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Seasons of change

C
hange can be challenging for anyone, 
but sometimes it feels especially so 
for landscape and irrigation profes-
sionals. Even though the job is a little 
different every day, there’s definitely 
some comfort in how the daily rou-
tine has its similarities. You show up 

at the customer’s property, you do the job, you 
clean up, you go home.

Growing a business takes more than just 
keeping the same routine, though. It means 
looking at processes to find efficiencies and 
searching out opportunities for development 
that might not be immediately apparent. 
Sometimes it’s also finding the right tools to 
encourage new routines, like integrating soft-
ware to increase information sharing between 
the office and field crews.

It takes a lot of planning and plenty of 
evenings spent looking over what the differ-
ent possibilities offer. It can be stressful and 
time-consuming, but seeing that proposed 
change in action is always exciting. Careful, 
considered changes can open up brand-new 
opportunities for future growth and devel-
opment. Even when time isn’t particularly on 
our side, it’s always possible to look for ways 
to turn a sudden change into something pos-
itive. Look at how quickly the industry pivot-

ed to virtual conferences in a tough situation, 
for instance.

As a side note, if you haven’t looked into 
the Irrigation Association’s new Education 
Week+ virtual education opportunities, now 
would be a good time to check them out at 
www.irrigationshow.org.

With that in mind, I want to take a mo-
ment to talk about some changes happening 
with Irrigation & Green Industry this year 
that I’m excited about. Beginning with this 
issue, we’ll be publishing in print for 10 edi-
tions annually. Next year will start off with 
the December/January 2021 issue, and May/
June will be consolidated as well. By doing 
this, we’re able to focus on some fantastic 
projects in the upcoming year that we’re sure 
you’ll enjoy.

We’re doing our best to reach as many 
professionals as possible and provide essen-
tial information to develop the industry. I’m 
really excited to tell you more about those 
projects as they come together. 

I’ve been so encouraged by the support 
of professionals as we’ve gotten through this 
year together. Thanks for showing us the 
strength of this industry and providing a 
great environment for us to change and grow 
together.  

It can be stressful 
and time-consuming, 
but seeing that 
proposed change 
in action is always 
exciting.



http://www.paigewire.com *Not for continuous submersion in water
*3M is a registered trademark of the 3M Company

The difference 
is in the connector!

•  Conical Spring has sharp points that bite into the 
     copper conductors of the wire for solid connection.
•  The tip of the Conical Spring has a small arm that 
     prevents it from spinning when removing the 
     connector from the wires.

                   Direct Bury 
     Splices — DBR/Y-6 and DBO/B-6
    We consider these water-resistant* connectors the absolute best for landscape irrigation 
    (both conventional and 2-Wire) and outdoor lighting applications.

    •  600-volt rating.  Can be used in virtually any irrigation or lighting splice
    •  UV-resistant – Can be installed above or below ground
    •  Can be safely used in virtually any country - UL listed for the USA and Canada. 
             Also Meets Directive 2006/95/EC and IEC standards EN61984:2009, EN60998- 1:2004
         and EN60998-2-4:2005. 
    •  Long history of performance – this family of connectors has been successfully used in landscape 
         irrigation and lighting applications since 1985.
    •  Proudly made in the USA by the 3M Company.

    Available from Paige Electric Co., LP
    (Master Distributor for 3M)

    Paige# 3M Model# Connector Color
    270672 DBR/Y-6  Red/Yellow
    270674 DBO/B-6  Orange/Blue

DBR/Y-6                   DBO/B-6
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Investors Corner
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UPDATE

Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 

Koninkijke  
Philips NV

(NYSE: PHG) 

The Scotts  
Miracle-Gro  

Company 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro  
Company

(NYSE: TTC) 

Watts Water  
Technologies
(NYSE: WTS)

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

BrightView  
Holdings Inc.

(NYSE: BV)

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Briggs &  
Stratton Corp.

(NYSE: BGGSQ)

Pool Corp.
(NASDAQ: 

POOL)

Roswell, Georgia-based SiteOne Land-
scape Supply Inc. acquired two distributors. 
The first addition is Alliance Stone, which 
serves the greater Atlanta market from a 
single location focused on the distribution 
of hardscapes to landscape professionals.

“Alliance Stone is a terrific addition to 
SiteOne with a dedicated stone center and 
strong hardscapes and natural stone exper-
tise to complement our current team and 
existing full line of products in the Atlanta, 
Georgia, market,” says Doug Black, chair-
man and CEO of SiteOne Landscape Sup-
ply. “Alliance Stone has a rich history and 
talented associates who share our passion 

to provide quality products, service and val-
ue to our customers. We are committed to 
delivering the best customer experience in 
the green industry and the combination of 
Alliance Stone and SiteOne is yet another 
step closer to achieving our goal.”

SiteOne Landscape Supply also ac-
quired Modern Builders Supply, which 
serves the San Diego, Southern Orange 
County and Inland Empire markets in 
California with two locations focused on 
the distribution of hardscapes and land-
scape supplies.

“Modern Builders is a true market 
leader and a great fit with SiteOne as they 

expand and extend our existing hardscapes 
presence in southern California. This ad-
dition moves us strongly forward on our 
mission to be the best full-line distributor 
to landscape professionals in all major U.S. 
and Canadian markets,” says Black.

These additions mark the fifth and sixth 
acquisitions for SiteOne Landscape Supply 
in 2020. 

SiteOne acquires two distributors

“This addition moves us strongly forward on our mission to be the best full-line 
distributor to landscape professionals in all major U.S. and Canadian markets.” 

 — Doug Black, chairman and CEO of SiteOne Landscape Supply
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CENTRIFUGALS

EXPANDED LINE: SPM SERIES  
CENTRIFUGAL 3 & 5 HP PUMPS

• Easily replaces competitor models without disrupting plumbing

• Primes in less than one minute

• Engineered by Flint & Walling, Powered by Baldor

• Available in single or three phase
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   Irrigation

Irrigation companies rank as fastest 
growing companies
Richmond, Virginia-based Conserva Irriga-
tion ranked among Inc. magazine’s list of the 
fastest growing companies in America for 
the second consecutive year. The Inc. 5000 
ranks companies based on their percentage 
of revenue growth from 2016 to 2019, posi-
tioning Conserva Irrigation at 633 and mov-
ing the brand up 1,466 spots from last year.

“It’s an honor to be recognized by Inc. 
magazine for the second year in a row. This 
achievement is a true testament to the ded-
ication of our franchisees and the Conserva 
franchise support team who work hard to 
ensure they’re delivering the best product 
and services to our customers,” says Russ 
Jundt, founder of Conserva Irrigation. 

Sunrise Irrigation and Sprinklers, Palm 
Harbor, Florida, also ranked on the Inc. 
5000 list. This recognition comes with 
425% average revenue growth over the past 
three years. Ranking number 1,078 on the 
list, Sunrise attributes its success to quality 
products, highly trained technicians and 
customer service. 

“It’s been a company milestone for us to 
rank in the top 5,000,” says Sunrise Irriga-
tion CEO Joe Swett. “Little did we know 
we would almost break the top 1,000 in our 
first year of recognition on the list.”

  Landscape

Heritage Landscape Supply Group expands
McKinney, Texas-based Heritage Land-
scape Supply Group Inc. opened a branch 
in Eagan, Minnesota, that carries a full line 
of irrigation and landscape supplies, outdoor 
lighting, agronomics, sports field materials, 
tools and accessories. With this new loca-
tion, HLS Outdoor is now equipped with 
about 40,000 square feet of showroom and 
warehouse space in the market.

The Eagan location will be led by Elliott 
Barim, a 10-plus year industry veteran with 
experience serving in various operation-
al roles, including driver, counter sales and 
branch manager.

Heritage Landscape Supply Group also 
acquired Silver Creek Supply, a leading in-
dependent distributor of irrigation, outdoor 
lighting, plumbing, fencing, hardscapes and 
other landscape and outdoor living products. 

Headquartered in Boise, Idaho, Silver 
Creek was originally founded in 1974 and 
currently operates eight branches across 
Idaho and Wyoming, servicing professional 
contractors. John Slaughter, general manag-
er, and the company’s entire sales and op-
erations team will lead the business going 
forward to ensure continuity and consisten-
cy for customers and supplier partners. Her-
itage will continue to operate these locations 
under the Silver Creek Supply name.

  Equipment

DR Power Equipment acquires  
Mean Green Products
South Burlington, Vermont-based DR 
Power Equipment, a division of Generac 
Holdings Inc., acquired the assets of Mean 
Green Products LLC, in Ross, Ohio.

DR Power Equipment designs and 
manufactures a full line of professional- 
grade outdoor power equipment. Mean 
Green Products designs and manufactures 
a commercial line of zero-turn and walk- 
behind, battery-powered turf care products 
that provide quiet, zero emissions and min-
imal maintenance options.

“Entering the commercial turf care cat-
egory has been a target of ours for years, 
but we wanted to do it in an innovative and 
differentiated way,” says Matt Bieber, pres-
ident of DR Power Equipment. “We have 
watched the Mean Green team grow and 
develop new products and technologies, 
which led us to proactively pursue them to 
become part of our portfolio.”

“We are extremely excited for the op-
portunity to further expand on our vision to 
provide consumers with meaningful battery- 
powered equipment,” says Joe Conrad, pres-
ident and owner of Mean Green Products. 
“The DR Power and Generac teams are an 
excellent fit for our company and our em-
ployees.”

  Equipment

Textron to relocate Jacobsen production to U.K. facility
Augusta, Georgia-based Textron Specialized Vehicles Inc., a Textron Inc. company, will relo-
cate all manufacturing of Jacobsen professional turf equipment to its facility in Ipswich, U.K. 
The move will begin in autumn and be completed in stages over the next several months.

This move will enable the company to focus its investments, skill and improvements in 
mower production at a single facility and leverage existing resources and expertise at its Ipswich 
facility. The plant, which currently builds Jacobsen and Ransomes mowers, is the oldest manufacturer of motorized lawn mowers in the world, 
in operation for more than 187 years.

The U.K. facility will produce mowers for all regions, including North America. Jacobsen will maintain its sales, parts and customer care 
teams in North America, and its network of North American distributors, to serve its customers in the U.S. and Canada.

“We are excited to establish our Ipswich, U.K., facility as the worldwide manufacturing center of excellence for Jacobsen equipment,” says 
Simon Rainger, vice president, turf for Textron Specialized Vehicles. “This move will enable us to operate more efficiently and expand on the 
legacy of innovation and quality that our Ipswich plant has built over its long history.”
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  Landscape

Fullerton Grounds Maintenance partners with Habitat for Humanity
Kenvil, New Jersey-based Fullerton Grounds Maintenance partnered with the Morris chap-
ter of Habitat for Humanity to assist in the transformation of the former site of Roxbury 
Township’s Department of Public Works into a 12-unit condominium community in Suc-
casunna, New Jersey, for low- and moderate-income families.

FGM donated about $15,000 in landscaping needs 
to help turn the outdoor space of the condominiums 
into a yard for children to play and an area where fam-
ilies can relax.

“It’s really nice to partner with fellow New Jersey resi-
dents who are working on their homes and working hard 
to get above the fray,” says Scott Fullerton, founder and 
CEO of FGM. “This property was originally a couple of 
dilapidated homes owned by the town, and Habitat has 
really turned it into a beautiful part of our community.”

Last December, FGM donated gift cards to residents 
so they could purchase Christmas trees, and during the 

past few months, FGM team members volunteered their time and resources to create a yard, 
clear out dead trees, plant flowers and shrubbery for shade, and build a rock retaining wall.

The 12-unit project is the largest in Morris Habitat’s 34-year history. The complex cur-
rently has six families living there, and another six families are expected to move in before 
Thanksgiving. New homeowners have completed at least 300 hours of sweat equity by work-
ing on their own condominiums and other Habitat homes.

“We are eternally grateful to Fullerton for their work the past several months during the 
pandemic,” says Blair Schleicher Wilson, Morris Habitat for Humanity CEO. “In this new 
normal, people should be able to shelter in place with a good roof over their heads and space 
for time with family.”

  Equipment

Makita U.S.A. opens new facility in Reno, Nevada
Makita U.S.A. Inc., La Mirada, California, expanded its distribution, training and service 
capabilities with a new state-of-the-art facility in Reno, Nevada. It increases Makita’s opera-
tional ability to meet growing market demand with nationwide two-day ground coverage, so 
customers receive products faster.

