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Not a tough sell

Maybe I’m becoming a 
smarter shopper, or perhaps 
just more stubborn, but I’m 
the sort that has to be shown 
hard evidence before I’ll buy — 
or buy into — anything. 

I
’m a big proponent of doing my own re-
search and drawing my own conclusions 
before believing a claim or making a pur-
chase. Maybe I’m becoming a smarter 
shopper, or perhaps just more stubborn, but 
I’m the sort that has to be shown hard evi-
dence before I’ll buy — or buy into — any-

thing. I guess it’s all that experience making 
bad purchases (or decisions) and then having 
to live with the consequences.

If you want to sell me something nowa-
days, you better be able to prove its value to 
me. Well, such an occurrence happened re-
cently when was at the Irrigation Associa-
tion’s Fairfax, Virginia, offices.

Brent Mecham, IA industry development 
director, led the staff in a demonstration of an  
irrigation audit. About 20 of us gathered out-
side on a grassy picnic area at the corporate 
office park in late July for the demonstration, 
which also included audience participation.

First, we were assigned to find all the 
sprinkler heads and mark their locations with 
flags. Next, we inserted catch-can holders in 
the ground an equal distance apart in seven 
rows of five and placed 36 catch cans into the 
holders. Then we watched and tried to stay 

dry for 15 minutes as the sprinklers were run. 
When the 15 minutes were up, it was time 

to record the results. Each catch can’s volume 
was written down on a worksheet. We took an 
average, plugged that number into some equa-
tions and calculated a low average quarter, a 
high average quarter, the net precipitation rate 
and the overall distribution uniformity. Those 
results help determine the optimal run time.

This system didn’t require too much ad-
justment, except for one sprinkler that was 
spraying a metal sign, but it did teach me how 
valuable an irrigation audit can be. For your 
clients with older systems or dry spots, an 
irrigation audit would go a long way toward 
identifying and fixing problems. 

It might even save them money. If you’re 
like me and need to see the benefits for your-
self, then I encourage you to learn how to 
perform an irrigation audit. You’ll become a 
believer as I now am.

Irrigation contractors will find many 
helpful tips and articles throughout Irriga-
tion & Green Industry magazine, which is 
now a monthly benefit to all IA landscap-
ing industry members. Members can email  
christinephelps@irrigation.org to opt out. 
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Bayer responds to
$289 million Roundup case

Investors Corner
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A San Francisco jury has ruled in favor 
of a former school groundskeeper that 
Roundup weed killer, consisting of the 
active ingredient glyphosate, caused his 
terminal non-Hodgkin’s lymphoma. The 
jury awarded the plaintiff $289 million in 
damages. The defendant, Bayer unit Mon-
santo, has signaled it plans to appeal the 
decision through the California state court  
appeals process. 

A news release issued by Germa-
ny-based Bayer Group, Aug. 16, on the 
completion of Monsanto’s integration into 
the company and divestment of certain 
Bayer Crop Science businesses to BASF 
as part of the deal, addresses the verdict, 
saying, “As regards the glyphosate verdict 
in California on Aug. 10, 2018, Bayer be-
lieves that the jury’s decision is at odds 

with the weight 
of scientific ev-
idence, decades 
of real-world ex-
perience and of  
the conclusions of 
regulators around 
the world that all confirm glyphosate is 
safe and does not cause non-Hodgkin’s 
lymphoma.” 

Bayer, which acquired Monsanto in 
June adds, “The National Institutes of 
Health recently reaffirmed that glyphosate 
does not cause cancer. The U.S. Environ-
mental Protection Agency, the Europe-
an Food Safety Authority, the European 
Chemicals Agency and other regulators 
around the world have also concluded that  
glyphosate can be used safely.”

Bayer says U.S. Department of Justice 
requirements prevented its access to “de-
tailed internal information at Monsanto.”

“The jury’s verdict is just the first step 
in this case, and it remains subject to 
post-trial motions in the trial court and 
to an appeal, as announced by Monsanto. 
As this case proceeds, Bayer believes the 
courts ultimately will find that Monsanto 
and glyphosate were not responsible for 
Mr. Johnson’s illness,” the press release 
concludes. 
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  Irrigation

Conserva Irrigation hits expansion milestone
Conserva Irrigation, the Richmond, Virginia-based national outdoor irrigation company 
founded on the concept of water conservation, celebrated the one-year mark since launch-
ing its national franchise with the signing of five new franchise agreements and three 
expansion contracts. This brings the total number of territories across the country to 52.

The company was founded in 2010 by Russ Jundt, who became disturbed by the  
tremendous amount of water being wasted through typical irrigation systems. As a solu-
tion, Jundt developed a proprietary process to audit irrigation systems called the “System  
Efficiency Score” that rates the water efficiency of a system based on a numerical scale. This 
approach allows homeowners to understand how much water their sprinkler systems are 
wasting as well as what improvements need to be made to reduce their water consumption 
and lower their water bills.

Joining the existing list of markets are: Northwest Louisiana; Chattanooga, Tennessee; 
Central New Jersey; Ann Arbor, Michigan; North Dallas; Chicago; Tampa and St. Peters-
burg, Florida, and South Oklahoma City.

  Mergers and Acquisitions

Dwyer Group acquires Mosquito Joe
Dwyer Franchising LLC, Waco, Texas, 
one of the world’s largest parent compa-
nies of home service brands, announced 
the acquisition of Virginia Beach, Vir-
ginia-based Mosquito Joe, a leading 
mosquito control services franchisor.

This event marks the first acquisition 
for Dwyer Group since 
announcing Harvest 
Partners as its new 
private equity part-
ner. It launches the 
beginning of a new 
era of growth for 
Dwyer Group, now 
with nearly 3,300 fran-
chisees and 825 associates across nine 
countries.

“Mosquito Joe’s rallying cry is ‘Out-
side is fun again,’ and we think their ser-
vice, professionalism and high customer 
satisfaction marks are the perfect fit for 
Dwyer Group and our Neighborly of-
fering,” says Mike Bidwell, president and 
CEO of Dwyer Group. “Mosquito Joe is 
a market leader in this space.”

Mosquito Joe is a rapidly growing 
company in the mosquito controls ser-
vices industry, with 288 active territo-
ries across 34 states and the District of  
Columbia. 

“We are delighted to join one of the 
most powerful organizations in the in-
dustry,” says Lou Schager, president of 
Mosquito Joe.

 Pests

Rhode Island confirms emerald ash borer
The Rhode Island Department of Environmental Management has announced that em-
erald ash borer, a destructive, invasive pest from Asia, has been found for the first time in 

Rhode Island, and that the state has joined the 
federal quarantine covering much of the eastern 
United States to try to slow the spread of this 
alien invader.

The beetle, which attacks only ash trees, was 
found in Washington County. It was captured 
during annual monitoring surveys conducted 
jointly by DEM, the University of Rhode Is-
land, and the U.S. Department of Agriculture. 
With many more traps from around the state 
now being examined, it’s highly likely there will 
be more EAB identifications.

EAB has now been detected in 35 states and three Canadian provinces. Since its dis-
covery, it’s killed tens of millions of ash trees and has cost tens of millions of dollars.

  Landscape

Mowing to make a difference
Raising Men Lawn Care Service Founder Rodney Smith Jr. has completed his second 50 
States, 50 Lawns Tour.

Since May 17, Smith has driven across the U.S., mowing nearly 130 lawns for the elderly, 
the disabled, single parents and military veterans for free. For the second year, Briggs & 
Stratton, Milwaukee, provided him with a financial contribution to cover his expenses as 
well as all the outdoor power equipment needed for the trip.

The purpose of Smith’s tour was to raise awareness for RMLCS, based in Madison, 
Alabama, and its mission to keep youth on a positive path through community service, 
providing free lawn care for those in need. 

Rodney has inspired some 210 youths to accept his 50 Yard Challenge by committing to 
mowing 50 lawns within their communities. That number continues to grow. 

“It’s been an incredible two months. I’ve met so many deserving people and heard so 
many stories that reaffirm why I’ve been called toward this path in life,” says Smith.

WATCH A VIDEO ABOUT SMITH AT: www.igin.com/article-6766-Alabama-landscaper-completes-50-States-50-Lawns-tour.html.

Rodney Smith Jr., founder of Raising Men Lawn Care 
Service, inspires youth across the country. 
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  Landscape

Former legislators raise funds for Nebraska Capitol landscape
Former Nebraska state legislators are leading the charge to raise funds to complete a project 
at the state Capitol Building in Lincoln. According to an article in the Lincoln Journal Star, 
the same group raised $3.1 million for four courtyard fountains to be built last fall. Now 
they are seeking another $1.4 million to finish the project, complete with landscaping inside 
the courtyards.

The campaign will provide funds to install an irri-
gation and drainage system and plantings and create an 
endowment for ongoing care and maintenance. The $1 
million endowment is designed to ensure the gardens are 
taken care of forever and not abandoned as they reported-
ly were during the 1960s due to a lack of resources. 

Legislation to create an endowment fund specifically 
for the courtyards will be introduced in the 2019 session.

Ernst H. Herminghaus designed the landscape plan 
for the four courtyards over 80 years ago. The design will 
reflect the variety of colors and patterns in the building’s 
interior. Each courtyard will have distinctly different col-
or palettes and unique plants. 

The completed landscape is expected to draw more 
visitors to the site. 

 QUICK
 TAKES
Fatal boulder accident 
leads to charges
A boulder weighing about 800 
pounds fell off of the back of a 
commercial truck in Rosemount, 
Minnesota, July 9, hitting a car 
going in the opposite direction, 
and killing the driver and passen-
ger, mother and adult daughter. 
The driver did not stop.

Police arrested and charged 
Joe  Czeck, owner of Czeck Ser-
vices, a landscaping company, for 
the incident. 

Ban on gas-powered 
equipment moving ahead
North Hempstead, a town in 
Long Island, New York, is work-
ing toward banning gas-powered 
landscaping equipment gradually 
over the next decade. 

Officials say that bat-
tery-powered equipment contin-
ues to advance, making the move 
reasonable.

The city is already working 
on a law to prohibit gas-powered 
leaf blowers and weed trimmers 
from June 1 to Sept. 30 before 8 
a.m. or after 7 p.m. on weekdays, 
and before 10 a.m. and after 5 
p.m. on weekends and holidays.

Irrigation tools are 
helping Texas landscapes
Two irrigation tools installed in 
2017 are now available to those 
who care for residential prop-
erties in San Angelo, Texas, and 
the greater Concho Valley — 
an evapotranspiration weather 
station and the Water My Yard 
web-based program.

The tools were obtained 
through a grant received by the 
city in 2016 from the National 
Oceanic and Atmospheric Ad-
ministration, the Southern Cli-
mate Impacts Planning Program 
and Adaptation International.

  Mergers and Acquisitions

Landscape Development acquires Quality Landscape Care
Enhanced Landscape Management, the maintenance division of Landscape Development 
Inc., Valencia, California, has concluded the asset purchase of Quality Landscape Care, 
Ventura, California. LDI is currently an industry leader in California with annual revenues 
over $90 million.

Michael Robinson, the founder and owner of QLC, joins the ELM executive team as 
the leader of the Ventura branch’s operations and will play a key role in business develop-
ment in the Ventura and central coast markets.

The QLC business will be rebranded as ELM immediately to ensure a consistent brand  
identity in ELM’s service areas.

As a result of this acquisition, clients of QLC will benefit by being offered a broader 
range of services including landscape construction, maintenance, water management, land-
scape architecture and erosion control in an expanded service area.

  Policy

DOJ and DOL form partnership 
The U.S. Department of Justice’s Civil Rights Division and the U.S. Department of La-
bor have expanded their collaboration, which they say is to better protect U.S. workers 
from discrimination by employers that prefer to hire temporary visa workers over qualified  
U.S. workers. 

This new partnership, announced July 31, establishes protocols for the agencies to share 
information, refer matters between them and train each other’s employees, with the goal of 
better protecting U.S. workers.

This partnership will enhance the Civil Rights Division’s efforts to stop companies from 
discriminating against U.S. workers and assist the Department of Labor’s Employment and 
Training Administration in identifying noncompliance with its foreign labor certification 
process, according to the agencies.

“Streamlining the process for information sharing between the Department of Labor 
and the Department of Justice will help protect U.S. workers from unlawful discrimination,” 
says Rosemary Lahasky, deputy assistant secretary for DOL’s Employment and Training 
Administration. “This partnership will help ensure U.S. workers are prioritized to fill jobs.”

Plans are underway to landscape the 
Nebraska Capitol’s courtyards. Photo: 
Lincoln Convention and Visitors Bureau



Jeff Carowitz advises landscape industry firms on marketing and business strategy.
He can be reached at jeff@strategicforcemarketing.com.
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MARKETING MATTERS

By Jeff Carowitz

A great economy hides 
a lot of bad marketing 

I
n a robust market, businesses are propelled 
along by strong demand. Mediocre marketing 
efforts enjoy a “free pass” because it appears they 
work even when they don’t. Good topline num-
bers can hide underlying customer dissatisfac-

tion, attrition and even loss of market share.
Overworked managers often turn a blind eye 

to marketing programs when times are good. They 
naturally focus on what is mission critical: getting 
the work done. But when they turn their eyes away, 
marketing strategies turn to mush.

The worst offenders are those who put mar-
keting programs on autopilot, rationalizing, 
“We’re doing so well we can afford to ignore it.”  
They’re content to waste money on pointless cam-
paigns or in generating leads they have no time to 
follow up on.

What happens when the hot market begins 
to cool? That’s when business owners find out the  
uncomfortable truth — they’ve spent a bunch of 
money on a bunch of “stuff ” and none of it works 
when demand softens.

Here are some questions to ponder now, when 
times are still good:
• Are your marketing programs propelling growth 

at a rate higher than the overall market?  
• Are you investing in best practices that will work 

with softer demand?
• Is your marketing team leading you forward or 

holding you back?  

