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Going places

W
hen I accepted the position as 
editor-in-chief of Irrigation & 
Green Industry, I knew it was 
going to be a great adventure, 
but one that would take time. I 
always said, “We have to walk 
before we can run,” meaning, 

we needed to tackle one thing at a time in-
stead of trying to do everything at once.

I reflect on this journey because after an 
incredible 18 months with the magazine, it is 
time for me to move on to my next adventure. 
IGIN has made so many great strides during 
that time, and I know that will continue to 
be the case after my departure. There’s so 
much great momentum and energy going on 
behind the scenes, and it’s been a true honor 
helping it all unfold. If you’ve been with us on 
the journey, you know what I’m talking about. 

It all began with the redesign of our 
magazine that debuted with the March 2018 
issue. We brought together our commitment 
to quality content with a new, professional 
design and a more engaging format. Those 
efforts were recognized by various publishing 
organizations, including the Turf and Orna-
mental Communicators Association. 

Soon after, we worked on a website rede-
sign. We modernized the look and navigation 
of www.igin.com and started posting relevant 
industry stories more often, while adhering to 
high journalistic standards. Our application 
to Google News was accepted, meaning the 
search engine recognizes www.igin.com as a 
news source. This, coupled with the work we 
did to improve our search engine optimiza-
tion, resulted in an increase in website traffic.

We also revamped our weekly newsletter 
and put effort into our social media presence, 
increasing our followers from less than 5,000 
to more than 11,300 in just over a year. 

The most recent development is the intro-
duction of our new IGIN Advisory Council 
made up of accomplished industry stakehold-
ers. This dynamic group of individuals was es-
tablished to help ensure that the topics we are 
covering are relevant.

None of this would be possible without an 
amazing team backed by the Irrigation As-
sociation. What you have seen from IGIN 
so far is only the beginning of what is yet to 
come. I’m truly grateful for the opportunity to 
have served as editor-in-chief for a publica-
tion that serves such an amazing industry.  

There’s so much great  
momentum and  
energy going on behind 
the scenes, and it’s  
been a true honor  
helping it all unfold.
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Caterpillar delivers higher sales and 
revenues in second quarter

Investors Corner
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Caterpillar Inc., Deerfield, Illinois, has 
announced second quarter 2019 sales and 
revenues of $14.4 billion, a 3% increase 
compared with $14 billion in the second 
quarter of 2018. Second quarter 2019 
profit per share was $2.83, compared with 
$2.82 profit per share in the second quarter 
of 2018.

“Sales and revenues increased this quar-
ter, including a record performance from 
Construction Industries, which reflected 
our strong competitive position globally,” 
says Caterpillar Chairman and CEO Jim 
Umpleby. 

He continues, “Our strong operating 
cash flow in the quarter allowed us to re-
purchase shares and pay dividends of about 
$1.9 billion. This is in line with our inten-

tion to return substantially all free cash 
flow to shareholders.”

The full-year profit per share outlook 
range is maintained at $12.06 to $13.06, 
which includes the first-quarter $0.31 per 
share discrete tax benefit. The company 
currently expects to be at the lower end of 
this outlook range.

Caterpillar continues to expect mod-
est sales growth in 2019, which assumes 
a recovery in its oil and gas segment near 
the end of the year and dealers working 
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“Sales and revenues increased this quarter, including a record performance  
from Construction Industries, which reflected our strong competitive position 
globally.” — Jim Umpleby, Caterpillar chairman and CEO

through higher machine inventory levels. 
The company still expects price realization 
to offset manufacturing costs. With a high-
er amount of restructuring costs incurred in 
the second quarter of 2019, the company 
expects restructuring costs for the remain-
der of the year to be significantly lower.  
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THE NEW KING 
OF THE HILL.
THE CUB CADET PRO Z 972 SD 
IS A FORCE TO BE RECKONED WITH.

The Cub Cadet® PRO Z™ 972 SD was named a new product 

award winner in the Landscape Business Twenty for 2019 

awards for one reason: it has changed the way commercial 

cutters attack slopes and tough terrain. 

Cub Cadet listened to the top concerns of commercial 

landscapers and put together a machine that conquers 

steep hillsides, offers superior cutting performance, 

keeps you comfortable all day long and reduces downtime 

to keep you on the job.

“Every new machine we launch is designed to solve problems 

for the commercial cutter. We want to produce game changers,” 

said Josh Sooy, director of the professional business segment 

at Cub Cadet. “Not only do we strive to improve upon durability, 

comfort and productivity, we design machines that let operators 

do things other machines can’t.”

Let’s talk about hillside confidence. The PRO Z 972 SD 

cuts on slopes up to 25 degrees (or 46 percent of grade). 

On a standard lap bar zero-turn mower, the front casters 

go wherever the machine pushes them and can’t be steered. 

On steep slopes, gravity pulls the front of the machine down 

and the front wheels follow. The PRO Z 972’s steering wheel 

technology lets you control the front wheels, which is a huge 

advantage on slopes and challenging terrain. This machine 

takes it a step further with dual rear wheels and optimized 

weight distribution for handling slopes. This makes the 

machine ideal on uneven or varying terrain for landscapers 

or municipalities mowing on imposing inclines. 

What does that mean for productivity? For starters, you can 

mow across hillsides, which minimizes turning and improves 

cut speed and quality. Many lap bar zero-turn operators mow 

up and down a slope because their machines may slide down if 

they mow horizontally. This is inefficient, unsafe and puts a lot 

of stress on the machine. 

Features-wise, the machine uses the thickest, strongest steel 

deck in the industry with its triple-7-gauge steel construction. 

The frame features a full-length 3/8- x 5-inch rail-style 

construction, while the 35 hp* Kawasaki® FX1000V (999cc) 

engine and 16cc Parker drive system provide the power 

needed to operate. An electronic deck lift raises and lowers 

the 72-inch deck, along with 14.9-gallon fuel tank capacity for 

extended use.

And let’s not forget about comfort. Cub Cadet pulled out all 

the stops to deliver a fully adjustable air-ride seat that literally 

gives you a cushion of air to sit on. Even at high speeds, 

vibrations and vertical movements are significantly dampened.

“You can’t beat the look on the face of a commercial cutter 

when they demo the 972 SD and can tackle their toughest 

terrain with confidence,” said Sooy. “The PRO Z 972 SD is just 

one machine in the PRO Z Series, which continues to earn the 

trust of professionals.” 

*As required by Kawasaki, horsepower tested in accordance with SAE J1195 and rated in 
accordance with SAE J2723 and certified by SAE International.

S P O N S O R E D  C O N T E N T

“Cub Cadet put together a machine that 
conquers steep hillsides, offers superior 
cutting performance, keeps you comfortable 
all day long and reduces downtime 
to keep you on the job.”

Learn more at 
CubCadet.com/PRO

T:8.125”
T:10.875”

B:8.375”
B:11.125”
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  Landscape

LandCare sold to company management
Aurora Resurgence, a Los Angeles-based private equity firm, has sold LandCare, a nation-
al provider of landscape maintenance services, to the company’s management team and 
a small group of investors led by Scott Brickman, former CEO of the Brickman Group. 
Terms of the transaction were not disclosed.

Since being acquired by Aurora Resurgence, LandCare introduced a new management 
team in 2014, led by current CEO and former Brickman Executive Vice President Mike 
Bogan. Under Bogan’s leadership, LandCare restructured its operations and rebranded in 
2015, leading to significant revenue and profitability 
growth over the past four years.

“With Aurora Resurgence as a partner, we have 
been able to rebuild LandCare from the ground up, 
creating one of the leading landscape services compa-
nies in the United States,” says Mike Bogan, CEO of 
LandCare. “We are thrilled to have the opportunity, in 
partnership with an industry veteran like Scott Brick-
man, to continue leveraging our passion for landscap-
ing and customer service for our customers and hard-
working employees.”

“We are pleased with the impressive turnaround 
that LandCare realized over the past five years,” says board member Sean Ozbolt on behalf 
of Aurora Resurgence. “Its success provides a testament to how our investment process and 
partnership approach drive significant financial improvement and deliver strong value for 
our investors, the company and its customers and employees.”

“LandCare has quickly established a model corporate culture that has positioned it as the 
employer of choice in the landscape services industry,” says Andrew Fohrer, board member 
of LandCare. “Mike and his team have been a tremendous partner to Aurora Resurgence, 
and they, along with Scott and the rest of the new ownership group, have an unmatched 
track record of success together. We are excited to leave LandCare in their hands and watch 
its continued growth.”

  Irrigation

Conserva Irrigation adds eight new territories in the first half of 2019
Conserva Irrigation, Richmond, Virginia, announced that it’s achieved significant growth 
in the first half of 2019, signing eight new franchise and expansion deals. Now operating in 
more than 83 territories across the U.S., Conserva won Most Innovative Service Introduc-
tion at the inaugural 2019 Franchise Innovation Awards and was featured in Entrepreneur 
magazine’s list of Top New Franchises for 2019.

“Since we started Conserva, we’ve never wavered from the values that have been our 
foundation, and we’re excited that our team’s hard work has translated into success for our 
brand,” says Founder Russ Jundt. “Our company provides the best products and service in 
the industry, and our passion for finding a solution to water waste has allowed us to stand 
out as a leader. We can’t wait to see what the future holds.”

Much of Conserva’s success can be credited to Jundt’s proprietary process for auditing 
irrigation systems. The “System Efficiency Score” rates systems based on a numerical scale 

allowing homeowners to understand how 
much water their systems are wasting and 
what improvements need to be made.

In addition to helping customers save 
water, Conserva Irrigation operates under-
neath the Outdoor Living Brands umbrella 
and is an environmentally responsible irri-
gation company with a franchise business 
model. 

• • GREEN BUSINESS BRIEF

 QUICK
 TAKES

Juniper Landscaping 
acquires Coast to Coast 
Landscaping
Juniper Landscaping, Fort Myers, 
Florida, has acquired the assets 
of Coast to Coast Landscaping, 
a large regional provider of land-
scape maintenance services in Vero 
Beach and Port St. Lucie, Florida 
with over 220 employees.

