed 64 clean water wells around the world and impacted 
the lives of 20,000 people. Many of our most valued customers and 
partners have long wanted to help do more to reach our goal of 
saving over 100,000 lives. We are launching this foundation to 
make that wish a reality.”

The Weathermatic Foundation is directed toward the 
goal of solving the global water crisis. Millions of people 
lack access to clean drinking water around the world. Clean 
water is the foundation for human health and growth. Ac-
cess to clean water leads to better hygiene practices, stron-
ger health care, better education systems and more commu-
nity and economic growth.

In addition to the impact on those in need, the volunteers 
who participate with Weathermatic on water well trips are also 
deeply affected by the experience. “Our water well trips usually 
change the volunteers as much as the recipients,” said Brodie Bruner, 
executive vice president of Weathermatic. “Every volunteer who goes comes 
back with a deeper desire to live with purpose, to work with purpose and to water with 
purpose.”

Weathermatic has partnered with the Communities Foundation of Texas to create the 
formal structure and framework for charitable, tax-deductible contributions. Donations to 
the Weathermatic Foundation will fund water well projects around the world with the pur-
pose to deliver clean water directly to those who need it the most.

  Equipment

Briggs & Stratton to close Murray, Kentucky, facility
Milwaukee-based Briggs & Stratton Corp. 
has announced plans to consolidate pro-
duction of its small vertical-shaft engines 
into its Poplar Bluff, Missouri, facility. This 
consolidation will result in the closure of the 
company’s Murray, Kentucky, facility by the 
fall of 2020. The decision is intended to align 
production capacity with current and expect-
ed future market needs.

The company states that the market for 
small vertical-shaft engines has been rela-
tively stable over the last several years but has not grown for various reasons, including a 
difficult housing market driven by the lack of affordable single-family homes in the U.S. 
Unlike other areas of Briggs & Stratton’s business, the residential walk-behind mower mar-
ket, where the vast majority of these engines are used, has not rebounded to historical levels. 

“Our residential engine business continues to be core to our company as we make prog-
ress on diversifying our business by growing our commercial presence. This production con-
solidation is important for the long-term health of this operation and will allow for better 
utilization of our assets by freeing up resources that we can use on growth areas within our 
company,” said Todd Teske, chairman, president and CEO of Briggs & Stratton.



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

Hardscape lighting, 
made easy

Hardscape projects, especially outdoor liv-
ing areas, have become a popular aspect of 
landscape design. These projects include 
seating walls, fire pits and fireplaces, out-

door kitchens, and water features. Lighting is a big 
part of these projects, and several different landscape 
lighting fixtures and lighting design techniques can be 
used effectively in these applications. 

Paver lights and driveway beacons. Paver 
lights and driveway pucks allow for good traverse 
lighting, especially if there are elevation changes on a 
property. Paver lights are generally available in most 
common paver sizes. These fixtures usually consist of 
a box the size of the paver with a light source and 
a translucent lens. Colored lamps and lenses can be 
added for holiday accents. I often specify these types 
of fixtures for sloping driveways. They provide a nice 
“runway” effect and are great choices for contempo-
rary-style landscapes. 

Driveway beacons are installed on the sides of 
driveways facing the center. They can be installed 
in a triangular pattern or directly across from each 
other. The light beams normally produce a “V” or 
half-moon pattern on the driveway. Beacon fixtures 
are available in surface-mount and well-light ver-
sions. Surface-mount types can be installed directly 
to pavers before being set in sand or concrete. Well-
light styles come with different kinds of slotted tops 
in brass or aluminum. Like sprinkler heads, the slots 
have quarter-, half- and full-circle openings. 

It’s important to order extra lead wire for these 
types of fixtures. Core out a ¾- or 1-inch hole behind 
them where you can coil up a repair loop in case the 
fixture ever needs to be fixed or replaced. 

Step and bar lights. Almost every outdoor light-
ing manufacturer offers louvered step lights and un-
der-cap step lights. These provide great downlighting 
effects and increase safety by revealing the length and 
depth of a step. Louvered step lights aren’t really step 
lights; they were originally designed for walls. 

These very common fixtures are often used incor-
rectly. When installed on the face of a step, there’s al-
ways a chance of the front plate and lens becoming 
damaged by being kicked. If the louver and lens are 
damaged, it can result in terrible glare from the ex-
posed light source, thus defeating the whole purpose 
of having them. 

Under-cap step lights come equipped with a 
mounting plate and light source. A common method 
for installing these in a seat wall is to use an angle 
grinder to cut a slot across the top of the wall before 
adding the cap stone. The light wire is then laid into 
the slot and the cap stone is installed. Again, it’s a 
good practice to leave some extra wire behind to ease 
a future repair or replacement. Cut a 1-inch-wide, 
¼-inch-deep slot through the brick or concrete base. 
Make a figure-eight loop with the cable 1 inch behind 
the entry of the fixture and lay it in the slot, and then 
install the cap stone. 

Tape and strip lights. Tape and strip lights have 
become very popular accents for hardscape elements, 
as they provide a seamless lighting effect on steps and 
concrete seat walls. Mounting a tape light is a fairly 
simple process; just peel off the paper to expose the 
adhesive backing, then apply it under a counter or on 
a lip of a wall. 

Strip lights do not come with adhesive backs; 
they’re normally mounted with construction adhesive 
or in an aluminum channel. Both tape and strip lights 
are available with fittings that allow for corners, pow-
er feeds, couplers and end caps. Because they’re being 
mounted outdoors, it’s important to choose products 
with a minimum IP rating of 65. This means they’re 
dustproof and can be hit by water jets at any angle.

The good news is that hardscape projects seem to 
be one of the line items that are rarely cut from land-
scape budgets, so be sure to make them part of your 
service offerings. Adding lighting to hardscapes adds 
warmth and helps make outdoor living environments 
even cozier and more inviting. 

Adding lighting 
to hardscapes 
adds warmth 
and helps make 
outdoor living 
environments 
even cozier 
and more 
inviting.
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Honda Engines: 
New Models, More Power and 
Even More Versatility

What’s New at Honda?
New for 2019 are four Honda V-Twin engines, the 
iGX700/iGXV700 and iGX800/iGXV800, providing 
turf industry and commercial construction customers 
versatile power and greater adaptability with excel-
lent fuel efficiency in a compact package. These new 
engines represent the pinnacle of Honda’s general- 
purpose lineup and serve as an extension of the GX 
Series commercial grade engines already known for 
their unparalleled durability, quality and reliability. 

For sale to power equipment OEMs in both ver-
tical and horizontal shaft configurations, the new  
Honda V-Twins are an ideal fit for demanding applica-
tions including commercial turf equipment (zero-turn 

radius [ZTR] mowers, lawn tractors, garden 
tractors, utility vehicles, trenchers, stump 

grinders and chipper/shredders) 
and concrete and construc-

tion equipment (power 
screeds, hydraulic power 
units, concrete saws, ride-
on concrete trowels, vibra-
tory rollers, generators and 

pressure washers).
Providing enhanced per-

formance and quality, the new 
Honda iGX700/iGXV700 

and iGX800/iGXV800 
engines are equipped 
with fuel injection tech-
nology and an integrat-

ed electronic control unit 
(ECU) with a self-tuning 

regulator (STR) governor sys-
tem that delivers drive-by-wire 

remote control capability to man-
age key aspects of engine operation— 

allowing the engine to communicate 

with the machine it is powering to achieve optimal 
performance by monitoring key parameters, con-
trolling engine speed and diagnostics. To illustrate, 
a potential application for this technology is for the 
automatic varying of engine speed (based on load) for 
ZTR lawn mowers so the engine does not slow when 
mowing in thick grass.

The new iGX700/iGXV700 and iGX800/iGXV800 
engines feature cutting-edge design and innovative, 
technologically advanced elements, including a hemi-
spherical combustion chamber, an integrated cylinder 
and cylinder head, forged steel connecting rods and a 
9.3:1 compression ratio, contributing to high efficien-
cy as well as low noise and vibration. In addition, the 
integrated cylinder and head eliminate the need for a 
head gasket, resulting in superior cooling and reliable 
performance. The integration of electronic fuel injec-
tion, along with the advanced combustion chamber 
design and the integrated Digital Capacitive Ignition 
(CDI) with variable timing, results in excellent fuel 
efficiency and enhanced operation.

The new Honda V-Twin models feature high pow-
er output in a compact design comparable to the com-
pact base frame footprints of other high-output Hon-
da engines, ranging from the GX630 to the iGX800. 
The design compatibility minimizes changing time, 
making it easy for the user to install the new V-Twin 
models when older engines reach the end of their 
service lives. The design also allows manufacturers 
maximum flexibility with current tooling and frames.

Available later in 2019, the new Honda iGX mod-
els will carry a three-year, non-declining warranty. 
Parts and services will be widely available via the 
Honda national dealer network.

Visit Honda Engines
at GIE+EXPO 2019 
Booth #3118

Follow Honda Engines & Honda Power  
Equipment news & video on: 

hondanews.com
engines.honda.com

powerequipment.honda.com
honda.com

HondaEngines_GIE Expo_8.125x10.875.indd   1 9/9/19   12:37 PM
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With numerous factors shaping the outdoor 
power equipment industry, are you ready 
to keep up with changing times?

W
alk into any grocery store or restaurant and you’re 
bound to see foods like cauliflower pizza, avocado 
ice cream, meatless burgers and kale smoothies. 
Ten years ago, these unique foods were unheard 
of. Yet, here we are today, living in a culture ob-
sessed with health trends.

When new ideas and products are introduced in an industry, 
they can seem outlandish at first. But true trends aren’t just fads that 
quickly disappear. They are long-lasting cultural shifts that reflect 
the changing needs, attitudes and expectations of customers and 
employees. They’re a sign of where an industry is headed in the long 
run — in this case, the outdoor power equipment industry. 

The end of the busy season and your annual trek to GIE+Expo 
may have you fired up ready to purchase new equipment or mowers 

for next year. Before heading to your dealer and upgrading your 
fleet, take a big-picture look at what’s going on in the industry and 
how it’s affecting the evolution of outdoor power equipment. Rath-
er than simply looking for a means to an end, think about investing 
in a new or different kind of equipment as a strategic choice that 
can help take your business to places it’s never gone before. 

EXTERNAL FORCES
Tony Marchese is the commercial business group leader, Americas, 
at Greenworks Commercial and has worked in the power equip-
ment industry for 30 years. While there have been many changes 
over the past few decades, he says he has never seen as many exter-
nal factors affecting the industry as there are today. 

Since its founding in 2005, the Mooresville, North Carolina, 
company has produced battery-powered equipment from day one. 
As Marchese puts it, “Greenworks eats, lives and sleeps rechargeable 
products, 24 hours a day, seven days a week.” The company manu-
factures just about any piece of equipment a professional landscaper 
needs, including zero-turn and stand-on mowers. What is the big-
gest force driving the battery craze? According to Marchese, more 

BY SARAH BUNYEA

for change
Powering UP

Photo: Greenworks Commercial
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than 500 cities across America have some form of 
regulation regarding gasoline-powered equipment or 
even outright bans of it. 

“Communities, municipalities and universities 
are saying, ‘I’m sorry, we just can’t have the noise and 
pollution from gas mowers anymore, and we need an 
alternative to take care of this problem,’” says Chris 
Conrad, vice president of sales at Mean Green Mow-
ers, an all-electric commercial mower manufacturer. 
Headquartered in Hamilton, Ohio, the company was 
founded in 2008 as a response to the need for a quiet 
alternative to gas mowers. Outside entities are push-
ing landscapers to look for a solution, and according 
to both companies, the answer is battery power. 

While battery-powered products have grown past 
the early adopter stage, there are still many in the in-
dustry who aren’t sold on this movement. This traces 
back to its origins in mass retail. These tools were un-
derperforming, had low power and low run times be-
cause they were designed to be used by homeowners 
for small yards. Marchese says the “magic moment” 
was when lithium-ion batteries came into the fore-
ground, immediately allowing for longer run times 
and more power.

As the voltage of the lithium-ion battery began 
to grow, the usage of battery-powered power equip-
ment did too. The changing point for Greenworks 
Commercial was the development of the 82-volt 
battery, which has been used in the company’s prod-
ucts for the past three years. “This really gave us the 
power and the battery life to be able to meet gas,” 
says Marchese.

BATTERY ADVANTAGES
Battery-powered equipment offers many benefits, in-
cluding producing zero emissions, having low vibra-
tion and low noise, and requiring little maintenance. 
Conrad describes Mean Green Mowers’ customers 
as anyone from new startups looking to distinguish 
themselves as a green company to firms concerned 
about the potential health risks of using traditional 
fuels. Having this green status can allow you to per-
form work for clients with restrictions on noise and 
emissions, such as some schools and hospitals.

Depending on the noise restrictions where you 
work, battery-powered equipment can allow for 
greater flexibility in your schedule. “If you want, you 
could start at daybreak and work till dusk because you 
don’t have the noise,” says Marchese. “You can work 
in a residential community, or you can mow during 
the day during classes. There’s a lot of flexibility that 
rechargeable products give for greater productivity.”

He adds that the laws in Europe on what power 
equipment operators can and can’t be exposed to are 
much stricter than they are in the U.S. “We think 
those laws will find their way to America, which will 
regulate the amount of vibration, noise and ingestion 
of fumes that can happen.” He says an employee who 

uses a battery-powered trimmer will feel much better 
at the end of the day without having breathed in gas 
fumes and endured the vibration of a gas trimmer for 
hours on end. 

There’s also reduced maintenance that goes into 
the upkeep of this equipment. Marchese explains, 
“You don’t have any fuel lines to get snagged. You 
don’t have carburetors to be affected by E85 ethanol. 
You don’t have the normal need to change an air fil-
ter, spark plugs or the oil. All of that is taken away 
with a rechargeable product. It gives you so many 
more uptime opportunities.”

THE FUTURE OF BATTERY
“There are tremendous technological advances com-
ing in battery cells,” says Marchese. “We’re just a 
small player in the lithium world. With lithium cars, 
lithium boat motors, lithium construction equip-
ment, etc., the mass explosion of lithium power ben-
efits us in a lot of ways.” 