In addition, avoid these all-too-common pitfalls:

Working on autopilot. Be agile. Continuing to 
run lead-generation campaigns when you’re op-
erating at full capacity is simply a waste of mon-
ey. But even worse, it frustrates customers who 
call you to make a purchase only to find you don’t 
have the ability to immediately help them. Reduce 
lead-generation marketing (Google AdWords, di-
rect mail, etc.) when your backlog is full. Save the  
funds you would have spent on those tools so you 

The worst 
offenders are 
those who
put marketing
programs on
autopilot,
rationalizing,  
“We’re doing
so well we
can afford to
ignore it.”

can deploy them again aggressively as soon as busi-
ness softens. 

Leaving money on the table. Upgrades and add-ons 
sell best in prosperous times; you should be selling 
more of them. Buyers have more money to spend 
and are willing to invest more for even better results. 
Present options and guide your customers to wise 
choices. Don’t assume your buyer understands what 
seems obvious to you. For example, good drainage 
is essential to protecting a home and ensuring the 
health of landscape plants, but few people will buy 
a landscape drainage system unless that is explained. 
Point out add-ons that are “customary,” as in: “It’s 
customary to install landscape lighting and outdoor 
speakers when landscaping around a new pool.”

Not keeping an open mind. Being busy is not an 
excuse for lazy thinking. A wholesale distributor told 
me recently that his stores don’t carry job-site clean-
up supplies (brooms, garbage bags, etc.) because 
“contractors don’t use them.” Yet the professionals I 
know make an extra effort to leave their job sites in 
pristine condition. They would probably buy some 
cleanup supplies from this wholesaler with their 
other purchases, but he’s too shortsighted to see the 
need. Too bad he’s going to miss those sales.

Spending “because we can afford it.” Unnecessary 
marketing expenditures seem to multiply in good 
times. Sure, treat yourself to some new swag, but 
avoid saying yes just because you’re having a good 
year. Always ask yourself, “What return will I get 
from this additional expenditure?”

Adding new marketing staff. Be careful about add-
ing new people during this busy time. Managers in-
correctly assume they have the time to mentor new 
people. They don’t. It takes a lot of time to teach a 
rookie your business and our industry. These new-
comers flounder with lack of direction. That’s not fair 
to the new person or to your business. 
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B Y  K R I S T I N  S M I T H - E LY

In a world that is trying to be increasingly
environmentally friendly, natural turf and its alternatives

have created a perpetual tug-of-war over the best
approach. In this month’s cover story, landscapers

face off on the pros and cons of the available options.



www.igin.com                 September 2018    Irrigation & Green Industry          15

COVER STORY

Mike Palmer’s view 
on artificial turf:
“I’m a big fan of 
[artificial turf]. I’ve done 
so many jobs where 
I see a lawn that looks 
terrible, then we come 
in and do this and it 
looks amazing.”

Scott Sipe’s  view
on living turf:
“Artificial turf is not
the one-time fix that
everybody thinks it is. 
Much like regular grass 
it has to be maintained, 
and it doesn’t handle
traffic any better than 
real grass does.” 

Greg Rubin’s view
on landscape only:
“For the same price you 
are paying per square 
foot for artificial turf, 
you can get a heck of a 
landscape.”

I
t’s bright green. It’s cool to the touch. It’s 
soft under your feet. It’s everything your 
client could ever want for a yard. But it’s 
also lot of work, its costly to treat and wa-
ter and it attracts bugs and vermin. Not to 
mention, the kids and the dog are always 
tracking dirt from it into the house. Is all 

that hassle to have a grass yard really worth it? 
For the majority of Americans, the answer is still 
a resounding “yes.” 

But as water becomes scarcer, as municipal-
ities become stricter about water use and noise, 
and the jobs of maintenance workers become 
more difficult to fill, more and more people are 
seeking out alternatives. Luckily for them, there 
are options. Don’t worry — one of those options 
is choosing a suitable, living grass. But other al-
ternatives are also gaining traction in some areas, 
and landscape contractors need to be ready to re-
spond and decide if they want to offer them. 

While many national associations, including 
the National Association of Landscape Profes-
sionals, the Turfgrass Producers International, 
the Irrigation Association and the Outdoor Pow-
er Equipment Institute all actively promote the 
benefits of living, irrigated landscapes and lawns, 
the synthetic or artificial turf industry has made 
inroads into residential landscapes in a big way. 
Artificial turf is a trend that’s growing, even if  
the turf itself isn’t capable of such a feat.

Is artificial beneficial?
Mike Palmer, owner of Waterwise Grass in San 
Diego, has built his whole business around arti-
ficial turf installations. “I don’t do normal sod or 
a whole lot of landscaping. It’s just that there’s a 
market for this in the area we live in.”

The recent Southern California drought was a 
gift to the makers and installers of artificial turf.  
“We had drought conditions for so long, you 
couldn’t keep a regular lawn here without break-
ing the rules with the amount of watering you 
were allowed to do,” says Palmer.

The state of California began offering rebates 
for artificial turf installation about five years ago, 
and that kickstarted the market. “They were in-
centivizing people to remove their green lawns, 
paying them for every square foot they removed,” 
Palmer says.

When the funds for the program ran out a 

few years back, Palmer was worried that it would 
hurt business, but his fears were quickly assuaged. 
“It really didn’t even slow it up a little bit.”

Nowadays, while water conservation is still 
a part of artificial turf ’s popularity, Palmer says 
it’s more about customers wanting to make their 
lawns look good. Because San Diego doesn’t get a 
lot of rain, some lawns struggle and turn dry and 
patchy. But with the fake stuff, “It just sits there 
every day and looks great” in Palmer’s opinion.

When Palmer first started out in the business 
about six years ago, the majority of interest was 
in the eastern part of San Diego County, where 
it’s hotter and further from the coast. The people 
living in the coastal communities had no trouble 
paying the price of watering and keeping their 
real lawns. But now, even in coastal La Jolla, in-
terest is picking up. “There are some remodels 
on the ocean that are $15 million to $20 million 
dollars, and they are spec-ing them with artificial 
turf now because of the look of it. They want all 
their finishes to be perfect.”

 He notices the increase in popularity every 
time he hops in his truck and drives around. 
When he first started out in the business, he 
might see one yard in 100 that had artificial 
turf; now there are some neighborhoods where 
it’s more like two or three lawns out of 10. He’s 
seeing it more in new builds because they’re only 
allowed a certain amount of sod. But his largest 
customer base is made up of folks who decide to 
replace their existing grass with artificial. 

Weighing the costs
Artificial turf costs more at the outset over natu-
ral turf, but Palmer says the savings over the long 
run, from not having to mow, fertilize or water it, 
favor artificial. 

And though it certainly isn’t as regular as a 
real lawn, artificial turf is not entirely mainte-
nance free. They need to be hosed off occasionally 
with an enzymatic cleaner, and dog owners still 
have to clean up after Fido, just as they would on 
a real lawn. There are special antibacterial infill 
and deodorizers installed with turfs where there 
are pets. Weeds, too, can pop up between the 
turf and the sidewalk or driveway, but there’s not 
much else to it. 

Most brands of artificial turf come with a 15-
year warranty against fading. Even in high-traffic Illu
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LIVING TURF PROS
 improves air quality
  lowers temperatures
  creates oxygen
  provides erosion control
  relieves stress

SYNTHETIC TURF PROS
  does not require regular watering
  can go anywhere
  low maintenance
  no need for pesticides and fertilizers 
  stays green 

LANDSCAPE ONLY PROS
  rebate programs in some places
  reduces water use
  low maintenance
  promotes native habitats
  provides stress relief

DID YOU KNOW?
About 40 million square 
feet of synthetic grass 
for landscapes were 
installed in the U.S.  
in 2014.
(Source: Synthetic Turf Institute)

commercial areas where turf can get matted down 
over time, a going-over with a power broom can get 
it looking like new again. It handles rain similarly to 
how a grass-covered yard would. 

“It’s really just designed to sit out there in the sun, 
handle the UV rays and keep looking great every 
day,” says Palmer. 

Gone are the days when fake grass looked fake. 
It’s not the stuff you see at miniature golf courses 
anymore. Today’s artificial turf comes in different 
lengths and shades. Palmer says, aside from the fact  
it is pretty much only available in different shades of 
green, it’s a lot like carpet. “There are hundreds of op-
tions; each manufacturer has about 25 to 30 different 
lines that they produce.”

There’s been some debate about the possible dan-
gers of artificial turf, particularly regarding playing 
fields covered with crumb rubber from recycled tires. 
The final report from a joint research project con-
ducted by the U.S. Environmental Protection Agen-
cy, the Centers for Disease Control and Prevention, 
the Agency for Toxic Substances and Disease Regis-
try and the Consumer Product Safety Commission, 
expected to be published in the fall, could put those 
concerns to rest. 

Natural turfgrass also has a cooling effect that  
artificial turf does not. On hot days in humid cli-
mates, heat exhaustion is a real concern. To combat 
this, some artificial turfs have incorporated cooling 
technology that helps reduce temperatures.

At the end of the day, artificial turf ’s pros out-
weigh its cons as far as Palmer is concerned. “I’m a 
big fan of it. I’ve done so many jobs where the lawn 
looks terrible, then we come in and do this and it 
looks amazing.”

But not everyone agrees. A lawn made of artificial 
turf might stay greener, need less water and mainte-
nance, but it’s also made of… plastic — not usually 

the material we think of when we decide to go out 
and enjoy nature. Fortunately, most people who want 
natural grass still have the ability to grow it. And ac-
cording to many in the green industry, it’s not the 
water-wasting environmental enemy some would 
make it out to be.

Not the enemy
As Scott Sipes, of All Seasons Turf Grass, a privately 
owned 4,000-acre sod farm in Brookshire, Texas, ex-
plains, “Sod has a terrible and unfortunate reputation 
as being a water sucker.”

But in reality, the benefits of grass can outweigh 
the benefits of a tree with similar water usage, but 
you have to know what grass to grow where. 

The appropriate grass does not only vary from  
Houston to San Antonio, but depending on where 
in Houston the property is, Sipes would make dif-
ferent recommendations. In the northern part of the 
city, he’d suggest a rain- and shade-tolerant grass, but 
in the southern part of the city, a shade- and salt-wa-
ter tolerant grass would be more suitable. A more 
drought-tolerant type of grass would be better for 
the central part of the city.

All Seasons Turf Grass grows two types of St. 
Augustine, three varieties of Bermuda and five dif-
ferent zoysia grasses. He says landscapers will come 
to him and say they just use the three basics in Tex-
as — Bermuda, St. Augustine and Zoysia — but to 
Sipes, that’s 12 different grasses.

He also gets frustrated by what he says is a con-
stant battle with some of Houston’s biggest neigh-
borhoods to choose more appropriate grass. One 
west side neighborhood requires homeowners to use 
Bermuda in their front yards with oak trees. “They 
couldn’t have picked a worse grass,” he says.

Another point he makes is that it’s okay to let the 
lawn get a little brown from time to time. “Every lawn ©
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does not have to look like Augusta National  
every day of every year.”

Houston usually gets around 50 inches 
of rain a year, but it had a bit of a dry spell 
in late summer. “Our grasses should be go-
ing brown, and our homeowners’ associa-
tions should be embracing that because we 
should be using less water,” Sipes says.

He says they should be keeping the 
lawns brown to conserve water, and then 
when the rain comes back — and in Hous-
ton, it will — then they can be green again. 

Even golf course superintendents will 
allow this type of thing to occur during 
dryer periods. Even at the most recent 
British Open, the grass was brown. “That’s 
what healthy grass does in that situation,” 
says Sipes.

San Antonio and Dallas are extremely 
water-conscious because they’re susceptible 
to drought, where Houston isn’t as strict 
because it gets so much rain, Sipes notes.

Better education about what grasses are 
suitable for different situations and about 
why one shouldn’t overwater could go a 
long way in making natural grass better for 
the environment. 

Zoysia is becoming extremely popular 
in a variety of applications, Sipes notes. 
Homeowners like it because it’s a “green-
er” grass, not in color but in environmental 
friendliness. It doesn’t need as much water, 
fertilizer or chemicals.

“Obviously we lean toward living turf 
because that is what we sell and what we 
view as being better,” Sipes says about what 
type of yard is best. He cautions those 
thinking that artificial turf is an easy al-
ternative to real grass. “Artificial turf is not 
the one-time fix that everybody thinks it is. 
Much like regular grass, it has to be main-
tained, and it doesn’t handle traffic any bet-
ter than real grass does.”

Going grassless
While real and artificial turf each have their 
pluses and minuses, some homeowners are 
opting to eliminate grass altogether in fa-

DID YOU KNOW?
Each acre of grass produces enough 

oxygen for 64 people a day.
(Source: The Lawn Institute)

vor of more natural-looking landscapes. 
This is becoming increasingly common in 
drier climates, especially those susceptible 
to drought. In some areas, turf isn’t even 
allowed.

The Southern Nevada Water Authori-
ty’s Water Smart Landscapes Rebate Pro-
gram has led to the removal of some 185 
million square feet of grass since 1999. In-
stallation of new turf is limited or prohib-

ited in front yards of single-family homes 
in the municipalities that are within the 
authority’s jurisdiction. Restrictions on  
multifamily and nonresidential develop-
ments also are in place. These types of 
limitations on turf as well as the incentives 
offered for removal certainly help foster 
both native landscape and artificial turf  
installations. 

Greg Rubin, founder and president of 
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That approach may mean a loss in cool-
ing benefit, but he says, “It would be a bet-
ter balance to let the grass get to 75 percent 
green. You’re still going to be perfectly fine 
and get the other benefits of turf.” 

Will real turf always rule?
Brent Batchelor, executive director of the 
Turfgrass Producers of Texas, Bay City, 
Texas, still thinks natural turf is the front-
runner. “On average, most people still pre-
fer turf. It’s usually easier to maintain than 
a large area with some type of ground cover 
or other type of landscape bedding plants.” 

And having so much of it out there 
gives TPT a chance to share information 
with the public. “It’s a constant opportunity 
for us as an association working with other 
educators to continue to educate people on 
the proper use of turf and that they can cut 
back on water and still have a very accept-
able, very healthy lawn.”