The new Reno facility, a $50 million investment, is the company’s fifth in the U.S. and 
follows the recent opening of a similar facility in the Dallas region. Makita recently opened 
Reno with a soft launch and will be fully online this fall. The Reno facility is located on about 
50 acres of land with 600,000 square feet of warehouse space fully equipped with operational 
capabilities.

The new facility also includes a detached 28,000-square-foot state-of-the-art training 
center. It is Makita’s fourth in the U.S. and will offer tailored curriculum and hands-on train-
ing. Makita trainers can utilize adjacent outdoor space equipped with infrastructure to run 
Makita’s expanding line of outdoor power equipment.

For dealer partners, training will focus on 
increasing their knowledge of Makita’s leading 
technologies and empowering them to match a 
solution to their customers. For professional us-
ers, the focus is application-driven with instruc-
tion showing the right accessories and the right 
tools for the job with an emphasis on proper use 
for increased productivity and profitability.

A new factory service center is targeted to 
open in late fall 2020. It will be the latest ad-
dition to Makita’s national service network and 
will be four-times larger in square footage than 
any other Makita Service Center in the U.S.

 QUICK
 TAKES
Jain	Irrigation	hires	new	
ETwater	enterprise	sales	
manager
Jain Irrigation Inc., Fresno, 
California, hired veteran water 
management sales executive Dave 
Laybourn as enterprise sales 
manager for its ETwater smart 
irrigation control products and 
services subsidiary.

Laybourn brings more than 20 
years of experience in commercial, 
industrial, agriculture and land-
scaping sales to focus on devel-
opment of the enterprise strategy, 
along with managing the Fortune 
500 customers of ETwater.

Ryan	Lawn	&	Tree	
expands	in	Kansas	City	
metro	area
Ryan Outdoor Living, the land-
scaping division of Ryan Lawn & 
Tree, Merriam, Kansas, expanded 
to offer landscaping services to 
more customers. 

The division nearly doubled its 
staff this summer, including the 
addition of a fifth landscape crew 
and a new landscape consultant, 
landscape architect and division 
project coordinator.

PBI-Gordon	announces	
executive	leadership	
transition
The board of directors of PBI- 
Gordon Corporation announced 
Donald Chew will become 
executive chairman of the board 
and W.E. Mealman will become 
chairman emeritus. Steve Clifford 
will become president and CEO of 
PBI-Gordon and its subsidiaries 
Pet-Ag and Pegasus Laboratories. 
Clifford joined PBI-Gordon’s 
board in 2015 and became chief 
operating officer in 2018.

These changes will become 
effective on Nov. 1.
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Stacie Zinn Roberts is an award-winning writer, marketing expert and founder of What’s Your Avocado? 
Marketing and Public Relations, Mount Vernon, Washington, which specializes in green industry marketing. 
She can be reached at stacie@whatsyouravocado.com.
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MARKETING MATTERS

By STaCie Zinn ROBeRTS

5 website quick fixes

Consider 
your website 
as your 24/7 
salesperson 
on the internet 
who must	
deliver	
the	latest	
information	
to potential 
customers.

You need to fix your website. Sorry, but it’s 
true. Websites are finicky things. They re-
quire constant care, yet you ignore your 
website at your own peril. It is estimated 

that 75% of customers judge a company based on its 
website, and that’s before they ever talk to you. If your 
website is outdated, ugly or does not function proper-
ly, it could be costing you money. Here are five website 
fixes to perform now.

1 Be	mobile	friendly.	Considering that stud-
ies show the majority of internet users surf the web 

on a mobile device, your website must be optimized to 
run on smartphones and tablets. This is called respon-
sive design. Basically, your website “responds” to the 
size of the user’s screen. If your website is only built 
to be viewed on a computer monitor, mobile users will 
have difficulty navigating your website. To test this, 
grab your cell phone and visit your website. Is the 
navigation (Home, About, Contact, etc.) really small 
across the top of your screen? If so, it’s probably not 
responsive, which also means that it’s likely time for a 
website redesign.

2 Fix	 broken	 links.	Go through your web-
site and click on all of the links, buttons or calls 

to action. Do they all work? If you click on a link and 
are directed to a page that says 404 Error or it goes to 
some other unintended page, it should be corrected. 
In addition, be sure all of your social media accounts 
are linked on your website using the appropriate icons 
(Twitter, Facebook, Instagram, etc.). Click on the icons 
and confirm that the links go to your account pages, 
not just to a Facebook login page, for example. To help 
keep on top of minor issues, it’s a good idea to have 
a web-savvy staffer or your web developer perform 
monthly maintenance to fix links and other issues.

3Get	 secure.	 About two years ago, Google 
Chrome (the top web browser used to surf the 

internet) implemented a policy that all websites have 
something called an SSL certificate or be flagged as 
“Not Secure.” Without getting too technical, the SSL 

certificate indicates that your site has a secure con-
nection. Go to your website and look in the upper left 
corner of the URL bar where your address is. Does 
it say “http” or “https”? The desired address has the 
“https” to indicate a secure site. Do you see the words 
“Not Secure”? Then you don’t have an SSL certif-
icate. Sites marked “Not Secure” serve as a warning 
to your customers and, frankly, makes your site look 
risky. Contact your website hosting company, which is 
the server where your site lives, commonly GoDaddy, 
BlueHost, HostGator, WP Engine or others. Some 
hosts include the SSL certificate for free or at a nom-
inal cost. Your web developer can also do this for you 
and install the certificate.

4Get	 up	 to	 date.	 Today’s modern websites 
generally have an edge-to-edge design with lots 

of photos and sparse text. If your website design has a 
box around it, not many photos and reads like a dic-
tionary, it’s likely time to redesign your website. Out-
dated information, photos of former employees, blog 
posts or news items that haven’t been updated in years 
also indicate a neglected website, which casts a nega-
tive impression of your company.

5Hyperlink	your	email	address.	If your 
email address is published on your website, you’re 

making yourself a prime target for spammers who can 
flood your inbox with unsavory offers and dangerous 
phishing emails that, when clicked, could damage 
your computer systems. Instead, create a contact form 
on your website that allows customers to send you a 
message. A dropdown on the form can direct emails 
to specific staffers. If you must have a list of emails on 
your site, hide them behind the word email that, when 
clicked, serves as a hyperlink to your email address.

I urge you to consider your website as your 24/7 
salesperson on the internet who must deliver the lat-
est information to potential customers. Take care of 
it. It’s that important.

Got a marketing question? I’d love to hear from 
you. Send me a note through my website’s contact 
form at: whatsyouravocado.com/contact.  
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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

Lessons learned  
from the past

The world as we know it is ever-changing. 
This year we all have had to adapt to new 
ways of doing business. Staying in com-
munication is more important now than it 

ever has been in the last 10 years. Combine that with 
social distancing practices, and it’s easy to see how 
these create a real business challenge.

Since customers are now less likely to meet in 
person, there is even more emphasis on electronic 
communication. Virtual meetings and email com-
munication have become part of our new normal. 
During these times, customers may be a little more 
cautious when it comes to projects or spending their 
money. That being the case, it is important to keep 
customers aware of new trends and touch-free ser-
vices you offer. 

During 2008’s financial crisis, I was a field repre-
sentative for a lighting company. Many contractors 
that I worked with came to me and expressed that 
it was extremely hard to get new jobs and keep their 
crews working. I had to think of a way to help them 
keep their foot in the door and obtain new business. 

I shared the example of the quick-sale specialist. 
These are the folks that might leave a flyer at your 
door stating that they can paint your address in re-
flective paint or install a peephole in your front door 
for a small fee. In many cases, homeowners also 
asked if they could paint the door trim or perform 
some other quick task. All are 5- to 15-minute jobs 
with a quick payout. 

In those days, astronomical timers had just start-
ed to become popular. I suggested that contractors 
call up all their existing clients and offer them an 
installed price for this new upgrade. Many took this 
advice and remained terribly busy and profitable 
during that time. Since advertising budgets were 
thin, I also suggested that they ask for customer re-
ferrals. Several contractors gained new customers by 
just getting their foot in the door. This same strategy 
can be applied during these times. 

If you think about it, many existing customers 
might be interested in some type of upgrade. Per-
haps at the time of an initial installation your cus-
tomer wanted some technology that was simply not 
in the budget or not developed at the time. Many 
manufacturers have been making significant strides 
in Bluetooth and Wi-Fi technology. Opportunities 
to revisit or upgrade a previous project might just be 
in your job notes. 

Often a quick drive past a customer’s house in the 
evening might provide an instant opportunity. Per-
haps a call or email the next day could be like this: 

“Hi, Mrs. Jones. This is [insert name here] from 
[insert company name]. I happened to be in your 
neighborhood the other night, and I noticed the [in-
sert area] in your front yard was very dark. Would you 
like me to help you secure this area? I’d be happy to 
meet with you to discuss options. I am working with 
new products that could help illuminate this area.” 

This simple call or email demonstrates that you 
genuinely care about your customer’s property and 
safety and that you are ready and willing to assist 
them. 

These last few months I have been speaking to 
several contractors across the country. Many have 
begun to offer what they call a white-glove service. 
White-glove service is a business attitude that sets 
one’s company apart from the rest. This is an attitude 
where every job is completed from start to finish with 
the utmost care and precision. The attention to detail 
and full communication is also a factor of this ser-
vice. White-glove service is basically an attitude to 
go beyond the expected. Although white-glove ser-
vice costs more, discerning customers understand the 
value and prefer that level of service.

During these unusual times, companies who fig-
ure out how to reinvent themselves and adapt to cur-
rent conditions are the ones that flourish. I hope you 
have found some of these ideas helpful. Stay focused, 
and stay well. 

If you think 
about it, many 
existing	
customers 
might be 
interested in 
some type of 
upgrade.
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Years ago, you could tell how well a contrac-
tor’s business was doing by the amount of 
paper left in the cab of his truck. As a second 
desk, the dashboard was often full of prod-
uct brochures, work orders, appointment re-
minders and receipts. 

Smartphones and software have stream-
lined much of that paper out of the day-to-

day life of contractors, but making the switch to software 
can be tough for some crews. Here are some top tips to 
make that move as smooth as possible.

1 Know your needs
In choosing software, know what your goals 
are before even scheduling a demo, says Kevin 

Kohler, director of sales for Supportworks in Papillion, Ne-
braska. Look at your processes around retaining and devel-
oping employees, improving job tracking, or providing new 
cloud-based tools for office efficiency. 

“It could be a combination of things,” he says. “But 
knowing the reason behind why you’re making a move 
will help drive which software is the right choice for you.”

He says in some cases, that’s going to mean prioritizing 
what will make the biggest difference for the business and 
finding software that focuses on that point, then building 
out from there. The biggest opportunity for many contrac-
tors is often looking for efficiency with paperwork. 

Also near the top of the list is software that helps with 
customer relationship management, says Ed Rockhill, chief 
operating officer at Arborgold Software in Bloomington, 
Indiana, which would include steps like appointment 
scheduling and job costing. 

It’s also important to think about what features could 
be helpful for future potential customer offerings, Kohler 
says. Think about what capabilities you want to have in 
your company in the next few years, and determine what 
software features you might need in order to make that 
happen.

Looking to the future is important even for smaller 
companies, says Rockhill. Consider more affordable op-
tions just to start to collect some level of data, so that when 

The leadership of  
the company has to  
be 100% on board  
and committed to  

the change. 
– David Crary, HindSite Software
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it’s time to move to a more robust system, there’s via-
ble information to work with. 

Ross Day, vice president of Oasis Landscape and 
Irrigation, Atlanta, who uses SingleOps, says he knew 
that he needed a platform that was cloud-based, that 
could be easily given to one of his crew members on 
a tablet and incorporated into everyday usage with 
customers. A wide range of features would be helpful, 
but he wanted a platform specifically that was easy 
to use and that looked professional when in front of 
customers. 

For Kohler, a good software demo gives a con-
tractor the opportunity to use a dummy account or 
trial to download and play with to see it in action. 
He recommends letting the software company walk 
through how its functions are used and then taking a 
step back to make sure those features still align with 
your main goal, as well as some of the less-important 
ones. 

For Day, a dummy account was helpful in un-
derstanding how the various functions worked, and 
how he could incorporate them into his processes. 
His team also had live demonstrations by SingleOps, 
which helped some of his crew members see it in ac-
tion.