The development of batteries is being driven 
by the growth of the electric car industry. Compa-
nies like Greenworks Commercial use battery cells 
sourced from companies like Sony and Panasonic, 
the makers of the same lithium-ion batteries used by 
Tesla and other electric car manufacturers. “The bat-
tery industry is driving toward batteries with longer 
run times and less weight, which will then fall back 
into our products,” says Marchese. 

To him, the potential for battery is virtually end-
less. He says in the years to come, you’ll see more 
products being driven off a single-sized, same-volt 
battery. Not only will one battery be able to run your 
string trimmer, hedge trimmer and backpack blower, 
it will be incorporated in your trailer setup. This will 
allow you to charge your cell phone, run a power tool, 
operate stationary work lights and more.

Battery-powered equipment is currently one of the biggest trends in the 
green industry. The development of these products is largely being driven by 
the technological advancements of lithium-ion batteries. Photo: Husqvarna

“There are
tremendous 
technological 
advances 
coming in 
battery cells.”
— Tony Marchese,

Greenworks 
Commercial
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THE PROPANE DIFFERENCE
Barnes Inc. is a full-service landscape company in Madison, Wisconsin, 
with over 150 employees. The company began looking into alternative 
fuels about 10 years ago. They converted two mowers to propane in 2014. 
Since then, the company has converted the majority of its commercial- 
sized mowers to propane. Its long-term goal is 100%.

“It was a very easy thing for us to switch as many of our mowers as 
we possibly could to propane,” says Mark Barnes, CEO of Barnes Inc. “We 
were concerned we were going to lose power. But the fact that these pro-
pane mowers are all fuel injected, we don’t appear to be losing any power. 
And the other thing that’s nice is we could tell immediately that the fuel 
burns much more cleanly, and 
we are having less engine-related 
problems because of it.”

Using propane saves the com-
pany around $15,000-$20,000 
every year. “Propane is half the 
cost of regular gasoline. So 
multiply that by 60 or 70 mowers 
every day. We save a lot of money 
annually by using propane on our 
mowing fleet,” says Barnes. 

Andy Fritsch, director of operations at Barnes Inc., says that while he 
and the rest of the Barnes team work in an industry where carbon emis-
sions are high because of equipment use, that doesn’t mean they can’t 
take steps to minimize their carbon footprint.

“We don’t have any problems with leaks, spillage, any of that. With the 
use of propane, you’re showing a commitment to do something more than 
you have to do,” says Fritsch. “What we consider important at Barnes Inc. is 
putting ourselves a little bit above the competition. And I think the propane 
use that we incorporate into our business also reinforces our message: Be 
a little different to make a difference.”

“What propane 
offers as a fuel 
from a cost and 
environmental 
standpoint 
really cannot 
be matched 
by gasoline or 
diesel.” 
— Jeremy Wishart, 

Propane Education 
Research Council

Conrad believes the battery-powered equipment 
industry, especially the mower market, is just taking 
off. “It’s proven it can be done and it’s just going to 
keep growing. In 10 years, it’ll be the norm.”

ROBOTIC AUTOMATION
With its own battery-powered equipment product 
line, Husqvarna is no stranger to the battery trend, 
but its sights are set on something a bit different. The 
330-year-old Swedish manufacturer based in Stock-
holm has proven its ability to adapt with changing 
trends. And while the industry continues to evolve 
and transition to battery power, Giovanni Crespi, 
director of product management, Husqvarna Group 
North America, believes the more permanent solu-
tion for lawn care is autonomous robotic mowers. 

He acknowledges it’s in a very early stage but says 
it’s a trend that’s picking up speed. What started out 
as a concept a few years ago has now transformed 
into discussions with landscape companies about 
how they can feasibly implement robotic lawn mow-
ers in their businesses. 

Being one of the pioneers in the robotic mower 
industry, Crespi says, “We foresee that there will be 
a longer-term transition to a robotic, autonomous 
solution because the benefits that robotics bring to 
the table are larger than the battery.” The main ben-
efit he says robotics offers is financial savings via re-
duced labor costs. While a robotic mower handles 
the grass cutting, your employees can be working on 
the edging, trimming, etc., reducing the overall time 
it takes to finish a property. 

A ‘CLEAN’ FUEL ALTERNATIVE
Battery power and robotics aren’t the only gas alter-
natives making inroads in the industry. Jeremy Wis-
hart, director of off-road business development at 
the Propane Education Research Council, says using 
propane-powered mowers is a trend that’s growing. 

When the Washington, D.C.-based organiza-
tion began its initiative for landscape contractors to 
use propane-powered mowers in 2013, close to 500 
mowers were being converted every year. Since then, 
the adoption rate has grown to as many as 4,500 
mowers that are either purchased as an original 
equipment manufacturer propane model or convert-
ed in the aftermarket each year. 

“What we’ve seen over the last seven years is 
those who have made the switch to propane have not 
gone back. In fact, they’ve actually upped their usage 
of propane mowers,” says Wishart. “I have not seen a 
landscape contractor that has switched over to pro-
pane and given it a real try move back to whatever he 
was using before. It’s been a very positive trend, and I 
think that’s going to continue.”

There are currently around a dozen original 
equipment manufacturers right now that offer pro-
pane mowers. Between the different models, con-
figurations and deck sizes, there are around 150 
different propane mowers currently available on the 
market. If you want to convert an existing mower to 
propane, the cost depends on your model. On aver-
age, Wishart estimates the cost is $800-$1,200 per 
mower by the time you buy the conversion kit and 
either convert it yourself or have a mechanic do it. 

There are also some nice incentives for switch-
ing to propane. PERC offers contractors $1,000 per 
qualifying mower purchase or $500 per qualifying 
conversion. An applicant is eligible for up to 25 in-
centives per year or $25,000, whichever comes first. 

PROPANE BENEFITS
Propane mowers can save money over the lifetime 
of the mower, thanks to the fuel’s unique advantages. 
They cost about 30% less per hour to operate than 
gasoline and also have reduced maintenance costs. 

Compared with gas mowers, propane produces 
up to 17% fewer greenhouse gases and 19% fewer ni-
trogen oxide emissions than gasoline. With propane 
mowers there is no need to sacrifice work time for 
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trips to the gas station. Convenient refueling options 
include on-site cylinder exchange and dispensing.

Wishart explains that the progression of compa-
nies adopting propane is typically gradual. Compa-
nies generally start with one, two or maybe five to 10 
propane mowers. The following year they’re adding 
20, 30 or even 40 more. Within three to five years, 
they’ve got 100% of their fleet operating on propane.

“You’re going to see a lot more consumer research 
and interest in alternative fuels. What propane offers 
as a fuel from a cost and environmental standpoint 
really cannot be matched by gasoline or diesel,” says 
Wishart. “When you start to factor in things like 
the ability to reduce fuel costs and emissions and 
the drive to be more efficient within your job and 
as a company, I think that’s what’s going to lead the 
charge in these next several years.”

DO MORE WITH LESS
While alternative fuels are one of the hottest trends 
in the equipment world, manufacturers are creating 
other solutions to help landscapers increase efficien-
cy, especially as they seek ways to accomplish more 
work with fewer people. “Labor shortages nation-
wide have forced professional landscape contractors 
to do more with less, making productivity and effi-
ciency a major challenge for them,” says Nick Minas, 
product manager, John Deere Commercial Mowing. 

With this in mind, the Moline, Illinois-based 
manufacturer created both its M and R Series com-
mercial walk behind mowers with redesigned con-
trols and improved weight distribution. This enhanc-
es operator comfort and requires less effort to raise 
the front end of the mower. 

Another solution, developed by John Deere, is 
Mulch On Demand technology. MOD enables 
the operator to switch between mulching and side- 
discharging without leaving the seat. The feature 
reduces the time spent cleaning up clippings from 

driveways and sidewalks by allowing the operator to 
easily close off the discharge chute. 

This emphasis on efficiency seems to be a big drive 
for other manufacturers too. “As labor has become 
tighter, it’s become a big focus for contractors to be 
able to have more productive machines that require 
fewer laborers,” says Mitch Hoffman, marketing 
manager for the residential landscape contractor di-
vision at The Toro Company, Bloomington, Indiana.

Hoffman is seeing contractors opting toward 
mowers with larger cutting deck sizes to be able to 
mow more in less time. He gives the example of 
Toro’s 7500-D model that comes in a 96-inch cut-
ting deck size, which he describes as “a really produc-
tive machine” that one operator could use to mow a 
property rather than two guys on smaller machines. 

The same thing’s happening with commercial 
walk-behind mowers. Hoffman says Toro’s largest 
model, the 30-inch TurfMaster HDX, is really start-
ing to take off. As they see contractors who have 
been utilizing Toro’s 21-inch Heavy Duty move up 
to this 30-inch option, Hoffman knows these trends 
will only grow over time. “Contractor productivity is 
going to continue to be a focus going forward and 
will likely become more important as labor markets 
continue to tighten,” he says.

In addition to bigger deck sizes, another trend 
is the growing popularity of the stand-on mower. 
Minas says that “the stand-on size is appealing, as 
it makes it easier to get into tight spaces and uses 
less space on a trailer.” These machines can also be  
versatile. Hoffman explains that Toro’s GrandStand 
Multi Force is not only a stand-on mower, but you 
can use different attachments for multiseason flex-
ibility by adding plow, power broom and bagging 
attachments. 

EMPHASIS ON EFFICIENCY
For Husqvarna, efficiency goes beyond the equip-
ment itself. Crespi says that fleet management is a 
growing trend that prompted the company to devel-
op its own solution for landscapers to monitor the 
utilization of their equipment. Next year, the com-
pany will go live with its fleet management system, a 
concept it’s been testing for some time now. Crespi 
explains that “it will essentially gather data from all 
the different sensors that we have on our machines 
and then translate that data into easy information 
operators can use to improve their business and bet-
ter manage their fleet.”

“The world is full of information, and you have 
data everywhere. But what people don’t have is time 
to translate this data. Our job has been, ‘How do we 
translate this data to easily reflect what the company 
can do to improve their business?’” This new solution 
intends to help companies improve productivity and 
utilization of their products and also help monitor 
equipment maintenance. 

“As labor has become 
tighter, it’s become a  
big focus for contractors 
to be able to have more 
productive machines that 
require fewer laborers.” 

— Mitch Hoffman, 
The Toro Company

“Uptime and 
fuel-efficiency 
continue to be 
top concerns 
of professional 
landscape 
contractors, 
driving 
manufacturers 
to develop more 
solutions for 
equipment.” 
— Nick Minas,

John Deere 
Commercial Mowing
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“Uptime and fuel-efficiency continue to be top 
concerns of professional landscape contractors, driv-
ing manufacturers to develop more solutions for 
equipment,” says Minas. He says one example is the 
growing incorporation of electronic fuel injection 
engines in lawn mowers. 

EFI runs more efficiently than carbed motors, and 
therefore offers reduced emissions and noise output, 
as well as greater fuel efficiency. Minas says while 
they’re “commonly used in smaller block engines, we 
are now seeing more and more options in the mid-

block range and greater. Providing up to 25% more 
fuel savings, the benefits of EFI drive this trend.”

As trends in the industry emerge and grow, it’s 
comforting to know that equipment manufacturers 
are keeping up with high-tech, helpful solutions. 
With a multitude of different factors affecting the 
industry, including gas, noise and emissions regula-
tions, increased competition, labor challenges and 
the need to operate more efficiently, choosing the 
right equipment can play a big part in the success of 
your business.

And remember, change is a process. Take time to 
consider what makes sense for your business, your 
customers and the area where you live. Maybe this 
year you start out converting your handheld tools to 
battery-powered alternatives. Maybe next year you 
upgrade to mowers with bigger decks or ones that 
use alternative fuels. By keeping up with trends as 
they grow, you’ll avoid getting left behind in the years 
to come.  

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

TRENDS 
RECAP

• battery-powered 
equipment and 
mowers

• autonomous 
robotic mowers

• propane-powered 
mowers

• design for more 
efficiency

• larger cutting 
deck sizes

• stand-on mower 
models

• fleet  
management 

• EFI engines
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Zack Kline, founder and 
owner of A.I.R., is providing 
services to those who want 
to know their lawns are 
being maintained in the most 
environmentally conscious 
way possible. Photo: Nicole 
Hennessy
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Ever wonder what the landscaping industry is 
going to look like in the future? Well thanks 
to Zack Kline, you don’t have to. The 30-year-
old owner of A.I.R. (Atmosphere Improve-
ment and Renewal) in Rockville, Maryland, 

is years ahead of many of his counterparts in the 
green industry. 

It’s not just the ultramodern way of instantly 
communicating with customers through his website 
and Facebook, it’s also the sustainable products he is 
applying to lawns and the environmentally friendly 
equipment he is using to keep them maintained. 

It is a menu of services that might not be for every 
property owner, but for those who want to know their 
lawns are being maintained in the most environmen-
tally conscious way possible, A.I.R. has the solution. 

People are starting to pay more attention to the 
chemicals that are being put on their lawns thanks 
to lawsuits that are all over the news. It’s only fueling 
the interest in natural, organic lawn care services. En-
vironmentally conscious millennials are homeowners 
now, and they’re hiring lawn care professionals. Kline 
wants A.I.R. to be the answer to those types of peo-
ple who are concerned with the impact their lawn 
care has on the environment.

Kline likens his lawn care business to Whole 
Foods of the grocery store chains. The tomato you 
buy at Whole Foods might cost three times as much 
as a regular grocery store, but the difference is what 
goes into the process. 

He describes his customers as the type of people 
you might just bump into at Whole Foods. “They’re 

very educated. They realize the effort that goes into 
our services, and they are willing to pay a little bit 
more for that.”

Many of the natural, organic lawn care custom-
ers either have children or pets, and they are con-
cerned about exposing them to chemicals. On the 
battery-powered equipment service, Kline says, “The 
nice thing is that when they are using our service 
they don’t have to worry about us interrupting their 
day. If it’s a nice day and the windows are open, we 
don’t have to worry about the gasoline fumes blowing 
into their house.”

A.I.R. has begun deploying robotic mowers for 
some clients. With the robot mower technology, the 
mowers cut all day, all night, rain or shine “and you 
can’t even hear them,” says Kline.