Sipes also doesn’t see real turf going 
away; he thinks it will just continue to get 
more sustainable. “There’s a real push to-
ward zoysias and specialty grasses that are 
designed to meet ever-changing customer 
needs and desires. They want a ‘greener’ 
green grass that takes less water and less 
fertilizer, and they are all worried about 
chemical runoff from their lawns.”

Location is also a factor. Artificial turf 
may not make sense on a 5-acre lot in 
Mississippi, but in Los Angeles, where you 
typically only have about 500 square feet of 
yard, maybe so. 

At the end of the day, whether one is 
a fan of real grass, artificial turf or native 
landscaping only, it all comes down to per-
sonal preference. You can help your clients 
make the choices that will be most bene-
ficial for them and help implement those 
choices in the most environmentally re-
sponsible way.   

The author is editor-in-chief of Irrigation & Green 
Industry and can be reached at kristinsmithely@
igin.com. 
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DID YOU KNOW?
The average ROI from installing synthetic 

grass over natural grass  is  2.5 years.
(Source: Synthetic Grass Warehouse)

San Diego-based California’s Own Na-
tive Landscape Design Inc., gets the oc-
casional question about artificial turf from  
potential customers of his native creations.  
He usually tries to steer them away from it.

“When I get questions on artificial turf, 
sometimes it’s from golfers who want to 
have a putting green, and that’s fine. But 
if they’re looking at it for their children or 
animals, I’d rather give them something 
that operates like turf but is natural and 
much more drought tolerant,” he says.

Rubin’s company installs what he calls 
“lawn substitutes,” which aren’t technically 
turfgrass, but include some California na-
tive grasses like sedges and yarrow. He says 
artificial turf “has its place,” but he tries to 
educate his clients on other possibilities be-
cause artificial turf is “devoid of life.”

“In general, I try to go more toward turf 
substitutes that are highly drought tolerant. 
You maybe water one-half to one-quarter 
as much as a lawn would require, and they 
also work really nicely with other native 
plantings. It’s much more synergistic.”

He says both artificial turf installers and 
native landscapers recognize that natural 
lawns are essentially freshwater marshes that 
take a lot of water. But in his opinion, why 
go for an imitation of something real, when 
you can get something that actually is real? 
“For the same price you’re paying per square 
foot for artificial turf, you can get a heck  
of a landscape.”

Joey Young, Ph.D., assistant professor 
of turfgrass science at Texas Tech Univer-
sity, says one of the key benefits of living 
turf is its cooling effect. “As water moves 
through the plant, it transpires, cooling the 
environment around it.”

He says there have been many studies 
done with infrared thermometers on real 
grass, artificial turf and rock landscapes. 
Especially in more arid climates where 
grass removal has taken place, the tempera-
tures on surfaces without real turf are much 
higher. “So you conserve water, but your 
energy costs are going to go up because it 
is going to cost more to cool your home in 
that type of environment,” he says. 

Another point he tries to drive home is 
to have realistic expectations about a lawn. 
If you live in Arizona, you shouldn’t be try-
ing to get your grass to look like it’s in Ken-
tucky. “In order to keep it lush green, you’re 
going to be doing excessive irrigation. If we 
could take the expectation from lush green 
to healthy cover, it’d be a huge stride in the 
right direction for water conservation.”
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Y
ou see it all the time in the world of profession-
al sports. The NFL player who decides to retire 
after winning the Super Bowl ring, or the golfer 
that needs to win the Masters before he’ll stop 
competing on the PGA tour. It’s true of successful 
people in all arenas of life; they all want to go out 
on a high note. 

One individual in our industry will be retiring soon, 
and he’s definitely going out on top. He won’t be disap-
pearing entirely or turning in his red company-branded 
gear, but its time for him to focus on his other priorities. 

Phil Burkart, vice president of The Toro Company’s 
lighting and irrigation division, will be stepping down 
this month after 33 years. That’s a lot of time with one 
company, and Burkart’s certainly made the most out of 
every minute. 

His friends in the industry will tell you how dedicated 
he is, not only to his company, but also to the industries 
his company serves. Burkart has been all over the world 
representing Toro’s commercial, residential, golf and irri-
gation businesses and has been involved in industry asso-
ciations, too. 

At 56, you might be thinking, “He’s too young to re-
tire.” But he has some good reasons behind his decision. 
“Part of my desire to retire has been built around my fam-
ily. I have a son who is 16, a couple of years away from 
graduating. My wife and I have been fortunate, so instead 
of waiting for our son to go away to school, I thought it 
would be best to be around a couple of years before he 
leaves for college.”

Retirement will be a big change for Burkart; the 
man’s been working since he was 15. After graduating 

from Indiana University, he began his career at Wheel 
Horse Products, a garden tractor manufacturer right in 
his hometown of South Bend, Indiana. He and his wife 
Amy were both born and raised in that city. 

Burkart knew Amy’s brother from a bowling league 
he was in, and he set the two of them up on a date. They 
started dating in 1989 and were married in Minneapo-
lis in 2000. Their son, whom they named Severin, after 
Burkart’s father, was born in 2002. It was not long after 
that the three of them moved to Riverside, California, so 
Burkart could lead Toro’s irrigation division. 

Burkart doesn’t think he’ll have a difficult time finding 
things to do with his newly found free time. The family 
owns a condominium in Marco Island, Florida, and he 
sits on the board of its association. Four of his six siblings 
also own property nearby. 

“I really took inventory and decided, ‘Why am I go-
ing to wait? I’m very proud of my son who is an honors 
student and has been flying planes since he was 12-years-
old, and I’d like to be around the family more. There are 
lots of things we like doing together.’”

Reflecting back
Burkart’s career at Toro spans more than three decades, 
starting back in 1986 when Toro acquired Wheel Horse 
Products. 

“About 45 people ended up relocating from southern 
Indiana to the Twin Cities as part of that acquisition,” he 
says, including him. Burkart was part of the international 
division at Wheel Horse. At Toro, he became interna-
tional marketing manager. 

Toro is a diverse company that has its hand in a variety 

Phil Burkart has built his 33-year career at
Toro on customer and industry relationships. Now it’s time

to focus on his personal relationships – his family.

B Y  K R I S T I N  SM I T H - E L Y

IT’S ALL ABOUT RELATIONSHIPS
PHIL BURKART
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Phil Burkart helped build Toro’s 
irrigation division in Riverside,
California, for the last 15 of his
33 years with the company, building 
many relationships along the way. 
Photos: Christine Racz
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of businesses including residential, commercial and 
golf course ground maintenance equipment, irriga-
tion, siteworks and lighting. Burkart has overseen all 
of those divisions at one time or another for markets 
outside the U.S. 

Through a series of promotions, he worked his 
way up to managing director. In that role, Burkart 
says he was more or less managing the business and 
was officially named vice president of international 
in 2000. Two years later, he was asked to move to 
California to run the irrigation business.

“It was supposed to be a three-year deal,” Burkart 
recalls. But during that time, Toro’s then-CEO, Ken 
Melrose, retired. Though Burkart wanted to move 
back to Minnesota, he decided to stay in California 
to promote a more stable atmosphere for Toro there, 
as its other divisions enjoyed. 

“I ended up not going back,” he says. “We stayed 
out here and have been here for a little over 15 years.” 

At Toro Irrigation’s Riverside office, Burkart was 
responsible for all aspects of the irrigation business 
for the Americas, including global product develop-
ment, sales, marketing and engineering. 

“Everything revolves out of the Bloomington 
headquarters except irrigation,” says Burkart. “That’s 
because California, in addition to being a year-round 
irrigation environment, is one of the largest markets 
in the world for irrigation.” 

What it’s all about
During Burkart’s time as vice president of irrigation, 
several acquisitions were made, including Rain Mas-
ter and R&D Sensing, a pioneer in wireless rain sen-
sors. The company also expanded into another arena.

“We’ve made several acquisitions along the way of 
companies that support our water management line. 
Most recently, seven years ago, we acquired Unique 

Lighting Systems, a leader in the low-voltage light-
ing industry. That was our entrance into the land-
scape lighting business. As innovators and educators, 
Unique has been a great fit for our company, channel 
partners and customers.”

Burkart’s leadership helped put  Toro on the map 
as a leader in golf course irrigation and water man-
agement. Toro has won many accolades for its prod-
ucts from such prestigious groups that recognize in-
novation like the Irrigation Association and the U.S. 
Environmental Protection Agency. 

Of course he couldn’t do it all alone. If you ask 
him what the key to his rise at Toro was, Burkart 
would unhesitatingly say, “relationships.” Not only 
have they been an integral part of his success, they’re 
the reason he stuck around for so long. These friend-
ships and alliances extend well beyond Toro into the 
greater turf and irrigation industries.

Some of those alliances were forged during his 
time on the IA executive board. He served as presi-
dent of the association in 2012. Many folks remem-
ber how he leveraged his connections that year to get 
Major League Hall of Famer Nolan Ryan to speak 
at the Irrigation Show in Austin, Texas. It was the 
show’s highest attended keynote ever. 

Though Burkart’s career accomplishments are 
many, when asked what he’s most proud of, he goes 
back to all the relationships he’s forged with people 
all over the world. He still remembers how good it 
felt when Toro won the business of “the home of 
golf,” the famous St. Andrew’s course in Scotland. 
“That day we had bagpipes playing up and down the 
hallways at Toro locations,” he says.

Other golf courses, their superintendents and 
general managers are also near and dear to him, as 
are the consultants, distributors and contractors he’s 
met since he’s been in Riverside. You can read some 
of what they have to say on p. 23. His time serving 
on the Irrigation Association’s board deepened his 
friendships within the industry. “We still all call each 

“What has been 

most gratifying is  

customers putting 

our products into 

play as a solution 

to their need or 

problem.”
– Phil Burkart

With Phil Burkart at the helm, Toro, grew and innovated in the area 
of irrigation, winning several awards along the way. But he says his 
greatest accomplishment has been helping customers. 

CLOSE-UP PROFILE
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other on a regular basis,” he says.
Burkart would like to be remembered as a cus-

tomer-focused individual. He’s enjoyed working 
with the individuals he’s met in every business seg-
ment he’s been in at Toro. “They’re all salt-of-the-
earth type people,” he says. “I get great enjoyment out 
of working with them and being able to bring about 
solutions and introduce innovations.”

He credits Mike Hoffman, former chairman and 
CEO, for his drive and need to lead in innovation.

The purpose of the innovation has always been to 
help the customer. “What has been most gratifying 
is customers putting our products into play as a solu-
tion to their need or problem.” Burkart says. “We’re 
trying to make our customers’ jobs even easier. With 
the labor issues our industry is having, finding better, 
more productive ways for our customers to do things 
is part of the challenge Toro is up for.” 

Leading by example
Burkart is a firm believer in hiring people who can 
someday replace you, or, as he refers to it, are “twice 
promotable.” He explains it as “the desire to want to 
grow people who have the potential to become better 
than you and to surround yourself with people who 
are smarter than you.”

Passion is an important attribute, which clearly 
Burkart has. “Passion and smarts can trump pure 
intelligence. You take a passionate person that gets 
behind the company and its mission and great things 
happen,” he says.

Burkart surrounded himself with those types, and 
believes mentoring is the key to developing employ-
ees. He remembers Melrose preaching about “ser-
vant leadership,” which Burkart describes as, “You 
demonstrate your work ethic, understanding their 

needs with the same passion you expect out of them.” 
With each division Burkart has led at Toro, he’s 

immersed himself in it. “You have to learn what they 
are facing and need to be able to support and help 
direct them,” he says.

Burkart will leave his position satisfied with all 
he’s been able to accomplish. “I’ve had a great run 
here,” he says. “We have an excellent team; we’ve so-
lidified our product line and our product portfolios 
with a great roadmap. We’ve made great inroads in 
the residential and commercial businesses with our 
innovation.”

The next person in line for the position will be 
announced soon. Burkart is confident he is leaving 
that person in a strong place. “I think we’re in a good 
position for the next leader to come in and be able to 
take the business to the next level.”

Indeed, Burkart has had a good run and a storied 
career. But like many greats in sports or in business, 
we may not have seen the last of him just yet. He’ll 
continue to serve our industry as a consultant with 
Toro and others. 

It’ll be exciting to see what the future holds for 
both Burkart and the company on which he’s made 
an indelible impression. 

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

"Toro’s corporate vision and 
mission talk of being the 
most trusted and of deliver-
ing superior customer care. 
Phil delivers on both and 
more and always does so in 
a thoroughly professional 
manner. Most importantly 
of all, doing business with 
Phil is a real pleasure as he 
is, put simply, a great guy.”

— Alan McGregor, CEO, St.
Andrews Links Trust 1998 – 2011

“He brought many inno-
vative products to market 
during his tenure as he was 
consistently and intensely 
focused on delivering real 
value to contractor custom-
ers and end users. Phil will 
be missed, but his impact 
on the industry will remain 
for many years to come.”  

— Doug Black, CEO, SiteOne

“Phil has an uncanny ability 
to simultaneously support 
and care for his team while 
holding them accountable, 
challenging and motivating 
them to achieve person-
al, team and corporate 
objectives. Phil has an un-
derstanding of and insight 
into the turf and landscape 
irrigation industry that is 
second to none.” 

— Mike Baron, Toro Water 
Management

“I consider him a mentor 
and to be a guy who bleeds 
red for Toro. In my opinion, 
Phil is still quite young, 
and I really don’t think 
he’ll simply ride into the 
sunset. Rather, Phil will be 
instrumental in helping the 
industry and will be around 
for years to come.”

— Warren Thoma, Warren 
Thoma & Associates LLC

Leaving a lasting impression

   More online

read about why Phil Burkart lives and breathes the Toro brand along with more 
quotes from industry leaders on his contributions to the industry in the online 
version of the article at www.igin.com/all-about-relationships. 

CLOSE-UP PROFILE

“Toro water businesses 
have grown under Phil’s 
leadership.  He has 
driven customer-valued 
innovation that advanced 
the state of the art. Phil will 
be missed at Toro.  We wish 
him all the best!”