In many cases, the first demo will be with a small-
er team beneath the main decision-maker, says Rock-
hill. If the leader isn’t involved in the demo process, 
it’s easy to have the communication between that 
team and the company owner break down through a 
lack of understanding.

A demo is a good chance to look for what systems 
you’ll have to adapt to make the best use of the soft-

ware, says Kohler. It’s also the time to bring up any 
concern you run into, even if it feels trivial.

“Have that conversation and understand a little 
more about how customizable it is,” he says. “Take 
it as an opportunity to learn a little bit about what 
better profits your company. Really leverage their ex-
perience.” 

Rockhill is always glad to hear questions from 
customers during demos, because it shows a level 
of engagement and gives clues about what features 
would be most helpful for the company. 

Beyond the demo itself, Day followed up with 
some other companies that were using SingleOps 
and looked at how they had incorporated it. That gave 
him some insight as to other ways he would be able to 
use it in his own company and how well those com-
panies had been able to integrate it into their systems.

Make sure you know what kind of support you’ll 
receive from the company, says David Crary, founder 
and CEO of HindSite Software, St. Paul, Minne-
sota, since it’s not a question of if you’ll need it, but 
when. Check into what the support process looks 
like and anticipate how it would work when you 
need it most. Will support be quick to respond at 7 
a.m. as your teams are heading out to the job? Ask 
about the response time for support tickets and the 
processes involved for solving issues in the field. 

Day considers working with a smaller startup a 
benefit for his company as well, as he’s able to be in 
direct communication with the developers on a regu-
lar basis about what his team needs to see in the next 
rollout of new features.

2 Get on board
The most important determining factor for 
a company successfully transitioning to new 

software is whether its management is on board, says 
Crary.

“The leadership of the company has to be 100% 
on board and committed to the change,” he says.

The company leaders need to recognize that new 
technology can be a big change and that there will be 
some bumps along the way, Crary says. The new soft-
ware could make a huge difference for the company, 
but it’s going to take some work to get to that place, 
and some employees will push back on the change. 
While it’s great to get feedback from the crew on 
what software works best for them during the selec-
tion process, once the software has been picked, it 
needs to be driven by the company leadership. 

The messaging has to come from the top to build 
any sort of buy-in by the crew, says Rockhill. Not only 
do leaders need to be the ones driving the change, 
they also need to understand the vision of what the 
software will improve well enough to explain it to 
crew members who ask. Make sure that the team 
working together to choose the program and drive 
software integration includes people from multiple 
levels of leadership, Rockhill says. That way, there’s 

When incorporating software into your business, look at which processes you’d like to improve, such as 
job tracking, routing or customer billing. Knowing that ahead of time will make it easier to pick the right 
software. Photo: Arborgold

If a crew 
member is 
struggling 
with the new 
software, 
set up a 
buddy system 
with a more 
proficient 
teammate.
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already some level of buy-in throughout the organi-
zation before the change is even introduced.

“Effective leaders are great communicators. They 
are not dictators,” Rockhill says. “They look for col-
laborators.”

The best way to bring the crew on board is by 
showing firsthand how the new software will make 
life easier, says Rockhill.

“As they begin to understand how this is going to 
benefit them positively and impact positively in their 
day-to-day, that’s where you encourage them to adopt 
a new process,” he says. 

It’s the job of the main communicator to show 
how the new program will improve inefficiencies, not 
just in an abstract sense, but with specific, concrete 
examples such as paperwork entry or payroll manage-
ment. Try to show, not just tell. 

From the start, Day was establishing processes, 
including screenshots and checklists, that employees 
could reference as needed.

“We created the process for whoever is going to 
use the technology firsthand and show them, and then 

they have a reference to go back to all the time,” he 
says. “That’s really important to us internally.”

Even for steps as direct as clocking in and out, 
Day used screenshots to detail each part so that every 
team member could follow along regardless of apti-
tude with technology. His team created both digital 
and paper manuals for the processes, so they’re always 
available either on a smartphone or in the truck. 

3 Share new skills
As smartphones and technology have been 
more integrated into our daily lives, training 

for new software should be less of a direct issue, says 
Crary. It still takes understanding and preparation to 
do properly. 

Make sure to allocate plenty of time for training 
on new software, says Kohler. “With good software, it 
doesn’t take a ton of time to pick it up and understand 
how to use it. But on the flipside, being realistic, it’s a 
new tool and resource that you’re equipping your em-
ployees with.” If the software company doesn’t offer 
direct training, that’s a red flag. Take advantage of of-
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fered training sessions and try to schedule ride-alongs 
for your employees with representatives for coaching 
and feedback opportunities. 

Try not to roll it out to the entire team all at once, 
and use a phased approach instead, Kohler says. Find 
a few people on each of the affected teams who are 
eager to learn and improve, and start with them for 
the first few weeks.

“Those people will become the spokespeople for 
the rest of your company,” Kohler says. “All the rest of 
your team is going to see their results, and you’ll get 
off on the right foot there.”

Day allocates some time weekly to check in with 
his team on the new software and covers any problem 
areas as they come up. He worked with each team’s 
managers to make sure they were comfortable with 
it before rolling it out to the entire company, taking 
care of mistakes along the way.

“It’s constant learning,” he says. “It’s not rocket 
science, but it’s also not worth getting upset over.”

That said, bringing on new software is something 
that should be reserved for the off-season, Day says. 
“It takes time, and I would suggest anybody should 
do this in the winter. Don’t do it in the middle of 
spring.”

For employees who aren’t as technologically sav-
vy, be diligent about management and coaching, says 
Kohler. Be empathetic about their concerns with the 
new software, but also set realistic expectations and 
hold them accountable. Be clear about why the new 
software is important to the company, what it im-
proves and how it will help in their daily work once 
they incorporate it. Have a specific timeline for roll-
out, training and active use in the company. 

Patience is a major part of rolling out a new 
software platform within a company, says Day. Be 
aware of people who don’t have a high aptitude for 
technology, and also make sure that directions are 
available in the crew member’s preferred language.

“If you get frustrated with processes, you’re over-
whelmed, we pull you back and walk through it over 
and over again,” says Day. “For anybody who’s in-
serting new technology into their company, patience 
has got to be the first priority.”

If a crew member is having an especially difficult 
time with the new platform, Day will partner them 
up in a buddy system with someone else on the crew 
who has a solid grasp of it to help throughout the 
day.

It’s important to know which processes have 
to be done a specific way and which can be more 
malleable, Crary says. Some crew members may not 
follow the exact outlined process, but they still get 
the correct end result. “I think that there’s got to be 
some give-and-take to make it really work correctly, 
and you need to be open about that.” 

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

Feature presentation
Business owners should take the time regularly to consider what’s in-
cluded in their current software and determine if it makes sense to 
find new ways to make old systems more efficient, says David Crary, 
founder and CEO of HindSite Software, St. Paul, Minnesota.

Many software platforms include system dashboards that manag-
ers can use to get an overhead view of how effectively it’s being used, 
with multiple reports available, says Ed Rockhill, chief operating officer 
at Arborgold Software in Bloomington, Indiana. Those reports pro-
vide plenty of data for end-users, and they can also show how some 
systems could be run more effectively. Be certain that a manager is 
watching those reports to find brand-new ways to use the platform.

Most customers use about 20% of the overall features of new soft-
ware, Crary says, usually starting with a focus around a specific part of 
the business that needed streamlining. But once they have that work-
ing effectively, they often don’t follow up to ask what else the software 
can do.

There’s almost always another feature that can be integrated, espe-
cially working with SaaS, where a developer team is constantly work-
ing on the product and adding new functions on a daily basis, Crary 
says. 

“But the ownership and leadership has to be open to trying to un-
derstand what’s new and wanting to figure out how it can be incorpo-
rated into their business,” he says.

Crary has regular “return on investment” audits with clients in 
which he looks at how the company is currently using the software’s 
functions and shows what else is already included in the software that 
might be useful.

“We’ll sit down with customers and say, ‘Here’s an idea that we 
don’t see you using, but we could do this for you,’” he says.

When integrating software, find crew members who are always up to 
test new tools to help build buy-in on the team. Photo: Supportworks
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L
asting family legacies are often a 
trademark of the green industry. 
There are countless landscape 
companies started decades ago 
that continue to grow and in-
novate, all while building on 
the strong roots laid by their 
founders. 

Prescription Landscape is one of these 
companies. Based in St. Paul, Minnesota, 
Paulita LaPlante is the chief strategy officer 
and managing partner of the landscape con-
struction and maintenance company. And 
while she assumed this role in 2015, she’s 
been steadily helping the business from its 
very beginning in 1980. 

“Shortly after I was married, my husband, 
Colin O’Neill, decided to start the land-
scape business, Prescription Landscape,” says 
LaPlante. The name was rooted in his horti-
culture degree and his vision for healthy land 
management practices. 

In that period of time, LaPlante was 
a graduate student and then became a re-
search scientist in the transplant department 
at the University of Minnesota. From there, 
she moved into various positions within the 
medical device industry, eventually working 
her way up to becoming president and CEO 
of a medical device company. 

“Over that time, I used a lot of my earn-
ings to support acquisitions and to start an 
equipment asset company on behalf of Pre-
scription,” she explains. She started RxLeas-
ing Partners, an equipment leasing company 
that serves both Prescription and other small 
businesses. LaPlante remains the CEO of 
this company and says it’s a way for them to 
help their subcontractors afford equipment.

“My husband’s philosophy was, ‘If you 
want to build a successful business in the 
landscape industry, you want to constant-
ly reinvest in people and equipment,’” says 
LaPlante.

In addition to being a financial backer of 
the business, she also provided her husband 
encouragement and an outside perspective to 
his landscape business. 

“It was really nice for both of us to have a 
peer in different industries because you could 
talk to each other about the challenges that 
you have within your companies,” she says.

O’Neill continued as Prescription’s man-
aging partner and finance and business con-
sultant until he was diagnosed with cancer 
and passed away in April 2016. Ryan Fou-
dray, O’Neill’s business partner and CEO of 
the company, formed a business partnership 
with LaPlante, and together they are carrying 
on Prescription’s legacy.

The company is now a three-branch oper-
ation serving the entire metro from St. Paul, 
Crystal and Shakopee locations. During the 
season, they average about 200 employees, 
which grows to about 500 in the winter to 
provide snow and ice management services. 

As chief strategic officer, LaPlante says, “I 
look at ideation, I look at new service lines, I 
look at everything I can think of on growing 
our business and diversifying it.” 

When LaPlante joined the business full 
time, the first step in this process was to devel-
op new strategic plans focused on expanding 
service lines and growing the core business. 

As a result, Prescription acquired the out-
door services division from Arteka Compa-
nies in June 2017. One year later, Foudray 
and LaPlante hired the senior leadership of 

Arteka’s landscape construction business. 
LaPlante says one of the best outcomes of 
this was bringing new people and talent into 
their company. It also helped them expand 
their focus on urban properties.

“The Minneapolis/St. Paul market is con-
sidered to be a terrific market because you 
have a preponderance of high-income earn-
ers here that are in the medical tech indus-
try, and that confers a certain stability to the 
marketplace,” she explains. 

Developing its presence in the downtown 
has been a change for the company, having to 
adjust to working more with amenity decks, 
rooftop gardens and small spaces in court-
yards and interiors, but she says, “We’re very 
pleased with where that’s taking us and just 
how that’s inspired us in terms of creation.” 

INNOVATING IN A PANDEMIC
One of Prescription’s newest services is 
RxClean360, its eco-friendly cleaning and 
disinfecting service. The two-step process 
neutralizes pathogens by combining power-
ful dry steam cleaning with electrolyzed ox-
idized water disinfection to decontaminate 
high-touch surfaces.

“We were playing with it for a different 
reason entirely,” says LaPlante. She initially 
began looking at dry steam as an organic 
weed killing alternative to glyphosate for 
Prescription’s urban clients and hospitals. But 
when they started hearing in January that the 
COVID-19 pandemic was coming, they be-
gan exploring how they could use this. 

“Because of the fact that we already knew 
what the dry steam could do in terms of 
cleaning, we started doing some research on 

Paulita LaPlante
LEADING WITH VISION

The managing partner of Prescription Landscape is 
creating innovative ways to grow the company.