Coast to Coast-affiliated com-
panies, Southeast Irrigation, Coast 
to Coast Pest Control and East 
Coast Tree Co., will continue to 
operate as Coast to Coast Land-
scaping with the full backing of 
the Juniper Landscaping brand 
and team.

Malibu residents being 
enticed to take out turf
Residents of Malibu, California, 
are being offered a rebate of $4 
per square foot to replace their turf 
with “sustainable landscaping.”

The Los Angeles Metropoli-
tan Water District’s turf replace-
ment program follows the success 
of other incentive programs that 
focused on removing turf grass, 
modifying irrigation systems and 
retaining rainwater.

Owners of qualified homes can 
get up to $10,000 in rebates for in-
stalling a smart irrigation package. 

Florida landscape trailer 
struck by train 
It was a close call for two em-
ployees of Luke’s Landscape at 
The Villages in Florida. The two 
workers were reportedly towing 
a company trailer in a 2001 Ford 
F-150 when the truck got stuck on 
railroad tracks.

Thankfully, the men in the 
truck were able to get to safety be-
fore the locomotive towing 76 rail-
cars struck the trailer and the rear 
of the truck. The train came to a 
stop, and no one was injured.
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  Irrigation

New study looks at underground drinking aquifers
A new study published in Nature Sustainability, looks at more than half a century of well 
depth trends to gain new insights into their management.

According to a summary of the report, published in Pacific Standard magazine, around 
120 million Americans rely on underground aquifers for drinking water. Farmers draw from  
them to irrigate crops and industrial processes use them for manufacturing.

A team of researchers from the University of California, Santa Barbara, determined that 
knowing the number and depth of wells could provide critical insights for water managers 
on the state of underground reservoirs. According to them, there was no centralized data-
base of underground infrastructure, so the researchers compiled well construction data from 
64 state and local databases.

They focused on five aquifer systems: the Central Valley 
aquifer in California, the High Plains aquifer in the Central 
U.S., the Northern Atlantic Coastal Plain aquifer system, 
the Florida aquifer system and the Mississippi embay-
ment aquifer system.

The team found that between 1950 and 2015, across 
most of the country, groundwater users have been drill-
ing wells deeper and deeper. But well depths did not 
increase everywhere that groundwater levels are known 
to be falling, which means that eventually, in some places, 
wells might dry up.

Groundwater levels in both the Central Valley and High 
Plains systems have drastically declined, the article notes. 

In the Central Valley aquifer, which underlies the most agricul-
turally productive region of the U.S., wells have been drilled deeper, while wells tapping the 
periphery of the High Plains aquifer system have not. The article says that is because the 
Central Valley aquifer runs deeper than the aquifer at the edges of the High Plains system. 
Drilling deeper in some wells, like those in the High Plains, won’t necessarily mean hitting 
more water.

The lead researcher, UCSB Assistant Professor Debra Perrone, says the data can help 
policymakers improve the way groundwater resources are governed. The researchers are also 
looking at legal controls used to manage groundwater withdrawals in the West.

  Suppliers

Warren Gorowitz joins Hunter as director 
of corporate social responsibility
Warren Gorowitz, CLIA, joined Hunt-
er Industries, San Marcos, California, on 
Aug. 12, after 25 years at Ewing Irrigation 

and Landscape Supply, 
Phoenix. 

Gorowitz most 
recently led Ewing’s 
sustainability efforts 
and has been instru-
mental in spearhead-
ing sustainability pro-
grams industry-wide 

including controller recycling programs, 
ground-level work with the EPA’s Wa-
terSense program and development of 
the Water and Sustainability Innovation 
Award.

Additionally, Gorowitz served as the 
2018 president of the Irrigation Associa-
tion, Fairfax, Virginia.

“Through advocacy, community out-
reach, stewardship and employee education 
and engagement, Warren led key initiatives 
to build sustainability as an integral part of 
Ewing and our culture,” says Douglas W. 
York, president and CEO of Ewing. “War-
ren’s been a part of the Ewing family for 
25 years, and I’m proud of the opportunity 
he has to join the Hunter family to further 
elevate sustainability.”

New York City’s Clinton Community Gar-
den is now a bit of green amid a concrete 
jungle thanks to volunteers from Cleve-
land-based Project EverGreen, the New 
York City Parks GreenThumb program, 
landscape professionals, industry suppliers, 
local businesses and residents who teamed 
up to help the volunteer gardeners.

On June 12 and 13, volunteers came to-
gether to complete a two-phase renovation 
project valued in excess of $10,000.

The Clinton Community Garden, one 
of more than 550 community gardens 
across the city’s five boroughs, is a source 
of pride for neighborhood residents. It 
serves as a connection point for new and 
old residents as they bond over gardening 
and other social activities while promoting 

the health and environmental benefits that 
come with green spaces.

“Neighborhoods deserve a healthy 
community garden and green space that 
they can call their own,” says Cindy Code, 
executive director of Project EverGreen. 
“Thriving gardens create a community hub 
for neighbors young and old to meet and 
connect in a healthy, cool environment.”

Elements of the project included
• installing new planting beds and adding 

new soil to new and existing beds.
• raising existing beds and regrading the 

site to eliminate standing water.
• installing pavers to create a patio. 
• transplanting old plants into new soil.
• planting new ornamental shrubs, flow-

ers and vegetable plants. 

“Community gardens are labors of love,” 
says Bill LoSasso, director, NYC Parks Gre-
enThumb. “Having highly skilled volunteers 
build paths and patios makes a huge differ-
ence in helping make these valuable public 
spaces accessible to all New Yorkers.”

He adds, “We are happy that Project 
EverGreen supported the vision of the 
gardeners at Clinton Community Garden 
who have worked hard for years to trans-
form this site.”

  Landscape

Project EverGreen completes Big Apple park renovation



INDUSTRY INSIGHTS

Gary Horton, MBA, is CEO of Landscape Development Inc., a green industry leader for over 35 years with offices 
throughout California and Nevada. He can be reached at ghorton@landscapedevelopment.com.
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By Gary HOrTOn

Anticipate the unanticipated

“E
verything’s going so well!” It’s a 
great thing in business and in life 
when we can say that. Yet, too of-
ten, it’s just at these times when 
something we didn’t anticipate or 

never heard of jumps at us out of nowhere.
It’s been said, “It’s what you don’t know that will 

hurt you.”  That adage just is as true for the green 
industry as for any other. Here are some examples.
• A landscape contractor, unfamiliar with the fin-

er points of labor and wage and hour law, fails 
to record crew lunches and frequently inter-
rupts lunches with site visits. This contractor is 
surprised when the company then faces a large 
class-action lawsuit over wages and hours that 
threatens its very existence.

• Another contractor, eager to expand, takes on 
work from whatever developer is willing to accept 
bids and fails to check out the developers’ credit 
worthiness and payment histories. In the middle 
of a large project, one of them suddenly files for 
bankruptcy protection, and the contractor, having 
stretched all available funds, faces financial ruin 
when that month’s payroll can’t be met.

• A maintenance firm stresses safety and holds 
regular tailgate talks. But the owner isn’t rigorous 
about conducting field safety checks, and one day 
a worker operating a steel-bladed edger without 
safety glasses loses an eye when the spinning 
blade kicks a rock into his face. OSHA cites the 
company for gross negligence after an inspection 
of the worker’s truck shows it contained neither 
vision nor hearing protection gear.
Those are three examples of things that happen 

time and time and again, yet many green industry 
operators routinely fail to take precautions against 
suffering such fates. Running a business well requires 
astute planning for the knowns, but even more impor-
tantly the unknowns we’ll face. 

Happily, there are some simple steps contractors 
of any size can take to protect themselves against 
many of the unknowns.

Running a 
business well 
requires astute 
planning for 
the knowns, 
but even more 
importantly the 
unknowns 
we’ll face.

1. Know your clients. Check credit histories and in-
dustry reputations before taking on new business. 
Avoid dealing with clients or companies with 
poor records. During hard economic times, these 
are the ones who are most likely to default.

2. Have a deep, detailed discussion with your insur-
ance broker. Review all the various risk protection 
coverages available — liability, chemical and toxic 
materials, worker’s compensation — and make 
sure you have the appropriate dollar amounts in 
the categories that apply. In this litigious era, pro-
fessional practice insurance is a great idea.

3. Read up on your state’s labor laws, know them 
well and follow them fully. Obtain a labor prac-
tices audit of your firm. Find out where you’re 
good and where you need to improve.

4. Stay on top of national and regional economic 
news. Make your business plans with an eye to-
ward the most likely economic scenarios ahead.

5. Take nothing for granted. Perform routine, ver-
ified site quality and job safety inspections. Call 
your clients personally and check on their sat-
isfaction. Talk to your workers and ask detailed 
questions about how they’re being treated and 
what safety practices are or aren’t being followed.

6. Develop an easy-to-follow company practices 
and standards guide. Evangelize and push your 
standards at all levels of your operation and verify 
compliance with set guidelines.

7. Develop fallback plans. These should account for 
the “what ifs,” such as taking a big financial hit or 
losing a large job or key employee. Stash sufficient 
means away so you can wriggle through any eco-
nomic challenges you may face.
Of course, we can’t know everything or predict 

the future. Nor can we be in all places at all times. 
Still, through thoughtful analysis and careful plan-
ning, we can defend ourselves against most of the 
surprises and unknowns our businesses will face as 
we charge bravely into the future, building our com-
panies and creating our success stories. 



Our ECO Series family of PVC products lets you 
and your crew breathe a little easier on every 
job. For confidence in every joint you install, 
choose the brand you trust. ECO Series from 
Weld-On. Now with lower emissions.

•  Superior joint strength

•  Fast setting

•    30% lower solvent  
emissions

•  Less odorous fumes

•    Improved working  
environment

The ECO Series from Weld-On: 
Your trusted choice. 



NIGHT LIGHTING

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

Get creative with  
industrial style

The “industrial look” design trend that began 
in the early 2000s has grown in populari-
ty ever since. The style incorporates a vari-
ety of metals, rough-cut wood and concrete 

architectural pieces.
The trend began when designers started repur-

posing artifacts and fixtures found in abandoned 
factories and industrial buildings. Light fixtures are 
among the most coveted items harvested from old 
warehouses and manufacturing sites. 