— Rick Olson, CEO,  
The Toro Company
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andscape Development Inc. today 
is one of the largest landscape  
companies in California. It employs 
900 people and is on target to post 
$100 million in revenue in 2018. 
Founded by Gary Horton in 1984, 

the company started out small, like many other 
businesses like it.

Horton would work at a handmade draft-
ing table that shared a bedroom with his  
infant son’s bassinette. The company stayed 
small for the first 10 years while Horton pursued  
other interests in real estate and software  
development. 

But then came the recession of 1993 to 1995 
and an earthquake. Horton, who was finishing 
up his MBA at Loyola Marymount College, 
decided to change course and put all his efforts 
into LDI. 

“I intended for this company to be unique, 
a standout in the industry and a great place to 
work and develop careers,” says Horton. 

And it still is, although there was a time 
during the Great Recession more than a de-
cade later that things almost took a turn for 
the worse. In a Q&A with Irrigation & Green 
Industry Editor-in-Chief Kristin Smith-Ely, 
Horton shares more on how the company was 

able to survive tough times and turn into the 
thriving company it is today. 

Q: How did the Great Recession change 
your approach to the landscape busi-
ness? There is no doubt the 2007 to 2012 
California recession/real estate depression was 
the single toughest business and financial chal-
lenge I’ve ever faced. Not just the severity of the 
thing, but the duration of it and the unknowns 
associated with it. No one could say how long 
it might last; no one knew where the “bottom” 
was. One didn’t know whether to try and hold 
on to good assets or employees or cut them 
loose to keep current costs in line.

Frankly, by 2012, I was a “beaten man.” I’d 
had enough and was just about to hang up the 
trencher keys for good. I’d gotten physically and 
mentally sick from the prolonged stress and felt 
my real-world health — and perhaps even my 
life — was at risk. 

But then, just before I pulled the ripcord, 
four remaining key employees pulled me aside 
and reassured me we could “pull this thing out” 
and get back ahead again. With their guaran-
tees to stick with the company to the end, no 
matter what — a virtual bear hug — I felt a 
huge burden removed from my mind, and I was 

Weathering
the ups and downs
of the landscaping 
business
Landscape Development Inc. President and CEO Gary Horton 
explains how his company has been able to survive even in
the most turbulent of times.

EDITED BY KRISTIN SMITH-ELY
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able to get back in the game. 
And, because of their efforts, and the efforts of the whole re-

maining team at that time, we’ve emerged as a far more successful, 
far more diverse, and far superior company, now running at over 
$100 million with a great growth plan and a solid future ahead.

We’ve certainly changed our management practices. Decisions 
and key functions are much more distributed through a solid 
C-suite of corporate leadership. I am far less involved in microman-
agement and find that the free time allows me to work on larger 
projects like acquisitions, insurance, finance and expansion. 

Finally, as a tribute to the hard lessons learned from the  
recession, we are far more careful with money, far less leveraged, and 
much less extravagant than we were in our prior incarnation.

Q: How else is the company different today than when 
it first began? Plainly, the availability of modern technology has 
changed work processes. We’re using tools like On-Screen Takeoff 
(a construction estimating and takeoff solution for contractors and 
construction professionals) and gave tablet computers to every fore-
man, which they use for timekeeping, safety training, communica-
tion and documentation. When we first started, fax machines were 
just coming into use; today, everything is about email and texts.

Most important, though, is the cultural shift that took place. 
Showing greater respect and appreciation toward field staff is  
today a tremendous focus for us and a company touchstone.  
California is a very diverse state, and our company fully embraces 
the strength this modern diversity provides. We’ve also become a  
“veterans preferred” employer and are pleased to employ many U.S. 
vets throughout our organization. 

Our peak prior to the Great Recession was about 1,380  
employees and revenues of $93 million. Specializing in housing, we 
were highly battered by the recession, and by 2012, our revenue had 
dropped all the way to $22 million. 

Today we’re at over $100 million in run rate with about 900 
employees working toward our success. We are also much more  
diversified, with over $25 million invested in landscape mainte-
nance. And our construction work is less centered on housing alone. 

We have a large landscape architecture studio with 13 architects. 
We offer landscape maintenance, construction, design/build, and 
SWPPP (stormwater pollution prevention plan) services. We have 
offices in Valencia, Corona, Canyon Country, Thousand Oaks, San 
Luis Obispo, Fresno and Bakersfield, California. By year’s end we 
will also have fully-featured offices in Las Vegas and Sacramento. 

Q: What made you decide to go back to school at the 
Wharton School of Business? What did you think you 
had to gain? By 2009, I was really feeling spent from all the bad 
news as well as the constant staff reductions and company restruc-
turings we did to deal with our ever-falling revenue. It seemed as 
though there was virtually no way out and surely no easy answers. I 
felt I needed a business mentality “reset.”

One night, while reading The Economist, I saw an ad for the 
Wharton Advanced Management Program — a five-week su-
per-intense executive training program at the Wharton School at 
the University of Pennsylvania. I applied and got accepted. 

That five-week course impacted my life like no other education-
al experience, ever — including all the years of study for my MBA 
and my undergraduate degree. The course work, my fellow students, 
the professors — all of them were simply mind-expanding. 
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There is no doubt that what I learned at Wharton 
not only helped save our company, but has time and 
time again benefited my life in the most expansive 
ways… right down to saving my daughter’s life in In-
dia…but that’s another long story! Wharton simply 
saved and changed my life remarkably.

Q: How has attending business school made 
you a better business owner? What would 
you tell a landscape business owner consid-
ering it? Landscapers are kind of in a tough spot. 
The trade skills needed to be a good landscaper are 
immense: you need to know horticulture, design, 
fleet maintenance, salesmanship — the required day-
to-day skills related to the function of the business 
itself are all-encompassing. 

But what about managing, growing and optimiz-
ing the business itself? What of banking, finance, 
insurance and human resources? What of discern-
ing potential opportunities and new directions? It’s 
so much for one person to know. Most landscapers 
learn their trade but not necessarily the information 
and skills to build a great financial organization. 

Look, spending four years studying finance and 

more — an MBA is certainly not for everyone, may-
be not even for most. But without good finance and 
business skills, your landscape company isn’t going to 
be able to stand out and achieve outstanding results. 

So, read business books. Read about manage-
ment. Read about HR issues and procedures. Study 
basic banking and read up on basic business finance. 
You need to know about business, but you don’t nec-
essarily need to go to the long-term commitment of 
getting a formal business degree. 

That said, the most successful landscapers I know 
all have business degrees. And, by the way, just look 
at the resumes of the leadership behind BrightView. 
You’ll see Wharton’s name there a number of times.

Q: What advice do you have for landscape 
businesses that may be struggling today or 
thinking of calling it quits? As we work with 
companies seeking to sell or be acquired we’ve no-
ticed some common themes. While each owner has 
his own reasons for selling, often there’s some hidden 
motivation. It can be because things have “just got-
ten to be too much” or results haven’t been “as good 
as they used to be.” They get tired of the day-to-day 

Gary Horton is
president and CEO of 
Landscape Development 
Inc, an integrated site and 
landscape services
company based in Valencia, 
California. More information 
about the company is
available at landsca-
pedevelopment.com.
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grind that our industry can put owners 
through. 

Some operators are “too close” to their 
businesses to see problems that others 
might spot at a distance; i.e., maintenance 
accounts that have gone too long without 
reasonable price increases; routes that have 
become inefficient with too much “wind-
shield time;” clients who consume too 
much management time because they are 
difficult to please or hard to collect from or 
clients who demotivate your people. 

Sometimes a company can gain prof-
itability simply by cutting out or reducing 
these profit-stealers. Often, just cutting out 
the bad stuff and reorganizing assets and 
potential within a struggling business will 
right the ship. 

My advice to a struggling owner would 
be, before he jumps ship, is, hire a good 
business consultant to assess the problems 
and see how the business could be im-
proved. He may find he can flip his busi-
ness into something simpler, easier and 
more profitable with less stress and friction. 

Q: What issues do you see facing the 
industry and what do they mean 
for owners? Clearly, there’ll be further 
consolidation at the top levels, where the 
top two to three companies will control a 
huge revenue base, and the top 20 will do as 
much business as the combined hundreds 
below. We expect this to continue to grow 
to critical mass so they can compete with 
anyone in their chosen markets. As for our-
selves, we’ve completed one acquisition this 
year and have three more lined up to com-
plete before 2019. We see 2019 as a $120 
million year for us, largely because of these 
acquisitions. Surely, other companies of our 
size and larger are making similar moves to 
remain relevant and leaders in their areas.

Certainly, big national accounts will be 
further consolidated to the very top na-
tional and regional landscape companies,  
effectively blocking out the smaller guys 
from such work. 

That said, landscaping remains very 
much a “who you know and who your 
friends are” business. It’s often local, city 
by city, community by community. Land-
scape companies should work hard to dif-
ferentiate themselves in their communities 
and gain community awareness. Public 
service, good causes, giving back, strong 
marketing and imaging — all of these will 
cement a company’s success in its local 
area, despite the presence of a giant firm  

BE PART OF THE
CONVERSATION.

Find us on Facebook, Twitter and LinkedIn
for updates and discussions. 
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like BrightView. 
Local guys can give specialized service 

like the BrightView guys will never be able 
to provide, because they don’t have local 
owners caring about things the way that 
local owners do. So, opportunity will con-
tinue all along the spectrum.

Automation is plainly coming to town 
for landscaping. Americans have robot-
ic vacuums now; it’s not hard to see the 
day coming where lawnmowers will be 
self-driving too. This will have a profound 
impact on our industry and will help ease 
the landscape labor crunch. 

Along those lines, but in the opposite 
direction, is the current Administration’s 
efforts to stop immigration and to harass 
employers of immigrant workers. That sit-
uation may continue until there’s profound 
change in Washington.

Q: What can we expect to see from 
LDI in the coming years? A lot. Our 
top-line goal states, “By 2020, Landscape 
Development Inc. will be a $15 million 
multidisciplinary firm improving peo-
ple’s living conditions and quality of life 
throughout the western U.S. Equally profi-
cient in housing, resorts, urban infill, design 
and-construct, site management and ener-
gy services, the firm will be recognized as 
the top go-to for ‘making lives easier and 
bringing peace of mind’ to critical projects 
requiring top talent.” 

And we’re getting there rapidly. Through 
acquisitions and organic growth, we’ll like-
ly hit $120 million to $125 million by 2019. 
That’s certainly in striking range of 2020. 
By the end of 2018, we’ll have new offic-
es in Sacramento, in Nevada, and likely, in 
San Diego. We’ll have mobile operations in 
Texas starting in 2019.

We’ve worked hard on our business 
plan and the financing behind it. Now it’s a 
matter of executing on the details, and ex-
ecution is simply the discipline of getting 
things done. We know what we have to do. 
And we’ll all work together to do it. 

To be continued ….
The second part of the interview 
with Gary Horton will appear in the 
November issue of Irrigation & Green 
Industry. In that article, Horton will 
share more on the importance of de-
veloping a company culture and how 
that leads to employee attraction and 
retention.



LIGHTING

It’s September, and that means my holiday cat-
alogs have already started arriving. That used to 
bug me, but now I appreciate the chance to get 
a jump start on that very busy season. There’s 
so much to do; shop for gifts, bake cookies, 
decorate, throw parties and make travel plans. 
Somewhere during that six-week time period, 

the holiday lights need to go up, too. That’s where 
you come in.

For landscape and irrigation contractors looking 
for an additional revenue stream, installing holiday 
lighting can be a big, bright package wrapped up in a 
shiny bow of profit — especially now that the econ-
omy is strong. In the colder parts of the country, it’s 
a great way to keep your best people working during 
the off-season, when you might lose them to other 
employment. 

Who are your customers? Your own client list, 
for starters. It includes the too-busy modern families 
and single-mom households; the grandparents who 
don’t want to climb ladders anymore but still want 
the house to look festive for the grandkids; high-
end people with large estate homes; shopping malls;  
office parks and municipalities.  

“It’s rocking”
Mike Marlow, vice president of Holiday Bright 
Lights, Omaha, Nebraska, says the state of the hol-
iday lighting industry can be described in one word: 
rocking. “It’s going to be another great year because 
we’re starting to see all the early indicators of more 
commercial properties requesting holiday lighting as 
well as more residential-type customers.”

Mike Rentz, president and owner of The Perfect 
Light, Dallas, with branches in Austin, Houston, 
San Antonio and Denver, can attest to how profit-
able lighting up homes for the holidays is. “Our most 
expensive residential install ran just over $100,000. 
And it’s not uncommon for people to spend in the 
$10,000 to $20,000 range the first year they buy 
Christmas lights.”

While there’s plenty of money to be made in res-
idential decorating, municipal and commercial deco-
rating runs much higher. “There are some municipal 

HOLIDAY LIGHTING

PLUGGING IN TO

Installing holiday lighting is a great way
to keep your crews busy in the off-season
and keep your cash flowing year-round.

holiday
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A holiday decorating franchise from 
Christmas Decor provides you with great 
opportunity to earn substantial profits 
and keep your crews busy year-round. In 
2017, our network averaged a net profit 
of 38%. Call TODAY to see the potential 
of your area!

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

www.christmasdecor.net/franchise

Don’t be left out in the cold this winter! 

1-800-687-9551
Come see us at GIE  

booth #284 October 17-19.



32            Irrigation & Green Industry     September 2018 www.igin.com

jobs that are several hundred thousand dollars, some 
malls and things like that that are half-million dol-
lar jobs,” Rentz says. “There are projects around the 
country that cost a couple million.” 

Go it alone, or with a company?
Going with an established company as an affiliate or 
franchisee can be the fast track to getting on board 
the North Pole Express. That often comes with dis-
counts on products, sales leads, help and training. 

Certainly, you can do it on your own, says  
Brandon Stephens, CEO of Christmas Decor,  
Irving, Texas, noting that there are some excellent 
training programs available. But, as he puts it, why 
do it the hard way? 