BY SARAH BUNYEA
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LEADING WITH VISION

Paulita LaPlante is the chief strategy 
officer and managing partner of 
Prescription Landscape, based in St. 
Paul, Minnesota. Here, she leads the 
company in finding creative ways to 
grow and diversify its services and 
business. Photos: Hickey Photography
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effective ways of providing disinfection to couple with 
this very effective cleaning system,” says LaPlante. 

After seeing solutions that used harsh chemicals 
that would require applicators to gown up and wear 
a mask to use them, she thought, “There has to be 
something better than this.”

She found hypochlorous acid, the solution result-
ing from electrolyzed oxidized water, which has been 
used in the food industry and hospitals for a long 
time. LaPlante says it’s 100 times more effective at 
killing virus bacteria and fungi than household bleach. 
It’s also safe, she says, and you can pour it down the 
drain and it can run off because it’s not a contaminant.

“It’s been around for decades, but the reason that 
nobody was really using it like household bleach is be-
cause it doesn’t have a long shelf life,” she explains. “So 
in order for us to use it effectively, we knew that we 
would have to make it. 

Prescription has been producing it in-house since 
late March, and uses it to disinfect everything at its 
branches, such as vehicles and equipment. It launched 
the service commercially and has been slowly building 
interest with clients. “I think there’s a warmer recep-
tion to it because of the way we started it. We did it 
for our own people to keep them safe,” says LaPlante.

“Those are the things that really get me excited 
about our industry. How can we find better ways to do 
things that don’t hurt humans, don’t hurt the planet 
and don’t hurt pets? It’s something that I’m constantly 
challenging all of us at our company to think about,” 
she says.

LEARNING A NEW INDUSTRY
LaPlante just passed her five-year anniversary with 
Prescription. While she’s been able to use her expe-
rience as an executive in the medical device industry, 
she says it’s truly been a time of learning and practic-

ing humility. She says it’s nice to be a student again 
and not the teacher and laughs about how she knows 
more now about irrigation and equipment than she 
would have ever imagined. 

“I really have learned a lot in the past four years 
doing stuff that I never thought I’d do,” says LaPlante.

Compared to the pace of a career in the medical 
device industry, she says that her job now allows for a 
more comfortable life. 

“I love every aspect of being outside,” she says. “I 
love the fact that people are more in touch with the 
things that are beautiful around us, and what’s not to 
love about trees and flowers?”

The part she enjoyed about her previous job was 
helping people. But that didn’t stop when she start-
ed in the green industry. She says making landscapes 
healthy for people to enjoy is also helping them, just 
in a different way. 

BUILDING A STRONG TEAM
Assembling a good team with diverse skill sets and 
listening to your team are two of the most import-
ant steps in business, says LaPlante. “Don’t surround 
yourself with people who agree with you on every-
thing. Put together people who can be critical, in a 
nice way, and listen to that,” she adds.

What she enjoys most about her job are the people 
and the loyalty in the company built by both her hus-
band and Foudray. “The fact that they inspired such 
loyalty and commitment for people to do the best job 
that they can is pretty inspiring to me,” she says.

LaPlante also loves her team’s willingness to 
change, to grow and to think outside the box. Pre-
scription recently brought on Chief Operating Officer 
Tom Hougnon, who has a long history in the green 
industry doing growth and acquisitions.

“We’re going to grow both organically and through 
acquisition,” says LaPlante. “That’s part of why we 
brought on a COO that has that background and can 
teach and guide us in that regard.”

“Bringing in another team member on the exec-
utive staff is always challenging and new,” she adds. 
“But isn’t that a wonderful testimonial to saying that 
we’re open to new ideas and new ways of looking at 
the world and other markets.”

LaPlante has learned a lot and implemented many 
positive changes within Prescription, and she’s deter-
mined to continue creating better solutions for the 
company, its clients and its employees. From equip-
ment leasing to growing in the urban landscape mar-
ket to the development of RxClean360, she’s always 
thinking of the next step Prescription can take to grow.

“I want to continue to innovate,” says LaPlante. 
“There’s more out there and there’s more to be done, 
and that creative aspect of our company is very excit-
ing to me.” 

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

There’s more out there and 
there’s more to be done, and 
that creative aspect of our 
company is very exciting to me.  
     — Paulita LaPlante, Prescription Landscape
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W hen you stop to think back 
to better days in your life, 
it’s easy to focus on how 
calm, tranquil and secure 
they were. In reality, when 
you think a little harder, 
you realize that the time 

you are remembering was only a short sojourn. There 
were, no doubt, difficult issues just before and right 
after that “calm and tranquil time.”

So, what did you do with the issues that you ex-
perienced before and after those calm and tranquil 
times? You dealt with them, one by one. 

See 
clearly

It’s no different today. We all have issues that sud-
denly appear. Some are big, some are small, some are 
difficult and some, not so much. They come unbid-
den; no invitation is necessary. We don’t even have to 
get up and let them in. They just open the door and 
walk into our lives. 

Fortunately, they usually don’t stick around for 
very long. While they exist, we have to deal with 
them. How we respond to these issues can make the 
difference in whether we learn and improve our lives, 
or if we simply endure the stress and trauma that 
comes from living through them.

An example of this is the COVID-19 experience 
we are all living through right now. For some people, 
depending on their job or position, it can be quite 
upsetting and stressful. For others it could be chal-
lenging and exciting. For some it could be a little bit 
of both.

So, the question you must ask yourself is: What do 
you see when you look around? Do you see problems 
with no solutions? Do you see difficult circumstances 
that turn your stomach into a tight and painful knot? 
If you do, then you are looking at your life through 
distorted lenses. 

Learn 3 ways
to create 
certainty
during
uncertain
times.

BY Tom Borg
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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.

Let’s take a look at some strategies that can give 
you an advantage over problems when they come 
knocking at your door. These are strategies you can 
use to create certainty during uncertain times. 

1  Keep things in focus
First, “look in your rearview mirror.” No matter how 
many years you have walked this Earth, you need 
to realize you must have done some things right to 
get this far in your life. You have made some posi-
tive choices to get past the challenges that have con-
fronted you. Now, you have the opportunity to make 
enlightened choices for the new problems that have 
entered your life. Based on what you have already ex-
perienced and learned, you have the wherewithal to 
deal with the new “adventures” life has to offer. But 
you have to make the choice to do that. Make the 
choice to look for the tools and resources you already 
possess and implement them to help you solve the 
problems and challenges you are facing. Don’t look 
down, but look around for a solution that is just wait-
ing to be implemented.

It may be found in the words from a friend or 
book you are reading. It may be something you 
learned five years ago from a past experience and it 
worked well until you stopped using it. Use what you 
know has worked for you before.

2  Think clearly
The second strategy for creating certainty during un-
certain times is to “stop fogging the mirror.”

What I mean by that is to let go of the biases 
and preconceived notions you bring to the present 
situation that are not useful and may be downright 
harmful.

Just as some of those past experiences during your 
life have given you some useful tools, they have also 
added some nonuseful opinions and misconceptions 
that are preventing you from creating the certainty 
that you seek.

Several years back I was at a crossroads in my ca-
reer. I had left one company I had worked with and 
pondered what my next step should be. I was feeling 
uncertain of what the future held for me. I longed 
for the time in my younger years when I attended 
college and was seeking my bachelor’s degree. That 
was a time in my life that I felt alive, growing and 
destined for new adventures that life had to offer. 

Mistakenly, I thought that if I went back to col-
lege to attain a master’s degree in educational lead-
ership, it would be what I needed to make my life 
purposeful again. You see, I was fogging the mirror. I 
was hoping that what I had experienced in my early 

20s was going to work for me again in my later years. 
I was sadly mistaken. I earned my master’s degree, 
but it wasn’t the solution I was looking for. For me, 
it was a mistake. I let my past feelings and emotions 
from college cloud my decision-making process as I 
planned my next career strategy.

So, here is my second point. Let go of unhelpful 
opinions and misconceptions that create more un-
certainty. Do your research and seek out advice from 
consultants or others who have done what you want 
to do. This will increase your odds of creating the 
right solution and eliminate uncertainty from your 
life.

3  Push through difficulty
Finally, the third strategy is to “break the mirror.” 
This means to open up your mind to a new and dif-
ferent idea, method or way of solving your problem 
or challenge.

Here is a tool you can use to try a new idea or 
strategy to solve a problem you are facing. I call it the 
TMET Method. Here is what the acronym TMET 
stands for:
T – Try the idea. Simply spend the time and mon-
ey plus the effort to try the new approach to solving 
your problem or challenge.
M – Measure the results. How well did it work? 
How much better off am I than I was before I tried it?
E – Evaluate the results. Was the effort worth the 
time and money your put into the initiative? Did it 
solve your problem?
T – Tweak or toss the idea. Fine-tune it. Improve 
it in any way possible that will make it even better 
the next time you use it. Or, toss it. Simply discard 
the idea and chalk it up to experience. Know this is 
something you probably won’t want to try again.

The next time professional and personal is-
sues come knocking on your door, try these three 
strategies:

1. Look in your rearview mirror. Use what has 
worked for you before.

2. Stop fogging the mirror. Let go of your bias 
and preconceived notions.

3. Break the mirror. Open up your mind to new 
and different ideas, methods and ways of solv-
ing your problems and challenges, and use the 
TMET formula.

There you have it. Three strategies to help you 
productively and successfully deal with the issues that 
walk through your door and beg you to solve them. 
Now go out there and use them! 

No matter how many years you have walked this 
Earth, you need to realize you must have done some 
things right to get this far in your life.

Be willing 
to look for 
new and 
different 
ways to 
solve the 
problems in 
front of you.
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PLAN
AHEAD

A
s falling leaves begin to cover the 
grass and greenery that you’ve 
laboriously cared for throughout 
the spring and summer months, 
it may seem like the time has fi-
nally come to sit back, relax and 

recount the successes of the busy season. But it’s ac-
tually time to get in front of customers and have im-
portant conversations about budgets, wish lists and 
capital improvements so you can have signed con-
tracts in-hand before the year ends, while building 
and strengthening valuable customer relationships. 

“It all boils down to communication, so stay in 
front of customers on a regular basis, whether com-
mercial clients, residential clients or public works 
clients,” says Fred Haskett, principal of The Harvest 
Group, Wilton, Connecticut. “Stay in front of them 
in a positive way.” 

Lock down next year’s contracts by 
developing customer relationships.

By Lauren Sable Freiman
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As property managers typically finalize their bud-
gets for the following season between late summer 
and early fall, it is imperative that you’re connecting 
with them to talk about the value and level of service 
you provide while putting proposals for next season’s 
work on the table. 

Though the COVID-19 pandemic may make 
face-to face interactions challenging, using creativity 
to make a personal connection with clients is a critical 
step in maintaining and growing positive relation-
ships. Whether via video call, phone call or in-person 
meeting, contractors should be discussing the pros and 
cons of the service they provided in 2020 and touting 
the value-added bonuses they provided at no cost. 

“We give our clients a lot of free things, but we 
never really tell them about it, so sit down and do 
your own PR for how it went this year,” says Ken 
Thomas, principal of Envisor Consulting, Alpharetta, 
Georgia. “Tell your clients that you want to be a great 
provider in 2021 and ask them what they think you 
could have done better in 2020. We recommend this 
every year, a look back at the past and a look forward.” 

This time is also ideal for completing what Has-
kett calls the “wish list walk,” a time to walk the prop-
erty and develop a list of all the things that should or 
could be done.

“Evaluate the property from a needs standpoint,” 
Haskett says. “Are there hazardous trees or irrigation 
issues? Then get the client to give you an idea of what 
they would like to do. You provide them with pro-
posals for that work and help them prioritize it to 
get it in the budget for the next year. That’s big in the 
commercial business.” 

On the residential side, Haskett says the “wish list 
walk” should include a discussion about a la carte ser-
vices like seeding and aerating, leaf removal, dormant 
pruning, rejuvenation pruning, holiday light installa-
tion, and winterization and fertilization for trees and 
shrubs. This is also the time to dust off capital im-
provement ideas that got buried last year and discuss 
whether they might fit into next year’s budget. 

“What you’re really doing is having continuity of 
relationships,” Haskett says. “If you can maintain the 
relationship and find things you can do for the client 
in the off-season, it is revenue-enhancing, and you’re 
still maintaining that relationship.” 

Staying in touch with customers through Linke-
dIn, by sending handwritten notes or by giving hol-
iday gifts are other simple ways to solidify and grow 
client relationships. 