Fixtures have also been fabricated out of unusu-
al pieces and machine parts. Let’s investigate how to 
incorporate old 120-volt industrial lighting fixtures 
into your designs as well as successfully convert them 
to low voltage.

Old warehouse shades
Some of the most popular reclaimed items, these 
large funnel-shaped pieces are being repurposed in 
outdoor landscape designs and incorporated into 
outdoor rooms for downlighting. 

You can attach one to the countertop of a bar-
becue island on a pole or make one into an outdoor 
floor lamp for a patio seating area. The extensions 
are generally made of galvanized or black steel pipes 
serving as conduit with floor flanges as bases. Many 
have pull-chain switches with ornate fobs on the end. 

Black iron pipe, iron fittings, pressure 
gauges and gate valves
All of these items have been repurposed to create in-
credible-looking path lights, often using cut mason 
jars or wire mesh baskets as shades. Normally, warm-
er temperature lamps ranging from 1,800 to 2,400 
Kelvin are selected for these fixtures.

Wall sconces can also be made from black iron 
pipe and fittings. I have seen up- and down-type 
sconces made from iron pipe and fruit-picker heads 
and vintage hubcaps used to create backlight-style 
sconces. Installed with dimmers, they provide a ro-
mantic glow in the evening hours. 

Chandeliers
I’ve seen several types of industrial-style chande-
liers. These eye-catching pieces range from sim-
ple to elaborate. A striking one can be easily made 
from an old wooden ladder. 

How can you create one? Using a short bistro 
light string, you simply weave the cable through 
the crossbars, then hang the ladder chandelier 
from a patio ceiling using eye bolts and chain. This 
makes for a nice light source that’s also a conversa-
tion piece, especially if there’s some history behind 
the ladder. 

You’ll need to convert your salvaged 120-
volt fixture to 12 volts so it can be connected to a 
low-voltage transformer. This conversion is easier 
than you might think. 

Medium and candelabra bases are the most 
common sockets found in reclaimed 120-volt fix-
tures. Several manufacturers make adapters for 
converting a medium base to a single-contact or 
bi-pin socket. There are also candelabra socket-to-
bi-pin-socket adapters. 

Twelve-volt A19 medium base and candelabra 
lamps are commonly available in the marketplace. 
The ones that have Edison type filaments comple-
ment vintage industrial fixtures nicely. 

When it’s time to connect the 12-volt cable to a 
reclaimed fixture, you can ignore the green ground 
wire. Simply snip it off or twist it up into the cano-
py of the fixture. Be sure to properly seal any open 
cable or conduit from moisture. 

Have fun with it! 
If you’re the creative type, you can scour your lo-
cal flea markets and junkyards for industrial light-
ing treasures. 

You don’t have to do that, though; you can find 
a large assortment of new fixtures made in the in-
dustrial style at specialty lighting stores. Have fun, 
let your imagination run wild and get your creative 
juices flowing! 

Light fixtures  
are among the  
most coveted 
items harvested 
from old 
warehouses and 
manufacturing 
sites.



Pebble Lights
C9s

Scan to 
download  
our app!

Decor Smart Home
The Smith family wants all of their outdoor lights to turn on at 8 pm. They 
schedule the pergola and pool lights to turn off at 10 pm each night and the 
front, sides, and the rest of the landscape lighting to dim at 2 am. Then all 
lights off at 6 am. But Saturday night, they’re having a party and schedule the 
pergola and pool lights to stay on until the party’s over.  All from the decor 
smart app on his phone.

Bluetooth control from the decor smart app includes individual settings for 
each group. Not only can lights be controlled with the push of a button but 
each group or individual light within the group can be scheduled to turn on/
off, dim, or change colors individually, all at specified times. 

Schedule lights inside or out for parties, birthdays, special occasions, your 
favorite team’s colors on game days, holidays - the possibilities are endless! nitetimedecor.com/decorsmart

Using the PermaLites 365 
(Pebble Lights) technology or 
C9 bulbs to outline the roof, 
you can light up any holiday.



Navigate your way through the maze of 
acquisitions with our step-by-step guide.

Knowing 
where to turn

14            Irrigation & Green Industry     September 2019 www.igin.com

COVER STORY

BY MARY ELIZABETH WILLIAMS-VILLANO



www.igin.com                 September 2019    Irrigation & Green Industry          15

COVER STORY

T he dreamed-of day finally arrives, and excitement and 
anticipation electrifies the air. The couple’s relatives and 
friends can’t wait to see them decked out in their wed-
ding finery. When the two people finally walk down the 
aisle, they, along with everyone watching, hope their 
union will last forever. 

But as we all know, marriage stories don’t always end with “… 
and they lived happily ever after.”  The odds improve, however, if the 
couple has taken the time to discover if they really are right for each 
other before taking that major leap.

While the process of one green industry company acquiring 
another one isn’t quite the same as two people getting married, 
there are similarities. In an acquisition, the courtship period is 
all about taking the time to discover if a company that looks like 
a good match for yours actually is. In other words, don’t order a 
cake or buy flowers until you’re absolutely sure you’re making a 
sound decision.

There’s no set metric or threshold that tells a company owner 
when it’s time to buy another, says Ronald Edmonds, founder and 
CEO of Principium, Nashville, Tennessee, a company that helps 
green industry companies make acquisitions. 

“Ultimately, it’s a question of what your plan is for growing your 
business. It may be less risky to grow a company via acquisition than 
through organic growth (adding customers over time). If you’re in a 
hurry to grow, then buying might be the cheaper way to go.”

Edmonds provides an example. “Say you were a general land-
scaper and you wanted to expand into irrigation. You could hire an 
irrigation manager, buy equipment and inventory,  train a team, and 
then advertise that new service — but it’s likely you’ll spend a lot of 
money before you start generating revenues of substance.”

On the other hand, if you buy an existing irrigation business, he 
says there may not be any startup losses. 

 STEP 1 — Find a company for sale that will help you achieve  
 your goal.
There are lots of reasons why you, the owner of a landscape, land-
scape maintenance, irrigation, lawn care or tree care company, 
might seek to buy another, similar company. It might be to expand 
your company’s market share within an existing market, to extend 
your market geographically, to expand your business in terms of 
additional service lines or to obtain another company’s stellar man-
agement team or field employees.

Those first two reasons were behind Fort Myers, Florida-based 
Juniper Landscaping’s recent acquisition of Coast to Coast Land-
scaping, a large regional provider of landscape maintenance services 
in the Vero Beach and Port St. Lucie areas. The purchase included 
its three affiliated companies: Southeast Irrigation, Coast to Coast 
Pest Control and East Coast Tree Co.

Brandon Duke, Juniper’s CEO, says that acquiring Coast to 
Coast will help his company achieve its goal of “being able to ser-
vice the whole state of Florida in the larger markets.”

A desire to extend its market into North Carolina was behind 
Orlando, Florida-based Massey Services’ acquisition of Venture 
Pest Control, a company with branches in Raleigh and Charlotte. 
“If we have to drive more than 20 minutes from our door to your 
door, that’s too much,” says Adam Jones, vice president of qual-
ity assurance. “We’ll seize any opportunity to open new offices 
so we’re able to be flexible and nimble in serving our customers.” 

Acquiring another landscape company’s management team 
was one of the main motivations Gary Horton, CEO of Land-
scape Development Inc., Valencia, California, had for buying En-
hanced Landscape Management in Thousand Oaks, California, 
from owner Greg Epstein.

“We wanted to diversify from just doing landscape construc-
tion to adding landscape maintenance,” Horton says. “We needed 
more recurring revenue. At the time, we were probably 10% re-
curring, and we wanted to get closer to 50%. We wanted to gain 
dollar volume and revenue, but we wanted to acquire the talent 
and know-how just as much. It’s worked out wonderfully because 
Greg’s expertise has spilled over to the wider area of our business.” 
Wonderfully, indeed — Horton says LDI’s maintenance division 
has grown 700% in the three-and-a-half years since the acquisition.

 STEP 2 — Do your due diligence.
Once you’ve nailed down the reason or reasons for buying, the next 
step is the due diligence phase. This involves researching the selling 
company’s customer base, employees and assets, such as equipment 
and vehicles. “Most important of all is understanding where the 
customers come from,” says Edmonds. 

“We do a significant amount of due diligence,” says Jones. “We 
look at bank deposits, the history of cancellations within the busi-
ness and at how long its customer base has been there.”

You need to discover the real reason the owner wants to sell, 
Edmonds says. “If it’s a good, solid business that’s growing and has 
good margins, why is the owner trying to get out of it?” he asks. 
“What does he know that you don’t know?” 

Of course, there are plenty of legitimate reasons an owner can 
have for wanting to sell, such as a desire to retire or move out of 
state. However, Edmonds warns that whatever the owner tells you 
the reason for selling is, don’t swallow it whole.

“The owner may secretly wish to sell because the company’s 
struggling in the market and is in a negative revenue trend,” he says. 
“Maybe the company’s been mismanaged, or the market is too sat-
urated with the services it offers.”

If you are satisfied after your all your research that the company 
is a strong, growing business, you can then proceed to the next step. 
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 STEP 3 — Prepare a financial analysis.
This is where you’ll evaluate the business you’re 
thinking about acquiring and model what it would 
look like as part of yours.

You’ll examine the company’s financial papers. 
Ideally, the seller will have accrual-based records such 
as profit-and-loss statements. That’s the ideal … but 
be prepared to see something less than that.

“A solid majority of businesses that turn over less 
than $10 million a year don’t do job costing,” says 
Jones. “They’ll have one line for sales with landscape 
maintenance, design/build and spraying customers, 
for instance, all on the same line. That’s not very 
helpful when you’re trying to analyze the business, as 
you can’t tell which parts of the business are making 
more money than others.”

Edmonds often deals with companies whose 
financial records are primarily based on the prepara-
tion of income tax returns. “That’s not enough to give 
you an indication of what you can expect to do with 
the business,” he says. “You need to know what kind 

of profits and losses the business produces. Don’t as-
sume that what you’re initially given is reliable.” 