CONVERTING CUSTOMERS
It sometimes can be challenging selling a client on 
these pricier but better-for-the-atmosphere services, 
especially in markets where landscaping is competi-
tive. That’s where education comes in. 

Kline says, “You can look at two lawns and they 
can both look the same, but one could be treated with 
organic products and the other could be treated with 
chemicals. Without proper signage and the customer 
sharing that information, it sometimes can be hard to 
distinguish between the two.”

He’s optimistic that natural, organic lawn care 
and battery-powered equipment will become ubiq-
uitous in the green industry just like Whole Foods 
and Trader Joe’s did in theirs.

Zack Kline

The owner of A.I.R. has embraced the use of earth-friendly materials 
and equipment and is blazing a trail for the green industry to follow. 

BY KRISTIN SMITH-ELY

MAKING eco-friendly  
MAINSTREAM 
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“Ten to 15 years ago, those stores weren’t nearly 
as prolific as they are today,” he says. “It took educa-
tion to show consumers it was a service that could 
be done and then growing it from there, which is my 
hope with A.I.R.”

GETTING STARTED
The idea for A.I.R. was a long time in the making. 
Kline remembers cutting the grass in the family yard 
as early as sixth grade and enjoying every minute of 
it. In high school and in college he worked summers 
for a small landscaping company. 

It was during one of these summer stints when 
he had his eureka moment. He was trimming a 2.5-
acre property and was frustrated by the loud noise 
coming from the string trimmer. He also knew how 
much gasoline the company was putting into its 
equipment on a daily basis. “There has to be a bet-
ter way,” Kline thought. “That set me on the path 
of looking at battery-powered products: trimmers, 
blowers and mowers.”

He was studying marketing and information sys-
tems at Salisbury University at the time. “My initial 
knowledge of the industry came through work expe-
rience,” he says. 

Kline developed a business plan and entered 
Salisbury University’s Bernstein Business Plan 
Competition in 2010, earning honorable mention. 
He honed his plan and came back the following 
year, winning the $5,000 first-place prize. In 2011, 

he used the money to start the company, putting 
a down payment on a truck and purchasing  

battery-powered lawn equipment.
While he was exploring what equipment 

to buy, he discovered Stihl’s battery products. 
According to Kline, they were the best on 
the market, but being a broke college stu-
dent, he didn’t have the budget to purchase 

the equipment. But he didn’t just give up. He 
decided to get a little creative. He found out Sti-

hl’s president at the time, Fred Whyte, was an avid 
bagpipe player. 

“I bought him a pair of bagpipe cufflinks and 
wrote him a handwritten letter explaining my vision 

Kline says his customers appre-
ciate that his battery-powered 
equipment doesn’t create excess 
noise and gasoline fumes. Photo: 
Nicole Hennessy

for the company and how I could really help them 
grow their battery-powered products through my 
exposure,” says Kline.

That gesture paid off. “Sure enough, I got a call 
from him a week after the letter and cufflinks went 
out thanking me for the gift and inviting me to meet 
one of their executives, Roger Phelps,” he says. 

He met with Phelps and after proving that he 
“wasn’t some crazy person and I was setting out to do 
what I said I was going to do, they ended up donat-
ing some equipment.”

Stihl also connected him with the National As-
sociation of Landscape Professionals and “really just 
set my career off to a fast start in terms of exposure 
and being able to meet some of the brightest and top 
minds in the industry,” Kline says.

As he was working on client properties, he began 
asking if they would consider doing other sustainable 
landscape services such as natural, organic lawn care. 

To learn about this type of lawn care, he reached 
out to an expert in the field, Paul Tukey. He is an 
authority on the subject. He wrote the Organic 
Lawn Care Manual and starred in the documenta-
ry “A Chemical Reaction,” which covers the story of 
the first town in North America to ban pesticides. 
Currently he is the chief sustainability officer for 
Glenstone, a contemporary art museum in Potomac, 
Maryland, which has nearly 300 acres of natural, 
organic landscapes. The two struck a friendship and 
Tukey taught him what he knew. 

“He mentored me and trained me in the meth-
odology, approach and the need for natural, organic 
lawn care, and that really helped boost my expertise 
in that, as well as help me earn some key clients and 
credibility,” says Kline. 

The first few years, A.I.R. was a side business for 
Kline. It wasn’t until around 2014 that Kline decided 
to work on the business full time, and he has been 
ever since. 

PUSHING FORWARD
Battery-powered and natural, organic lawn care are 
certainly sustainable practices, but Kline isn’t content 
stopping there. 

“The big thing I am really starting to push, and 
I see this as a game-changer in terms of managing 
lawns in the most sustainable way possible, is robotic 
mowers,” he says.

In 2019, Kline began winding down his conven-
tional mowing business and not taking on more new 
clients for that service. Now he is only selling robot 
mowing. “The client purchases the unit from a local 
dealer. We do the install and maintenance on it, and 
if they wanted string trimming and edging on the 
property we would do it on an as-needed basis.”

He’s certain robotic mowing is going to be “the 
next huge thing.” It is already huge in Europe and 
Kline says that between unpredictable weather, the  

Photo: Nicole Hen
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“They realize
the effort that 
goes into our 
services, and 
they are willing 
to pay a little 
bit more for 
that.
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WAC Lighting is a second generation family  
owned and operated lighting company with a reputa-
tion for quality spanning over 35 years. With a history 
of  inventing, WAC makes technology-leveraged 
innovation widely available to the market through the 
benefits of  a world-class manufacturing facility.

WAC Landscape Lighting has recently introduced 
the Landscape Grand 12V/120V Accent Luminaires, 
the latest addition to the WAC family of  landscape 
accent lights, now with even more light output. Avail-

able in 2700K, 3000K and 4000K color temperatures, 
the Landscape Grand Accents include continuous 
adjustable and lockable beam angles indexed from 15° 
to 60°. The luminaires operate at 13W to 33W with 
deliverable lumens from 740 to 2,050 while maintain-
ing constant lumen output against voltage drop. The 
Low Voltage Accent delivers 2,000 lumens. When 
mounted high in trees and pointing downward, the 
Grand Accent creates a beautiful moonlighting effect 
with a cool white light and superior lumen output. 
IP66 wet-location and UL 1838 wet listed protected 
against high-pressure water jets, the factory-sealed 
watertight luminaire is crafted of  corrosion-resistant 
aluminum with bronze on black finishes. A brass 
constructed style is available. Operating on low and 
line voltage system, the LED Grand Accent can be 
used as an up light or a down light. Single or double 
stem mounts and other options include five-inch long 
shroud, surface mount flange/stake, guardian mount, 

gutter mount bracket, tree mount junction box and 
more. It dims beautifully with an integral dimmer. 

In addition, WAC has recently upgraded its Hard-
scape Series of  LED Luminaires, a rock solid solution 
with Dual CCT and Integral Brightness Control for 
numerous applications. Lumen adjustment control 
allows you to adjust brightness in the field and you 
can easily switch color temperatures from warm for 
lighting granite to pure white for lighting bluestone. 
The WAC LED Hardscape series allows the end-user 

or contractor to illuminate hardscapes 
of  various materials and designs, to suit 
the customers’ needs and applications. 
These IP66 rated luminaires are fac-
tory sealed and watertight for exterior 
settings and conveniently adapt into 
existing 12V Systems. They can adjust 
from 2700K and 3000K quickly and 
easily and feature tightly spaced 
and diffused LEDs which stem 
from standard frosted lens for even 
illumination.

WAC also offers a wide range of  
LED luminaires including: Inground 
and Indicator Lights; Deck and Patio 
Luminaires: Path and Area Lights: Wall 
Washers; InvisiLED Tape; Bollards; 
Step and Wall Lights; and more.

Headquartered in New York, WAC 
retains factories in New York, Califor-
nia, Georgia and China to support a ful-
ly vertically integrated research, design, 

engineering, electronics, fabrication, manufacturing 
and testing operation worldwide. WAC Landscape 
Lighting is an expansion of  its lighting technology 
brand to offer groundbreaking new-patented solu-
tions for landscape lighting. 

WAC Landscape Lighting can be reached at  
1.800.526.2588 or by visiting  

www.waclandscapelighting.com 

WAC Landscape Lighting
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labor shortage in the green industry and the growth of 
sustainability, it is going to become more mainstream. 

“I just always like to be ahead of the curve and 
that is where I see it going,” he says. 

He is fine with business being a little slower for 
the robotic mowing clients. “It’s given us some time 
to learn everything about the robot mowers.” 

A.I.R. is primarily targeting residential customers 
because Kline says there aren’t as many layers to go 
through to sell someone on the idea. The homeowner 
is the decision-maker. 

He is also trying out new ways to communicate 
using his website and social media, so he’ll be ready 
when those expected floodgates open. Kline describes 
what he is developing as an Uber-like model where 
customers can go to order lawn care services and lo-
cal contractors, stay-at-home parents, vets, students 
and other community members can sign up for work. 

He’d like to see A.I.R. grow to a $1 million busi-
ness in the next three to five years and eventually ex-
pand the model to other parts of the country. 

A WAY OF LIFE
Kline considers himself an environmentalist and the 
more he digs in, the more “it just snowballs,” in his 
words. He became a vegan a year and a half ago in 
part because of the environment, but also for health. 

“I am a big believer that a lot of the things that 
we do in our daily lives, like running gasoline- 
powered lawn equipment, contributes to the problem 
of climate change,” he says.

At the same time, Kline also embraces innova-
tion, which he describes as “keeping an open mind, 
trying new things and looking for new things.”

He likes the triple bottom line approach to busi-
ness that emphasizes people, planet and profit. “A lot 
of companies have demonstrated that works,” he says.

Getting other landscaping companies to embrace 
environmentally friendly approaches is another goal 
of Kline’s. He hears from many of his competitors 
that customers aren’t interested in it. 

“I want to show them that you can do it and that 
people do want it,” he says, but it is an uphill battle. 

When Montgomery County, Maryland, passed 
legislation to ban cosmetic pesticides on all public 
and private lands in 2015, it was met with some op-
position. 

It led to a lawsuit being filed claiming the juris-
diction had overstepped its authority. 

“I was the only landscaper in the county that tes-
tified in support of it,” recalls Kline.

While a Montgomery County Circuit Court 
judge ruled in 2017 the county’s ban was preempt-
ed by state law, a decision by the Court of Special 
Appeals in May overturned the ruling. The law is ex-
pected to take effect.

“I’d love to see more legislation like that come 
across different communities because I think a lot of 

changes are going to have to happen through policy 
and social change,” he says. 

To those folks, he says it is time to realize that 
environmentally friendly lawn care is what people 
want “and if you did it, it would be better for you, 
the community you’re in and the whole environment 
that we all live in.”

Kline might just be on to something. Only time 
will tell.  

The author is a contributing editor to Irrigation & Green Industry 
and can be reached at kristinsmithely@gmail.com. 

Kline is optimistic that battery-powered 
equipment and robotic mowers will  
become more and more common in the 
green industry. Photo: Nicole Hennessy



Admitting when 
you are wrong 
is not a sign of 
weakness; it is a 
sign of strength 
that will earn 
you respect from 
your employees.

BY TOM BORG

One of the best ways for a CEO, president, 
business owner or leader to earn employ-
ee mistrust is to continually make any of 
the following three blunders:
• not admitting mistakes
• not apologizing after offending someone
• not answering an employee’s request 

for clarification or more information
I can’t tell you how often I have personally ob-

served people in leadership positions making these 
mistakes. They may think they’re protecting them-
selves, but all they’re doing is digging a deeper ditch, 
one that’s all the more difficult to crawl out of. They 
erode the trust people have in them.

Let’s take a look at each one of these blunders 
and see what a leader can do to recover from them, 
so trust can be rebuilt — and to keep from making 
them in the future.

BLUNDER #1: Not admitting mistakes. 
Many times, the person making a mis-
take doesn’t realize it. Consider a Major 

League Baseball umpire who misses a call. Although 
he may not know he missed it, the 30,000 fans in 
the stadium do, not to mention the millions of others 
watching on TV. When the bad call is finally con-
firmed on the huge scoreboard, it’s as clear as day for 
everyone to see.

Fortunately, MLB now allows league officials to 
review instant replays to check the accuracy of ques-
tioned calls. What about your company or organiza-
tion? Do you have a system for reversing bad choices 
or mistakes you or your leadership team have com-
mitted? If you don’t, you may want to institute such a 
system. When you make a mistake and don’t admit it, 
and don’t take steps to correct it, you’re just building 
a case for mistrust. 

When someone we know makes a blatant error 
but refuses to acknowledge it, we start to mistrust 
that person. We think, “If they can’t speak the truth 
in this situation, how can they be trusted to speak the 
truth in other, similar situations?”

A STRONG LEADER 
admits mistakes
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Tom Borg is a team 
performance and customer 
experience expert who 
works with green industry 
organizations and their lead-
ership teams to help them 
connect, communicate and 
work together better without 
all the drama through his 
consulting, training, coach-
ing, leadership instruments 
and job benchmarking  
tools. To ask him a question, 
please call 734.404.5909, 
email tom@tomborg.com or 
visit his website at www.
tomborgconsulting.com.

The solution is a simple one. As Dale Carnegie 
once said, “If you are wrong, admit it quickly and 
emphatically.” You can’t go wrong following his rec-
ommendation. And let’s not gloss over the “quickly” 
part, that we should not only admit our mistake, but 
do it as soon as possible. The longer you wait, the less 
it means when you finally acknowledge it.

BLUNDER #2: Not apologizing for offend-
ing someone. In their article in Forbes 
magazine entitled, “Creative Leadership 

Humility and Being Wrong,” authors Doug Guthrie 
and Sudhir Venkatesh write about the positive power 
in admitting and apologizing for one’s mistakes. “We 
are frequently taught that leaders, especially aspiring 
leaders, should hide weaknesses and mistakes. This 
view is flawed.” Guthrie and Venkatesh agree that it 
is not only good to admit you are wrong when you 
are, but it can also be a powerful tool for leaders, ac-
tually increasing their legitimacy. This practice can 
help build a culture that increases solidarity, inno-
vation, openness to change and many other positive 
features of organizational life. 

Some time ago, I observed a retail department 
head who had the tendency to be blunt, insensitive 
and unresponsive when dealing with employee re-
quests. 