“This is a relationship-based business,” Thomas 
says. “It’s all about goodwill.” 

Know your costs, know your 
customers
While being in-tune with clients is always import-
ant, it is especially vital in the age of COVID-19 and 
the uncertainty it has introduced to the economy. 

Haskett says contractors with a long list of res-
idential clients should familiarize themselves with 
the main employers in town. If there is a large 
manufacturing plant that is planning layoffs, and 
a large population of residents work at the plant 
or ancillary support businesses, it is safe to assume 
that many clients will be looking to cut costs. Those 
with a large book of restaurant, retail mall or shop-
ping center business can assume the same. 

“Know your clients’ businesses and project how 
the economic pressures are affecting them, then 
determine your strategies and your pricing,” Has-
kett says. “Be aware of what is going on with your 
clients and businesses before you arbitrarily do a 
price increase. It’s a partnership, and you’re creating 
partnerships for the long term.” 

Contractors who plan to implement price in-
creases across the board will undoubtedly turn cli-
ents away in today’s market. A 95% retention rate 
could quickly turn to 80% or less with the wrong 
pricing strategy. That’s why Haskett encourages 
contractors to analyze jobs and know costs.

“If you know where you’re at in profitability in 
the job, you can evaluate if you can go another year 
without a price increase,” Haskett says. “Or, think 
about whether you can get the increase over a two-
year period instead of a one-year period.” 

Realizing that there will be both commercial 
and residential clients who want to trim costs for 
next year and being prepared for that conversation 
is a solid strategy for approaching clients heading 
into 2021. 

“This is a 
relationship-
based business. 
It’s all about 
goodwill. 
– Ken Thomas, Envisor Consulting

“We are talking to a lot of landscapers today 
and telling them they need to get proactive on ways 
they can value engineer the scope of work in 2021, 
because there is nothing we can do to cut prices 
without cutting scope,” Thomas says. “Everything 
has gotten more expensive in landscaping and irri-
gation, from materials to labor. We need to come to 
customers armed to deal with those wanting to cut 
costs, without giving up margin.” 

Thomas suggests being prepared to present 
each client with two to three solid ideas for cutting 
costs. Offering one application of mulch instead 
of two, suggesting a half application of mulch in-
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stead of a full application and cut-
ting back on flowers for commercial 
buildings that have seen a decrease 
in visitors are tangible suggestions 
that will save cost without sacrific-
ing profitability. 

While many customers will be 
looking to cut costs, Thomas still 
suggests having a list of suggested 
capital improvements on hand. As 
daily life has changed dramatical-
ly over the past seven months and 
people are spending more time at 
home, some clients will be motivat-
ed to explore and implement home 
improvements. 

“I’m hearing that people think it 
is going to be a better year because 
people are more home-centric, and 
they may want to pull the trigger on 
a project they’ve been putting off,” 
Thomas says. “The residential side is 
a lot more emotional than the com-
mercial side. Try to appeal to their 
sense of emotion and suggest ideas 
that make being home more fun for 
the kids and the family. Even though 
some people are pulling in the purse 
strings a little bit because they’re not 
sure of job security, I would still have 
a list of capital improvements.” 

Provide incentives for 
contracts
As the busy season begins to wrap up, most green in-
dustry companies are submitting proposals to clients 
for the following season, and many times, customers 
sit on those proposals, waiting to sign until spring.

“There’s no reason to sit on a proposal if you have a 
good relationship with your contractor,” Thomas says. 
“Find a way to incentivize the customer to pull the 
trigger before Thanksgiving or Christmas.” 

Thomas suggests offering an enhancement cred-
it, good for use on any added service, to customers 
who sign contracts before a set date, like November 
25 or December 31. While a $1,500 enhancement 
credit translates to $1,500 of value to a customer, it 
represents about half that amount in actual cost to a 
contractor. 

“The bigger the contract, the more sense that 
makes,” Thomas says. “You can save the customer 
money without giving up margin.” 

Haskett says that according to research conducted 
by several of his previous employers, highly successful 
companies who studied their own business, contrac-
tors who are proactive in their communication with 
their clients and those who understand that the green 
industry is based on relationships will benefit from 

happier clients who make more referrals and pur-
chase additional services more frequently.

“The better you are at understanding these things, 
the better you are able to achieve what we call high-
ly satisfied clients,” Haskett says. “If you take care of 
people and think of ways to take them from being 
happy and satisfied to having them say that your 
company is awesome, there is a stark difference in the 
actual financial ROI you can achieve.” 

The research Haskett references shows that 95% 
of highly satisfied customers are likely to renew con-
tracts versus only 50% of satisfied customers. Also, 
highly satisfied customers are 70% more likely to buy 
additional services versus 30% of satisfied customers. 
Additionally, highly satisfied customers have a 98% 
chance of referring friends and colleagues while satis-
fied customers have a 40% chance of making referrals. 

“The difference between ‘these guys are good’ and 
‘these guys are amazing’ is huge, and you can track it 
financially,” Haskett says. 

Being prepared with suggestions to help custom-
ers go forward with a plan can help bridge that gap 
and leave both contractors and clients feeling ready to 
face the new year. 

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

Use contract 
discussions 
to have a 
“wish list 
walk” with 
customers 
to evaluate 
the property 
and offered 
services.
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B
ecause it’s October, we thought we’d 
share some chilling horror stories of 
irrigation service calls gone frightful-
ly wrong. A technician or contractor 
never knows what lies ahead on a 
job site. It could be a straightfor-

ward maintenance or repair task — or a straight-up 
nightmare. 

Under pressure
About 15 years ago, Brian Snoe, owner of SG Land-
scapes, Galt, California, encountered a scenario that 
almost caused him to quit the irrigation business. 
“I was working for a company in San Martin, Cali-
fornia, and I was sent to Hillsborough on what was 
supposed to be a simple install to replace some valves 
in the front and back yards of a residence,” he says. “I 
get to the house, shut off the water main at the street 
and install the new valves in the back. No problem. 
Then I go to do the same thing in the front yard, 
expecting the same results.”

Snoe replaced the valves and glue fittings in the 
front yard. “I usually give myself a pretty good cure 
time on the glue before firing a system back up, a cou-
ple of hours at least. I did the same thing here, and 
after about two hours I started the system back up.”

With the work done, Snoe packs up to go. But 
before he could leave the job site, the new fittings 
popped off. He thought that was strange, but he re-
did them and waited a few more hours for the glue 
to cure again. The same thing happened again: The 
connections popped off.

Snoe thought that perhaps the water pressure was 
a bit high, but when he measured it with his gauge, 
one that goes up to 200 psi, it pegged the dial, mean-
ing the pressure was actually higher than 200 psi. 
This made no sense. “Typically, in a residential area 
the pressure is under 70 psi,” he says. “I thought the 
gauge was broken.” He told the customer that the 
water would have to be shut off a full 24 hours this 
time to really let those connections cure. 

A day later, Snoe returns and turns the system 
back on. “After about 10 minutes, the connec-
tions start popping open again,” he says. Now 
he’s really flummoxed. Was there 
a prankster poltergeist at work?

“Usually, with the glue and 
primer I was using, as long as 
the pressure is under 70 psi, you 
only really need a two-minute 
cure time,” he says. “But here I’d 

Survive these bone-chilling 
stories of irrigation nightmares.

given it two hours, then another two hours, then 24 
hours and it still wasn’t holding.”

Desperate for answers, Snoe starts making calls 
to the company reps for the piping, the primer and 
the glue. “I asked all of them, ‘Am I doing something 
wrong?’ Even though I’d been servicing irrigation 
systems for 10 years at this point, I figured there 
must be something I’d missed, and I was kicking my-
self in the butt for it,” he says. Three separate days he 
came back to try to fix the problem and he couldn’t 
figure it out. 

“Finally, I threw my hands in the air and told my 
boss, ‘You need to send somebody else out, I’ll pay 
whatever it costs,’” he says.

Driving back home on that final day and won-
dering if he ought to choose a new career, Snoe hap-
pened to see a geyser of water shooting 100 feet over 
a freeway overpass. The geyser had been shooting out 
of a main line leak in a city common, the same main 
line he’d been working on.

The company sent another tech and a helper out 
to finish the job. When they tested the pressure at 
the water meter, they also got a pegged gauge. No 
wonder the connections were popping!

How was the problem finally solved? They 
threaded a pressure regulator on at the main, without 
glue this time. 

“Seriously, this was one of the days where I almost 
quit this profession,” recalls Snoe. “Before this hap-
pened, I thought I’d seen everything and knew pretty 
much all I needed to know, but this was a new one 
on me. It made me question all of my education and 
whether I really knew what the heck I was doing. In 
the end, it was all about physics.”

The property owner was sympathetic. After the 
second time the pipe fell out, the homeowner offered 
to pay for Snoe’s overnight hotel stay.

oh the oh the 
humanity!humanity!
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What was Snoe’s reward for three days of frus-
trating work? “It ended up costing me $400 or $500,” 
he says. “I lost the commission because I didn’t finish, 
and the other two guys were paid out of what I would 
have made.” 

But Snoe says it wasn’t entirely a negative expe-
rience. “This was an anomaly. I’m actually better at 
what I do because of it,” he says.

Lesson learned: When things go wrong, figure 
out what you can learn from it and don’t beat your-
self up.

What lies beneath
It sounded like a simple job, just fix a leak in a lateral 
line. But when the service technician from Wrights-
ville Beach Landscaping, Wilmington, North Caro-
lina, arrived at the residence, he found a much bigger 
job than he expected: The irrigation lines were under 
a river birch tree and entangled in its roots. 

“Literally everything was under there,” says Ir-
rigation Foreman Joel Frye. “Everything” included 
the pipe carrying the main water supply line to the 
house, the water supply line to a six-zone valve man-
ifold and the manifold itself. “The valves and all the 
lateral lines were all underneath that tree, with the 
roots grown over and entangled among the compo-
nents,” says Frye.

It took the tech two days of cutting the tree’s roots 
away to get to the leak, which had been caused by 
those very same roots. Although the tech was able 
to do the repair, he found himself wishing that the 
tree would fall so that everything under it could be 
redone anew. 

Two weeks later, a hurricane blew through the 
area, and the tech got his wish. The river birch blew 
over, but that just made things worse.

“After the tree blew down, we brought the home-
owner out and showed him the situation,” recalls 
Frye. They told the homeowner that the tree stump 
had to come out. “Because of the way that the stump 
and the roots were entangled with the pipes, when 
that tree tilted over, there was no way of knowing 
what it had torn out.”

They explained to the owner that this was not go-
ing to be an easy, quick process. And, once they did 
manage to get the components divorced from the tree 
roots, everything in that section was going to have to 
be replaced. You can imagine the size of the final bill!

“The roots had grown around a piece of four-inch 
corrugated drain line,” says Frye. “Some of those 
roots were as big around as my arm. We had to get in 
there and cut the stump and those roots out.”

Frye, another service tech and two managers 
hacked away at that stump for three and a half days. 
“Luckily, there were no electrical lines near there that 
we had to worry about.”

“Then we had to make sure that everything was 
put back correctly,” Frye says. “We had to hook lines 
up just to figure out what zone went where and what 
valve went back to what.” 

What should have been a simple job turned into 
a 30-hour-plus project. “It was not only a physical 
nightmare, but a mental one,” says Frye. At one 
point, he told the technician, “Brian, from now on, 
please be careful what you wish for!”

Lessons learned: Be prepared for anything, and 
watch where you plant things.

Fowl play
A property manager of a residential estate in one of 
New England’s wealthiest enclaves called Brian Gill, 
owner of Gill Irrigation Inc., Middletown, Rhode 
Island, saying there was an issue with the irrigation 
system. “When I got on the property, I saw that there 
were a couple of valves stuck open. Normally I would 
have a valve locator wand with me, but it was being 
used on another job,” Gill says.

After poking around a bit, Gill, a Rhode Island 
Master Irrigator, found two valve boxes close to the 
house. “I shut the water down and cleaned out all 
those valves,” he says. “But when I turned the system 
back on there was still a stuck zone. Now I have to 
find this thing. I shut down six of the seven heads on 
the zone.”

“I was probably about 60 or 70 feet away from the 
chicken coop. The one head that I left on, I pumped a 
couple times. That’s when I saw the chickens starting 
to jump up and down,” Gill says.