 STEP 4 — Prepare an integration plan. 
You’ve decided to move forward. Now you need 
to think about how the two companies will mesh. 
The plan should spell out what’s going to happen in 
the first few days and weeks after the deal is closed. 
Who’s going to tell the employees and when? How 
are customers going to be notified, and do they even 
have to be? If so, what are you going to say to them?

How will the two workforces be brought togeth-
er, and who will answer to whom? If you’re going to 
cut staff or consolidate facilities, when and how will 
those things happen? 

When you and the former owner finally announce 
to the staff that the business is changing hands, you’ll 
probably lose a few people. “But it’s really important 
to try to hang on to labor,” Edmonds says. “A night-
mare scenario would be to buy a company, take on 
client commitments and have no employees left.” 

Now’s the time to tell the staff of the purchased 
company about the advantage of working for you. 
As Jones says, “Our goal is not to just buy a book of 
business, but to buy a talent pool that allows us to 
continue to grow. The benefits package that we bring 
along is one that many companies can’t afford. That’s 
an attractive piece to the existing team members.”

 STEP 5 — Obtain financing.
If you’re going to borrow, it’s time to talk to the bank-
ers. Define the parameters and draw up a loan agree-
ment. Have that document ready to close simultane-
ously with the purchase of the business. 

“It takes on average 90 to 120 days from the day 
you reach a tentative agreement to the time you close 
the transaction,” says Edmonds. 

 STEP 6 — Make a preliminary offer.
That’s usually done in the form of a letter of intent 
setting forth the general terms of the purchase. This 
letter is generally nonbinding, except for a few pro-
visions. When a company accepts a letter of intent, 
that means they’re going to work only with you and 
no other potential buyers.

Either party can still back out at this point. You 
don’t enter into a binding contract until the deal clos-
es, which is usually simultaneously or within a cou-
ple of days. (Horton says only about 20% of business 
purchases that go into escrow actually close.)

Before that happens, you’ll do some deeper due 
diligence to make sure you’re satisfied with the deal. 
This includes inspecting vehicles and other equip-
ment for mileage and value. The seller will probably 
make more information available to you in terms of 
historical customer relationships. 

Legal documents, such as the asset purchase or 
stock purchase agreement, disclosures of any de-

 
Beware the red flags 

You may discover things in the due diligence phase that may make you think twice 
before finalizing an acquisition. Here are some red flags to watch out for.

THE BUSINESS IS TOO “OWNER-CENTRIC”
Perhaps the seller is a superlative craftsperson with an outsized reputation. Typically, 
his name will be part of the business name, as in “Joe Blow Landscapes.” The problem 
with this is that Joe Blow’s customers may depart once Joe Blow does. A potential buyer 
needs to ask, “How am I going to transition the customer base in that situation?” 

TOO HIGH A CONCENTRATION OF CUSTOMERS
It could be a $10 million landscape business that looks like it has 12 large customers 
but really has only one or two, warns Ronald Edmonds, founder and CEO of Principium, 
Nashville, Tennessee. This dramatically increases the risk of losing those customers 
when a deal finally goes through.

POOR EMPLOYEE RETENTION
“If everyone at the seller’s company has worked there six months or less, that should 
tell you something,” says Adam Jones, vice president of quality assurance for Massey 
Services, Orlando, Florida. “The odds of that company having a highly satisfied client 
base are small.”

NUMEROUS “ADD-BACKS”
The seller has used the business as a personal checking account, doing things like pay-
ing for the kids’ college tuition through the company credit card. “That puts the valuation 
numbers into question,” says Gary Horton, CEO of Landscape Development Inc., Valencia, 
California. “It indicates rather sloppy business practices and possibly even tax evasion.”

TOO MUCH DEBT
A large seller debt load can be a deal stopper, but it doesn’t have to be. “It depends on 
whether the acquisition gets you where you want to be and lowers your risk at the 
same time,” says Edmonds. “But if you’re taking on more risk than you can live with, you 
shouldn’t do it.”
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ferred payments or promissory notes and a noncom-
pete agreement are prepared.

There is usually an employment or consulting 
agreement made with the seller. These arrangements 
usually end early and amicably after three to six 
months, once the relationships with customers and 
employees have transferred satisfactorily. 

Such an arrangement was worked out between 
LDI and the former owner of Enhanced. “He want-
ed to stay active in the business, cared about it and 
its people, and wanted to maintain the culture,” says 
Horton. “His objective of keeping what he’d devel-
oped and building on that worked with ours, which 
was to have someone like him help us grow.”

 STEP 7 — Close the deal. 
Once the deal is signed, the money is held in escrow 
until the transaction is declared closed, say at 8:00 
a.m. on a certain day. Funds are wired from the buyer 
and their financing source to the seller; the docu-
ments evidencing the sale are released and it’s done. 

 STEP 8 — Inform the employees.
It’s a good idea to tell the staff about the acquisition 
a couple of days before the closing. “Workers always 

“It’s really 
important to 
try to hang 
on to labor. 
A nightmare 
scenario would 
be to buy a 
company, 
take on client 
commitments 
and have no 
employees left.”  
— Ron Edmonds, 
Principium
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have a level of skepticism and apprehension when 
they first find out,” says Duke. “But after a few weeks 
or months, once they realize that we’re only there to 
try to add value to the business, people settle in.”

If you’re an E-Verify employer, but the compa-
ny that’s being acquired isn’t, Edmonds says that 
you’re going to have to take applications and rehire 
the workforce. “You want to hire back all the eligible 
people you can, not only in terms of immigration sta-
tus but things like clean driving records.”

Should you decide that it’s time to buy another 
company, Edmonds says it’s good to have people 
who are aware of all the issues involved guide you 
through.

“You need a team of people to help you, such as 
a lawyer and a CPA who specialize in acquisitions, a 
human resources consultant and a mergers and ac-
quisitions advisor like myself.” Experts like these will 
cost money — but a bad buy will cost you far more. 
Good luck, and may your union be a happy and pro-
ductive one!  

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



Norm Bartlett, founder of Creative  
Sensor Technology, has been 
fascinated by irrigation ever since 
he worked on a golf course as a teen. 
Fifty years later he continues to enjoy  
developing and building products for 
the industry. Photos: Lisa Dachsteiner
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S
o many stories of how green 
industry professionals end 
up in the business start out 
the same way. They get their 
first taste of it in childhood, 
maybe go off to college for a 
while and then, like a boo-
merang, they find their way 

back. Even if it’s happened to you and 500 
people like you, that story never gets old. In 
fact, that phenomenon about our industry 
is pretty darned special. 

Even when irrigation meant manually 
moving each sprinkler around a golf course 
green, it was something Norm Bartlett en-
joyed doing as a teenager. At 73 years old, 
he still remembers vividly spending time  
as a kid at the golf course across the street 
from his house in the small New England 
town of Sharon, Massachusetts. 

“My father was a member and my 
brothers and I viewed the course as our 
playground,” he says. They didn’t so much 
play golf, rather they hunted golf balls that 
landed in the rough and traded them for 
sodas at the club house. Times were much 
simpler back then and so was the irrigation.

When he was 14, he landed his first “of-
ficial” job at the course, working with the 
grounds crew. How did he pull that off? 
He was big for his age and his father was 
chairman of the greens committee.

“Part of my duties involved watering 
the greens, the only part of the course that 
didn’t solely rely on the rainfall to keep it 
green,” he says. Every evening after the last 
golfer quit at twilight, Bartlett got started. 

He would check the suction line in 
the irrigation pond the crew referred to as 
“the watering hole.” Then, he would prime 
and start the pump, drag the roller-based  
rocker-jet sprinklers onto the greens, mak-
ing sure the nozzles weren’t clogged, and 
turn the valves to start the flow of water.

“After a couple of hours, I’d move each 
sprinkler to a different location and then 
repeat the process two hours later,” he says. 
He did this process three times to cover all 
the greens. Then he would shut off the wa-
ter, drag the sprinklers off the greens, coil 
the hose and shut down the pump. 

“I enjoyed the quiet of the night, and I 
was allowed to sleep in long after the crew 
had arrived in the morning to mow the 
greens, rake the traps and set cups,” he says.

TOO COOL FOR SCHOOL
Bartlett graduated high school in 1964, 
entering young adulthood amidst the Viet-
nam War, civil rights protests, the Kenne-
dy assassinations and Woodstock. And his 
father was pressuring him to go to college. 

It only took one semester at a liberal arts 
school for Bartlett to realize he wasn’t quite 

ready and it wasn’t a good fit. He took a 
year “to find himself,” working and taking 
night classes. He kept going back in his 
mind to the work he did at the golf course.

“So I enrolled in the Stockbridge 
School of Agriculture at the University of 
Massachusetts,” he says. The school was 
well known and had produced some of the 
best superintendents at many of the top 
golf courses in the Northeast. Bartlett ma-
jored in turf management. 

“I enjoyed the academics and life on 
a big university campus, but my favorite 
time was on the summer placement job at 
Rhode Island Country Club,” says Bartlett.

It was there that Bartlett got a new “toy” 
to play with: a semi-automatic irrigation 
system. Not only did it water greens, tees 
and fairways but it was “more or less auto-
matic,” he says. 

The zone valves for the tees and greens 
were operated hydraulically by Aquadial 
controllers. The fairway zone valves operat-
ed a battery of three quick-coupling valves. 
Each fairway sprinkler location was wa-
tered once every three days by the selection 
of a quick coupler. “By today’s standards it 
was a Model T, but it got me hooked. I was 
fascinated by irrigation,” he says.

Bartlett earned a Bachelor of Science 
degree in plant and soil sciences from the 
Stockbridge School of Agriculture. 

NORM BARTLETT

Irrigation has taken him on many journeys throughout his career, and the 
Creative Sensor Technology founder isn’t done evolving yet. 

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

GOING WITH THE FLOW
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A HISTORIC MISSION
Bartlett figured his education would serve 
him well on the West Coast where irriga-
tion was more prevalent, so he reached out  
to dozens of irrigation equipment manu-
facturers in California. Buckner Sprinkler 
Co. in Fresno responded with a job offer.

 “So 50 years ago, after watching Neil 
Armstrong set foot on the moon on a tele-
vision in a 200-year-old inn in Vermont, I 
set out to begin my career in the irrigation 
business,” he says.