He compares it to starting your own restaurant 
or opening a McDonald’s. The latter comes with a 
framework already built, with replicable systems for 
doing everything in the most efficient way possible.

Holidynamics, Omaha, Nebraska, works with 
contractors through an affiliate approach. The com-
pany provides the contractor training. It also holds 
new product training classes “because a lot of it is 
moving toward the [more advanced] LED and RGB 
(red, green, blue) now,” says President and CEO 
Scott Heese. 

“We just get you into our program and offer  
rewards. We have tiered discounts, because one flat 
price doesn’t serve everyone. For instance, there’s a  
contractor in Chicago who purchases over $80,000 
worth of product from us every year. We don’t think 
he should get the same pricing as the guy who only 
decorates two homes.”

Rewards, in the form of trips, are offered to  
contractors who buy a lot from them — this year, it’s 
to Los Cabos, Mexico.

Christmas Decor works by the franchise model. 

In exchange for a startup fee and a yearly royalty, “we 
help the contractor get there fast,” says Stephens. 
“We teach you all the fundamentals in our five-day 
training, and after that, we have a full support team 
that will answer any questions you have.”  The com-
pany also offers business software, territory protec-
tion and marketing help to its franchisees.

“Our job as a franchisor is to help you  
command the highest price for your jobs while oper-
ating at the greatest efficiency so it adds points to your  
bottom line.” 

Arnie Arsenault, president and CEO of A.  
Arsenault & Sons Inc., Spencer, Massachusetts, 
has been a Christmas Decor franchisee since 1998. 
He originally signed up just to keep his land-
scape employees busy in the winter; now holiday  
lighting comprises 30 percent of his business. “I’ve met 
a lot of the franchisees throughout the U.S., and the  
system seems to work very well everywhere, especial-
ly if you follow it and don’t fool around with it or try 
to make it your own,” Arsenault says. 

Village Lighting, West Valley City, Utah, and 
Holiday Bright Lights are manufacturers who sell 
to contractors either directly or via distributors. 
Holiday Bright Lights also offers tools to help  
decorators build their businesses. “We have an app for 
designers where they can take a picture of someone’s 
house and see how different lights would look on it,” 
says Marlow. “We also have an estimating program 
and a website with marketing templates for flyers 
and so forth. All a contractor has to do is put his own  
business logo on them, print them and send them out.”  
A training program is also in the works.

HOLIDAY LIGHTING

Holiday lighting can be 
tailored to any taste or
setting, whether one wants 
an explosion of colored
lights, the elegance of
all-white or tree ornaments 
for a corporate park. Far left: 
Village Lighting; Top right: 
Holiday Bright Lights; Bottom 
right: A. Arsenault & Sons. 

“It’s going to be 
another great year, 
because we’re 
starting to see all 
the early indicators 
of more commercial 
properties request-
ing holiday lighting 
as well as more 
residential-type 
customers.” 

— Mike Marlow,  
Holiday Bright Lights
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Pitfalls to avoid
Contractors sometimes go astray offering too many 
discounts to customers. “You really don’t need to do 
that,” says Marlow. “This is a premium service, and 
people expect to pay for it.” It’s a good idea, though, 
to set a minimum charge. Rentz’ is $1,000.

Marlow also warns against buying inferior qual-
ity lights from the local big-box store or online. The 
contractor-grade outdoor holiday lights will have 
thicker wire, sturdier bulbs and more reliable con-
nectors, he says. 

“There are some factories overseas that we just 
won’t deal with because they cut corners,” says  
Marlow. “We make sure all of our light sets are  
waterproof. They last seven to 10 years. We warranty 
them for three years, straight up. No questions asked, 
we’ll replace them.”

Systems, or the lack of them, is what Stephens 
says keeps some contractors from making money at  
holiday lighting. Instead of following a replicable 
blueprint, they reinvent the wheel with every new 
job. That costs them money. 

Training in efficient, repeatable systems is part 

From spritzers to skating bears
Today, contractors have a large range of holiday lighting products to offer 
their clients such as strings of lights that change color, chase and strobe 
and drop lights that look like falling snow. Every year brings more goodies.

RGB (red, green, blue) LEDs are the newest wrinkle. From those three 
primary colors 16 million more can be made. “We can write a program for 
the RGB lights to make them dance, and we can add music to it,” says 
Scott Heese, president and CEO of Holidynamics. 

That company also offers “spritzers,” big 3-D stars in multiple colors 
that flash, and “Artisticks,” lights in the form of wrapped presents and other 
objects, and lighted yard pieces such as ice-skating polar bears.

Mitch Hendricks, vice president of Village Lighting, says “We’ve got 
one product that I’m super excited about, an app-controlled C7 bulb. It’s a 
retrofittable RGB. If you’ve got C7s on your roof, you can simply unscrew 
those bulbs, screw in these and run them off a smartphone app. You can 
create themes, whatever you want — the sky’s the limit.”

Christmas Decor also has app-addressable RGBs. Company President 
Brandon Stephens has them on his own house. “I can turn them orange 
and purple for Halloween or make them do patterns and animations. They 
can ping-pong back and forth, fade in and out and change colors. One of 
the coolest things we have this year is a 30-foot RGB tree with over 12,000 
bulbs. It comes with software that makes them dance to music.”

of what his company offers to its franchisees. “We 
break down every job into five different decorating  
techniques, roof lighting, for instance. Whether 
you’re lighting a 100-foot roof line or a 3,000-foot 
one, it’s the exact same technique every time. If you 
break things down into replicable systems, a two-day 
job can become a one-day job.”

Finally, before you start installing holiday lights, 
check with your insurer. You may not be covered 
for climbing high ladders, using cherry-pickers or 
climbing on roofs.

Short window
One of the challenges of hanging holiday lights is 
that there’s not a lot of time in which to do it. Most 
people want them up before Thanksgiving and down 
after New Year’s Day. The more clients you have, the  
earlier you need to start. Leave some wiggle room in 
your scheduling to allow for bad weather days.

“It’s hard, because you do have a short window,” 
said Larry Jones, designer and lighting division  
manager at Wingren Landscape Inc., Downer’s 
Grove, Illinois. “Even though 98 percent of my  
clients renew every year, a lot of them don’t do 
it right away. Then they all want them up before  
Thanksgiving and that’s not possible.”

To make sure everyone gets their lights up on 
time, Jones offers incentives. “Those that sign up  
early will be the first to get them. But there’s a point 
at which you have to say, “I can’t do any more before 
Thanksgiving, sorry.”

Client preferences complicate this. Rentz says. 
“Some people think that putting a garland up before 
Thanksgiving lacks sophistication; others associate 
Thanksgiving with Christmas and kind of mix it  
all together.” 

“That’s one of the most difficult things about this 
business — scheduling so that everyone gets what  
they want.”

Selling, leasing, storing 
Some contractors lease lights to clients, others sell 
to them outright. Most prefer to store the lights for 
the clients, in labeled bins with the installation maps,  
extension cords and timers ready to go for next year 
and charge a nominal storage fee for doing it.

Many different color temperatures of white are possible with 
today’s LEDs. Photo: Holiday Bright Lights

Yard figures add that extra touch of fun, whimsy and magic. Photos: Holiday Bright Lights
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Cost of installation for the first year is often 
halved for subsequent years. The price includes a 
guarantee of free servicing and replacement of bulbs 
through the season.  

One advantage of storing lights for a client is that 
he’ll probably return as a customer next year. If the 
lights are in a client’s garage, he can misplace them, 
damage them, call a different installer or have his 
nephew put them up.

Other holidays
Holiday lighting is expanding well beyond just the 
month of December, says Rentz. “There are many 
people in Houston and Dallas that celebrate Diwali, 
the Hindu festival of lights. They want their lights up 
in early October.”

Companies are starting to offer Valentine’s Day, 
St. Patrick’s Day, Easter, Fourth of July and Hallow-
een displays. There are even permanent lights that are 

durable enough to stay up all year long. The owner of 
the home or business can change the colors and mo-
tion to fit the season or mood via a smartphone app.

An emotional business
Should you choose to start installing holiday light-
ing, you’ll probably find it a satisfying business, and 
not just monetarily. You’re trafficking in nostalgia, in 
people’s precious memories. 

One of Jones’ clients is a family with three girls. 
Every year, he would put up lights and a 15-foot nut-
cracker for them. Then there was a divorce, and for 
one year, nothing went up. 

“It’s not uncommon 
for people to spend 
in the $10,000 to 
$20,000 range the 
first year they buy 
Christmas lights.” 

— Mike Rentz,
The Perfect Light

Lighting can mimic the effect of snow and ice on a home and  
landscape to create a winter wonderland. Photo: Holidynamics
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“The next year, the mom called and 
asked, ‘Could you put up some lights? Here’s  
my budget.’”

“I said, ‘We’re going to stick our necks 
out and give you a little extra.’ Well, we’ve 
done it for the past three years, and you 
should see the tears that come out of those 
girls’ eyes, even though they’re grown up 
now, as they see the lights going up on the 
house and the trees like they used to have.”

“Sure, it’s hectic. Sure, it’s hard work,” 
says Jones. “But I get to bring people joy. 
Even if we’ve been out there 12 hours for 
seven days in a row, putting a smile on peo-
ple’s faces is what it’s all about. And that’s 
why I’m still doing it after 23 years.” 

The author is senior editor of Irrigation & Green 
Industry magazine and can be contacted at  
maryvillano@igin.com.

Incandescents: almost 
gone, but not entirely 
forgotten 
Very few holiday lighting contrac-
tors these days deal much with 
incandescent bulbs anymore. It’s 
no surprise considering how much 
well LEDs perform now. They’re 
better and brighter (and cheaper) 
than ever, adding more dazzling 
special effects every year. 

Earlier LEDs, particularly the 
clear white bulbs, were not liked 
by many people because they had 
a cold, bluish tone. That’s no lon-
ger true, and the clear LEDs come 
in a range of color temperatures to 
satisfy even the pickiest client. 

Larry Jones, designer and light-
ing division manager at Wingren 
Landscape Inc., Downer’s Grove, 
Illinois, has just one client who 
still uses incandescents. “All my 
municipalities have converted to 
LED. We try not to sell anybody 
incandescents anymore because 
manufacturers don’t like to supply 
them; that window is going to 
close quickly and soon.” 

Mike Rentz, president of The 
Perfect Light, won’t install incan-
descents for new clients. “But our 
existing customers who still want 
them, we’re not forcing to change. 
That’s about 10 to 15 percent of  
our customers.” 

Another advantage of LEDs is 
their drastically reduced power 
draw. A standard incandescent C9 
bulb draws seven watts of power; 
its LED equivalent, just 0.45 watts. 
They’re easier to install and last 
years longer. An entire design can 
be put on a single 20-amp breaker 
without fear of blowing a fuse. 

“You can connect so many 
more strings together without us-
ing a ton of extension cords,” adds 
Jones. “And they have resistors 
and rectifiers so they don’t flicker.”
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Thanks to WI-FI, smartphones or home hubs are controlling just about every aspect of a home, and irrigation is no exception.

W
e’ve all seen the commercials: 
“Alexa, play ‘It’s Raining Ta-
cos.’” My favorite one showed 
a dad using a home hub  
device to turn the sprinklers 
and outdoor floodlights on, 

surprising a teenaged swain sneaking to his 
daughter’s bedroom window.

I don’t own one of these gizmos yet, 
partly because I’m not sure which one to 
buy — Amazon Echo? Google Home? 
Samsung SmartThings? One of the other 
dozens of options? Much of the public is in 
this same quandary. 

It can be hard — especially for those 
of us over 15 — to keep up with all this 
burgeoning new technology. It was just a 
few short years ago that we started being 
able to buy smart controllers that scheduled  

irrigation based on weather information 
they received over the internet. Now those 
controllers are being integrated into the 
IoT or Internet of Things. 

Some of these smart controllers had a 
bit of a learning curve, so some homeown-
ers and caretakers of commercial properties 
set them back to being “dumb” timers again, 
irrigating by the clock, defeating the entire 
purpose of smart irrigation. They were also 
more expensive than the old controllers.

In 2014, things started to change yet 
again. Rachio, Skydrop, and a few other in-
expensive, simple Wi-Fi-enabled irrigation 
controllers hit the market. They didn’t come 
from the established irrigation companies 
and were marketed straight to consumers.

The irrigation manufacturers respond-
ed by coming out with their own Wi-Fi  

enabled smart controllers, and a revolution 
had begun.

“That’s one of the things that’s unique 
about this,” says Chris Pine, CID, CIC, 
CLWM, CLIA, CIT, MCLP, CLVLT, 
president of BluGreen Solutions and a 
partner in IrriTech Training, Pocasset, 
Massachusetts.

“It’s a major shift in end-user demand 
that’s driven something in our industry. 
These companies had a platform that was 
very appealing to the end user” ... and  some 
contractors. 

Taylor Cicala, owner of ValleyScape Ir-
rigation & Landscape Lighting Solutions, 
Murrieta, California, loves Wi-Fi control-
lers. “I’m of the younger generation (he’s in 
his 30s), and I love having that flexibility.”

As a Rachio installer, he’s found that 
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these units and others like them do what smart  
controllers are supposed to do, which is cut water use. 
“We did a study with our local water agency where 
we installed Rachios on five high-water-use sites and 
we found some huge savings.”

One question that dogged me when I first  
started exploring this subject was that we’ve had 
smart irrigation controllers for some time, even ones 
with smartphone interfaces — so what’s the big 
whoop now that they’re Wi-Fi? 

Cicala answers: “It’s the ease of use. Yes, we’ve 
seen these capabilities before on older smart con-
trollers, but they were complicated, and nobody liked 
dealing with them. These new Wi-Fi controllers take 
all that functionality and make it simple.”

Connectivity and how to get it
Smart controllers connect to the internet either 
through Wi-Fi, cellular phone cards (that often 
come with annual fees) or a 900 MHz bridge. The 
Wi-Fi revolution hasn’t gotten rid of those other 
methods, mainly because Wi-Fi signals have limited 
range, about 150 feet indoors and 300 feet outdoors. 