On one occasion, he stepped over the line by 
not responding to an employee’s request for help in 
dealing with a particular customer. It was an obvi-
ous blunder, and the department head should have 
known it and admitted it. Instead, his attitude was, 
“I’m too busy and important to deal with customers.”

To make matters worse, everyone he worked with 
knew he’d blown it. Once the blunder was brought 
to his attention, do you think this supervisor apolo-
gized for his mistake? Not a chance. As a result, his 
entire team silently slashed a few more points off his 
leadership score.

What should he have done? First, he should have 
admitted to himself, then to others, that he’d made a 
mistake. He would have had to recognize that it was 
going to take courage and a good deal of humility to 
apologize to the team member involved. Then, the 
next time he made a mistake, and every time thereaf-
ter, he’d need to be prompt in acknowledging it and 
apologizing for it. If he was consistent about doing 
that, after a while, word would get around and help 
rebuild trust in him as a leader with integrity.

BLUNDER #3: Not answering an employee’s 
request for clarification or more informa-
tion. Sometimes leaders mistake a request 

for more information or clarification of a message as 
a sign of weakness in the person requesting the in-
formation, especially when it’s about something that 
involves accountability. They think that the person is 
only asking the question out of a lack of courage to 
take action. Sometimes that might be the case, but 

ultimately, whose responsibility is it to make sure 
that a subordinate has the training and confidence 
to make decisions and take necessary actions? That 
person’s superior, that’s who.

When a leader doesn’t communicate promptly 
and consistently, it builds distrust. Let’s take a look at 
why this happens. First, the person requesting infor-
mation usually does so for a good reason. This person 
needs to make a decision and believes the leader has 
the necessary information to help with that decision. 
If the leader withholds that information, it causes 
people to ask “Why?”

Some leaders will use the “I’m too busy” excuse. 
When business owners, CEOs or presidents tell me 
they don’t have enough time to answer requests for 
information, I respond, “You don’t have enough time 
not to answer.” 

Think about it — a delayed or incorrect decision 
by one of your employees can cost your company 
time, money, the reworking of an order, hurt feelings 
and, worst of all, lost clients. If you don’t think you 
have enough time to answer employee requests, I rec-
ommend you reconsider. 

Sometimes a leader doesn’t know the answer. 
What then? “I don’t know,” is not an acceptable an-
swer. A better answer includes any of the following 
responses:

• “I don’t have enough information right now 
to answer your question.” — Jeanne Sullivan, 
founding partner of Starvest Partners 

• “Good question. I’ll find out and get back to 
you within 24 hours.” — Dr. Dave Miles, Dr. 
Dave Leadership Corp.

• “Based on what we know today, my thoughts 
are … ” — Selena Rezvani, leadership author, 
speaker and consultant

In summary, to stop making trust-building blun-
ders, and to build your team’s belief in you, I strongly 
recommend doing the following:

• When you make a mistake, admit it as soon as 
possible. 

• When you offend someone, sincerely apolo-
gize — the sooner, the better.  

• Answer employee requests for clarification or 
information as soon as possible.

When you are able to employ these three tools, 
you’ll build confidence in you and bolster your repu-
tation as a trustworthy human being who isn’t afraid 
to be real. 

When you make a mistake and don’t ADMIT IT, 
and don’t take steps to CORRECT IT, you’re just 
building a case for MISTRUST. 
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Maintaining good customer relations starts  
with frequent and effective communication. 

Turning

Conversations

Repeat
   By 
Stacie Zinn 
Roberts

into

Business
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Jason Kopke, owner of Arizona Landshapes in Tucson, re-
calls an incident eight years ago, when he neglected a refer-
ral source that had kept one of his two-person crews busy 
six days a week. That source decided to pull its business 

from the company. Ouch. 
At about the same time, a few customer service snafus led to 

some not-so-nice Yelp reviews. Double ouch. As painful as both 
these experiences were, Kopke says they pushed him to institute 
stronger customer service initiatives that made him a better busi-
ness owner and benefited his customers in the long run.

“All of that work went away, and it was a big, big kick in the 
tail end that we needed to change something,” says Kopke. “So 
right there, we made a decision that we needed to address people’s 
concerns differently.”

Arizona Landshapes used to lose clients “all the time” because 
Kopke’s crews did something a client didn’t want done or failed 
to do something a client did want. But that is all in the past now. 
Today, Kopke says, “We spend more time reaching out to custom-
ers before we do any sort of service, even the monthly ones. We’ll 
email them at the beginning of the month to tell them when we’ll 
be there and ask for their input about things on their property that 
need to be taken care of.”

Kopke learned the hard way that maintaining customer rela-
tionships is critical to long-term success. Research shows that it 
costs five times more to attract a new customer than to keep an 
existing one. Not only that, a mere 5% increase in customer re-
tention — where repeat customers add services and offer referrals 
— can add up to more than a 25% increase in profit. If you’re 
spending all of your time selling but don’t work to keep your ex-
isting customers happy, you do so at your own peril. 

The customer really is always right
Kopke has never forgotten those nasty Yelp reviews. “I’m not bash-
ful to say, those were some pretty horrendous comments from back 
in the day,” he says. “I became rather fearful of getting any other 
negative reviews, so I became a lot more focused on making sure 
that clients got what they wanted and that we didn’t try to inject 
our own desires into their projects.” 

That doesn’t mean that he and his crews won’t tell clients that 
the spot they want a plant put in is wrong or that a project has 
challenges, but these days, he approaches these issues more in the 
manner of a consultant and less like a temperamental artist. It’s a 
change he chalks up to greater maturity, to having learned from 

Communication is a big part of client retention and customer 
service. And while it’s important to talk to your customers, 
it’s even more vital to listen to them. Photo: U.S. Lawns
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his mistakes and to a genuine desire to do a good 
job for his customers.

“I might make clients sign a nonwarranty state-
ment,” Kopke says. “We’re not willing to warranty 
something that we think may not have been done 
appropriately, but we’ll move forward with do-
ing what they ask. We’re intent on keeping clients 
happy. I used to run this business geared a lot more 
toward me doing stimulating work. Now, I’ve sort 
of given up a little bit on performing stimulating 
work and focus more on giving clients stimulating 
landscapes.”

Listening is important too
Keeping customers informed helps keep them in 
the fold. And customer retention is critical; without 
repeat customers, no company can stay in business 
for long. While it’s important to talk to your cus-
tomers, it’s even more vital to listen to them. 

Alex Herring points to personal communication 
and interaction as the main reasons why Covenant 
Works, the three-year-old, family-owned landscape 

Communicating well with clients helps you understand 
specifically what goals they’re trying to accomplish, what 
their specific needs are with their landscapes and how that 
plays into their overall goals. Photo: U.S. Lawns
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company he manages in Waxhaw, North Carolina, 
has such a high customer retention rate. During the 
last three years, the firm has only lost two out of the 
40 residential and 12 commercial customers that 
keep his maintenance crew chugging along in the 
South Charlotte market.

“Most of our customers know me, and they 
know our crew as well,” Herring says. “Our clients 
know they can come to me with any problems or 
issues they have.” 

Although Herring is no longer out in the field 
every day as he was when the company  first started, 
he still makes an effort to drop in on his residential 
customers every four to six weeks. His visits often 
coincide with scheduled lawn treatments. 

He also sends emails to customers letting them 
know about changes to services or other issues. “We 
try to keep our customers updated,” he says. “We’ll 
let them know that even though there was a lot of 
rain this week, we’ll still come by, but a day or two 
later than usual.”

Herring feels that having a personal relationship 
with his customers goes a long way when challeng-
es arise. “My dad said there’s always going to be 
problems, but it’s how you fix them that 
people are going to care about,” Herring 
says. “Whenever there’s an issue, if you’re 
upfront about it and take care of it, cus-
tomers seem to really appreciate it. They 
understand that stuff happens and there 
will be issues along the way, but it’s all 
about how you resolve them.” 

Say what you’re going to  
do, then do it
Brandon Moxam, vice president of U.S. 
Lawns, an Orlando-based commercial 
landscape management company with 
262 franchise locations in 39 states, of-
fered this sentiment: “If you show up and do 
what you say you’re going to do, you’re proba-
bly better than 90% of the competition.” He adds, 

Alex Herring,  
Covenant Works
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“But that shouldn’t be based on happenstance 
or luck. You want to make sure you have prop-
erly documented processes and systems in place  
to make sure you follow through.”

Moxam says that clear contracts, along with the 
systems to back them up, are the keys to good cus-
tomer communication over the life of a business 
relationship.

“Once we’ve made the decision to do business 
together, we want to memorialize that in an actual 
agreement, mapping out all the expectations and 
making sure that both parties see eye to eye about 
what’s to be done,” says Moxam. “Then we take 
that agreement and build a startup plan for that 
customer.”

From there, a U.S. Lawns operations team 
communicates the specific customer expectations 
to the crews and creates work plans based on those 
expectations.

“A big part of client retention and customer ser-
vice is communication,” says Moxam. “We provide 
our franchisees with technology and communica-
tions templates for them to be able to share infor-
mation with clients.” 

He’s referring to an app that U.S. Lawns uses 
to create reports that document what specific land-
scape management services were performed when 

and record any notes about the property. In turn, 
those notes help U.S. Lawns’ customers, mostly 
property managers, do their jobs.

“Our customers expect us to be their eyes and 
ears on a property,” says Moxam. “Sometimes there 
are things we notice that are outside of the scope 
of the work that we’ve been contracted to do. We 
want to make sure that we bring those items to our 
customers’ attention.” 

Communication as marketing tool
While Herring says his company doesn’t do a lot of 
email marketing, he does use email to tell customers 
about services the company offers that might be of 
benefit to them. “For instance, when we start get-
ting close to aeration season, which is a busy time 
of year for us, we’ll send out an email a month or 
so ahead of time letting them know that the time 
to do it is coming up, and we’re starting to put our 
schedule together. For some, it’s included in their 
contract, but for others we do it as an additional 
service.”

This strategy serves two purposes: It alerts cur-
rent customers to upcoming services and also gen-
erates additional business.

Kopke recently sent an e-newsletter to 1,500 
current and past clients. He says simply remind-
ing customers of your existence can really pay off. 
“It’s surprising,” he says. “When the first newsletter 
went out, I probably got 30 phone calls in a 10-day 
period from people who said, ‘Oh, I didn’t know you 
were still in business,’ or ‘I didn’t know you did these 
things.’”

 “We’re looking to build a long-standing relation-
ship with our customers,” says Moxam. “We don’t 
want to be considered as just a service provider; we 
want them to consider us as a ‘business friend.’” 

He adds, “That doesn’t mean we’re going to go 
out and have a few drinks and break bread with 
them, necessarily. It’s more that we want them to 
know that we see the business through their eyes, 
that we understand specifically what goals they’re 
trying to accomplish, what their specific needs are 
with their landscapes and how that plays into their 
overall goals within the position they’re in.”

Finally, says Moxam, it all comes down to one 
thing: “It’s our job to make our customers’ lives eas-
ier.” But you won’t know how to do that unless you 
ask them. Make sure you do. 

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

As the eyes and ears on a property, you can alert customers if 
there are any issues that they need to be aware of. To build a 
long-standing relationship with them, they need to see you as 
both a service provider and a business partner. Photo: U.S. Lawns
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some COMMON 
MYTHS about 
PUMPS

Busting

Irrigation system pumps can be confusing, especially for less experienced 
contractors or technicians. For one thing, there are so many different 
kinds of pumps commonly used in landscape irrigation that are known 
by many names, formal and informal: lake, jet, shallow well, multistage, 

submersible, vertical turbine, variable frequency drive and centrifugal. In 
actuality, all irrigation pumps are centrifugal pumps, and they all work by 
the same principles.

Because of this confusion, there are many inaccurate perceptions and 
assumptions about pump selection and operation. If a contractor or techni-
cian selects a pump based on one or more of these faulty perceptions, it can 
lead to significant problems for the irrigation system in which it is installed. 
Some of the more common “myths” or misperceptions are presented here 
with a basic explanation of the science behind the facts.

There can be a lot of 
misunderstandings 
surrounding this important 
part of an irrigation system.

By Kurt K. Thompson, CIC, CID, CLWM, CLIA, CGIA, CIT, CSWP

www.igin.com

IRRIGATION COMPONENTS
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MYTH #1. The higher the horsepower, the 
more pressure the pump will produce.
It is a common practice to replace a pump 
with a higher horsepower motor when more 
pressure is needed. In order to determine if 
this is fact or fiction, we need to look at the 
relationship between motor horsepower 
and pump discharge pressure.

The curve shown above is for a model 
of pump that is widely used for irrigation 
systems.  It is available with four different 
horsepower motors. This pump’s perfor-
mance curve shows the typical relationship 
between horsepower and pressure. This 
curve is only to show how pumps behave 
under different circumstances; always refer 
to the manufacturer’s specifications for the 
specific pump being considered.

If the flow of an irrigation system is 30 
gallons per minute, the curve shows that 
the discharge pressure of the 1-horsepow-
er model will be approximately 35 pounds 
per square inch. This pressure at the source 
is too low for most irrigation components 
except possibly drip; therefore, it probably 
will not be a common pump choice for an 
irrigation system.

If the 1.5-horsepower motor is selected 
for this pump, at 30 gpm, the pump pres-
sure will be approximately 45 psi. If this 
isn’t enough psi for the sprinkler system to 
cover, then a contractor might be motivated 
to use the 2-horsepower model. At 30 gpm, 
the 2-horsepower model will produce about 
49 psi. This 5-psi increase will probably not 
be enough to make a difference in improv-
ing the sprinkler’s coverage.  

If the 2-horsepower pump is replaced by 
a 2.5-horsepower pump, the pressure would 
be about 54 psi. Again, the 5-psi increase 
might not be enough to make the sprinklers 
perform better than the smaller horsepower 
pump would.

Even if the 1.5-horsepower pump is re-
placed with a 2.5-horsepower model, the 
increase in pressure would only be about 10 
psi. Most of the time a pump is changed out 
because a system needs more than 10 psi of 
increased pressure.  
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So, the solution to getting more pressure is not to 
increase the horsepower, unless you only need a few 
more pounds per square inch. That’s because apply-
ing more power to the impellers does not increase 
pressure very much; rather, it’s the diameter of the 
impellers and/or the number of impellers in a pump 
that creates significant changes in pressure.