As a technical service representative 
with Buckner, he learned from regional 
sales managers, irrigation system design 
staff, product development and production 
personnel. He became the expert from the 
factory helping roll out new products.

Bartlett trained sales reps, service techs, 
superintendents and facility managers on 
how to use the controllers and would some-
times help with installations or repairs.

Bartlett recalls one incident where the 
national sales manager, Fred Smiley, called 
him into his office and told him he “had to 
get to Tucson that afternoon to fix a proto-
type controller that was installed.”

He had never heard of the device. “But 
Fred, what if I can’t fix it?” He looked Bart-
lett in the eye and said, “Then don’t come 
back.” Needless to say, he got it fixed.

It wasn’t long after that Bartlett re-
turned to the East to go to work for a dis-
tributor named Dick Smith. He became a 
good friend and mentor to Bartlett. 

He worked a few years with Smith as 
a contractor until Smith started winding 
the business down to focus on distribution. 
Smith would later become one of the earli-
est East Coast irrigation consultants, notes 
Bartlett.

Bartlett then went to work for Ken 
White, who would go on to become an Ir-
rigation Association president, before start-
ing his own irrigation construction compa-
ny. By 1985, Bartlett was ready for a career 
change so he could be home more. 

He thought he was getting out of the 
irrigation business entirely when he ap-
plied to Datamarine, a company that made 
marine navigation instruments. But he 
couldn’t escape his irrigation background.

“So I applied for the job there and got 
a call from the president. He said, ‘How 
would you like to come down and talk? We 
have a division that is in the industrial flow 
meter business we’re trying to start up.’”

As soon as he looked at the equipment, 
Bartlett said to himself, “Boy, this is just 
what the irrigation business needs.” 

He started talking about the flow meter 
to his connections in the irrigation indus-
try. John Ducksbury, then president and 
founder of RainMaster Irrigation, was one 
of the first people he talked to who thought 
it made a lot of sense to incorporate flow 
measurement into irrigation control. 

ANOTHER CHAPTER
The division grew, and in 1992, Bartlett and 
two other employees decided to purchase 

Making irrigation systems work efficiently is something that never 
gets old for Bartlett, now 73. He continues to develop products for 
his growing flow sensor company in Rochester, Massachusetts, with 
a manufacturing plant in Brentwood, New Hampshire. Retirement is 
not in his vocabulary yet. He is having too much fun. 

WORDS FROM THE WISE
Norm Bartlett, founder and president of 
Creative Sensor Technology, Rochester, 
Massachusetts, has learned many lessons 
throughout his 50-year career in the 
irrigation business. He’s been everything 
from a contractor to a technical service rep, 
a manufacturers rep, association executive 
director and manufacturing business owner. 
But no matter what position you may hold, 
his advice is universal.

First, be ready to pay your dues. “It takes 
a lot of hard work,” he says. “This is not a get 
rich quick kind of a business. It usually takes 
a lot of work and a lot of time.”

He also says that those who are suc-
cessful in the business are the ones who are 
honest, fair, trustworthy and have integrity. 
“You have to be straight with people. You 
have to be honest with your business deal-
ings. We try to treat everybody the same. 
You never know when someone who’s your 
competition may come to work for you or 
when your best customers go to work for 
the competition.”

One of the hardest things he says to 
learn in business is how to say no. “If some-
one says ‘I’ll give you this order if you can 
deliver it by next Tuesday,’ and you say, ‘Yes 
of course we can.’” Then you go look in your 
warehouse and you don’t have anything 
to deliver them, you’ll hurt your reputation. 
“They’ll trust you more or they’ll think more 
of you if you are honest about it.”
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the division from the parent company. 
Bartlett was a partner and vice president of 
sales and marketing. The company was sell-
ing flow meters to big major pump station 
and irrigation controls companies. 

Bartlett’s partners later decided to 
sell the company to Badger Meters Co.  
Bartlett was going to stay on and manage 
the division, but the company decided to 
combine it with another division based in 
Oklahoma and moved the employees there. 

This is one of those cases where Bart-
lett decided not to go with the flow. In-
stead, he left the company in 2004. He 
had a noncompete agreement and wasn’t 
sure what to do next. Several people at the 
California Landscape Contractors Asso-
ciation conference he decided to attend 
advised him to become a manufacturer’s 
rep for various lines of irrigation equip-
ment, and he did.

He planned to start another company 
once his noncompete expired, but then a 
different kind of opportunity in irrigation 
opened up. This time it was with the Amer-
ican Society of Irrigation Consultants. 

He had been involved with ASIC over 
the years. “They approached my wife and 
I at the national conference in Newport 
Beach, California, and they said, ‘Would 
you consider taking on the management 
of ASIC?’” 

They said yes. 
“Kathleen and I became the manage-

ment team and basically operated the office 
of ASIC. So we got into conference plan-
ning and the trade show business.”

While they were running the home of-
fice for the association, Bartlett was able to 
start another flow sensor company. Cre-
ative Sensor Technology was incorporat-
ed in 2007 knowing it was going to take 
a couple of years in product development 
before there would be a product to sell. He 
also tapped former Datamarine talent that 
didn’t relocate to Oklahoma. 

“I put together a team. The three en-
gineers and I at that point collectively 
had over 100 years of experience in flow 
sensors.” 

Just as it looked as though CST was 
ready to take off, the year 2008 came along. 
“The whole market collapsed in the fall and 

the first sensors we made in 2009 I think 
we gave away more than we sold,” he re-
calls. The company continued to spread the 
word about its products and Bartlett and 
his wife continued along with ASIC until 
it looked as though they didn’t have time to 
devote to it anymore. 

They worked with the board of directors 
to find a replacement, and Carol Colein 
was appointed to the position in 2012. 

SINK OR SWIM
The same year, Bartlett says, it was “sink or 
swim time” with CST. “I think we actually 
tried to take some salary out of it.”

Since then, the company has been 
developing products and growing steadi-
ly. The company developed flow sensors 
and interface products like transmitters 
and other devices that make it easier to 
use the sensors. CST also tries to react to 
what customers are asking for, according 
to Bartlett. 

“We continue and we are at the point 
now of introducing a new low-flow sen-
sor.” He says CST is never going to grow 
to the size of a Rain Bird or Toro, but that 
the company fills a specialty niche in the 
market.

Bartlett calls himself the “guy that 
comes up with the ideas,” and then he takes 
them to the engineers who “are the brains 
of the outfit.”

YOUNG AT HEART
Bartlett still has as much fun “playing” with 
irrigation as he did when he was a kid. He’s 
always been one to want to take things 
apart to see how they work.

“It’s always a fascination with seeing ev-
erything come together that we put in the 
ground and have all the pieces work.”

He said when the time comes he’ll look 
at letting the next generation take over the 
business or entertain an offer to sell, but for 
right now, he’s perfectly content where he 
is. “I am not ready to cross either one of 
those bridges right now,” he says. And nei-
ther are we.  

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

“IT’S ALWAYS A FASCINATION WITH SEEING EVERYTHING COME TOGETHER 
THAT WE PUT IN THE GROUND AND HAVE ALL THE PIECES WORK.”
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A
sk a group of sports fans to name 
the best team ever and you can 
quickly spark a debate. Was it the 
1992 U.S. Olympic men’s basket-
ball team that included Magic 
Johnson and was dubbed “The 

Dream Team?” Or was it the University 
of Washington men’s crew team that over-
came many obstacles to win gold at the 
1936 Olympics as chronicled in the book 
“The Boys in the Boat”? Or perhaps it was 
the U.S. women’s soccer team that won the 
2019 FIFA Women’s World Cup, consid-
ered the gold standard of women’s soccer?

Whether it’s in a sport, a community 
group or the workplace, a high-performing 
team is exciting to be a part of, is inspiring 
to watch and a huge asset to an organiza-
tion. Effective teams translate to higher 

Build your own
‘DREAM TEAM’

levels of employee engagement, higher 
rates of employee retention and ultimate-
ly, higher profits. Most organizations don’t 
need to be sold on the well documented fact 
that great teams make successful compa-
nies. This is never truer than in the green 
industry where project work depends on 
smoothly-running teams.

Building an effective team is both an art 
and a science. It doesn’t happen by magic. 
It demands a delicate balance of paying at-
tention to those workers that aren’t clamor-
ing for it and managing those that clamor 
too much. It requires skilled leaders who 
understand their leadership style, where 
they’re most effective in impacting others 
and in what areas they need to improve.

Your own personal leadership style is 
the foundation of a high-performing team. 

Following a few basic practices can help you create an efficient, 
cohesive group of people who can achieve great things together.

If you can’t articulate what your lead-
ership style is, do an honest assessment of 
yourself, and then ask your team members 
and peers for feedback.

Once you know who you are as a lead-
er, you can incorporate a few core practices 
that will help you build your own dream 
team. Below are five to get you on your way.

1. CLARIFY ROLES. Teams that function 
best are built on a clear outliine of 

each member’s roles and responsibilities. 
When all the members understand what 
they’re accountable for and should deliver, a 
team can work most effectively. Inefficien-
cies arise when job scopes are not clearly 
defined and overlaps occur. This not only 
leads to duplicate work and clumsy pro-
cesses but friction between team members.  

By  

Kate Kjeell
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Kate Kjeell is president 
of TalentWell, a recruiting 
firm that specializes in 
helping small and midsized 
businesses thrive by finding 
and hiring the right people. 
The firm’s approach can be 
described in three words: 
find, fit, flourish.
She can be reached at
kate@talentwellinc.com.

A great 
team is like 

a jigsaw 
puzzle 

where each 
piece fits 
together 

precisely.

Without clearly defined roles, employees tend to 
overreach and/or underdeliver. When team members 
are constantly bumping into each other or dropping 
the ball because expectations are not clear, there is 
never a sense of being part of a cohesive, high-per-
forming team despite everyone’s best efforts.

Once the roles and responsibilities of each team 
member are defined, individuals with expertise that 
complements or fills in any skill gaps the team may 
have can be hired. When hiring managers know 
what they need to look for they make better deci-
sions. They can resist the temptation to sign up the 
next warm body and hold out for someone with the 
right mix of experience and work style that fits the 
company culture.