“Wi-Fi, cellular and 900 MHz all have different 

characteristics that are appro-
priate for the different types of 
installations,” says Pine. “Wi-Fi 
isn’t always readily available in 
all the places a controller might 
be, outdoors, or in a garage or 
basement. It’s going to require 
something to boost that signal.”

Mike Garcia, owner and 
founder of Enviroscape L.A., 
Redondo Beach, California, has 
experienced this. “It’s happened on a couple of jobs, 
especially by the beach, where a lot of my clients are 
— the Wi-Fi signal there may not be the best.”

“We’ve had clients with three-level houses where 
we’ve had to put Wi-Fi boosters on each level  
because the signal is so weak, it won’t go outside of 
the house or reach the controller.” 

This is why Toro has chosen another method. 
“We always ask, ‘where is the Wi-Fi router in your 
home?’” says Matt Hall, product marketing manager 
for controllers, Toro Irrigation, Riverside, California. 
“Inside the house, right? But where’s your irrigation 
controller? It’s outside.”
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Toro has decided to use, with its Smart Logic 
controllers, a proprietary 900 MHz radio technolo-
gy with about three times greater range than Wi-Fi.  
 
The legacy problem
A major consideration for the “bigs” such as Toro, 
Rain Bird, Hunter and others is what to do about 
the many older controllers that are still in use. Could 
they be retrofitted for smartphone connectivity? The 
answer seems to be mostly “yes.”

“People don’t necessarily have to buy new  
controllers,” says Hall. “There are hundreds of 
thousands, probably millions, of Irritrol Rain Dials  
(Irritrol is a Toro brand) on people’s walls.

“But with our Climate Logic, I can turn that 
10-year-old unit into a smart clock. And I can also 
add Smart Logic to it. It’s backward compatible to 
any blue-faced Irritrol controller that’s out in the 
world today. We’ve made sure all of our devices are-
backward-compatible.” And Smart Logic is compat-
ible with Amazon Echo and Google Home.

Rain Bird has taken the modular approach. In 
2016, it made its ESP-Me model Wi-Fi-upgrade-
able with the addition of the LNK Wi-Fi module. 
Its ESP-TM2 fixed station controllers are also Wi-
Fi enabled when combined with the LNK Wi-Fi 
module. It allows connectivity to smart home devices 
from Amazon and Alarm.com.

“The response to LNK by the market has been 
phenomenal,” says Nick Kelsch, senior product man-
ager, controllers, for Rain Bird Corp., Azusa, Califor-
nia. “Contractors love the subscription fee — there is 
none — and the ability to make a remote service call  
without ever leaving their trucks or offices.” 

Landscape Management Service, West Jordan, 
Utah, has been installing Rain Bird products for 
more than 20 years on commercial properties. “The 
thing I like about their Wi-Fi stick (the LNK mod-
ule) is the simplicity of it and the ability to control 
everything from your phone,” says Brad Curtis,  
senior project manager.

“It’s pretty slick, easy to operate and set up. 
You download the app, then link to your internet  
connection. In minutes you’ve got it set up and  
labeled, and you’re able to access a sprinkler system 
from the palm of your hand. You can be anywhere in 
the world and control irrigation.”

One way to get into the Wi-Fi technology 
game is to buy a company that already has it. That’s 
the main reason Hunter Industries, San Marcos,  
California, acquired Hydrawise in May 2016. 

Hydrawise, founded in 2011 by an Australian 
IT expert and entrepreneur, claims to have had the 
first Wi-Fi-enabled controller on the market. “The 
days when you had to buy a big central controller 
for a commercial site for $10,000, those days are 
gone,” says Anthony Long, product manager for  
Hydrawise. “Now you can control all the irrigation for 
under $1,000 with all the same bells and whistles the  
expensive system had. Wi-Fi has given us cheap  
access to the internet.”

As he explains it, in older central control systems, 
a modem would “call” each controller; 20 controllers 
meant 20 phone calls and the airtime charges. Wi-
Fi lets an irrigation manager monitor hundreds of 
controllers at once for what his internet access costs.

Hunter’s expanded on the original Hydraw-
ise platform. Its controllers are compatible with  
Amazon Alexa smart voice control and Control4. 
A Hydrawise controller can activate the PX power 
transformer on an FXLuminaire (another Hunter 
company) low-voltage lighting system.

Which brings us to smart irrigation control and 
its integration with smart home hubs and the IoT.

Smart hubs and the Internet of Things
What is a “smart hub?” It’s the thing that allows you 
to talk to all of the wirelessly connected devices in 
your home; the door locks, motion sensors and more, 
and lets them talk to each other.  

High-dollar custom home automation systems 
have been around for some time. But hubs, and voice 
assistants that act as hubs, are only around $100. The 
Wi-Fi revolution has made home automation acces-
sible to ordinary homeowners. 

Translation, please?
Not every IoT device communicates using the same 
wireless standard, so we have a bit of a Tower of Ba-
bel out there. There’s Bluetooth, Z-Wave, Zigbee and 
some others, all using different frequencies. 

We don’t yet have a universal translator for all 
of those signals. Happily, most hubs are compatible 
with a few standards. Samsung SmartThings and 
Wink 2 hubs, for instance, can understand not only 
Wi-Fi but also Bluetooth, Zigbee and Z-Wave.

Will one standard eventually become dominant? 
Maybe, or things may also evolve to where every hub 
device is a little C-3PO, a translator droid able to 
understand any number of different Wi-Fi protocols.

“A lot of the big players are racing to be the smart-
home platform to be on,” says Erik Petrek, marketing 
lead, consumer acquisition at Rachio, Denver. “Right 
now it’s a bit of an arms race to see who’s going to 
win. And you have the likes of Amazon in that race, 
Apple, Google, massive tech companies with lots of 

SMART IRRIGATION CONTROL

Toro’s Climate Logic can be 
added to older controllers 
made by the company to give 
them Wi-Fi capability. 

“A lot of the 
big players 
are racing
to be the
smart-home
platform to 
be on. Right 
now it’s a bit 
of an arms 
race to see 
who’s going 
to win.

– Erik Petrek, Rachio
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sway and plenty of budget to push things with.
“A lot of manufacturers like ourselves are  

‘agnostic,’ meaning that we integrate with everything; 
Alexa, Google, and IFTTT (If This, Then That, 
the technology that allows a smart thermostat to  
assume there’s a fire and tell the irrigation system to 
come on). “We’re also compatible with smart home  
platforms like Crestron, Control4 and IControl.”

What does this mean for the contractor?
Wi-Fi is here to stay, and until the next big sea 
change comes along — Vulcan telepathic control? 
The Force? — it seems logical to offer Wi-Fi en-
abled controllers to one’s clients. “What everyone 
wants nowadays is for everything to work from their 
phone,” says Curtis. People have come to expect that.

Yes, we’ve had smart control for years, but Wi-Fi 
enabled controllers add the “sexiness” of smartphone 
and home-hub voice control. And some of those new 
gizmos look really cool and hi-tech on one’s wall. 

As Brian Moran, owner and president of Ameri-
can Lawn Sprinkler Inc., Dryden, Michigan, puts it, 
“There are a lot of homes being built now, and they’re 
being set up as smart homes, with automatic lights, 

cameras, all that stuff. This (Wi-Fi enabled irriga-
tion) goes hand-in-hand with that.”

Contractors are seeing the benefits of Wi-Fi. As 
Curtis says, “Wi-Fi has been an easy solution for us 
with the real estate developments we manage. It can 
be hard to get on a property at times, so being able to 
adjust things from our phones made life a lot easier.”

Wi-Fi’s utility keeps expanding. “Wi-Fi flow 
sensing is gaining steam,” says Pine. “Being able 
to monitor the amount of water moving through a  
system was never even close to being cost effective 
for a residence. Wi-Fi has made that possible.” 

“Irrigation contractors have been after us to  
develop wireless flow sensors and meters so they 
don’t have to run so much cable,” says Long. 

Pine says that contractors should recognize 
the new world of Wi-Fi connectivity for the great  
opportunity it represents. “Being able to remotely  
access and monitor their client’s irrigation systems is 
huge, and it’s where the new frontier is.” 

So, saddle up! The new frontier awaits. 

The author is senior editor of Irrigation & Green Industry maga-
zine and can be reached at maryvillano@igin.com.
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A
s any parent of a teenager knows, one of the hazards of 
the job is repetitive stress disorder in one’s index finger. 
It comes from wagging it so much, reminding them 
to “be practical” about whatever it is they’re choosing, 
from a new coat to a college major. How something 
looks, or its “coolness factor” among his peers is of-
ten more important than whether it keeps him warm 

or results in a job after graduation. It takes life experience to 
choose practicality over appearances. Occasionally though, 
both desires can be served by the same object.

This is true of a retaining wall. Although it’s the very epit-
ome of practicality as a hardscape element, its function made 
clear by its very name, a retaining wall needn’t be boring or 
humdrum. It can be both beautiful and practical all at the same 
time and even enhance a landscape design. 

But first, safety
The purpose of a retaining wall is to hold soil back (in the case 
of a hillside, a massive amount of soil) so it doesn’t bury some-
one’s business or home under tons of mud. That sounds simple, 
yet it’s complicated. A retaining wall that does not keep an area 
safe from the soil it’s supposed to be holding back is useless and 
even dangerous. Hence, the multiple codes and restrictions that 
states and municipalities have created regarding the installation 
of retaining walls. In Massachusetts, for instance, any retaining 
wall over 4 feet tall must be designed by an engineer.

And people want safety, or at least, the feeling of it. Aaron 
Wiltshire, owner of Oklahoma Landscape in Tulsa, estimates 
that he and his team put up 50 retaining walls every year. “Peo-
ple are very cognizant of safety factors when it comes to retain-
ing walls,” he says. “That’s why people want lighting installed 
and railings put on top as well as wanting to adhere to codes.”

Drainage is one safety factor that most people who aren’t 
involved in construction work don’t know about but is crucial 
when it comes to building retaining walls. When a retaining 
wall fails, it’s almost always because of water. Hydrostatic pres-
sure — a fancy way of saying “a buildup of water” — behind a 
retaining wall will eventually knock it down. That’s why proper 
drainage is essential.

Installing retaining walls is a complex task. For one 
thing, no two job sites are exactly the same. A number of  
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Thanks to today’s materials, a retaining wall
can be as attractive as it is functional.
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factors need to be considered, including “rise over 
run” (a mathematical formula for determining the 
steepness ratio of a slope), the pitch and the grade. 

Many, many materials
A well-engineered, well-built retaining wall can be 
costly to install, and it’s important to explain that to 
the customer. A retaining wall is not something one 
should cut corners (or costs) on. 

Retaining walls can be built out of many dif-
ferent natural and manufactured materials. There’s 
segmented concrete block, split-faced block, wood, 
boulders, natural stone, gabions, brick, even a type of 
engineered foam. 

While natural boulder and natural rock walls 
tend to cost more and can be more challenging to 
work with, some customers are willing to pay the 
extra price. If the aesthetics of the home or business 
are conducive to natural rock, it’s a viable option. 
Another way to go is build a wall out of another, less 
costly material, such as concrete block, and face it 
with stone veneer.

“Natural stone is sometimes requested by those 
clients who want a specific look or those who think 
it blends well with their house,” says Robert Welch, 
a manager and foreman at Mt. Baker Landscaping, 
a family-owned business that operates primarily in 
the Bellingham, Washington, area. Building retain-
ing walls is one of its specialties. “They’re willing to 
spend extra money to get that kind of retaining wall.”

The large number of materials that can be used 
for a retaining wall is a boon to those who need or 
want one and makes for a wide spectrum of price 
points. This allows just about every customer to find 
something that fits into his or her budget, and those 
materials at the higher end of the cost spectrum ar-
en’t necessarily any more durable than those at the 
lower end.

Back in the 1970s and ’80s, many retaining walls 
were built out of discarded railroad ties. As the cen-
tury came to a close and we moved into the 2000s, 
interest in railroad ties as a material for retaining 
walls had passed; part of the reason for that is the 
toxic chemicals they contain. “The railroad ties were 
rotting, and people wanted something that doesn’t 
have to be replaced,” says Wiltshire. “If built right, 
a retaining wall shouldn’t ever have to be replaced.”

Minnesota-based Genadek Landscaping and 
Excavating Inc., specializes in building large struc-
tural retaining walls. The owner, Stan Genadek, who 
also trains contractors through his Dirt Monkey 
University, says big concrete blocks with the ap-
pearance of natural stone are gaining popularity for 
residential properties, not necessarily due to their  
appearance but more because homeowners have 
seen them holding up on larger-scale projects. And 
by big, he’s talking massive. One product has a face 
dimension of 16 inches by 48 inches and weighs be-
tween 1,400 and 4,100 pounds. 

TYPES OF RETAINING WALLS

Gravity 

A gravity wall depends on its mass to resist pressure from behind. 
They are often built leaning back toward the retained slope to improve 
stability. Shorter gravity walls are often made from stone, boulders 
or segmental concrete units. Other types of gravity walls include crib 
walls, consisting of cells built up log-cabin style from precast concrete 
or timber and filled with granular material, and soil-nailed walls, where 
soil is “nailed” in place with steel or concrete rods. Taller gravity walls 
are increasingly built using polymer cellular confinement systems.

Cantilevered

These retaining walls begin with a core typically made of steel-re-
inforced, cast-in-place concrete or mortared masonry in the shape 
of an inverted “T.” They’re called “cantilevered” because the load is 
transferred to the footing. 

Anchored
This type of retaining wall can be built as a gravity or cantilevered type 
with the addition of metal cables anchored into the rock or soil  
behind it.

Sheet pile

Typically made of steel, reinforced concrete, vinyl or wood planks with 
interlocking edges driven into the ground, this type is often used in 
soft soil and tight spaces. Taller sheet pile walls need to be tied to an 
anchor or “dead-man” placed in the soil a distance behind the wall.