There is only one way to get more pressure out 
of an existing pump and that is to reduce the flow 
demand of the pump. All pumps will deliver higher 
pressure at lower flows and lower pressure at high-
er flows. In other words, pumps will always sacrifice 
pressure to deliver flow.

One common way to reduce flow demand is to 
split a single zone into two smaller ones.  Sprinkler 
flow can also be reduced by retrofitting convention-
al sprays with lower-flow nozzles. Be aware that the 
precipitation rate will also be reduced, so run times 
may need to be increased.

If it is not practical to make such changes, or if 
doing so will not achieve the desired pressure and 
flow rate, then replacing the existing pump with one 
that will is the only solution. You will be surprised at 
how many times a pump that is properly sized for the 
flow and pressure requirements will have the same 
or maybe even a lower horsepower than the pump 
being replaced. 

MYTH #2. A 2-horsepower pump will produce 
30-40 gpm. That means I can have 10-12 rotors 
with 3-gpm nozzles on a single zone.
A common belief is that the flow of an irrigation 
system is the primary factor when selecting a pump 
or checking if an existing pump is the correct one. 
This belief is half right; the other essential factor is 
the pressure the pump needs to produce that flow in 
order to give the sprinklers the pressure they need to 
operate adequately. When sprinklers do not receive 
water at the adequate pressure, the coverage will be 
poor and more sprinklers will be needed to cover the 
same area.

All of the major irrigation component manufac-
turers design their nozzles to operate best at a certain 
optimum pressure. Understanding this is important, 
because the further away from optimum pressure you 
get, the worse the coverage will be. The table below 
shows the approximate high, low and optimum oper-

ating pressures of different 
sprinkler types.

That does not mean the 
sprinklers will not work at 
pressures that are lower or 
higher than optimum; it 
just means that the nozzles 
will not work as well as they 
were designed to. 

There are several things 
a contractor or technician 

can do to remedy this. You can place sprinklers closer 
together, or in the case of rotors, adjust their breakup 
screws, replace the sprinklers or use a combination of 
those techniques. Sprinklers should not be used be-
low the lowest or above the highest operating pres-
sures listed in the manufacturers’ charts.

The graphic below shows a 2-horsepower pump 
curve that is similar to most single-stage, 2-horse-
power irrigation pumps. You can see that if the de-
mand is 30 gpm, this pump will produce that flow 
at 50 psi. If the demand is 40 gpm, the pump will 
produce that flow at 45 psi. Remember, pumps will 
always sacrifice pressure to produce more flow.

Whatever a pump’s discharge pressure is at the 
required flow, that pressure must overcome the main 
two causes of pressure loss from the water source 
to the last sprinkler: 1) pressure loss due to friction 
caused by water flowing through the components, 
and 2) pressure loss from forcing the water to go up-
hill from the water source to the last sprinkler.

To demonstrate this, look at a sprinkler system 
that gets water via a pump out of a lake or other body 
of water, as shown in the graphic below.  
• The largest zone has nine rotors for a total of 30 

gpm. Rotors require 45 psi to operate optimally.
• The pressure losses due to friction in the suction 

line to the pump (plus the friction from the water 
flowing through all the irrigation system piping 
and components) to the farthest sprinkler in the 
largest zone is calculated to be 15 psi.  

• The elevation from the lake surface to the farthest 
sprinkler in the largest zone is 12 feet. So, 12 feet 
by 0.433 psi per foot of lift equals 5.196 psi loss 
due to lift.
The next step is to 

estimate how much 
pressure the pump 
will need to produce 
at the required 30 
gpm flow, add the 
following: the opti-
mum sprinkler pres-
sure, plus the total 
friction losses, plus 
the pressure loss due 
to elevation. For this 

If a contractor 
or technician 
selects a pump 
based on one 
or more of 
these faulty 
perceptions,  
it can lead to 
significant 
problems for 
the irrigation 
system in which 
it is installed.

Sprinkler operating pressure ranges
Sprinkler type Low * Optimum High *

Spray nozzles 25 30 35

Rotating nozzles 30 40 50

Small rotors 25 35 45

Medium rotors 35 45 55

Large rotors 40 55 70
*Approximately 20% above or below the optimums
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“Dead heading” is the term that de-
scribes when a pump is pushing water but 
there is no place for that water to go. Dead 
heading a pump will cause it to become 
very hot, which will damage the seals in-
side, causing them to leak or the bearings 
to fail. 

Excess heat can also cause the PVC pipe 
on either the suction or the discharge sides 
of the pump to soften (as shown above). In 
turn, the softened PVC pipe could expand 
under the pressure of the discharge side and 
possibly tear open or collapse from the vac-
uum on the suction side.

A pressure relief valve (as shown be-
low) should be installed on the discharge 
side of any pump 
with a pump start 
relay. The dis-
charge of a pres-
sure relief valve 
should be aimed 
or piped away  
from a pump’s 
motor to prevent 
water from flooding it. If the pump is lo-
cated in a garage or other building where 
water discharge from the pressure relief 
valve could cause damage, a pipe should 
be connected to the discharge opening to 
channel the water to a safe location. 

MYTH #4. A pump’s pressure can be 
increased by turning up the pressure 
switch.
A pump’s pressure switch has nothing to 
do with the pressure the pump will pro-
duce. Only the pump’s design, the flow 
demanded by an irrigation system and the 
properties of the suction line determine the 
pump’s discharge pressure.

What, exactly, does a pressure switch do, 
then? Think of a pressure switch as a cousin 
to a pump start relay. Both are switches that 
turn power on to the pump. The difference 
between the two is that a pump start relay 
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example: 45 psi + 12 psi + 6 psi = 63 psi 
required at the pump’s discharge point.

The 2-horsepower pump shown in the 
pump curve on p. 36 will produce 30 gpm 
at 50 psi. That means that the rotors in this 
example will have 13 psi less than is opti-
mum, or about 32 psi (50 − 18 = 32). Even 
though a psi of 32 is not optimum, the ro-
tors will still pop up and throw water. The 
spacing between rotors will need to be clos-
er than it would if they were getting 45 psi, 
and the breakup screw will have to be in-
serted further into the rotor stream to com-
pensate for the lower sprinkler pressure.

However, if the flow for this pump is 40 
gpm, its discharge will be 45 psi. That means 
the rotors will be operating at just 27 psi 
(45 − 18 = 27). That is very close to 25 psi, 
which is the lowest pressure manufactur-
ers recommend for rotors. Even with close 
spacing and other major adjustments to the 
rotors, the coverage will be far worse than 
if they were operating at optimum pressure.

If the largest zone requires only 20 gpm, 
the pump would produce that flow at 54 
psi, and the sprinklers would be operating 
at about 36 psi. Rotors operating at 36 psi, 
while not optimum, are at the lower end of 
acceptable operating pressure for adequate 
coverage. 

MYTH #3. A pressure relief valve is not 
needed when using a pump start relay.
It is needed. The purpose of a pressure relief 
valve on a pump is to provide 
an exit point for the water, and 
therefore the pressure, should 
something happen to pre-
vent the water from flow-
ing downstream from the 
pump.

There are several rea-
sons why water may fail to flow 
through an irrigation system 
even when a pump is turned on:
• The master valve fails to open.
• An isolation valve has been left closed.
• A station has been turned on that does 

not have a valve wired to it.
• A rain sensor has been wired into the 

valve common instead of the sensor ter-
minal of the controller, but not to the 
common wire of the pump start relay. 
Merely having a pump start relay does 

nothing to stop any of these scenarios from 
happening. The pump start relay simply 
turns the power on and off to the pump 
when the controller turns on any valve.  



is turned on and off by the controller, and a pressure 
switch is turned on and off by the pressure in the 
irrigation system.

Pressure switch settings simply designate the low-
est pressure at which the switch will turn the pump 
on and the highest pressure that will turn the switch 
off. But changing these settings will not change how 
much pressure a pump can create. 

Avoid adjusting the pressure switch on a pump 
unless you’ve had the proper training, as an incorrect 

setting can damage 
the pump. Unfortu-
nately, there are no 
markings on the set 
screws of the pressure 
switch (see arrow 
at left) to indicate 
the original settings, 
adding to the proba-
bility of mistakes, es-
pecially for a novice 
technician. 

MYTH #5. Adding a booster pump will increase 
the amount of flow and the pressure.
Here’s another misperception that’s half right. A 
booster pump does add additional pressure to that 
created by the first pump, but it does not increase the 
flow. If the water source cannot supply enough flow 
to satisfy the demand, a booster pump can’t help.

In reality, all pumps are booster pumps, in that 
they take the water being pushed into their inlets and 
add pressure to it. Looking at the graphic below left, 
the submersible pump and the well must be able to 
supply all the flow needed by the system. The boost-
er pump will add the remaining pressure the system 
needs at the same flow rate as the submersible. 

As the graphic below right shows, the meter sup-
plies all the flow the system needs and some pressure. 
The booster pump adds the rest of the pressure at 
that same flow.  

A booster pump does add pressure, but that’s all 
it adds. If greater flow is required, an additional or 
larger water source is the solution. In either case, the 
booster pump must be sized properly to deliver the 
additional pressure required by the system. 

MYTH #6. It’s always good to replace a dead 
pump with another of the same model and size.
This appears to be a sound assumption, and many 
times it’s correct. However, if a pump failed because 
it was simply the wrong one to use, replacing it with 
the same type of pump will only repeat the error.  

There are two ways to avoid this. The first is to 
have a good record of the system’s history in terms 
of the original pump and any changes to the sys-
tem’s hydraulics. This will allow anyone to assess if 
the dead pump was actually the right pump. This is 
important because using an oversized pump is just 
as bad as using an undersized one. 

The second is considerably more complicated; it 
involves evaluating the irrigation system’s hydraulics 
to determine the flow and pressure needed for each 
of the zones, and then making sure the suction- 
side components are correct. When a pump dies, 
the problem is usually with the suction side of the 
pump.

The lesson to be learned here is to always be sure 
that the replacement pump is the correct one for the 
pressure and flow demand of every one of the zones, 
and that its suction-side components can support 
the pump. 

I hope this discussion has given you a clearer 
picture of the physics involved in how irrigation 
pumps work and dispelled some of the common 
myths about these important components. Hope-
fully, this will prevent you from making pump de-
cisions based on faulty information and improve 
your installation and troubleshooting productivity. 
That should help your bottom line — and prevent 
a lot of frustration for you and your clients going 
forward. 

Kurt K. Thompson, CIC, CID, CLWM, CLIA, CGIA, CIT, CSWP, has 39 
years of experience in the irrigation industry. He is a consultant, 
an educator and the owner of K. Thompson & Associates and 
director of educational programs and an instructor at IrriTech 
Training. He has been honored as an Irrigation and Water Man-
agement Trailblazer by the National Association of Landscape 
Professionals.

There is only 
one way to get 
more pressure 
out of an 
existing pump, 
and that is  
to reduce the 
flow demand 
of the pump.
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WATER SAVINGS

There are many ways you can help your 
clients reduce the amount of water they use, 
and their landscapes will be better for it. 

BY MARY ELIZABETH WILLIAMS-VILLANO



WATER SAVINGS
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Keeping grass 
longer builds a 
lawn’s topsoil 
and adds organic 
matter to it.

Bill Wilson,  
Midwest Permaculture

Here’s a fun fact about water: 
Nothing on this planet lives without it; not plants, 
not animals, not bugs and certainly not us humans. 
We Homo sapiens can give up a lot of things — 
smoking, bacon burgers, gambling — but there’s no 
giving up water.  

And the supply of water is something we just can’t 
take for granted anymore. All the experts say that 
clean, potable water is going to be in shorter supply 
in the future. We must find ways to use it more effi-
ciently and recycle it as much as possible. 

Clients of landscape and irrigation contractors 
often ask them for help in saving water. At the same 
time, clients also want their landscapes kept lush and 
green. The contractor must figure out just how much 
water can be cut without stressing the turf and the 
plants. In severe drought situations, this matter be-
comes much more serious. 

There are many techniques and tools available to 
contractors to decrease water use without killing off 
every green thing in a landscape. Some of them you 
may already be using; others you may not have tried 
yet. Here are some of them. 

Make sure you have good 
soil and mow high

For Mike Garcia, permaculture expert and landscape 
contractor and owner of Enviroscape LA, Redondo 
Beach, California, water conservation all starts with 
the soil. “If you have healthy soil, full of mycorrhizae 
and lots of good bugs like microbes and earthworms, 
you won’t need nearly as much water,” he says. If 
you’re putting a lot of synthetics or petroleum-based 
fertil izers on soil to make up for what it lacks, Wil-
son says you’ll only need a fraction of the water you’d 
normally use. If soil is deficient, adding compost or 
biochar will help build it up.

Just changing mowing height can save water, ac-
cording to another permaculture expert, Bill Wilson, 
co-owner and lead teacher at Midwest Permaculture, 
Stelle, Illinois, a school that offers weeklong 72-hour 
intensives for landscape architects, contractors and 
anyone else who wants to learn about this approach 
to landscaping.

“If you use a variety of grass that looks good at 4 
inches and keep it at that height, when it rains, less 
water runs off the property and more of it soaks in. 
Lawns become fresher and greener and require a lot 
less irrigation than if they’re kept at 2 inches.” 

The water savings comes with an extra bonus: bet-
ter soil. “Keeping grass longer builds a lawn’s topsoil 
and adds organic matter to it,” says Wilson. He says 
this happens even if you don’t mulch-mow, leaving 
the clippings in place — but if you do, even better. 

Mulching also has a big role to play in saving wa-
ter and protecting soil. “Putting down mulch serves a 
couple of different purposes,” says landscape designer 

Using low-water Kurapia for ground cover, this area incor-
porates edibles into a foodscape.  Photo: Envisroscape LA 

Donna Dowson, owner of Dowson Design, Sacra-
mento, California. “Besides making everything look 
clean, neat and finished, it protects the soil and helps 
reduce weeds. Bare soil loses a lot of water to evapo-
ration, and mulch really slows that down.”

Her mulch of choice is wood chips. As they break 
down over time, they become organic material for 
the soil. And as Garcia also pointed out, the more 
organic your soil is, the more water it retains.