2. GET TO KNOW EACH OTHER. A team is a mosaic of in-
dividuals with varying strengths, weaknesses, 

career goals and work styles. It’s critical that leaders 
understand each member and what motivates them. 

In the past, getting to know one’s employees was 
limited to their work personas. That notion has been 
dispelled recently, and employees are increasingly 
being encouraged to “bring their whole person” to 
work. This makes sense, because it’s unrealistic and 
impractical to think that who we are outside of work 
doesn’t impact who we are in the office. 

Get to know your team members both as con-
tributors and individuals. You don’t need to become 
their best friends to gain an understanding of them 
as people and not just as workers. 

Encourage team members to get to know each 
other as well. As bonds are built between them, it 
fosters communication, creativity and employee 
engagement. According to a recent Gallup Poll, re-
spondents who reported having a best friend in the 
workplace were seven times more likely to be en-
gaged in their jobs.

A great team is like a jigsaw puzzle where each 
piece fits together precisely. With clearly stated roles 
and an understanding of the various strengths of the 
people on your team, it’s much easier to make the 
pieces mesh to create a beautiful picture.

3. SET GOALS AND GROUND RULES. These are critical to 
creating high-performance teams. By creating 

a goal, you’re organizing your team around a singu-
lar focus. This builds trust, collaboration and team-
work. Working together to accomplish significant 
goals stretches team members to learn new skills and 
promotes cross-training. Team members back each 
other up and learn to value other each other’s work.

Make the goals significant and impactful beyond 
simply planning the next company picnic. Allow 
team members to have input into how things should 
be accomplished, but make sure to revisit things reg-
ularly to monitor progress. 

Effective teams always operate within a set of 
ground rules. Many companies have articulated 

values stating how employees should treat one an-
other. Trust, honesty, accountability and collabo-
ration are some obvious examples, but needn’t stop 
there. Many firms have created organizationally 
specific yet fun ground rules such as Google’s well-
known code-of-conduct statement “Don’t be evil,” 
which in 2015 morphed into “Do the right thing.” 
Whatever the values are, they need to be embodied 
and internalized by your team members.

4. COMMUNICATE FREELY. Good communication is the 
lifeblood of a team. A team that withholds in-

formation and suppresses collaboration will never be 
viewed as high performing.

 Communication must be open and free flowing. 
This requires trust as both good news and bad news 
must be shared in the interest of wise decision mak-
ing. Mistakes should be learned from rather than 
punished and the focus placed on the future. Playing 
the blame game, focusing on whose fault something 
was will cause people to hold back and cover up.

Feedback is a key component of communi-
cation. Great teams operate well in a high-feed-
back environment where input is both given and 
received. Continuous feedback drives continuous 
improvement. It includes both praise for what is 
working as well as ideas and suggestions to fix 
what is not. Feedback doesn’t need to be compli-
cated; it’s essentially a two-way communication. 
But it should be continual, not a one-and-done 
conversation that takes place once a year.

5. CELEBRATE SUCCESS. Lastly, a good team leader 
knows the value of celebrating successes. Fol-

lowing a win, some leaders can be too quick to move 
on to the next item on the to-do list. 

It’s important to stop and acknowledge wins, 
both big and small. This can take many forms, from 
awarding cash and perks to more informal recogni-
tion such as team lunches, public praise or small to-
kens like gift cards, flowers or treats.

In a recent study by Achievers, an employee en-
gagement company, 36% of employees felt so strong-
ly about lack of recognition that it was “the number 
one reason they’re considering switching jobs.” Cre-
ate a culture of recognition for your team, regardless 
of what your company offers (or doesn’t) in the way 
of recognition programs. This will not only help you 
build your team but ensure that you hang on to your 
best employees.

These points may seem basic because they are. 
Creating high-performing teams isn’t complicat-
ed; it’s more about the regular care and feeding of 
a small garden than the implementation of a grand 
landscape design for the Taj Mahal. These practices, 
when applied correctly and consistently, will yield 
great benefits to all company stakeholders. As the 
saying goes, “Teamwork makes the dream work!” 
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Hanging holiday lights is harder than it looks 
but can be well worth the effort if done right.

By  
Mary 
Elizabeth 
Williams- 
Villano

HOLIDAY LIGHTING
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hether your client is a minimalist 
who just wants a few warm white 
lights or a crazy Clark Griswold-type 
who wants to push the city’s power 
grid to its limits, most people would 

agree that it just isn’t the holidays without holiday 
lights. All those primary colors, blinking stars and 
dripping icicles festooning homes, city streets and 
businesses are as much a part of this time of year as 
frosted cookies or massive credit-card debt.

There’s money to be made helping homeowners, 
businesses and municipalities decorate for the hol-
iday season. You may have heard about how profit-
able this service can be, and because of that, you are 
considering adding it to your company’s menu. Yes, 
it can be very lucrative, but you should know that it 
isn’t all candy canes and tinsel. There are some very 
important things you should know first.

“People say, ‘How difficult can it be to hang 
Christmas lights?’” says Jim Mink, owner of Christ-
mas Decor by Shining Nights and Precision Sprin-
klers and Outdoor Lighting LLC, Butler, New 
Jersey. “They’ll say, ‘I did it for my dad. I do it at 
my house.’” But that is not the same as doing it pro-
fessionally and doing it right, he says. “That can be 
very difficult.”

Ed Rogers, co-owner of Holiday Decorating 
of New Jersey and Wetscape in Marlboro, agrees 
with that sentiment. “In my irrigation company, if 
I make a mistake on an installation in April, I can 
correct it in May. But the holiday season comes and 
goes quickly, and everything has to be perfect. Make 
no mistake about it, this isn’t an easy business. The 
conditions are challenging; you’re up on roofs and 
ladders on days when it’s really cold.”

And even though the sturdiness of LEDs has 
reduced the number of service calls, there will still 
be some. Customers want an immediate response if 
something burns out or breaks.

SHOULD YOU GO FOR IT?
Not scared off yet? Good — be-
cause there are lots of great rea-
sons for green industry contrac-
tors to get involved with holiday 
lighting. You already have the 
personnel and most, if not all, 
the equipment you’ll need to 
start doing it. And you already 
have a base of customers to 
draw on — yours. 

Potential clients include 
the folks who are getting too old to 
climb ladders anymore but still want a festive-look-
ing home for the season and the too-busy parents 
who don’t want to disappoint the kiddos. It’s a lux-
ury service that people are willing to shell out good 
money for, yet is still within the means of mid-
dle-class folks. And yes — you can make a lot of 
money doing it. 

No question about it, this sector is booming. 
“I’ve been in this business a long time, and I’m still 
seeing a 40% increase every year,” says Mike Mar-
low, vice president of Holiday Bright Lights, Oma-
ha, Nebraska. “A lot of landscape companies are 
getting into it and starting to learn how to do the 
business correctly. You start by marketing to your 
existing client base and build from there.” 

He says that if anybody jumps into this game, 
they should at minimum have 25 to 35 jobs the first 
year. And if they’re pricing things correctly, they 
should be seeing margins as high as 40%.

“This is a premium, elective, white-glove ex-
perience and people are willing to pay for it,” says 
Brandon Stephens, president of the Decor Group, 
parent company of Christmas Decor, Irving, Texas. 
“Our franchisees are netting margins in the mid-
to-upper 30s.”

Don McQueen is founder of Christmas Decor 
of Oakville, Ontario. He also owns an irrigation and 
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lawn care business. “We were one of 
the first five companies in Cana-
da to sign up with the franchise 
back in 1998. From there, it’s just 
been onwards and upwards.” His 
holiday operation is now “about 
45% of our business — the same 
as our irrigation operation. If we 
stopped doing holiday lights to-
day, we’d lose a sizable chunk of 
our overall revenue.” 

Tony Fisher is general 
manager of landscape main-
tenance for Senske Lawn 
and Tree Care, Kennewick, 
Washington, a branch of Sen-

ske Services, a company that does lawn care, 
pest control, grounds maintenance and holiday 
lights in four states: Idaho, Nevada, Washington 
and Utah. The average spend for Senske’s residen-
tial clients is about $1,000 and for commercial ones, 
around $3,000. “Some of our commercial sites have 
gone as high as $100,000,” says Fisher. 

Contractors who mine their existing client bases 
to find holiday lighting customers often find that 
business flows both ways. I asked Fisher if Senske’s 
holiday customers ever sign up for the company’s 
landscape services. “They absolutely do,” says Fisher. 
And McQueen adds, “Once we get a holiday client 
on board, then we’ll talk to them about the other 
things we do.”

MORE THAN ONE WAY TO WORK IT
Typically, contractors put up the lights, service them 
and take them down after the holidays are over. Some 
sell light strings to customers, others lease them. 
Contractors who have the space store the lights for 
customers as a courtesy that also helps the contrac-
tor. Strings that aren’t stored in someone’s garage or 
basement won’t be put up next year by someone else.

One way to get up and running fast is to sign up 
with a franchisor. Christmas Decor works on that 
model; for a fee and 5% of your earnings, you get a 
great deal of training and support. The company out-
lines exactly how to run every aspect of the business, 
giving you a blueprint for success — all you have to 
do is follow it, says Stephens. The company has five 
full days of initial training, plus additional online and 
video learning and technical support.

The formula has worked for Mink and Mc-
Queen, evidenced by the fact that both have stayed 
with the company for two decades. “They gave us 
great training and came up here to Canada to do 
it,” says McQueen. Christmas Decor set him up 
with direct mail marketing materials, flyers and 
brochures and showed him how to sell to his core 
customers and upscale homeowners. “And it just 
took off,” he says. 

Companies like Village Lighting, West Valley, 
Utah, and Holiday Bright Lights aren’t franchisors, 
they’re product-based companies. But that doesn’t 
mean they leave you on your own to sink or swim. 
Rogers is relatively new to this game, having just 
started working with HBL last year. 

“I went to a two-day seminar that they put on 
and got a good base of knowledge from that,” he says.  
“My sales rep provided my team with on-site train-
ing and endless phone support. They did much more 
than just supply materials, they really helped me de-
velop my business.” 

Mitch Hendricks, Village Lighting’s vice presi-
dent says, “We’ve been doing this forever and ever, 
so we’ve got a lot of training resources, manuals and 
books to help contractors.”