Bored pile

A method that involves drilling a circular hole into the ground, installing 
steel reinforcement and filling the hole with concrete to form a piling. A 
wall is built by assembling a sequence of bored piles anchored to the 
earth behind it.  

Decorative as well as 
functional, retaining walls 

are incorporated into many 
outdoor living areas, and can 

even become the focal  
point of a landscape. 
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“They became popular because of big, state-run 
projects,” he says. “Residents see them and think if 
they’re great for those massive jobs, then they must 
be strong enough to keep my home safe, too.” 

Material preference is often influenced by  
location. Wiltshire says natural boulders are pop-
ular in Tulsa, and Welch says Allan Block, anoth-
er segmental retaining wall product, is big in the  
Pacific Northwest.

Appearance matters
Safety, durability and practicality; check, check, 
check. But simply slapping up any old retaining wall 
to hold back the soil won’t cut it for most proper-
ty owners these days. For many, the decision comes 
down to aesthetics; they’re trying to create a look for 
their home or business and consider a retaining wall 
an accessory, albeit a practical one. “Customers don’t 
know much about retaining walls,” says Genadek. 
“They just want something that looks good.”

The aesthetics associated with retaining walls 
are not just about the types of materials used to  
construct them. Simply wanting one in the first 
place can be an aesthetic choice. Some people want 
a wall to cut a hill away and create a flat spot. Oth-
ers want to create elevation changes to break up flat 
ground. Others want them as backups to a built-in 
seating area in an outdoor living space.

“There’s not always a purpose that I can see for 
them,” says Welch, whose primary customer base is 
residential. He only recommends a retaining wall 
when there’s a distinct need because they are not 
cheap to build.

The turn toward appearance considerations is 
relatively new. Wiltshire says, “Newer homeowners 
spend more money and want things that are not only 
functional, but that are aesthetically pleasing and  
creative. And while they’re willing to spend more, 
their expectations are higher, too.”

This trend offers an opportunity for contrac-
tors and manufacturers alike. Versa-Lok, Oakdale, 
Minnesota, pioneered the solid, pinned segmental  
concrete retaining wall system and licenses the 
product to manufacturers around the country. 
Though its main markets are commercial properties 

even they are paying more attention to the aesthetics 
of its products. Versa-Lok is striving to meet that 
demand. 

“Our Mosaic product is made from solid units, 
which comes in different widths and heights, and 
was designed with a premium look,” says Karen 
Nelson, engineering services manager at Versa-Lok, 
says. Blended colors are also becoming quite a pop-
ular option.

It’s a good business
Genadek says, “Once you understand how to build 
retaining walls, you have more options as a contrac-
tor. It’s a way to separate yourself from the pack.” 
That’s been true for Wiltshire, who says, “We’ve 
distinguished ourselves through our designing and 
building of retaining walls. It’s our sweet spot.”

Genadek sees them as potential upsell items for 
a landscaper. To make the sale, “you need to educate 
customers about their options and explain why they 
should choose one thing over another.”

Thanks to technology, there is a way to do this 
very effectively. A vast number of companies use 
simulators to show how a product will look in one’s 
home or how an article of clothing will fit on one’s 
body. They’ve incorporated these simulators because 
many people are visual learners. 

Wiltshire uses software that can do this with a 
retaining wall. Before designing one, his team pho-
tographs the site and has a predesign meeting with 
the client, who is shown exactly how the finished 
wall will look on his or her property via 3-D and 
AutoCAD mockups. 

Those already in the business of building retain-
ing walls are reaping the rewards. Welch says the 
owners of the company he works for have benefited 
from the turn toward visually pleasing materials.

“As the market gets better, people are spending 
more money, and they are more concerned about 
aesthetics,” Welch says, adding that choosing the 
right sizes, colors and caps will make any wall aes-
thetically satisfying. He helps his customers review 
the available options and suggests they consider 
“what materials will blend in well and harmonize 
with the contours of their property.”

A retaining wall is definitely a practical item; 
the parent with the wagging finger would approve. 
Thanks to the wide variety of materials available 
nowadays, retaining walls can be so much more than 
just something that holds back soil. 

The increased demand for them offers the land-
scape contractors who build them a moneymaking 
opportunity. To paraphrase “Field of Dreams,” if you 
build them pretty, and build them well, the custom-
ers will come.  

The author is a freelance writer who writes on various in-
dustry topics. For more information or to contact him, visit  
www.larrydbernstein.com or email larry@larrydbernstein.com. 

WHAT WALLS 
ARE MADE OF
• Poured concrete
 block
• Split-faced block
 (also called rock-faced 

block), a concrete 
unit that appears 
hand-chiseled but is 
made by pouring  
concrete into a  
textured form

• Boulders
• Natural stone, 

limestone or stone 
veneer over concrete 
or timbers

• Wood timbers
• Gabions (wire baskets 

filled with rock or 
concrete rubble)

• Clay brick
• Geocells (3-D polymer 

cells that can be 
vegetated or infilled 
with concrete or soil) 

• Articulated concrete 
block (interconnect-
ed blocks that can 
adapt to changes in 
subgrade, used in 
large erosion control 
projects)

• Engineered geofoam 
(bricks of polymer 
foam for special appli-
cations where weight 
it critical)
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Throughout the country, communities 
are banning or restricting the use of leaf 
blowers or are considering doing so. The 
Outdoor Power Equipment Institute,  
Alexandria, Virginia, and its part-
ners at the National Association of  
Landscape Professionals, Fairfax, Vir-
ginia, are working to help professional  
landscapers counter these challenges. 

“Many of the objections to leaf blower 
use are based on emotion, misinformation 
or unfounded beliefs,” says Kris Kiser, 
president and CEO of OPEI. “And don’t 
think this is just a gas-powered equipment 
issue. Bans and restrictions are often be-
ing put in place regardless of the power 
source.” 

He adds, “We are doing our part to 
prevent and fight these bans, but it is vital 
that landscapers, dealers and retailers get 
involved at the local level to ensure they 
don’t lose access to this important equip-
ment.” 

The new toolkit is designed to be used 
by end users to help educate the public, 
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Leaf blower toolkit available for professional landscapers 
Available in English and Spanish, the materials promote the value of equipment and
encourage safe and courteous use.

A little puppy love 
Kris Kiser, Outdoor Power Equipment Institute president and CEO, is 
passionate about three things: the outdoor power equipment industry, 
GIE+Expo and rescue dogs. 

Now he’s found a way to tie all those things together at this fall’s 
show — a public rescue-dog adoption event held on the trade 
show floor. 

“GIE+Expo is about the people who create the out-
door spaces for pets, kids and families, and our own be-

loved rescue dog Lucky is the inspiration for and face 
of the TurfMutt education program,” Kiser says. 

“This adoption event will tie all that togeth-
er, let us give back to the community of  

Louisville, and showcase the good work of 
the Kentucky Humane Society.” 

GIE+Expo attendees are invited 
to the Kentucky Convention Cen-

ter’s Freedom Hall Thursday, Oct. 
18, during lunch for a first-ever 
rescue adoption event to find 
their next best friends and 
adopt their own backyard su-
perheroes. Get ready for “Show 
Dogs — it ain’t Westminster.” 

Register for the
Irrigation Show
Registration is officially open
for the 2018 Irrigation Show and
Education Conference, Dec. 3-7,
in Long Beach, California. Those 
interested in attending can go
to www.irrigationshow.org
for information and to register 
and reserve housing. Register
by Nov. 1 to get the best price
on education classes and
registration. 

local officials and the media about the im-
portant work leaf blowers do in their com-
munities. The toolkit, available in English 
and Spanish versions, includes:
• a series of videos that outline what 

landscapers and the broader indus-
try are doing to encourage safe and  
courteous use of leaf blowers;

• a template opinion piece and letter to 
the editor to send to local media;

• “myth-busting” talking points to help 
frame conversations with local officials;

• a safe and courteous use pledge for 
landscapers and their workers to share 
with local officials; and

• social media posts that they can use to 
share information. 

“We encourage professionals to be vig-
ilant in watching for leaf blower issues in 
their local communities and to respond 
when they see a challenge arise,” says Kis-
er. “As the green industry, it takes all of us 
to respond on these issues.”

Learn more at
www.opei.org/leafblowers 

Email info@opei.org 
for a full suite of materials
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Follow OPEI on Instagram
The Outdoor Power Equipment Institute is now on Instagram. Follow @weareopei for the latest 
updates on the outdoor power equipment industry. Learn about all the benefits managed landscapes 
provide people, pets and communities and why using the correct fuel is so important. You might even 
see some candid shots of Lucky, TurfMutt, in action. 
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NALP
RECOGNIZES
COMMUNITY
PARTNERSHIP 
AWARD
WINNERS
The National Association of Land-
scape Professionals, Fairfax, Virginia, 
has announced the winners of its 2018  
Community Partnership Awards. The 
award recognizes landscape industry com-
panies that demonstrate leadership in help-
ing restore or revive communities.

This year, three companies were singled 
out for the honor: TruGreen, Memphis; 
LandCare, San Diego; and MasterScapes, 
Abilene, Texas.

The award is presented to compa-
nies that are actively engaged in making  
positive contributions to their communities 
while also highlighting the aesthetic, envi-
ronmental and quality-of-life benefits that 
the landscaping industry brings to commu-
nities across America.
• TruGreen was given the Community 

Partnership for Outstanding Com-
pany Culture Award for its national  
TruNeighbor program, dedicated to 
completing renovation projects across 
the country.

• LandCare received the Community 
Partnership for Outstanding Company 
Culture Award for its National Com-
munity Care Day. On that day, each of 
the company’s 50 branches is allowed to 
create its own volunteer service project 
in the community it does business in.

• MasterScapes was given the Com-
munity Partnership for Outstanding 
Service Project Award for its work 
renovating and providing year-round 
maintenance for a popular local  
children’s park and garden.

Three (and a half) ways a landscaper
can get the most out of GIE+Expo
The industry’s largest trade show is Oct. 17-19 in Louisville, Kentucky. Whether 
this year is your first time attending or your 15th, here are a few tips that can help 
you get the most out of your experience. 

1. PLAN FOR THE SHOW FLOOR
With more than 500,000 square feet of indoor exhibit space and 20 acres of 
demonstration area outside, GIE+Expo has a lot of equipment to check out. 
Come prepared with a list of exhibitors you want to visit and equipment you 
want to test. If you come with a few members of your team, split up to cover more 
ground and compare notes at the end of the day.

2. PLAN FOR THE EDUCATION
GIE+Expo offers great opportunities to learn more about how to work on your 
business, not just in it. Review the schedule ahead of time and make a point to sit 
in on a few sessions. 

3. PLAN FOR THE EVENINGS
With a stellar slate of free concerts at Fourth Street Live, and dozens of great 
restaurants and bars, you and your team will have no shortage of entertainment 
choices. So much of the value of GIE+Expo comes from the connections you 
make with other landscapers. Be sure to bring your business cards and connect 
with some of your colleagues after the exhibits are closed.

3.5. PLAN FOR AFTER THE SHOW
Put it on your calendar now to sit down with your core team to review your trip 
and compare notes so you can use what you learned in Louisville to grow your 
business in the coming year. 
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Judith M. Guido is chairwoman of Guido & Associates,
a business management company. She can be reached at 
judy@guidoassoc.com.
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By Judith Guido

Don’t be the next negative 
headline

I read a disturbing article recently on the front page of a lo-
cal newspaper. It was about how a large, well-known and 
respected landscape company lost a contract it had been 
awarded by the town because of its inability to adequately 
staff itself so it could fulfill its contractual obligations.

The negative press not only damaged the firm’s brand and 
reputation, it also may affect the firm’s ability to attract or retain 
A-plus players. Most disturbing was that the entire situation was 
preventable.  

You can avoid becoming the subject of a negative front-page 
article by keeping top of 
mind the four foundations 
of success: strategy, people, 
execution and cash. Having 
a well-thought-out work-
force strategy, or roadmap, 
aligned with an executional 
framework and the relevant 
metrics will cover three of 
the four building blocks of 
success.

What’s of greatest im-
portance is that you create 
a company strategy that is 
truly differentiated from 
your competition’s, along 
with some core values or rules that you never break. These things 
will define your company’s culture and personality so you’ll at-
tract the right people. 

Make certain you’ve developed job scorecards versus job de-
scriptions. A job scorecard defines key performance indicators, 
alignment with your core values, competencies for the position 
and the specific results you need a person to achieve.  Job descrip-
tions simply list responsibilities and vague competencies with ar-
bitrary timeframes for experience. 

Align the scorecards with your employees’ strengths and keep 
them focused on those key performance indicators. Put money 
into training your people, especially your leaders, as it’s their re-
sponsibility to make sure that the right people are doing the right 
things right. 

Find out what’s important to each team member in terms of 
compensation and pay people well, but remember that fairness 
doesn’t mean sameness. To keep great talent, you have to be cre-
ative and flexible. 

You can avoid 
becoming the 
subject of a negative 
front-page article 
by keeping top of 
mind the four 
foundations of 
success: strategy, 
people, execution 
and cash.
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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. 

By Kevin Smith

Warm up to cool
nights with deck lighting

L
ate summer and early fall are wonderful times to relax 
and enjoy family time out on the deck. Adding illumi-
nation is a great way to have such outings continue well 
into the evening hours. It’s also a wonderful way to add 
intrinsic value and safety to a home at the same time.

Creating a deck illumination design is much like designing 
a standard yard lighting system. First, determine how your cus-
tomer uses his or her deck. Ask: How will the deck be accessed? 
Is it screened in? Where can the transformer be mounted? Can 
cable be installed underneath the deck? Then, sketch out a plan.

Staircases and Steps. Your go-to step light or hardscape 
light bar can be very effective for lighting up stair treads. Many 
manufacturers now produce surface-mount louver step lights 
that don’t require a backbox. They’re easy to install and only re-
quire a hole for the cable. Select a style with good glare shielding.

Railings. You can effectively illuminate railings with straight 
light bars or LED tape/strip lights. Put them on the inside of 
a railing for an even perimeter of illumination. They can also be 
placed on staircase handrails along with, or instead of, step lights.