Gill thought that was kind of interesting, so he 
walked over to the coop and looked around but 
couldn’t see anything. “I went back over and did it 
again, and the chickens started jumping again,” he 

When that 
tree tilted 
over, there 
was no way 
of knowing 
what it had 
torn out. 
– Joel Frye,  
Wrightsville Beach  
Landscaping
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says. “This time, I took my shovel and start-
ed poking around inside the coop. Lo and 
behold, there was the valve box right in the 
middle of it.”

But what had caused the chicken 
dance? “What I was doing created back 
pressure against the valve,” Gill explains. 
“The only reason they jumped is because I’d 
shut down all the other heads and forced 
the water back to the valve. The pressure 
pushing back on it was creating a knocking 
sound and made the ground under their 
feet vibrate and it was frightening them.”

Gill had done that deliberately to make 
up for not having a valve tracer handy. “I 
knew that if you force pressure back, some-
times you can hear the valves knocking,” he 
says. “Someone with less experience would 
have dug up the entire yard to chase the 
main line down.”

When Gill finally opened the cooped-
up valve, he found pebbles inside. “We’d 
had a tough, droughty season, and wells 
were running pretty low,” he says. “You 
could see how sediment had gotten sucked 
in. I then proceeded to battle chickens for 
the next 10 minutes trying to knock the 
pebbles and debris out of the open valve.”

As to whether the valve box was ever 
moved to a chicken-free environment, Gill 
doesn’t know. “I made that suggestion to 
the property management company and 
they told me ‘We’ll let you know.’ But the 

The nightmare isn’t over
Find more tales of terror in the digital version 
of this article at www.igin.com/tales-of-terror.

valve box was definitely there before the 
chicken coop was,” he says.

He sums up the experience as: “You walk 
onto a property and you never know where 
a valve box is going to be, but it’s definitely 
a unique circumstance that someone saw fit 
to put a chicken coop over the top of one. 
You’d think that they’d call their irrigation 
company and say, ‘Hey guys, I’m building a 
chicken coop here, can we move this?’”

“A valve locator is an invaluable tool,” 
says Gill. “Luckily, I’ve been doing this for 
a long time so I managed to finagle it with-
out having the locator with me.”

Lesson learned: Always bring a valve 
locator with you. 

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

A valve box can be 
located anywhere on 
a property, sometimes 
even in a chicken coop.
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Industry professionals learn how an irrigation 
audit is set up at an Irrigation Association event. 
The audit will show the effectiveness of the 
system across the test patch.
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DO THE

MATH
I

rrigation audits are all about ensuring your clients’ irrigation 
systems are functioning properly and ultimately saving them 
money as a result. Although there’s no doubt it’s a desirable 
service, you’ll have to first overcome the hump of helping cli-
ents understand what it’s all about. 

Mark Brotton, CIC, CLIA, APLD certified landscape de-
signer, ARCSA-AP, EPA WaterSense Partner and owner of 
Living Water Irrigation & Landscape LLC in Santa Fe, New 

Mexico, admits he does not perform as many audits as he’d like and thinks it’s because most people don’t 
understand the value. He equates it to a car tune-up: By making sure everything is running efficiently, you 
can save money and prevent costly problems.

“We have found that irrigation audits have the most perceived value at golf courses — or really large 
properties — where if you can add 30% or more to your efficiency, you’re talking about millions of gallons of 
water,” Brotton says. “At the end of the day, it comes down to the pocketbook and how much money they’ll 
save.” 

Mark Ballenger, CLIA, CGIA, CID, EPA WaterSense Partner and president of Ballenger & Company 
Inc., Tampa Bay, Florida, says sometimes speaking with clients about audits means clarifying the meaning. 
Although an irrigation audit is something that could save money and protect our natural resources, it is com-
mon for the term “audit” to indicate a negative understanding, such as its connection to the IRS and financial 
audits. That is why Ballenger says BCI will refer to it as an “irrigation evaluation.”

“People want to hear about things that will be a return on investment, so that’s the best way to talk about 
this service,” he says. “We talk in terms of efficiency and effectiveness. When considering landscaping as an 
investment, clients must consider how effective the irrigation system is in keeping plants and turf looking 
their best with a precisely calculated amount of water.” That particularly resonates with HOAs and mas-
ter-planned communities. Ballenger assists in promoting this understanding with board members and other 
interested constituents. To be fiscally and environmentally responsible when it comes to establishing dues for 
their communities, the client should find in favor of these evaluations.

PERFORMING AN IRRIGATION AUDIT 
In terms of performing the audit, Brotton says with his certified landscape irrigation auditor credential from 
the Irrigation Association, he was trained to perform a visual audit first when starting the process. That visual 
inspection will be an overview of the system as a whole, making sure that everything is in working order and 
up to date with local codes. Brotton says one of the first things he’ll check during an audit is whether a timer 
is old and needs to be replaced. 

Another essential part of the irrigation audit is the proper placement of catch cans along the edge of each 
zone, adds Brotton. Spacing and test run times need to be consistent for both the sprinkler type and the arc.

“We’re then reading the water volume in milliliters through a formula to come up with the distribution 
uniformity — or DU — which is a measure of how uniformly water is applied to the area being watered, 
expressed as a ratio,” Brotton says. 

As you examine those results, keep in mind that a properly efficient irrigation system is not overwatering 
the rest of the lawn to make up for areas that are under-watered, he adds. The DU will tell you the precipi-
tation rate as well as what’s coming out of the sprinklers. 

HELP CLIENTS 
GET THE MOST 
OUT OF THEIR 

SYSTEMS WITH AN 
IRRIGATION AUDIT.

BY LINDSEY GETZ
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“On top of that, we’re testing with different tools 
to evaluate the pressure,” Brotton continues. “A com-
prehensive audit is looking at all of this data, running 
it through the formulations, and ultimately produc-
ing an efficiency percentage. A really bad system is 
operating at 40%-50% efficiency. Our goal is to get 
up to around 90% plus or minus efficiency, knowing 
that a man-made system is not as perfect as rain.” 

When talking to clients after an audit, Randy 
Bodine, president of Bodine’s Landscape Services 
Inc. serving the Opelika and Auburn market of Al-
abama, says the efficiency percentage is what clients 
ultimately care about most. When it comes time to 
discuss the irrigation audit results, this is where the 
focus should be.

“To be perfectly honest, the client doesn’t care 
about how we achieve the efficiency percentage. They 
just want to know what the number is,” Bodine says. 
“That’s something they can wrap their head around. 
But they’re trusting you to run the numbers. That’s 
why you’re the expert. As a certified landscape irri-
gation auditor, you have the ability to quantify what’s 
going on in their turf — how dry and how wet it is 
— and that’s valuable.”

Of course, Bodine says you may need to educate 
clients on why all of this matters. Water savings 
equating to money savings is certainly the part clients 
may grasp most. But Bodine says that clients should 
also recognize that in addition to wasting water, they 
may be making their turf more prone to disease.

“Areas of the turf that are oversaturated are going 
to be more prone to fungal growth,” he says. “When 
you run the system and achieve an evenly watered 
lawn, that adds up to a healthier lawn too.” 

THE IMPORTANCE OF BEING 
CERTIFIED
Becoming a certified landscape irrigation auditor 
or certified golf irrigation auditor is no small feat. It 
includes passing a three-hour exam with 125 equal-
ly weighted, multiple-choice questions; complying 

with the Selected Certified Code of Ethics; and re-
maining in good standing with the Irrigation Asso-
ciation with continuing education units. But those 
who have earned this credential say it has helped to 
create credibility and increase job opportunities. 

Ballenger says the CLIA and CGIA certifica-
tion designations support professionalism within 
the green industry. These designations have “opened 
doors” and indicate the depth of dedication and 
knowledge required to perform these types of audits.

“Just like a professional engineer or a landscape 
architect, these credentials make a difference, and I 
include them on all proposals,” he says. “Prospective 
clients may not know what the designation indicates. 
However, once we meet and discuss the benefit of an 
audit and its return on investment, their understand-
ing regarding being certified within the industry in-
dicates to them the level of professionalism needed 
to complete each evaluation.”

Bodine takes the time to educate clients on what 
the credentials mean because that helps sell the job.

“I’m in a market where there are only a handful 
of CLIAs in our entire state, so I’ve explained what 
it means for me to have earned this credential,” he 
says. “I think that once people understand these aren’t 
just credentials you pay for — and that not just any 
irrigation contractor can earn it — it does go a long 
way in how they view you.” 

Use an irrigation audit to collect a range of data about 
the system, but focus on the efficiency percentage 
when talking to clients. A goal to aim for is 90% 
efficiency. Photos: Stephen Smith

PEOPLE 
WANT TO 
HEAR ABOUT 
THINGS THAT 
WILL BE A 
RETURN ON 
INVESTMENT, 
SO THAT’S 
THE BEST 
WAY TO 
TALK 
ABOUT THIS 
SERVICE. 
– Mark Ballenger, 
Ballenger & 
Company
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People do notice, adds Brotton. Even if they don’t know what 
the credentials stand for, clients tell him they chose him because 
he was highly credentialed.

“For me, becoming a CLIA was a steppingstone on my path 
toward pushing myself to be continually improving,” Brotton says. 
“But I also think it’s good for the industry as a whole. Every-
one should have a similar process on how they perform audits, no 
matter what part of the country they’re located in. We should all 
be able to go to the same site and come up with the same data at 
the end of the day. That ability to quantify data and to come to the 
same solution is what will set us apart from others who are not 
true experts in the field.”

LOOKING AHEAD
Although there has traditionally been a lack of understanding 
about what irrigation audits mean, Bodine sees that changing as 
resources become more rare.

“As water becomes more precious, the importance of irrigation 
audits will only grow,” says Bodine. “It’s as much an economic 
issue as it is an environmental one, as water isn’t cheap anymore. 
People are more concerned than ever with wasting it. We have 
a lot of great success stories of clients who have gained the cost 
of their audit back in water savings in a single year. It may cost 
$5,000 to do an audit, but if you’re saving them $15,000, they can 
easily see the value. The more people understand this, the more it 
will become a line item on the budget.”

Ballenger adds that he has three people on staff who are irriga-
tion auditors, and even when they’re not going out and perform-
ing actual audits, that credentialing and expertise is helping in the 
office. That alone has made it worthwhile. 

“We do a tremendous amount of design work, and if you can 
understand what a system is supposed to do from the end result, 
including how it will function and how it needs to be maintained, 
then that can really help on the front end when you’re doing the 
design,” he explains.

Bodine says that he sees a bright future for irrigation auditing 
and believes interest will only grow.

“There are very few things in life where there is no downside, 
but an irrigation audit is one of them,” he says. “The customer 
saves money, it’s good for the environment, it keeps the turf and 
plants looking great, and it can be a successful service for irri-
gation contractors to perform and to establish themselves as the 
expert. It’s really a win all around.”  

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

W hile irrigation systems are 
continuing to get smarter 
and more connected, it’s al-
ways important to remem-

ber the basics. Here are some pieces of equip-
ment that all technicians need to have in their 
toolkit to correctly diagnose hydraulic and 
electric problems, courtesy of Jim Borneman, 
education specialist at Ewing Irrigation and 
Landscape Supply, Phoenix, Arizona.

The first thing a professional needs to 
have in a toolkit is a pressure gauge and 
adaptors for all the different points where 
pressure measurement is made throughout 
the irrigation system, he says. While many 
technicians have the gauges themselves, not 
as many carry all of the necessary adaptors.

Keeping a pressure gauge and adaptors 
on hand is important because low pressure 
is such a common issue for irrigation sys-
tems, Borneman says. While some contrac-
tors might try to do pressure calculations 
through visual observation or even by put-
ting an object on top of the sprinkler head, 
it’s impossible to know the exact number 
without a gauge.

“You can say, ‘That seems like 30 pounds,’ 
but there’s no way to really know that until 
you put a pressure gauge on the working part 
of the system,” he says.

Knowing the exact pressure makes a big 
difference for the performance of the overall 
system. For example, for a spray head, the 
sweet spot is at 30 pounds, Borneman says. 
Less pressure lowers coverage, and higher 
pressure causes water loss through misting. 
Using a pressure gauge and adaptor on the 
last head in a valve circuit and checking 
against the very first head will give a pressure 
differential, which should be 10% or less. 

“So if there’s a big pressure range, you 
know there’s a problem,” he says. “The differ-
ence in flow creates a problem in coverage, 
which creates a problem with uniformity.”