Sam Willmering owns Maverick Landscape and 
Design LLC in Coeur d’Alene, Idaho. He says Vil-
lage Lighting has been extremely helpful all along, 
and still is. “They gave me a manual that explained 
exactly how to do everything. And any time I have a 
question I can always get Mitch on the phone.”

People don’t generally burst into tears after you’ve spread fertilizer or fixed a sprinkler for them, 
but they often sob with happiness when they see how you’ve lit up their home the way Gramps 
used to. The emotions and memories holiday lights evoke make this an especially satisfying 
business. “The biggest thrill is when the young children see it the first night,” says Jim Mink, 
owner of Christmas Decor by Precision Sprinklers and Outdoor Lighting LLC, Butler, New Jersey.

All of the contractors in this story do pro bono work for deployed service members’ families, 
veterans and others. “We always give back to families with sick children and soldiers,” says Mink. 

Every one of Senske Services’ locations in Idaho, Nevada, Washington, and Utah has a Dec-
orated Soldier program. “The husband or wife is deployed overseas, and the family doesn’t have 
the time nor the means to decorate, so we do it for them for free,” explains Tony Fisher, general 
manager of landscape maintenance at Senske’s Kennewick, Washington branch. 

“We’ve had some emotional times with several of those clients — they’re so grateful to us 
for bringing some brightness into what’s not a great time for them,” Fisher says. The company’s 
branches also decorate local Ronald McDonald Houses for free.

“I’ve been in 
this business a 
long time, and 
I’m still seeing 
a 40% increase 
every year.” 

— Mike Marlow, Holiday 
Bright Lights

Photo: Holiday Decorating of New Jersey

Photo: VIllage Lighting
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A GOOD EMPLOYEE RETENTION STRATEGY
Many green industry contractors add holiday dec-
orating as a way of keeping their best employees 
working in the offseason and hopefully keep them 
around for spring. That was Mink’s motivation. “We 
have an irrigation company and our guys have to be 
good mechanics,” he says. “When we have them, we 
like to keep them around. A few of my guys have 
been with me for 15 years plus because they know 
they can work all year.”

When it’s a lawn care-based business that kind 
of longevity can be a struggle. Just ask McQueen. 
“Our original business that we started in 1993 was 
centered on lawn care. In 1998, we had one set of 
workers April 1, totally different people on May 1 
and a whole new group again on June 1.” 

He realized then that he needed to offer year-
round employment if he wanted to keep good peo-
ple. Holiday lighting solved that problem.

Rogers had a similar goal behind his foray into 
holiday lighting — keeping the employees of his 
irrigation and pavement maintenance operations 
around through the winter. 

“Recruiting help is nearly impossible, so keeping 
help became the priority. Even if I do nothing more 
than break even doing holiday lights, I’ll still consid-
er it successful because it means I can keep my key 
people,” he says.

SAFETY, INSURANCE AND FEAR OF HEIGHTS
Before you get into holiday decorating, it’s a good 
idea to call your insurance broker. Your existing poli-
cy may not cover you for work on high ladders, cher-
ry pickers or rooftops. 

Rogers set up a separate company and tax ID 
number for his holiday lighting operation to shield 

himself and his other companies from any neg-
ative consequences.

Mink had to purchase additional liability in-
surance for his holiday lighting operation. “We 
do things the way OSHA asks us to,” he says. “We 
have all the proper safety gear for our guys, like the 
type of shoes they’re supposed to wear on roofs.” 

Though your employees may be thrilled to have 
winter work, don’t expect all of them to be Sherpas, 
eager to scramble up on roofs. “We respect people’s 
fears,” says McQueen. “I’m afraid of heights myself, 
so I can empathize. People who are afraid, we’ll pair 
with someone who isn’t. One person can be working 
on the ground while the other is up on the roof.”

Electrical safety can’t be neglected either, even 
though it’s become easier to achieve with the advent 
of LEDs for both landscape and holiday lighting. 
“LEDs are much more forgiving in terms of voltage, 
and it’s harder to get overloads,” says Mink. “But you 
still can’t be sloppy.”

Incandescent lights are pretty much dead these 
days, and that’s a good thing; LEDs are brighter, last 
longer and require fewer service calls. “In 2008 we 
transitioned completely to LEDs,” says Fisher. “We 
have a handful of long-term clients that still put up 
incandescents, but we don’t offer them to new cus-
tomers anymore.” 

A SHORT WINDOW
Holiday lighting is an intense business; everything 
happens just before and during the six weeks of the 
holiday season. The more clients you install, the ear-
lier you’ll have to start and the more crews you must 
run. Most clients want their lights up by Thanksgiv-
ing. “The window is so short that people have to be 
very organized and on their game,” says Hendricks. 
“They have to be good at training employees in how 
to do things and have everything dialed in.”

Fisher says Senske’s holiday lighting division 
decorates for about 1,800 clients every winter. Last 
year that effort involved 36 crews of two people each, 
three for larger jobs. 

“When we start depends on what city we’re 
working out of,” says Fisher. “In Utah, it snows a lot, 
so we’ll go ahead and start those in September. In the 
Washington tri-cities market, we won’t start until the 
first part of October to mid-October.”

We’re going to let Hendricks answer the ques-
tion we posed at the start of this article: Should you 
go for it? “If you’re doing it because you think it’s a 
business that you can make some money in, then yes. 
But don’t do holiday lights just because you think it’s 
going to be fun — even though everybody in this 
business has a passion for it. That’s why we’re here.”

Installing holiday lighting could become your 
passion as well, as it has for many contractors before 
you. Why don’t you try it and see?  

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

THE LOWDOWN ON THE LATEST 
Learn about what’s new in holiday lighting in the online version at  
www.igin.com/shine-in-the-offseason.

“The holiday 
season comes 
and goes 
quickly, and 
everything has 
to be perfect. 
Make no mistake 
about it, this 
isn’t an easy 
business.” 

— Ed Rogers,  
Holiday Decorating
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Photo: Christmas Decor of Oakville
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W hat’s an area of your day-to-
day business that is a constant 
struggle? Is it the never-ending 
stack of receipts, contracts or 
training sign-in sheets lying 
on your desk that you’ve been 

meaning to file away? Perhaps it’s getting job quotes 
prepared and sent to prospective customers faster. 
Maybe it’s even theft of company time or equipment. 
No matter how big or small, these issues can begin 
to grate on you over time and could be costing your 
company big bucks.

Tackling a problem area within your company 
can seem daunting. But have you ever considered 
you may hold the solution in the palm of your hand? 
So much software offers mobile applications that can 
solve a multitude of issues. We’re not talking apps 
that can only perform a few functions of the full-

On-the-go 
operations

blown software. The apps in this article have been 
developed to work seamlessly between computers 
and mobile devices. 

In an industry that requires managing many em-
ployees in many locations, mobile apps are allowing 
management and employees to increase their ef-
ficiency and stay connected in a way they’ve never 
been before. 

Jobber is a field service scheduling software and 
mobile app based out of Edmonton, Alberta, that’s 
gaining ground in the green industry. Greg Brooks, 
owner of Brooks Landscaping in Atlanta, says that 
his business has changed tremendously since he be-
gan using Jobber five years ago. 

“One of the biggest things 
that’s made a difference 
for me has been the way 
Jobber has developed its 
entire software to be mo-
bile friendly,” says Brooks. 
“With Jobber, you can get 
work done in the field on a 
mobile device and be just 

By Sarah Bunyea

Jobber 
 www.getjobber.com
 Edmonton, Alberta
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EMPOWERING 

landscape companies to
BETTER MANAGE

their employees and  
day-to-day business.



as effective as if you were sitting in front of your 
home computer screen.”

The software allows management to schedule and 
dispatch crew members, provide quotes, manage cli-
ents and jobs, GPS locate employees, send invoices 
and receive payments. 

The scheduling feature allows you to view every 
crew member’s schedule and availability. When a 
new job comes in, you can see what each team mem-
ber has on their plate for the day so you can assign or 
reassign jobs to the right people. You can also check 
how many jobs crew members have completed out of 
the total assigned to them that day. 

And the app isn’t just for management. Crew 
members use the app as their total source of infor-
mation for scheduling and property details. They use 
the app to clock in and out of jobs, and the app alerts 
them to any changes made to their workday sched-
ules with a push notification. 

The job details feature allows client and property 
information to be stored for each job so your team 
has a clear picture of what needs to be done. Crew 
members can add notes and attach files and photos 
within the app to specific client accounts and jobs. It 
also allows you to create custom checklists for each 
job to ensure crews cover all the bases. 

One of Brooks’ favorite features of Jobber is the 
work requests form. A prospective client can request 
a quote immediately by clicking a link to the form 
that’s inserted on your website, social media plat-
forms or marketing emails. Brooks says, “The work 
requests gave us a huge avenue on social media, 
which has become our biggest platform for acquir-
ing new clients.”

Another feature he loves is the client hub. “When 
a new client submits a work request and you submit 
a quote to them, they become part of your database,” 
he explains. “The client hub allows you to track the 
quote from the time they open the initial email to 
any changes that are made back and forth about 
what services you’re going to provide.” 

He says doing this on the app is a lot faster than 
driving to a property and returning to the office to 
prepare a quote. “Now, we can give an initial quote at 
the job site or sitting in our trucks, because we have 
the client’s information through the client hub.” 

Brooks recognizes that not everyone in the green 
industry grew up in the digital age, but that doesn’t 
stop his guys from being able to use Jobber. He says 
his guys in the field rely on the app even more than 
he does. “I’m really impressed with the way the app 
has helped our employees, some of whom are older, 
utilize the app in the same capacity that I do.”

Brooks knows his business would not be where it 
is today without this tool. “It’s made it easier for us 
to be more efficient in the field, saving us more time 
and money. It’s also so user-friendly that everyone 
within our company is able to understand it. For us, 
that has been very, very helpful.”

 The landscape design software PRO Landscape is 
a popular option for landscape professionals looking 
to wow clients on the spot. Based in Kansas City, 
Kansas, the company has two versions of the mobile 
app — the Companion App that’s included with the 
PRO Landscape software, and the Contractor App, 
a standalone app that offers the same power and 
functionality as the Companion App.