Perform an irrigation audit
Doing a formal irrigation system performance au-
dit, the procedure that involves laying out catch cans 
and doing mathematical calculations to determine a 
system’s distribution uniformity, will reveal a system’s 
inadequacies. One audit of a large condo develop-
ment in Minnesota showed that out of the facility’s 
7,800 total sprinkler heads, 28%, or 2,208 of them, 
were broken. When over a quarter of your sprinklers 
aren’t working right, it certainly can waste a lot of 
water, especially on such a large scale.

Although performing an irrigation system audit 
is invaluable, a simple irrigation inspection can also 
be revealing. You can pick up a lot of clues by simply 
turning on a system and walking the site scanning 
for obvious issues — things like clogged, broken or 
misting heads; wet walls and walkways; and water 
running into the street.



WATER SAVINGS

42            Irrigation & Green Industry     October 2019 www.igin.com

Change out old components 
and add new ones

You can dramatically decrease the amount of water 
used in a landscape by adding smart controllers and 
soil moisture and rain sensors.

You can also choose different components to de-
liver water through the system. Simply substituting 
more efficient Environmental Protection Agency 
WaterSense-rated nozzles for older or conventional 
sprays and rotors can cut water use by 30% or more. 

Toro says its Precision series of nozzles can save 
16,000 gallons of water per zone per year.

Rotary nozzles like Hunter’s MP Rotator and 
other similar rotary sprinklers made by different man-
ufacturers deliver multiple, distinct streams of water. 
“The way a rotator works, with multiple streams of 
water coming out in bigger droplets, is all the water 
that comes out of it ends up on the landscape instead 
of in the air,” says Kelsey Jacquard, senior product 
manager, Hunter Industries, San Marcos, California. 
These sprinklers also have low precipitation rates.

All of the major sprinkler manufacturers have 
branded water-conservation nozzles. “In the industry, 
generally speaking, a water-conserving nozzle is one 
with a precipitation rate of 1 inch per hour or less,” 
says Chris Davey, product marketing manager, resi-
dential and commercial irrigation at The Toro Com-
pany’s irrigation division, Riverside, California. Some 
put down even less than that, one-half inch per hour.

Drip and low-volume microsprays and bubblers 
irrigate in terms of gallons per hour, where conven-
tional sprays and rotors do it in gallons per minute. 

This residential lawn was transformed from just grass 
to a permaculture design with three rain gardens, 
including 30 species of plants providing food and herbs. 
Photo: Midwest Permaculture

Healthy soil needs  
less water.

Mulch helps keep soil 
from drying out.

Native plants are adapted 
to the soil and climate and 
are less thirsty.

Use drip or low-volume 
irrigation in planter beds.

Drip and point-source irrigation deposits water di-
rectly to a plant’s roots, with little lost to evaporation. 
This type of irrigation is ideal for planter beds.

Use pressure-regulating 
sprinklers and check valves

If you’ve ever visited a county fair or a theme park on 
a hot day, you’ve probably seen the “misting stations” 
set up to keep visitors cool. But a sprinkler system 
that produces mist is just wasting water. “As pressure 
increases, so does an irrigation system’s flow rate,” 
says David L. White, channel marketing manager for 
Rain Bird, Azusa, California. “Visibly, high-pressure 
flows look like misted water and clouds of overspray 
that blow out of the irrigation zone with the wind. 
The results are wasted water, higher water bills and 
damaged system components.”

There’s a simple solution to this. “To get the larg-
est amount of water savings with sprays and rotors, 
use the ones that are pressure-regulated,” says Davey.

In California, this will soon be a requirement. 
Starting next year, any new sprinkler nozzles sold in 
the state must, by law, incorporate pressure regula-
tors. The Natural Resources Defense Council says 
that this alone could save over 400 million gallons 
of water per day in 10 years. Colorado, Hawaii, Ver-
mont and Washington state have adopted similar 
regulations.  

Davey says the second-largest savings would 
come from using some sort of a check device (also 
called a check valve), whether it’s an internal one 
built into the spray head itself or added on as an an-
cillary item. If it’s not already built into a nozzle, a 
check device can be threaded onto it. All the major 
manufacturers provide check device options in most 
of their pop-up spray or rotor lines.

Find turf’s happy medium
When a drought hits, municipalities and water pur-
veyors start offering monetary incentives to home 
and business owners for replacing their lawns with 
artificial turf or plants such as succulents or natives. 

Turf replacement is a controversial topic in land-
scape and irrigation circles, and understandably so. 
Landscape, landscape maintenance and lawn care 
contractors don’t like to hear people being encour-
aged to tear out grass lawns, as mowing, trimming, 
fertilizing, aerating and applying weed and pest con-
trol to that grass are their livelihood. 

And grass has benefits. It produces oxygen, re-
duces soil erosion and reduces the urban heat island 
effect. Most of all, it produces beauty and provides 
human enjoyment and serenity. 

The key is to find a happy medium, and that’s to 
water turf more efficiently. You can start doing this 
right away, without even changing out any of the 
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sprinkler heads, by resetting the controller to “cycle 
and soak.” If the controller doesn’t have a cycle-and-
soak setting, change the schedule so that the system 
stays on long enough to water down to a 6-inch 
depth. Then, the lawn should be allowed to dry out 
almost completely before the controller lets the sys-
tem water again. 

Deep, infrequent watering gets down to the grass’ 
roots and prevents saturation and runoff. Individ-
ual grass plants send roots deeper into the ground, 
resulting in healthier lawns — and a healthy lawn 
needs much less water overall.

Plant xeriscapes and natives 
You can also exchange thirsty ornamentals for 
drought-tolerant plants such as cacti and succulents, 
plant natives, or use a combination of both. 

Xeriscapes are popular in Arizona, and Andy Av-
ots, co-owner of Agave Landscape, Gilbert, Arizona, 
installs plenty of them. Avots says xeriscape plants 
still need some water, just not as much. He cautions 
that every yard has a hot spot, and some plants, even 
xeriscape plants, can’t tolerate being planted there. 

To get the largest 
amount of water 
savings with 
sprays and rotors, 
use the ones that 
are pressure-
regulated. 

Chris Davey, 
The Toro Company

Native plants in place of  
ornamentals offer an alter-
native requiring much less 
water. Photo: Enviroscape LA
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Planting natives is Avots’ choice when 
selecting water-saving plant alternatives. 
Natives need much less water because 
they’ve evolved in the region and are more 
likely to survive its conditions. 

Recycle the rainwater
It is surprising that rainwater harvesting 
isn’t practiced more, since rain is one of 
the few things in life we get for free. And 
very few states have regulations controlling 

rainwater harvesting. If dollar bills or dia-
monds fell from the sky at regular intervals, 
everyone would have barrels out to catch 
them. It’s common in places like Africa, 
where rainfall isn’t taken for granted.

Interest in rainwater recapture systems 
peaks during periods of drought. During 
California’s last long dry spell, landscape and 
irrigation contractors who installed them 
had more work than they could handle. The 
market was driven by people’s fears of dead 

trees and landscapes in the face of draconian 
water restrictions and tiered rates. Now that 
the drought has been over for a while, the 
demand for these systems has cooled. 

Systems range from a simple rain barrel 
or cistern that uses gravity to feed water into 
a drip irrigation system, to sophisticated set-
ups with underground storage and filtration. 

According to RainCatcher, a Tacoma, 
Washington-based nonprofit organiza-
tion that works to provide clean water for 
children in the developing world through 
affordable and sustainable solutions, a 
1,000-square-foot roof can capture as 
many as 625 gallons of clean water for ev-
ery inch of rainfall.  

Dig a rain garden
A rain garden is a bowl-shaped depression 
designed to collect runoff from a lawn, a 
roof or pavement and hold it temporar-
ily until it percolates back down into the 
ground, keeping it out of storm drains. A 
rain garden can hold 200 gallons of water.

Wilson teaches his students how to 
construct them. They dig a 12-inch deep 
hole that is flat across the bottom with 
banked sides that slope about 45 degrees. 
“We put seeds and plant plugs in the bot-
tom right away, and throw in some clover, 
as it pops up quickly and gives you a nice 
green look while all the other native plants 
and wildflowers are taking hold.”

Oftentimes, gravel is placed in the bot-
tom to aid drainage. Wilson says that in the 
Midwest, it’s common to just have soil in 
the bottom of a rain garden; it depends on 
what type of soil an area has and how well 
it drains.

You’d think that a rain garden would be 
an ideal breeding spot for mosquitoes, but 
Wilson says it’s not. “When you first build 
one, water will sit in it for about three days; 
after a while, it’s lucky if it stays in there for 
one day. The breeding cycle of a mosquito is 
seven to 10 days. Unless it rains every three 
days or for 10 days straight, the larvae dry 
up.”

So, if we could design the ideal water- 
efficient landscape, what would it look like? 
It would be irrigated completely or partial-
ly with collected rainwater, graywater or 
reclaimed water (partially treated sewage 
water is available in some places). Areas 
with grass would be fitted with precision 
spray nozzles or rotary sprinklers with 
matched precipitation rates; planting beds 
would have drip emitters, low-volume mi-
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crosprays or bubblers. Then we’d add rain 
and soil moisture sensors and a smart con-
troller to schedule everything.

On the landscaping side, we’d use a 
combination of native or drought-tolerant 
plantings, properly mulched, in good soil 
full of microbes and mycorrhizae with a 
rain garden or two thrown in.

Even if you do just one or two of these 
things for your clients, you will cut their 
water usage, and their bills, by a substantial 

amount. And they, and all the living things 
on this planet that can’t survive without 
water, will thank you for doing so.  

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

Do you want to learn more about 
practicing permaculture?
Go online to www.igin.com/ 
less-water-more-green.

The graywater that can 
keep landscapes green
It’s shocking to realize this, but 
every time we take a shower, wash 
our hands or launder our clothes, 
we’re wasting water — unless we’re 
recycling it back to a landscape 
somehow. 

This wastewater, the effluent 
from bathroom sinks, tubs and 
clothes-washing machines, is called 
graywater. Some states classify 
kitchen sink discharge as graywater. 
Other states, because of its bacterial 
content, consider it “blackwater” 
along with toilet output and ban its 
reuse. 

According the Water – Use It 
Wisely campaign, an Arizona water 
conservation effort, the installation of 
a graywater system can save a typi-
cal household around 40,000 gallons 
of water a year. 

The easiest route is to build a 
simple laundry-to-landscape system. 
Plans for these are readily available 
on the internet, from nonprofit orga-
nizations like Greywater Action and 
others. More sophisticated systems 
are also available commercially; 
these would have a higher profit 
margin for an installing contractor.

Before you install anything, 
though, check your state and local 
laws to see what’s allowed in your 
area. Greywater Action began life as 
an underground effort, as recycling 
graywater was illegal in many states 
when they started promoting it.

There are some general rules 
that apply as well. Unlike rainwater, 
graywater can’t be stored longer than 
24 hours because the organic matter 
in it decomposes and uses up the 
dissolved oxygen, making it smell 
bad among other things. 

Because of what it contains, gray-
water can’t be channeled through 
conventional sprinkler systems; 
health authorities quite wisely don’t 
want the bacteria or viruses in gray-
water misting into the air. A properly 
filtered drip irrigation system is the 
main method for distributing gray- 
water to landscapes. 

Graywater comes with another 
plus for landscape plants and turf. 
The organic matter in it provides a 
kind of fertigation. 



R
hizoctonia solani is a pathogen 
that causes Large Patch disease in 
warm season turfgrass species and 
Brown Patch disease in cool season 

turfgrass species. 
Large Patch and Brown Patch are the 

same disease caused by the same fungus 
but have different names depending on 
the type of grass. 

Large Patch fungus is very common 
in warm season turf such as St. Augus-
tine, Centipede, Bermuda and Zoysia-
grass. Shade-tolerant varieties of St. Au-
gustine such as Seville are often the most 
severely affected. 

Brown Patch fungus is common-
ly found in cool season turf such as 
bentgrasses, bluegrasses, fescues and 
ryegrasses. 

The fungus affects the base of the leaf 
sheath where the blade attaches to a stem 
of the plant. 

The easiest way to distinguish Large 
Patch and Brown Patch from other caus-
es of turf decline is to pull on the leaf 
blade. Leaf blades affected will detach 
very easily from the stolon and slide out 
of the sheath. Further inspection of the 
base of the blade will show dark, water- 
soaked tissue. 

The pathogen causes symptoms that 
begin as spots and become larger as the 
disease spreads. It will cause damage to the 
leaves but does not harm the stems or roots, 
thus the turfgrass in the center will begin to 
repair, sometimes resulting in a donut-like 
appearance. 

This fungus develops most rapidly 
when the air temperatures are below 80 
degrees Fahrenheit and moisture is pres-
ent on the leaf. Infection is triggered by 
rainfall, excessive irrigation or extended 
periods of high humidity resulting in the 

leaf canopy being continually 
wet for 48 hours or more. 

These kinds of con-
ditions occur most 

often and for a lon-
ger duration in the 
fall, late winter 
and early spring. 
High levels of 
readily available 

nitrogen will also 

The pathogen causes 
symptoms that begin as 
spots and become larger 
as the disease spreads.

PATCHING UP
PATCHY DISEASES

increase the severity of the disease. Fungal 
activity generally stops when air tempera-
tures reach 90 degrees; therefore, it is nor-
mally not active during the summer.

The disease triangle is a concept that 
helps us understand what is needed for a 
disease to be active. The disease triangle in-
cludes the following:

1. host – The host is the turfgrass.
2. pathogen – The pathogen is Rhizoc-

tonia solani.  
3. conducive conditions – Excessive 

moisture and plant stress are exam-
ples of conducive conditions.

Rhizoctonia solani is a soil-borne 
pathogen and can cause disease when 
conducive conditions are present. Miti-
gating conducive conditions such as ex-
tended leaf wetness and applying a fun-
gicide will suspend the fungal activity 
and allow the turfgrass to recover. Apply 
fungicides accordingly and irrigate light-
ly into the soil so the material will enter 
the plant through the roots and move to 
the site of attack. A follow-up in 21 to 
28 days is necessary to ensure recovery. 
As seasonal conditions change, the fungal 
activity will stop due to lack of conducive 
conditions. 