The same pressure gauge can be adapt-
ed to the inlet of the backflow preventor to 
check resting or static water pressure. That 
static water pressure, where no water is flow-
ing on a flat surface, should be about 25 
pounds higher than the anticipated sprin-
kler pressure for a reduced pressure principle 
device, Borneman says. For a double check 
or pressure vacuum breaker device, the water 
pressure should be about 15 pounds higher.

Another important device for the com-
plete toolkit is a pitot tube, which is a device 
used to measure water pressure on a rotary 
sprinkler. The pitot tube is threaded onto a 
pressure gauge and held up to the bore of an 

operating rotor sprinkler, single or dual noz-
zle, Borneman says. Measure the pressure 
there and compare it to the manufacturer’s 
performance chart.

“As you read left to right in a manufactur-
er’s performance chart, the very first column 
shown is pressure. It is the most important 
characteristic of a rotor sprinkler,” he says.

Finding and changing even a single mal-
functioning nozzle can make a big difference 
to the overall uniformity of the irrigation 
system, solving dry spots and coverage issues, 
he says. Using a pitot tube can give a techni-
cian the ability to directly catch a customer’s 
attention by showing where problems might 
exist with nozzles, which can be a starting 
point for more business.

Gear 
UP BY KYLE BROWN

Make sure you have 
the right tools for your 
irrigation work.

Borneman says one more necessary tool 
to have on hand is a clamp meter or electri-
cal volt ohm meter that will clamp around a 
wire to read amperage. That allows techni-
cians to read the electrical current in a con-
nection without having to take it apart or cut 
through the insulation, determining the flow 
in milliamps. 

“It’s sort of the equivalent of being able 
to snap a device around a water pipe without 
actually engaging the water and being able 
to tell what the flow is,” Borneman says.

A technician can connect a clamp meter 
to the hot or common connection and be 
able to tell if there is a signal being sent from 
the controller to a valve solenoid in the field 
without having to take anything apart.

“Those are expensive meters, so not every 
technician is going to buy one,” he says. “But 

you frankly cannot troubleshoot a two-wire 
system without that.”

Either way, a technician should have a 
serviceable volt ohm meter in the toolbox 
that allows them to check electrical circuits 
for continuity, he says.

While irrigation professionals should al-
ways be working on expanding their expe-
rience and knowledge, these tools will help 
build a strong foundation to troubleshoot 
many common problems. With the right 
equipment in hand, technicians can head 
out on the job knowing they’re prepared for 
whatever comes their way. 

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

KNOWING THE EXACT PRESSURE MAKES A BIG DIFFERENCE 
FOR THE PERFORMANCE OF THE OVERALL SYSTEM.
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IA offers virtual  
learning opportunities

INDUSTRY INSIGHTS FOR LANDSCAPE WEBINAR SERIES
The Irrigation Association, Fairfax, Virginia, is taking attendees on a virtual road 
trip throughout the industry this October through April 2021. The Industry In-
sights weekly webinar series features experts discussing today’s most relevant issues. 

Some of the webinar topics include irrigation installation, hiring and maintain-
ing employees, preparing for a down economy and sustainability. Browse the sched-
ule and descriptions for all of the Industry Insights webinars and read about all of 
the presenters at www.irrigation.org/industryinsights.

VIRTUAL CONFERENCES
Today’s most exciting and sought-after topics in the industry will be the focus of the 
IA’s new virtual conferences. These one-day events will allow attendees to tap into 
what the experts know as they share their knowledge and experience and answer 
questions.

Women in Irrigation | Nov. 18, 2020
Women in the irrigation industry: Come join other passionate, like-minded 
professionals as we explore the challenges and opportunities in our industry. 
Hear from women who have navigated their way to achieving successful ca-
reers in irrigation. Be a part of this unique event as we gather virtually to en-
gage, connect, empower and support each other to grow and achieve success 
in this industry.

Landscape Lighting | Jan. 11, 2021
The future of landscape lighting is bright! If lighting is part of your business — 
or if you want it to be — this virtual landscape lighting conference is for you. 
Hear from experts in lighting as they discuss the latest trends and best practices 
used in the industry, and see which products are put in the spotlight during our 
lighting product showcase.
Watch the IA’s website at www.irrigation.org for future information on 

next year’s Leadership and Landscape Technology conferences.

IA UNIVERSITY 
Registration is now open for the 2020 IA University classes — the industry’s most 
comprehensive listing of core curriculum for irrigation professionals. These courses 
teach the fundamental and practical skills needed to design, install or maintain an 
irrigation system. Courses are also available teaching business skills to manage a 
small irrigation company.

This year, IA University will be offered online via Zoom during the week of Nov. 
30-Dec. 4, providing the opportunity to learn valuable curriculum and earn CEUs 
from the convenience and safety of an attendee’s home or office. Classes include 
real-world applications and current techniques and are taught by instructors with 
industry expertise and proven teaching experience.

Select from beginner, intermediate and advanced courses for landscape and golf, 
landscape business basics, pumps and soils and a free math tutorial.

IA University classes are priced separately, and the fee includes course materials. 
Course materials will be shipped following registration. Register by Nov. 25 to en-
sure that materials arrive prior to the class date.

Visit www.irrigation.org/IAuniversity for more information about 
presenters, scheduling and registration.

2021 AOLP  
Lighting Awards 
program opens
The Association of Out-
door Lighting Profession-
als, Harrisburg, Pennsyl-
vania, is now accepting 
applications for its 2021 
Lighting Awards. The 
goal of these awards is 
to honor and promote 

professional excellence in 
outdoor lighting design and to recognize industry 

achievement.
Multiple entries are permitted in categories that 

include residential, commercial, feature-focused, out-
door living and holiday lighting.

The deadline to enter is Nov. 30.
Visit www.aolponline.org to apply.

2021 
AOLP LIGHTING AWARDS

www.igin.com

NALP announces two 
fall virtual conferences
The National Association of Landscape Professionals, 
Fairfax, Virginia, has opened registration for LAND-
SCAPES 2020: The Virtual Experience, which will 
take place Oct. 20-22. 

The conference provides more than 40 education 
sessions for every staff position in a company, includ-
ing sales and marketing, finance, operations and busi-
ness strategy. 

The event also includes Zoom with Champions, 
an online version of the Breakfast with Champions.

The day-long NALP Innovation and Technology 
Forum, taking place on Nov. 18, offers seven hours of 
education and networking, with sessions that high-
light how landscape and lawn care businesses are 
using technology to streamline systems, improve pro-
ductivity and transform operations.

The education for both conferences is approved for 
Landscape Industry Certified CEUs at 1 per hour of 
instruction attended.

For more information and to register, visit  
www.landscapeprofessionals.org.



In the early 2000s, an irrigation business owner had the idea that software could improve his business and make life easier. From 
that idea came HindSite Software. And in the two decades that followed, that mission — to improve businesses and make owners’ 
lives easier — hasn’t wavered.

In fact, it’s precisely why we decided to build FieldCentral, a cloud-based software that makes it easy for owners to manage their 
business from practically anywhere. Whether that’s the office, the field or even from their kid’s little league game — running your 
business has never been more accessible.

FieldCentral’s Features & Benefits
From sales and estimates to scheduling and routing to billing and reporting — FieldCentral equips businesses with the tools to 
streamline their operations, get paid faster, delight their customers and ultimately boost their profits. Here are just a few of the 
many features and benefits FieldCentral customers experience.

More Sales, Faster Estimating
With FieldCentral, you can quickly create estimates, email them to your prospects and customers and receive automated, electron-
ic approval. You’ll save time and win more business — what’s not to like about that?

Schedule Smarter, Route Efficiently
FieldCentral’s scheduling tools are built to handle the unique demands of an irrigation business. From mass scheduling winteriza-
tions and startups, to making sure service calls are scheduled as efficiently as possible, our scheduling tools are designed to make 
your technicians as efficient as possible.

Easier Billing With Two-Way QuickBooks Integration
From sending invoices immediately after the work is done to ensuring accurate billing info, FieldCentral’s two-way integration with 
QuickBooks Online and QuickBooks Desktop simplifies transferring contacts, invoices, parts and other information seamlessly 
between both products.

Field App 
The key to streamlining operations and billing efficiency is collecting accurate information in the field. FieldCentral’s Android and iOS 
field apps make that a breeze so you’ll have all the information you need to meet customer expectations and bill accurately and efficiently.

Save 50% For All Of 2021
Think FieldCentral can improve your business and make life easier? Visit 

fieldcentral.com/irrigation-business-software to learn more and schedule a 
demo. Plus, order by December, 31, 2020 and save 50% for all of 2021.

FieldCentral Irrigation  
Business Software: 

The Latest Software 
From an Industry Leader
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1 Generator with CO detection. Honda 
Power Equipment, a business unit 
of American Honda Motor Co. Inc., 

Alpharetta, Georgia, continues the rollout 
of its Co-Minder technology across its full 
line of portable generators. The company is 
adding the EG2800i Economy Series unit, 
along with the EB2800i and EB6500 In-
dustrial Series models to those now avail-
able with the advanced carbon monoxide 
detection system designed to help protect 
users from injury or death from accidental 
CO poisoning. 

The Honda Co-Minder system contin-
uously measures carbon monoxide levels in 
the air near the generator and automatically 
shuts down the unit before detected CO 
reaches a dangerous level.

Today, seven Honda Co-Minder mod-
els are on sale nationally, and by the end 
of this year, all Honda portable generator 
models will feature the technology.

Honda Power Equipment 
www.powerequipment.honda.com

2 Robotic mower. Graze, Santa Monica, 
California, introduces its new gener-
ation of intelligent, fully autonomous 

electric commercial mower. The new design 
will be available in 2021.

Graze has built its new model to 
consistently learn and apply data via an 
intuitive user experience. Machine learning, 
coupled with computer vision and a system 
of sensors, allows the new Graze commer-
cial lawn mower to map job sites, plan and 
execute mowing paths, and avoid obstacles 
and dangerous inclines, while continuously 
collecting and applying data to further 
improve aesthetic quality and efficiency. 

Powered completely by electric and 
solar panel technology, the new model 
allows operators to maximize revenue by 
deploying mowers during evening hours, 
while cutting fuel costs and carbon emis-
sions. The mower also comes equipped with 
longer battery life.

Graze 
www.grazemowing.com

SUPPLIER IN THE NEWS
Milwaukee Tool to open new service hub in Indiana
Milwaukee Tool, Brookfield, Wisconsin, will expand its 
footprint in the U.S. with a new service hub in Greenwood, 
Indiana. Anticipated to open March 2021, this centralized 
repair facility will complement the company’s other service 
hub in Greenwood, Mississippi. Both will act as the main axis 
points for the company’s service operations for users around 
the nation. It will employ more than 450 people and improve 
service response time for users.

Milwaukee will invest $6.75 million to establish its new 
service hub to accommodate the rapid growth the company 
has experienced in the last several years. The 150,000-square-
foot facility in Greenwood will house tool repair and ware-
housing space.

“As we grow, we continue to invest in the right opportuni-
ties and talent that will allow us to deliver the very best solu-

tions and overall experience 
for our users and distribu-
tion partners,” says Steve 
Richman, Milwaukee Tool 
Group president. “We are 
committed to unprecedented 
speed, agility, innovation and 
quality. This new service hub 
will play a critical role in our 
continuing to deliver on these 
commitments.”

Over the last year Milwaukee has invested more than $135 
million in domestic expansion projects. Earlier in 2020, the 
company announced its plans for a new hand tool manufactur-
ing plant in West Bend, Wisconsin.

3 Pond treatment. Aquascape Inc., St. 
Charles, Illinois, adds to its line of 
problem-solving products with the 

QuickFix Pond Gummy, an all-in-one 
dissolvable water treatment. The gummy 
targets ammonia, nitrite and phosphate, 
all of which are known for plaguing water 
quality. 

With cloudy pond water being an issue 
during hot summer months, the QuickFix 
Pond Gummy rapidly resolves the problem 
while helping to control organic waste to 
prevent future outbreaks of cloudiness.

One gummy treats up to 3,000 gallons 
of water, making it an ideal choice for 
smaller ponds and water features. Multiple 
gummies can be used simultaneously to 
treat larger ponds that exceed 3,000 gallons 
of water. Each dose contains 320 billion 
viable beneficial bacteria cultures and a car-
bon food source to jump-start the bacteria 
quickly remedying cloudy water issues.