Post and Post Caps. Small post lights come in many differ-
ent styles. Fixtures with a white coating on the inside or a reflec-
tor will provide better light projection. Be careful about elevation 
changes. Post top lights can provide both a decorative look and 
an area light effect. Many manufacturers build these fixtures in 
both line and low voltage. Solar options are also available. 

Control. Now consider how best to control the deck lights. 
Controlling different zones with switches and dimmers will al-
low your customer to dial in the preferred mood. If you use a 
dimmer, I suggest higher-wattage lamps that can be tuned to the 
customer’s desired level of light output.

Lastly, along with lights come pesky flying insects such as 
mosquitoes. Several manufacturers now have 12-volt combi-
nation lighting-and-mosquito-control fixtures with dual cables 
that can be either ground- or deck-mounted. Each fixture should  
provide over 100 square feet of repellent barrier. 

I’ve also seen architects specify dual tiki torches and lights for 
deck applications. Just don’t use them in screened-in areas.

Have fun with your deck projects and strive to create the best 
deck lighting project in the neighborhood. 

CHANGING
THE WAY
 YOU SEE 
COLOR

NOW AVAILABLE
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SUPPLIER IN THE NEWS
Milwaukee Tool commences $32 million headquarters expansion project

1Jackets with built-in fans. Makita USA 
Inc., La Mirada, California, has come 
out with garments that can help you 

keep cool on a hot job site — jackets 
with two recessed cordless fans inside. 
Model DFJ304Z is the cotton version 
of the 18V LXT Lithium-Ion Cordless 
Fan Jacket; model DFJ405Z is made of 
titanium-coated UV-resistant polyester. 
Both models work off a Makita 18V 
LXT lithium-ion slide-style battery sold 
separately. The jackets are part of Makita’s 
expanding LXT system that is powered by 
those same batteries.

They’re equipped with four air flow 
modes that circulate air inside the jackets 
up to 15 hours on the high setting. There 
are also two ice pack storage compart-
ments on the backs for increased cooling. 
Each jacket has five pockets. Users can 
charge their portable electronic devices 
with the onboard USB power port. Both 
jacket styles are available in S, M, L, XL, 
2XL and 3XL sizes.

Makita USA
www.Makitatools.com

2Auto-feed chipper controller. Morbark 
LLC, Winn, Michigan, is now offer-
ing the iQ-View Smart Controller on 

its Beever M12R, M12D and M12RX 
wood chipper models equipped with 
3-liter engines. The company says it plans 
to eventually expand the unit to its other 
gas- and diesel-powered chippers.

The iQ-View informs the operator of 
important engine and machine parameters 
for quick troubleshooting and controls the 
chipper’s auto-feed function. A user can 
select four parameters to display simul-
taneously. A second screen can be set to 
display four additional parameters. Either 
screen can easily be selected for viewing.

An operator can select one of three 
preset speed settings: brush, wood or 
factory, plus a custom setting. The unit 
features J1939 CANBUS messaging to 
alert the user to engine overheating, high 
oil pressure, low battery voltage and other 
critical operating issues that can affect 
uptime, performance and equipment life. 

Morbark
www.morbark.com

3Smart irrigation controller. HydroPoint 
Data Systems, Petaluma, California, 
announces the launch of its Weather-

TRAK LC+ smart irrigation controller for 
the light commercial market. It features 
sophisticated automation technology that 
the company claims can deliver as much as 
35 percent water savings.

It automatically manages irrigation 
schedules based on data from over 48,000 
weather stations across the U.S. It uses a 
built-in 4G LTE cellular modem for reli-
able, high-speed, cloud-based connectivity 
to the WeatherTRAK central service and 
the WeatherTRAK mobile app. 

The unit is capable of managing up to 
36 stations. Each station can be inde-
pendently programmed for cycle-and-soak 
up to 72 cycles per station. Hydropoint 
says it installs easily, with a built-in level 
included. It includes one year of Weath-
erTRAK central service and a three-year 
limited warranty. 

HydroPoint
www.HydroPoint.com

Milwaukee-based Milwaukee Tool will soon begin con-
struction on another major expansion of its global head-
quarters campus in Brookfield, Wisconsin. With a total 
investment of $32 million, the new advanced manufacturing 
and research and development facility is expected to create 
350 new jobs.

This newest expansion will house the company’s ad-
vanced manufacturing, engineering, and global R&D center, 
occupying a 3.5-acre site on the company’s global headquar-
ters campus. 

The 114,500-square foot, multistory building starts con-
struction in Q3 and is expected to be completed by Q4 of 
2019, bringing its global headquarters space from 390,000 

square feet to an approxi-
mate 504,500 square feet.

“When you look at 
the growth our company 
has achieved in the last 
decade, the catalyst for our success has been, and will always 
be, our people. The drive, determination, and obsession of 
our employees has enabled us to continue delivering disrup-
tive innovation for the professional trades and our distribu-
tion partners,” says Steve Richman, Milwaukee Tool Group 
president. “Our newest expansion will help us continue 
to grow a world-class work environment that will attract, 
recruit and retain the best talent in the world.” 
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GREEN INDUSTRY MARKETPLACE • •

Come see us  
at GIE 

Booth #284.

877.552.4242 • nitetimedecor.com

From beginner to    
 veteran, we have  
   what you need as  
     your partner in  
      landscape lighting.
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4Tracked mower. Altoz, Greenbush, 
Minnesota, introduces its new 2019 
TRX 561 tracked zero-turn profes-

sional mower, equipped with rear-mount-
ed 11-inch-wide tracks for maximum 
stability with minimal earth compaction 
and ground disturbance. It’s intended for 
maintaining turf that can’t be efficiently 
or safely cut with a traditional zero-turn 
mower,  as is found at the edges of reten-
tion ponds, on slopes, and in rough terrain. 

The 561’s powertrain includes a new 
Kawasaki FX 31-horsepower engine and a 
Hydro-Gear ZT-4400 transmission with 
a 250-pound clutch that rides on a Torq-
Flex front suspension and rear torsional 
suspension. The 61-inch finish-cut Aero 
Deck system with multiple blade options 
has a high-output cutting and mulching 
system and features aluminum heat-dissi-
pating spindles, adjustable baffles, a power 
deck lift and rear-deck wheel kit.

Altoz
www.altoz.com

SUPPLIER IN THE NEWS
Greenworks Commercial and Super Lawn Technologies team up for beta test of on-the-go charging solution
Greenworks Commercial, Charlotte, North Carolina, and 
Super Lawn Technologies, Fort Valley, Georgia, are combin-
ing their expertise in green technologies to offer landscape 
professionals “on-the-go” charging capabilities for their 
battery-powered equipment. The collaboration features Super 
Lawn Technologies’ new Solar Lawn Truck (a vehicle lined 
with solar panels) and Greenworks Commercial’s 82-volt 
lithium-ion battery-powered tools.

“This collaboration with Greenworks Commercial is a 
huge step for the landscape industry,” says Tony Bass, presi-
dent of Super Lawn Technologies. “Eliminating the reliance 
on fossil fuels opens up a world of possibilities for profession-
al landscapers.”

“One of the top objections we receive from landscape 
crews is, ‘What do we do if we run out of power during the 

workday?’” says Tony 
Marchese, director of 
independent retail for 
Greenworks North 
America. “With the 
Solar Lawn Truck, 
landscapers now have 
the ability to recharge 
their battery fleet 
while in the field.”

Professional land-
scapers with two-to-
three-person crews and three years of business experience may 
apply to become beta testers of the truck-and-tool system 
combo by visiting www.solarlawntruck.com. 

5Pressure booster pump. Flint & Wall-
ing, Kendallville, Indiana, offers an 
all-in-one solution to low city water 

pressure with its VP Series of City Water 
Booster Pump systems. 

The pumps are plug-and-play and can 
be installed without an electrician. They 
can be plumbed directly in line with exist-
ing municipal water system piping.

Each unit has self-diagnostic features 
that extend pump life. They only turn on 
when demand requires it, and can recog-
nize critically low flow and will shut down 
to protect themselves. 

The VP Series consists of self-con-
tained units with small footprints. Choose 
from the 0.5-horsepower Model VP05 or 
the 1-horsepower Model VP10.  

Flint & Walling
www.flintandwalling.com

6Box plow for skid steers. BOSS, Iron 
Mountain, Michigan, is introducing 
the new SK-R 8-foot and SK-R 

10-foot box plows featuring rubber edges 
designed for toughness and durability. 
Box plows for skid steers are designed to 
unlock the full force and maneuverability 
of the skid steer to get pavements back  
to black.

The SK-Rs offer the standard features 
of the SK box plow family with some new 
feature innovations: a 1½-inch-by-8-inch 
reversible rubber cutting edge that offers 
quieter plowing operation and protection 
to sensitive surfaces; a fixed attachment 
system that attaches to skid steer attach-
ment plates; and articulating, heavy-duty 
wing shoes for maintaining pavement 
contact on uneven surfaces. 

A new back-drag edge accessory is also 
available for the 8-foot and 10-foot SK-R 
and SK box plows. 

BOSS
www.bossplow.com
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www.billygoat.comTake the chore out of the chore with Billy Goat!

Cutting Edge Performance
from Billy Goat! 
A Hardscaper’s dream.  
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Variable-speed hydro transmission plus reverse.  
Match cutting speed to ground condition.
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BUSINESS BROKER

Advertise in the IGIN classifieds today! Contact Alan Scott at alanscott@igin.com / 703.559.0532

PRODUCTS

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

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

Visit www.igin.com today!

We Provide: Training • Support • Marketing • Products • Experience

Average Gross Sales
(after year 3)

$214,226
Average New

Residential Sale

$1,577
Average Net Profit

38%
Average Closing Rate

52%
Average Daily

Production
(3-man crew)

$2,430

How Would You Like to See Numbers Like This?

The Christmas Decor System will teach you how to:
Generate More Revenue • Operate More Efficiently • Lower Operating Costs

Call 1.800.687.9551 for a No-Obligation Territory Analysis - See the Potential in your Market!
We operate in 325 Markets in the U.S. & Canada - The True Pioneers of the Holiday Decorating Industry

www.christmasdecor.net/franchise

We Provide: Training • Support • Marketing • Products • Experience

Come see us at GIE booth #284 October 17-19.

TOP DOLLAR
for

LANDSCAPE ROUTES
Qualified Buyers

Sell all or Part/Large or Small
Fast Sell/No Listing Fee

Free Valuation
Sell Your Route Today!

John Hawke/CABRE 01846694
California Business Broker

1-949-246-5206
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HELP WANTED

AD INDEX • •

EQUIPMENT FOR SALE

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.

WATCH YOUR
PROFITS
GROW!

Advertise in Irrigation & 
Green Industry today!

JIM DEMPSEY
jimdempsey@igin.com

440.657.0909

ALAN SCOTT
alanscott@igin.com

703.559.0532

Irrigation & Green Industry offers 
several ways to reach your target 

audience in print and online.

Check out the digital edition of 
Irrigation & Green Industry online 

at www.igin.com.
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Before you go outdoors

Know where to expect ticks

Use products containing 0.5% permethrin 

Use insect repellents

Avoid contact with ticks

After you come indoors

Check your clothing for ticks

Examine gear

Shower

Check your body

www.igin.com

OCTOBER 3-5
WaterSmart  

Innovations 2018,
Las Vegas,

www.watersmart 
innovations.com

OCTOBER 4-6
2018 Landscape Show,

Orlando,
www.thelandscape 

show.org

OCTOBER 10-11
The 2018 Long Beach 

Landscape Expo, 
Long Beach, California

www.landscape 
online.com

OCTOBER 17-19
GIE+Expo,

Louisville, Kentucky
www.gie-expo.com

OCTOBER 19-22
ASLA Annual

Meeting and Expo,
Philadelphia

www.aslameeting.com

Recognized for redesign
Irrigation & Green Industry magazine is
among the finalists of The Folio: Eddy
and Ozzie awards for its new
redesign. 

The prestigious awards are 
the most comprehensive 
magazine publishing 
industry awards, and 
IGIN is honored to 
be among the  
finalists for its new design.

The Irrigation Association, Fairfax, 
Virginia, purchased IGIN in 2017 and debuted 
its redesign issue in March 2018.

The winners and honorable mentions of 
The  Folio: Eddie & Ozzie Awards will be 
celebrated at an awards gala on Oct. 9, 2018, during 
The Folio: Show at the Hilton Midtown in New York City.

Landscape workers who are in fields and near wooded areas need to be 
extra careful to prevent getting bit by ticks. Ticks spread a host of diseases, 
including Lyme disease and Rocky Mountain spotted fever. 

Ticks live in grassy, brushy or wooded areas, or on animals. They can 
be in people’s yards and landscapes, so be careful. Permethrin can be used 
to treat boots, clothing and camping gear, and it will remain protective 
through several washings. 

Insect repellents such as DEET, picaridin, IR3535, oil of lemon euca-
lyptus, para-menthane-diol or 2-undecanone can also help. When working 
outside, try as much as possible to avoid wooded and brushy areas with 
high grass and leaf litter. Follow the tips to the right from the Centers for 
Disease Control and Prevention.

TICKS: Protecting
workers before and after 

WATER WISDOM: THE MOST OVERLOOKED FACTOR IN SPRINKLER PERFORMANCE
IS THE WATER SOURCE ITSELF.  — Kurt K. Thompson, Kurt K. Thompson and Associates
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95
MILLION 

Number of
AMERICAN

households that
invest in lawns
and gardening

(Source: Garden Research)



Follow us on 
social media:

800.343.9464 | EwingIrrigation.com

Create exceptional seasonal lighting designs with 
Ewing. We offer professional-grade seasonal lighting 
and décor products built for long-lasting durability.

 • LED bulbs
 • Balled string lighting options
 • Socket wire + blank wire + connectors + plugs + extension cords
 • Garland + wreaths + bows
 • And much more!
 •

Do you want to start building your business with holiday lighting? 
Contact your local Ewing store to find out how.

Get your business glowing 
with Ewing

More than 200 locations nationwide and growing.
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