The article was submitted by Massey Services. More 
information is available at www.masseyservices.com. 

The border of an area of  
Large Patch or  Brown Patch 

can be orange, indicating that 
the disease is active. An affected 
leaf blade will detach very easily 
from the stolon and slide out of the 
sheath. Closer inspection of the 
base of the blade will show dark, 
water-soaked tissue.
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HUNTER INDUSTRIES:

Hunter Industries is a global, family-owned company that 
provides unmatched solutions for the irrigation and landscape 
lighting sectors. Hunter and FX Luminaire products can be 
found everywhere from residential landscapes, commercial 
complexes, and universities to professional stadiums, national 
landmarks, and government buildings worldwide.

Headquartered in San Marcos, California, since 1981, Hunter 
is the world leader in the development of water-efficient solu-
tions for residential, commercial, golf course, and agricultural 
irrigation applications. Designed with the demands of profes-
sionals in mind, our product family includes pop-up gear-driven 
rotors, high-efficiency rotary nozzles, spray sprinklers, valves, 
irrigation controllers, central control platforms, micro irrigation 
systems, weather sensors, and accessories. 

In 2016, we expanded our product line to include the in-
dustry’s most complete Wi-Fi-based irrigation management 
software solution for contractors. Hydrawise® technology rep-
resents the forefront of irrigation management. The software 
saves water and keeps landscapes 
flourishing while helping contractors 
increase labor savings and pursue 
new avenues to grow their business-
es.

Our core business philosophy is to 
produce products that allow irriga-
tion professionals to create solutions 
that use as little water and energy as 
possible while maintaining optimal 
landscape function and ambience. To 
maximize reach, infrastructure, and 
capabilities, we expanded into the 
landscape lighting industry with our 
acquisition of FX Luminaire in 2009.

FX Luminaire is an industry-lead-
ing manufacturer of landscape and 
architectural lighting products with 
a focus on the advancement of LED 
technology and digital lighting man-
agement. Our flagship Luxor® light-
ing controller leads the industry in 
low-voltage lighting control with 
zoning, dimming, and color capabil-
ities. We also offer a full spectrum of 
traditional and modern lighting fixtures to create endless op-
portunities for elegant landscape lighting systems in commer-
cial and residential applications. Both Hunter and FX Luminaire 
products are available exclusively via our professional distribu-
tor network.

We believe in selling through the professional channel. 
That’s because we know industry professionals are instrumen-
tal in ensuring that irrigation and lighting products are properly 
designed, selected, and installed. Hunter University is our com-

prehensive, free online training program. We offer an array of 
programs so professionals can stay on top of the latest products 
and techniques to help grow their businesses. More than 100 
courses and several certificate tracks are available that cover 
product knowledge, installation, design, and troubleshoot-
ing. Many courses feature field experts and include interactive 
learning elements. 

Beyond products, we are conservation-minded in all areas of 
our operations. From LEED-certified factories and facilities, to 
extensive material waste-reduction efforts, every aspect of our 
business is designed to use as few resources as possible while 
maintaining superior product quality. 

We are proud of our nearly 40 years of success and thank 
our customers and partners for their ongoing support. We will 
continue to build upon our legacy of innovation with exciting 
new products while remaining true to our values of customer 
satisfaction, innovation, family, and social responsibility wher-
ever we do business.

A Global Leader in Irrigation and Landscape Lighting

To learn more about our best-in-class irrigation solutions, 
visit huntertindustries.com. 

Visit fxl.com to see our latest lighting innovations.

ADVERTISEMENT
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• • ASSOCIATIONS IN ACTION

Explore.

CALLING ALL IRRIGATION PROFESSIONALS 
There’s nothing better than taking time during the winter to recharge and plan for next year. Irrigation 
professionals can do just that at the Irrigation Show and Education Week. The 2019 event held Dec. 
2-6 by the Irrigation Association, Fairfax, Virginia, and co-locating with the National Ground Water 
Association and the American Rainwater Catchment Systems Association, will gather 10,000 industry 
professionals for a week filled with all the education, networking and technology you need to fuel your 
business. The Irrigation Show is the place to be if irrigation is part of how you make your living. 

Show floor
Browse the trade show floor Wednesday and Thursday, Dec. 4-5, to 
get a firsthand look at all of the latest products, services and tech-
nologies in landscape, golf and sports turf irrigation. With over 600 
exhibitors, you can discover new solutions to help you expand your 
business, satisfy customers and grow your bottom line. 

Come away with meaningful connections with potential new 
suppliers and gain a better understanding of where the irrigation 
industry is headed. You can also find solutions to other areas of your 
business, such as ponds and waterscapes and outdoor lighting. 

General session 
The general session marks the culmination of a year filled with 
progress and innovation in the industry. Held Thursday, Dec. 5, the 
event celebrates the success of the past year, while looking forward 
to the bright future ahead. 

The session includes valuable information about the IA’s strate-
gic plan and recognizes those who have made significant contribu-
tions in the industry with the annual awards. 

During the session, the IA will present the Industry Achieve-
ment Award, Innovator Award, Board of Directors Award, Van-
guard Award and the Excellence in Education Award. The associa-
tion is proud to celebrate the excellence in the industry represented 
through the recipients of these awards and share about their valu-
able contributions to irrigation. 

The finale of the session is the anticipated announcement of the 
winners of the new product contest. After seeing these new tech-
nologies on the show floor, you can hear which products the panel 
of judges chose as the best in each category.

Keynote address 
Baseball legend Jim Abbott will 
deliver this year’s keynote address 
on Wednesday, Dec. 4. Making it 
to the pitcher’s mound in a Major 
League Baseball game is a monu-
mental accomplishment that few 
young baseball players achieve, but 
Jim Abbott did, and he was born 
with only one hand. 

The former MLB pitcher will share his story about adapt-
ing and overcoming adversity to achieve his goals and have a 
successful pitching career. Abbott will tell how he was able to 
overcome perceived limitations and reach his dreams. He en-
courages audiences to find something they love and to go after 
it with all their heart.

New product contest
See the latest innovative products to hit the irrigation and lighting 
markets. The new product contest puts the spotlight on technolo-
gies and products introduced during the past year. 

Attendees not only have the opportunity to see these products 
up close any time on the show floor, but they can also listen to 
the product creator present to expert judges during the new prod-
uct contest presentations Wednesday, Dec. 4. This year, the contest 
judging will take place on the show floor, giving more people the 
opportunity to hear about these great new industry innovations. 

The contest includes new products in categories covering land-
scape and golf irrigation, landscape lighting, and specialty areas. 
Each product is evaluated by a panel of judges, and winners in each 
category are announced during the general session.
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• • ASSOCIATIONS IN ACTION

Learn.Connect.

Opening night party 
The Irrigation Show officially kicks off Tuesday, Dec. 3, with the 
opening night party. This is a great opportunity to catch up with 
colleagues and make new business connections. This year’s event 
will capture the exciting and entertaining lights and colors of Las 
Vegas, a glitzy city like no other. Take it all in while enjoying food, 
drinks and great conversation. If it is your first time to attend the 
show or if you are taking a business class, watch for special desig-
nated areas to meet and connect during the party.

Special events
Use the Irrigation Show and Education Week to connect with cur-
rent and potential business partners and develop peer contacts to 
use as resources throughout the year. Explore common challenges 
and gather effective solutions with like-minded professionals. Find 
quiet nooks to host impromptu meetings while information is fresh. 
Catch up with old friends and make new ones at numerous social 
events. Here are a few you can attend:
• women in irrigation social. This social is quickly becoming a 

must-attend event for women of all areas of expertise in the in-
dustry. Join fellow businesswomen to connect, exchange valuable 
ideas, and discuss the unique challenges and opportunities in 
this industry. 

• young professionals breakfast. Are you under 40 years old? 
This breakfast is for you. The young professionals breakfast is 
open to all attendees under the age of 40 who are interested in 
networking with and learning from other rising stars of the irri-
gation industry. Each year, attendees at the breakfast hear from 
industry leaders about their career success and advice they have 
for those in the beginning phase of their career. This year, IA 
CEO Deborah Hamlin, CAE, FASAE, will discuss the impor-
tance of leadership development, serving as ambassadors of our 
industry and the personal benefits that come from volunteering 
with the IA.

• common interest groups. Expand your personal network at an 
Irrigation Association common interest group meeting. Common 
interest groups bring together irrigation professionals to discuss 
shared issues related to a specific technology, specialty or end-use 
market.

Industry Insights
New this year, the IA is offering Industry Insights presenta-
tions covering the latest industry trends, best practices and 
today’s relevant topics. These sessions will include everything 
from single presentations to panel discussions, and some will 
be presented live on the trade show floor. Here are a few of the 
topics to be covered: 
• mobile apps for water conservation in turfgrass 
• the H-2B guest worker program 
• severe weather and ways to protect your crew and clients 
• social media and how to use it in your business 
• rainwater collection 
• Wi-Fi technology and how to incorporate it in your 

business 
• research updates and reports from around the country 

IA University
Sharpen your skills by attending 
these educational sessions. IA 
University is the core curricu-
lum for irrigation professionals. 
These classes are offered every 
year to ensure you have the fun-
damental and practical skills 
necessary to design, install or 
maintain an irrigation system, 
as well as the business skills to 
manage an irrigation company. 

IA University classes include
• real-world applications and irrigation case studies. 
• current techniques, field-tested results and best practices. 
• instructors with industry expertise and proven teaching 

experience. 

Certification exams
The IA’s Select Certified program sets the bar for industry pro-
fessionals, recognizing exceptional commitment to efficient 
water management and irrigation best practices. This program 
is the most rigorous in the industry and provides an impartial, 
third-party endorsement of your knowledge and experience. 

IA certification
• prepares you for greater on-the-job responsibility. 
• opens doors to new projects and employment opportunities. 
• documents your expertise for potential clients and 

employers. 
• demonstrates your personal professional achievement.

REGISTRATION 
For more information about the Irrigation Show or how to register for the event, visit www.irrigationshow.org.
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3 App blocker. NexTraq, Atlanta, a Mi-
chelin Group company, in partnership 
with SafeDrivePod, Oosterbeek, 

Netherlands, has launched NexTraq 
MobileBlock, a new solution that ensures 
drivers’ smartphone and tablet screens re-
main locked during driving, thus reducing 
distractions. This tool will help managers 
enforce policies forbidding the use of 
tablets and smartphones while driving.

A small, self-adhering pod is mounted 
inside the vehicle. Download the com-
panion app to drivers’ tablets or smart-
phones and access to other apps will be 
shut down, ensuring there’ll be no texting, 
gaming, web browsing or emailing while 
the vehicle is moving. Emergency call and 
navigation apps will still be usable with the 
app installed. An agreement can be signed 
between the manager and driver to keep 
the app running during working hours. 

NexTraq 
www.nextraq.com

SUPPLIER IN THE NEWS
Alamo Group buys Dixie Chopper business from Textron

1 Organic insecticide. Arborjet Inc., 
Woburn, Massachusetts, has intro-
duced AzaSol WSP, with the same 

organic formulation as AzaSol. It provides 
treatment for whiteflies, leaf miners, scale 
insects, mealybugs, thrips, aphids, psyllids, 
bugs, flies, sawflies, caterpillars, beetles and 
weevils.

The product contains 6% Azadirach-
tin, systemic and translaminar (absorbed 
through leaves) and is OMRI-listed. 

This botanical, water-soluble, powdered 
insecticide and growth regulator, derived 
from the Neem tree, provides an environ-
mentally friendly insect control solution 
for trees, shrubs, gardens, vegetables, fruit 
trees and herbs. It can be used as a spray or 
a soil drench, leaves no oily residue behind 
and won’t burn leaves or block photosyn-
thesis. It’s registered for sale in California, 
Oregon, Washington and Colorado.

Arborjet 
www.arborjet.com

2Walk-behind trenchers. The Toro 
Company, Bloomington, Minnesota, 
has added two new models to its TRX 

walk-behind trencher line. The TRX-250 
has a 24.5-horsepower Toro engine with a 
maximum forward speed of 2.4 mph. The 
TRX-300 has a 26.5-horsepower Kohler 
EFI engine capable of 2.3 mph. Both fea-
ture Intelli-Trench technology that adjusts 
hydraulic flow according to the digging 
conditions. The traction handle can be held 
in one place without constant adjustment. 

Both units have easy-to-learn differ-
entiated traction controls, familiar TRX 
trencher valve handles and boom lift 
levers. The boom lift’s new hydraulic valve 
allows it to move up and down smoothly. 
A heavy-duty air cleaner is standard on 
both engines. Both models are 82.5 inches 
long, 33.8 inches wide and 46 inches tall, 
with a ground clearance of 4.3 inches and 
a fuel capacity of 4.8 gallons. 

The Toro Company 
www.toro.com

Equipment manufacturer Alamo Group Inc., Seguin, Texas, 
has acquired the assets of the Dixie Chopper business from 
Textron Outdoor Power Equipment Inc., a subsidiary of 
Textron Inc., Providence, Rhode Island. 

For 40 years, Greencastle, Indiana-based Dixie Chopper 
has manufactured a wide range of commercial and high-end 
residential mowing equipment. 

There had been speculation about the fate of the brand 
since a Dec. 7, 2018, story in Rural Lifestyle News reported that 
Textron had sent a Dec. 5 memo to its dealer network stating 
plans to cease production of Dixie Chopper zero-turn mowers.

Ron Robinson, Alamo Group’s president and chief 
executive officer commented, “We’re pleased to have com-
pleted the acquisition of Dixie Chopper, an iconic brand in 
the zero-turn mowing industry. The company provides both 

a range of products 
and channel coverage 
that will enhance our 
platform for growth. 
It will become part of 
Alamo Group’s agri-
cultural division.”

Rick Raborn, exec-
utive vice president 
of Alamo Group’s agricultural division commented, “We’re 
truly excited to be further investing in the outdoor power 
equipment channel with an established brand such as Dixie 
Chopper. We look forward to working with our new team 
members and supporting all of our new dealers in an effort to 
grow in this market.”
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6 Mulch kits. Wright Manufacturing, 
Frederick, Maryland, is offering 
simple-to-install mulch kits for 

Wright mowers with deck sizes ranging 
from 32 to 72 inches. It’s healthier and 
more eco-friendly to let leaves and grass 
clippings decompose on lawns. 