Aquascape 
www.aquascapeinc.com



©2020 COLLIER METAL SPECIALTIES LTD.

FA M I LY  O W N E D  A N D  O P E R AT E D  S I N C E  1 9 5 7 (800) 829.8225   |   sales@colmet.com     |    www.colmet.com

Steel products for every solution
For more than 60 years, the 
Collier family at the head of 
COL-MET has taken pride in 
producing the highest-quality 
products and delivering best-
in-class customer service. The 
company invests in the latest 
industry technology for its 
200,000 sq. ft. facility in Dallas-
Fort Worth to deliver products 
to thousands of stores around 
the world. COL-MET products 
are a direct reflection of the 
company’s commitment to 
consistently deliver its customers 
the finest steel products in the 
industry.

SPONSORED CONTENT

Steel Landscape Edging
As the leading manufacturer of steel landscape edging, COL-MET has products 
for anyone looking to improve the look of their landscape. COL-MET edging 
comes in a variety of thicknesses, lengths, heights, colors and finishes, all 
well-designed to keep creeping grass at bay and mulch in place. Landscape 
professionals prefer COL-MET commercial grade edging, which comes with 
separate matching stakes and is available in custom specifications. 

Customization
In addition to steel landscape edging, COL-MET offers a full line of steel 
planters and yard elements. For custom solutions, the experienced sales team 
at COL-MET is ready to help create the perfect product. Contact the team today 
to find out what COL-MET can do for you.

COL-MET – www.colmet.com – 800.829.8225



Industry Insights:  
Landscape Webinars

Weekly. Informative. Relevant.

Oct. 20 COVID-19: A Response From Landscape State Associations 
Oct. 27 Top Lighting Mistakes & How to Avoid Them
Oct. 27 Don’t Lose Your Shirt by Growing in Dirt
Nov. 3 Multiple Methods of Irrigation Installation
Nov. 10 CAD Basics: Learning How to Draft in AutoCAD – Beginner
Nov. 17 Landscape Irrigation Design Within AutoCAD – Advanced
Nov. 24 How to Build Scale Within Your Business

More webinars are scheduled through April 2021.   
Go online to learn more and to read about the presenters. 

REGISTER TODAY!  www.irrigationshow.org



Jon Garner – President & CEO 
Arborgold Software

ADDRESS:  
101 W. Kirkwood, Suite 224 
Bloomington, Indiana 47404

WEBSITE: arborgold.com

  SOCIAL MEDIA URLS: 

LINKEDIN:    
https://www.linkedin.com/
company/arborgold-software/

FACEBOOK:    
https://www.facebook.com/
Arborgold

TWITTER:  
https://twitter.com/arborgold

INSTAGRAM:  
https://instagram.com/
arborgoldsoftware/

As one of the most powerful lawn and landscape apps available on the 
market, thousands of users turn to Arborgold Software every day to 
streamline operations and win more bids.

Designed by industry experts, sales teams, crews, and management are 
taking advantage of Arborgold’s estimating, CRM, marketing, project 
management, supply chain, and invoicing features as an all-in-one business 
management tool that seamlessly integrates into many popular third-party 
applications.

What makes Arborgold different:
1. Best-in-class implementation, training, and support: Unlike other field service 

software, Arborgold focuses on delivering the best onboarding and 
training experience with data migration services, one-on-one training, in-
person workshops, our annual users’ conference, on-site training at client 
locations in addition to live telephone support, in-app chat support, and a 
comprehensive online help center.

2. Next-Generation Features: With Arborgold you can perform unlimited land 
measurements, include landscape designs and photos with estimates, 
customize management dashboards, manage projects, document client 
plant inventory, manage materials and supply, and much more without 
additional costs.

3. Scalable technology: From generating accurate estimates in less time to 
scheduling complex projects and automating billing, small, medium, and 
large-sized businesses are maximizing profits and reducing costs by using 
the Arborgold features they need at any given time.

SPONSORED CONTENT

Streamline and Grow: Learn more about Arborgold Software
Take a closer look at why Arborgold is the software of choice for  
green industry businesses by scheduling a one-on-one walkthrough  
at arborgold.com/irrigation.

Arborgold Software | Technology that drives 
industry trends and business innovation.
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• • GREEN INDUSTRY  MARKETPLACE 

toll free: 800.441.3573    
eMail: bioplex@earthlink.net
order on-line: bio-plex.com

                        PLANT 
MAINTENANCE

Granules
Sustainable BioFertility for Turf & Ornamental

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

Call 1.800.687.9551 for a No-Obligation Territory Analysis
www.christmasdecor.net/franchise

We provide:
• Comprehensive Training 
• 24/7/365 Support 
• Consistent Product Availability
• Marketing and Sales Plans
• Proprietary Industry Software

Fill Your Off Season With Profits

EducationWeek
IA UNIVERSITY / NOV. 30-DEC. 4, 2020

+
Take the industry’s best 

courses from the comfort 
of your home at IA University.

Course categories
landscape and golf

landscape business basics
pumps and soils

REGISTER TODAY! 
www.irrigation.org/IAuniversity

• • MINI MART
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HELP WANTED PRODUCTS

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

Roundstone is Your Source for
Seeds and Plugs

Contact us for a free quote • 888.531.2353

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

« Landscape Biz Brokers «
Whether you’re considering 

buying another business, 
franchising or perhaps selling,

WE HAVE SOLUTIONS
• Free consultation

• Exclusive & confidential
• Serving most all U.S

• No listing fee
• Access to thousands 

of buyers worldwide
John Hawke / Licensed Broker

MAX/ONE BUSINESS
CABRE# 01846694

Call or text (949) 246-5206

BUSINESS

GET THE LATEST NEWS DIRECT 
TO YOUR INBOX EVERY WEEK.
Sign up for Irrigation & Green 

Industry’s weekly e-newsletter
at www.igin.com.

Grow your business by placing a classifed ad today!  
Contact Andreina Orozco at andreinaorozco@igin.com for more information and rates.



• • BRANCHING OUT
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Did	you	know?	
More than half of American 
adults are spending two	
additional	hours a day 
outside during quarantine than 
before the outbreak began.

LAWN	CARE	BUSINESS	 
OWNER	RECEIVES	SURPRISE	 
AFTER	EQUIPMENT	STOLEN
In Tulsa, Oklahoma, a story of theft ended with a positive outcome after a kind act 
of generosity from strangers.

Daniel Jones works a full-time job, and to supplement his income to further 
support his family, before and after work he maintains a lawn care business called 
Tulsa Urban Lawns, according to an article by news station 2 Works For You.

On Aug. 31, Jones and his wife discovered that his truck and trailer filled with 
lawn care equipment and mowers were stolen from their driveway. The truck was 
eventually recovered, but none of the equipment has been found.

When 2 Works For You reported his story during its evening newscast, Eric 
Waller saw it and wanted to help.

He reached out to Bixby Outdoor Power Equipment and met owner David 
Brewer. When Waller showed Brewer the video, Brewer knew he wanted to help 
too.

The men organized a big donation, made some calls around the city, and after 
a few trades, they were able to present Jones with a trailer, filled with equipment 
and a few mowers.

Jones says he was ecstatic, as he thanked the men.
“It’s just a blessing to help folks, it really is,” Brewer says. “Everything just came 

together, just as it should.”

BRIGHTVIEW FINISHES 
BALLPARK FOR MLB’S ‘FIELD 
OF DREAMS’ GAME
Although Major League Baseball’s long-awaited 
“Field of Dreams” game between the Chicago White 
Sox and New York Yankees  was canceled, Bright-
View Holdings Inc., Blue Bell, Pennsylvania, was 
able to complete the ballpark, according to an arti-
cle by KYW Newsradio.

The game was going to take place on a Dyers-
ville farm in Iowa, a couple hundred feet away from 
where the “Field of Dreams” movie was filmed in 
the 1980s, and it was going to be the first-ever MLB 
game played in Iowa.

“We had to clear the corn, do a lot of grating and 
subground work, put in a well and put in irrigation, 
and of course, we built the field,” says Murray Cook, 
president of BrightView’s sports turf division.

BrightView was responsible for the bullpens, 
fences and foul poles in addition to the field. Cook 
spent the better part of the last year in Iowa along 
with his crew working on all this.

“Walking onto the field in the middle of this 
cornfield with corn that’s 9 feet high above the fence 
and you’re circled by 170 acres of this corn, it just 
gave you goosebumps, every time you walked out 
there. It’s sad we’re not playing this year,” Cook says.

The league hasn’t announced a new date yet for 
the Field of Dreams game, or even if there will be 
one. Cooks says that the BrightView crew will con-
tinue to manage the field in the fall and maintain it 
to a level it needs to stay until a date is determined. 

Landscape Disruptors podcast launches
Landscape Disruptors launched a podcast 
with new episodes every Friday for land-
scape business owners looking to scale, 
grow, increase customers and build an 
elite company. Landscape Disruptors is a 
new platform to showcase top performers 
in the landscape and snow industry and 
discuss all things related to business and 
beyond.

The podcast is hosted by Stanley “Dirt 
Monkey” Genadek, who brings years of 
experience entertaining and informing 
landscape business owners. Produced and 
sponsored by Markham, Ontario-based LMN, a business-to-business manage-
ment software company, the new platform will be launching with a full season of 
podcast interviews and a number of industry professionals including LMN CEO 
and co-founder Mark Bradley, author and coach Jeffrey Scott, “The Pond Guy” 
Greg Wittstock, and more.

These weekly conversations will cover topics such as scaling and growth, busi-
ness management techniques, and marketing tips from industry professionals that 
can be applied in daily work.

Source: Garden Media Group’s 2021 Garden Trends Report
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REDEFINING ARBORIST WORKDAYS
The new Husqvarna T540i XP® tree climbing saw and the Husqvarna 540i XP®  
rear-handle saw will add battery powered efficiency and precision to all parts  
of your operation. Both saws are durable and perfectly balanced chainsaws  
with convenient start-stop function and intuitive interface. Fully on par with  
a professional 40cc gas saw, keeping you efficient and on top of your game –  
anywhere, everywhere. HUSQVARNA.COM

WE ARE  
GAME-CHANGERS

#wearebatterypower

NEW HUSQVARNA 540i XP® & T540i XP® BATTERY CHAINSAWS 

VISIT YOUR HUSQVARNA  
DEALER FOR A DEMO

Husqvarna encourages safe and responsible use of its products. Always follow the instructions and warnings in the operator manual and wear the recommended protective equipment.

Connect with HusqvarnaUSA

© 2020 Husqvarna AB. All rights reserved.

BEST-IN-
CLASS 

CUTTING 
CAPACITY



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


	IGIN_10-20_p1
	IGIN_10-20_p2
	IGIN_10-20_p3
	IGIN_10-20_p4
	IGIN_10-20_p5
	IGIN_10-20_p6
	IGIN_10-20_p7
	IGIN_10-20_p8
	IGIN_10-20_p9
	IGIN_10-20_p10
	IGIN_10-20_p11
	IGIN_10-20_p12
	IGIN_10-20_p13
	IGIN_10-20_p14
	IGIN_10-20_p15
	IGIN_10-20_p16
	IGIN_10-20_p17
	IGIN_10-20_p18
	IGIN_10-20_p19
	IGIN_10-20_p20
	IGIN_10-20_p21
	IGIN_10-20_p22
	IGIN_10-20_p23
	IGIN_10-20_p24
	IGIN_10-20_p25
	IGIN_10-20_p26
	IGIN_10-20_p27
	IGIN_10-20_p28
	IGIN_10-20_p29
	IGIN_10-20_p30
	IGIN_10-20_p31
	IGIN_10-20_p32
	IGIN_10-20_p33
	IGIN_10-20_p34
	IGIN_10-20_p35
	IGIN_10-20_p36
	IGIN_10-20_p37
	IGIN_10-20_p38
	IGIN_10-20_p39
	IGIN_10-20_p40
	IGIN_10-20_p41
	IGIN_10-20_p42
	IGIN_10-20_p43
	IGIN_10-20_p44
	IGIN_10-20_p45
	IGIN_10-20_p46
	IGIN_10-20_p47
	IGIN_10-20_p48
	IGIN_10-20_p49
	IGIN_10-20_p50
	IGIN_10-20_p51
	IGIN_10-20_p52