The kits consist of special recirculating 
baffles and blades that break leaves and 
grass clippings down into small, easily 
biodegradable pieces and drop them to the 
ground. These small bits won’t be notice-
able from a home or the street in front of 
it and decompose quickly.

These attachments can be installed 
in minutes using basic tools. You simply 
remove the standard baffles and blades 
from the mower and install the kit’s mulch 
baffles and block plate, followed by the 
mulching blades.

Wright Manufacturing 
www.wrightmfg.com

SUPPLIER IN THE NEWS
Stihl donates battery-powered mowers to home-building charity

4 Walk-behind mower. Exmark, Beatrice, 
Nebraska, introduces its new Com-
mercial 30 X-Series walk-behind  

mower, ideal for maintaining smaller 
properties. The Kohler CV200 engine 
produces 30% more torque for powering 
through tough grass and can achieve 
ground speeds up to 3.8 mph. A Quad-
Clean air filtration system provides 
enhanced protection from debris. The 
upgraded heavy-duty transmission delivers 
increased wheel torque for powering up 
hills and easier tracking on side hills. A 
parking brake is included.

The 4.6-inch deep, 30-inch compact 
deck has a timed, two-blade cutting sys-
tem that can be quickly changed from side 
discharge to bagging or mulching without 
tools. The engine is protected by Kohler’s 
three-year limited commercial warranty. A 
high-performance mulch kit is available. 

Exmark 
www.exmark.com

5 Saw blades. iQ Power Tools, Perris, 
California, introduces two new 16.5-
inch Q-Drive iQ Arrayed Diamond 

hard material blades for its dry-cut saws: 
a hard brick blade for cutting brick and 
brick pavers and a hard concrete blade 
for cutting concrete and concrete pavers. 
They can also cut stone products. Their 
ideal ratio of diamond-to-metal-powder 
concentration gives the blades faster, more 
consistent cutting speeds. When one row 
of diamonds wears out, a second row is 
right behind it ready to cut.

iQ’s Cool Cut Technology keeps blades 
cool during cutting, reducing warping and 
wandering. Built-in vacuums on iQ saws 
remove cutting debris so blades don’t re-
grind material, reducing friction and heat. 
See them at Hardscape North America 
in Louisville, Kentucky, Oct. 16-19, at iQ 
Power Tools’ booths #20014 and #4220D.

iQ Power Tools 
www.iqpowertools.com

Stihl Inc., Virginia Beach, Virginia, has 
donated 100 of its battery-powered mowers 
and accessories valued at $72,000 to The Fuller 
Center for Housing, a 501(c)3 nonprofit orga-
nization that builds and refurbishes homes for 
needy families. Partner families work alongside 
volunteers throughout the construction process. 

“All the houses we build or restore have 
something in common — a yard, and yards 
require maintenance,” says David Snell, 
president of The Fuller Center for Housing.  
“This gift from Stihl will be of tremendous 
help to these families in maintaining their new 
homes. We’ve learned that one new, well-kept 
home goes a long way toward improving 

entire neighborhoods, so the benefit of this 
gift will go well beyond the new homeowner. 
We’re truly grateful to Stihl for this generous 
contribution.”

The battery-powered lawn mowers will 
allow the new homeowners a means of 
maintaining their properties without having to 
spend money on fuel.

“The Fuller Center is a vital resource for 
those in need,” says Roger Phelps, corporate 
communications manager for Stihl Inc. “We 
want to help The Fuller Center’s mission by 
empowering these families with the products 
they need to easily maintain their new proper-
ties at a low operating cost.”

From left to right: Scott Wright, 
executive director, Retail Lead-
ership Institute; Jeff Cardwell, 
vice chair, The Fuller Center for 
Housing and owner of Cardwell 
Do-It-Best stores; and Roger 
Phelps, corporate communica-
tions manager, Stihl Inc.
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SERVICE IS IN THEIR DNA. 
IS IT IN YOURS?

©2019 Project EverGreen. All Rights Reserved.

PRESENTED BY

 RECEIVE   
MATCH ALERTS

 CHOOSE   
YOUR SERVICES

– JOHNY CROOKS  
Blades of Grass Lawn Care,  

Savannah, GA

THROUGH A NETWORK OF VOLUNTEERS,  
GreenCare for Troops provides complimentary 
basic lawn and landscape services to deserving 
military families with a deployed service member. 

BECOME A VOLUNTEER. 
PROJECTEVERGREEN.ORG  /  888.611.2955

MAKES ME HAPPY.

“AS A FORMER DEPLOYED  
SOLDIER, I KNOW FAMILIES AT 
HOME HAVE MORE TO WORRY 

ABOUT THAN TAKING CARE OF 
THEIR YARD. VOLUNTEERING 

LIGHTENS THEIR LOAD AND THAT  

”



• • GREEN INDUSTRY MARKETPLACE

We’re Looking For You.
Are You Ready To Begin or
Enhance Your Business?

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

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

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

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

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

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

Proud ly
Made in the USA!

For samples:
(800) 881-6294

sales@maxijet.com

3 GPH’s: 10.5 16  23.5   4 Patterns:

The Wing Jet
for Landscapes
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www.siboredrill.com
siboredrill@neo.rr.com | Brent – (330) 844-0042

Please mention this ad, and we will give you a FREE  
48" heavy-duty extension, extending your boring capacity to 16'.

HEY, IRRIGATION CONTRACTORS! 
Do you need a quick and efficient way to get your  
lines under solid objects?  The SiBore Drill uses a  
waterless boring method so there is no mud in your 
trenches. The SB2-16HD is powered by a Honda GX35, 
 4-cycle gas engine.  

This unit comes with:
• 2 heavy-duty 48"  

extensions 
• 2 heavy-duty augers 
 You have a choice  

of 2", 3", 4", 6" and 8"  
augers. (There is a  
small upcharge 
for the 8".) 

Also includes a motor stand 
to keep the drill all together 
in your shop. Can be  
converted to a vertical  
posthole drill in 2 minutes.

Comes with a  
2-year  warranty!
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GREEN INDUSTRY MARKETPLACE • •
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 • • MINI MART

  

  
 

           • BALANCED NATURAL ORGANIC NPK PLANT NUTRITION
                • BIO-STIMULANT (Seaweed, Humic & Alginic Acid)
                • MICROORGANISM SOIL INOCULANT
                • E/E MYCORRHIZA ROOT INOCULANT
        • VITAMIN B COMPLEX
      • MORE 

toll free: 800.441.3573 | www.bio-plex.com

NEW... MULTI-DIMENSIONAL 
PLANT HEALTH & NUTRITION BIO-FERTILIZERS

Feeds the Plant and Roots - Build, Feed and Inoculates the Soil

Subscriptions
are FREE!

Every issue is packed with:

• Landscape and irrigation news

• Techniques and best practices

• Product announcements

• Insights from industry experts

Subscribe today!   
www.igin.com/subscribe/Oct19

DON’T MISS  
A SINGLE 
ISSUE.

Don’t forget to tell your  
co-workers they need to  
read Irrigation & Green  
Industry.

Restoring the native balance

ernstseed.com
sales@ernstseed.com

800-873-3321

Contact your account 
manager for more details.

Grow your business by
placing an AD today!

®

www.igin.com

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

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

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



www.igin.com

CLASSIFIEDS • •

PRODUCTS

Visit www.igin.com today!

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

HELP WANTED

AD INDEX • •

Association of Outdoor Lighting 
Professionals –  
www.aolponline.org  .............................. 57

BioPlex Organics –  
www.bio-plex.com  .................................56

Brilliance LED –  
www.brillianceled.com  ........................ 37

Christmas Decor –  
www.christmasdecor.net  .... 19, 53, 55

Col-Met – www.colmet.com  ....................31
Cub Cadet – www.cubcadet.com ......... 17
Dabmar – www.dabmar.com  .................56
Dawn Industries –  

www.dawnindustries.com  .................30
Ernst Seeds – www.ernstseed.com  ...56
Ewing Irrigation –  

www.ewingirrigation.com  ..................59
Flint & Walling Inc. –  

www.flintandwalling.com  ..................39
Franklin Electric –  

www.lg-outdoor.com  ............................45
Honda Engines Group –  

www.engines.honda.com  ............12, 13
Hunter Industries Inc. –  

www.hunterindustries.com  .......... 2, 47
Husqvarna – www.husqvarna.com .....23
Hydro-Rain – www.hydrorain.com  .....43
Irrigation Association –  

www.irrigation.org ...................................51
Irrigation & Green Industry –  

www.igin.com  ...........................................56
John Deere – www.deere.com  .................5
Kawasaki Engines –  

www.kawasakienginesusa.com  .......11

Lazarov Inc. – www.keyfittools.com  ...55
Lumion Landscape Lighting –  

www.lumion.io  .........................................54
Maxijet Inc. – www.maxijet.com  ..........54
Mean Green Products –  

www.meangreenproducts.com ......33
NaturaLawn of America –  

www.naturalawnfranchise.com  ......54
Nite Time Decor –  

www.nitetimedecor.com  ....................55
PRO Landscape –  

www.prolandscape.com  .....................44
Project EverGreen –  

www.projectevergreen.org  ...............53
Toro Irrigation – www.toro.com  ..............7
SiBore Drill LLC –  

www.siboredrill.com  .............................54
Software Republic –  

www.softwarerepublic.com  ..............53
WAC Landscape Lighting –  

www.waclighting.com  ................. 24, 60
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Sign up to become a 

CERTIFIED 
LOW VOLTAGE LIGHTING TECHNICIAN 

and take your career to the next level.

For more information or 
to register please visit

aolponline.org

Upcoming CLVLT Exam Dates

Irrigation Show – December 3, 2019 (Register by Oct. 31)

Orlando, FL – February 19, 2020 (Register by Dec. 31)



• • BRANCHING OUT
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of small businesses invest 
in social media marketing.
(Source: www.smallbiztrends.com)

DID YOU KNOW?

73%

NOVEMBER 2-7
International Pool | Spa | Patio 

Expo
New Orleans, Louisiana
www.poolspapatio.com

NOVEMBER 7-9
Tree Care Industry Expo
Pittsburgh, Pennsylvania

www.tcia.org

NOVEMBER 13-16
California Landscape  

Contractors Association  
Convention

South Lake Tahoe, California
www.clca.org

NOVEMBER 15-18
American Society of  

Landscape Architects Annual 
Meeting and Expo

San Diego, California
www.asla.org

‘FIELD OF DREAMS’ COMES TO LIFE
Get ready, baseball enthusiasts, a real-life “Field of Dreams” baseball 
field is being constructed. The 1989 movie that starred Kevin Costner 
as a farmer who turns his Iowa cornfield into a baseball field, and then 
plays catch with the ghost of his father and with Ty Cobb and other 
legendary players, is beloved by fans of the sport.

Together Major League Baseball and BrightView Holdings Inc., 
Plymouth Meeting, Pennsylvania, will build it, and the Chicago White 
Sox, New York Yankees and more than 8,000 lucky fans will come.

A special project like this is nothing new for BrightView, a provid-
er of commercial landscaping services, who is also the Official Field 
Consultant to MLB. Construction has begun on the ballpark at the 
Dyersville farm in Iowa, the site where the original movie was filmed.   

“It’s truly an honor to be part of this historic project and we are 
extremely excited to build and manage the field for the MLB game in 
Iowa,” says Murray Cook, president of BrightView Sports Turf. “Our 
team will install and perform all site work and construct the ballfield, 
bullpens, fencing and foul poles, as well as oversee the installations of 
the backstop net and various player-related areas.”

The Aug. 13, 2020, game between the White Sox and Yankees will 
also be the first MLB game to be played in Iowa. Fans will have the 
chance to walk through the cornfields and by the original “Field of 
Dreams” movie site before arriving at the newly constructed ballpark.

NATURE’S NIGHT 
LIGHTS IN DANGER
Collecting fireflies is a childhood memory 
that many of us share, and hopefully, it’s 
a tradition that future generations will be 
able to experience. Researchers are warning 
that firefly populations are declining and that 
human causes are to blame, according to an article by the Asbury 
Park Press, a publication serving Monmouth and Ocean counties 
in New Jersey.

The article reports that large-scale construction and develop-
ment projects have decreased their marsh and wetland habitats. 
Since lightning bug populations often reflect the environment 
around them, researchers suspect light pollution is also to blame. 
They also say that the use of pesticides and weed killers can also 
threaten their young forms.

While there is not yet quantitative data to determine pop-
ulation loss in terms of number, certain firefly species common 
several decades ago are now nowhere to be found. The issue is 
not just about a decline in terms of numbers but that there’s less 
firefly diversity than there used to be.

Canine conservation
Dogs are used to sniff for drugs and 
bombs and to find missing people. So, 
why not use them to sniff out invasive 
plants and insects? 

The nonprofit Working Dogs for 
Conservation in Bozeman, Montana, 
partners with government agencies, 
researchers and nonprofits to provide 
trained dogs and handlers for conser-
vation projects. 

Dogs have been trained to find spotted knapweed in Mon-
tana, Chinese bush clover in Iowa, yellow star thistle in Col-
orado, rosy wolf snails in Hawaii and more. The nonprofit is 
currently doing a feasibility study in Minnesota on using dogs 
to identify trees that have been invaded by emerald ash borers. 

The secret to their success is that they can smell the target 
plants hidden among other species. Unlike humans, they don’t 
need to see the flowers to identify them. 



Make outdoor projects turn heads with Ewing 
Ewing Irrigation & Landscape Supply is the largest family-owned supplier of landscape and irrigation products in the 

country with over 200 well-stocked locations nationwide. With deep industry expertise and helpful staff, customers 

have trusted Ewing for nearly 100 years to help create and maintain cost-effective, healthy, beautiful landscapes. 

Find out how Ewing can help with your next project.

YOUR #1 
LANDSCAPE 
RESOURCE

Follow us on social media:

EwingIrrigation.com



LANDSCAPE LIGHTING

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

Continuously Adjustable Beam Angles 
10° to 60°

ACCENT HARDSCAPE

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

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

M IN I  WALL  WASH

waclandscapelighting.com

Brightness Control Dial Brightness Control Dial Brightness Control Dial
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