Using either version of the app, you can take pho-
tos of a potential client’s property and begin design-
ing a brand new landscape. How? By dragging and 
dropping your ideas from an image library with over 
18,000 objects. You can select local favorites for fast 
access to commonly used items, as well as add your 
own objects. You can even advance the landscape to 
see the projected growth of plants over the years.

Transferring projects between the PRO Landscape 
software and app is totally seamless. Designs started on 
your computer can be transferred to your mobile de-
vice to present to a customer. Projects started on your 
mobile device can also be transferred to your computer 
so you can continue working on them in the office.

“I use the PRO Landscape app all the time, most-
ly for quick designs on the spot,” says Chris Walter, 
owner of Computerized Landscape Design based in 
Liberty, Missouri. Walter will usually go to a pro-
spective client’s property early and do about three 
quarters of the design solo, and then he’ll design the 
last part of it with the client. “It gets them engaged in 
the process, but not overly involved,” he says. 

Once your design is complete you can create an 
instant bid based on quantities and your own prices. 
Then you can print, email or save your bid.

PRO Landscape
 www.prolandscape.com
 Kansas City, Kansas
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From your phone to the job site
Who says online shopping is only to be done on Amazon? Some 
landscape suppliers and retailers, like Lowe’s and Home Depot, have 
mobile apps you can use to quickly select and purchase supplies 
from your phone or tablet. 

SiteOne Landscape Supply’s mobile app allows you to order irrigation, turf and 
landscape supply products. You can choose to pick up your order from a SiteOne 
branch or have it delivered. You can also leave special instructions or requests in 
your order notes to the branch manager.

Through the app, you can manage your open orders, view your order history and 
edit your account preferences at any time. If you know exactly what product you 
want, the quick order feature can be used to add it directly to an order. Your entire 
product purchase history can also be reviewed if you need to reorder an item.

The app’s list feature lets you keep your favorite items ready to order or organize 
your projects more effectively. If you frequently buy certain products together, the 
assemblies feature can help you keep those items handy when you need them too. 

“Now, [with PRO 
Landscape] you 
can design and 
give quotes right 
on the spot. You 
can fill people’s 
need right when 
they’re ready 
to spend their 
money.” 

— Chris Walter,  
Computerized  

Landscape Design



Walters says one 
of the biggest advan-
tages of the app is it’s 
quickened the pro-
cess of winning a job. 

He used to meet 
with a prospective 
client at their house 
to talk about what 
they were looking 
for, then he’d go 
back to the office, 
prepare the design 
and come back a 

few days later with a quote. 
“Now you can design and give quotes right on 

the spot. You can fill people’s need right when they’re 
ready to spend their money.” He’s been able to close 
more deals with it and says it’s simply because “the 
more you impress clients, the easier it is to sell jobs.”

Greenius is an online training program and mo-
bile app for companies in the green industry. Over 
1,100 landscape companies in the U.S. and Canada 
are using Greenius, says Michael Artz Sr., business 
development manager for the company whose U.S. 
headquarters are in Milwaukee. He says it’s been im-
plemented by companies with as few as two mem-
bers to firms that have thousands of employees.

There are no limitations using the Greenius app, 
says Artz. “Anything that can be done through the 
online portal can be done through the app.” Manage-
ment begins by creating accounts for their employ-
ees and assigning them any of the 50 online training 
courses, available in both English and Spanish. 

Training topics cover every aspect of a landscap-
ing business from operating zero-turn mowers and 
skid steers to defensive driving. Training can be set 
up to be completed as a group or individually. Artz 
says most companies will assign a crew member five 
or six trainings at a time and set a deadline for a few 
weeks out. Management is then able to track the 
progress of each employee’s learning through the app.

Each training is a three-step process. First, the 
employee watches a video segment, which contains 
pop quizzes in the middle. The employee then takes 
an exam on the material. As the final step, a supervi-
sor will observe them doing whatever task they just 
trained on to reinforce knowledge and test retention. 
The supervisor can go through a checklist on the app 
to make sure the task is completed correctly, and then 
the employee will sign off directly in the app to cer-
tify they’ve completed the training.

Specific tools are available to supervisors or fore-
men. For example, the tailgate talks feature offers 
over 100 different topics to choose from and allows 
attendance to be taken for these trainings directly in 
the app. Supervisors can also take training tailored to 
their roles on topics like working with difficult em-
ployees, customer service and meeting budgets.

The app’s newest performance tool is a 15-minute 
employee review. Management can set up custom re-
view criteria or use a template on the app to conduct 
monthly, quarterly or yearly reviews. Employees can 
also fill out a job satisfaction survey in the app to give 
feedback on manager performance. All metrics from 
the reviews can be tracked, measured and compared.

Artz says one of the biggest advantages of us-
ing Greenius is that all the training is documented, 
meaning each employee has records of what trainings 
they took and when. “The reporting is a big feature,” 
he says. “When you get audited or OSHA comes in, 
you have to prove your employees were trained. With 
Greenius, you don’t have to prepare a paper report, 
you can just pull it up online.” 

Greenius also offers annual recertifications to 
make sure each employee stays up to date on train-
ing. Artz says training through Greenius is “so much 
easier because everybody has a smartphone. You can 
literally use it anywhere.”

Efficiently scheduling your fleet’s daily activities, ac-
curately tracking time spent on the job, and equip-
ment theft are all common sources of frustration 
for landscaping companies. That’s why many man-
agers are turning to GPS tracking to manage their 
fleets and equipment. Chesterfield, Missouri-based  
Linxup is one company 
that provides GPS track-
ing hardware, software 
and a companion mobile 
app so companies can 
monitor their trucks, 
mowers, trailers and oth-
er power equipment.

Using the app, you 
can view the real-time 
GPS location of any 
vehicle in your fleet 
equipped with an active 
Linxup GPS tracking 
device. Linxup is inte-
grated with the Goo-
gle Maps platform, 
which allows you to 
choose between a 
map or satellite view. 

Greenius
 www.gogreenius.com
 Milwaukee, Wisconsin

Linxup 
 www.linxup.com
 Chesterfield, Missouri

Photo: PRO Landscape
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“When you get 
audited or OSHA 
comes in, you 
have to prove 
your employees 
were trained. 
With Greenius, 
you don’t have to 
prepare a paper 
report, you can 
just pull it up 
online.”  

— Michael Artz Sr., 
Greenius



After selecting a specific vehicle, you 
can replay the vehicle’s route and view a 
breadcrumb location history from the cur-
rent day, previous day, past 48 hours or a 
custom timeframe. Clickable icons and an 
overview report provide information on the 
vehicle’s speed, direction, mileage, idling 
and stops it took. 

One benefit of using the app is opting 
to receive mobile alerts for a variety of 
instances. You choose to receive alerts for 
unsafe driving behavior or when a vehicle 
moves outside a designated area, is in use 
after hours or breaks down on the road. The 
app can also help with fleet maintenance 
by sending you reminders for things like oil 
changes and tire rotations.

You can also access a safety report for 
each vehicle. The app provides a safety score 
based on its speed, acceleration and brak-
ing history. These performance scores can 
be viewed for individual drivers or for your 
entire fleet. Tracking driver safety through 
the Linxup app can help you pinpoint areas 
where your company needs to make im-
provements to operations and safety. 

Looking forward
It’s a technological world out there, and it’s 
easy to get overwhelmed by the enormous 
amount of software and apps available. But 
landscape pros who have adopted these 
apps into their operations can’t imagine 
their businesses without them. 

Is there a software you use now whose 
app you’ve disregarded? Or maybe there’s 
a new app out there with the potential to 
make your life easier. As the summer busy 
season begins to slow down, take some 
time to pinpoint an area of your business 
where using a mobile app could improve 
your efficiency. Do your research and don’t 
be afraid to reach out to the companies 
who have created them. Hopefully, these 
apps will give you a place to start. 

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

Are you tired of those 
endless stack of papers 
piling up on your desk? 

Read about four apps that will help you 
reduce the clutter and go paperless in the 
online sidebar available at www.igin.com/
on-the-go-operations. 

LANDSCAPE APPS

                September 2019    Irrigation & Green Industry          33



34            Irrigation & Green Industry     September 2019 www.igin.com

IRRIGATION WINTERIZING

I
f you’re a “Game of Thrones” fan, you’ve 
heard the ominous expression “Winter is 
coming” uttered many times by different 
characters in the show — and it never 
means something good is on the way. But 
say those exact words to a group of irriga-
tion contractors who work in the colder 
states, and they just might break out in 

grins. To them it means “time to make some fast 
money winterizing irrigation systems.”

It’s a ritual that must be carried out before the 
first big cold snap hits. The laws of physics are 
strictly enforced: Water expands when it freezes 
so it must be removed from irrigation systems be-
fore it can cause damage to pipes and components.

There’s lots of cold, hard cash in providing 
this service. It only takes about 20 to 30 minutes 
to do a residential blowout, and a technician can 
squeeze a bunch of those into an eight-hour day. 
At $80 a pop or more — well, you do the math. 
“A lot of contractors consider this their winter 
money,” says Chris Pine, CID, CIC, CLWM, 
CLIA, CIT, MCLP, CLVLT, owner of Blue 
Green Solutions in Pocasset, Massachusetts.

THE BLOWOUT PROCEDURE
When contractors start winterizing for their cli-
ents depends on which region they work in; ear-
lier frosts mean earlier winterizations. “We start 
doing high-priority systems the second or third 
week of September,” says Tim Black, president of 
Irrigation Tech, Rochester, New York. 

He considers a high-priority system as one 
with a pump, some element of piping or a back-
flow device that’s exposed. All it would take is 
one night below freezing to have these things 
freeze and crack.

WISING UP
WITH WINTERIZING

There’s money to be made preparing irrigation systems 
for the season’s onslaught, but there’s much more to 
winterizing than simply hooking up a compressor.

By Mary Elizabeth Williams-Villano
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The winterization process for a residential system 
goes like this, according to Black. “First, we turn the 
water off in the basement or at the well or wherever 
the connection to the main is. Then we connect our 
compressor by a hose to the blowout point, which is 
installed just off the foundation of the house, near 
the backflow device.” (A quick-connect coupler can 
also be used for this.)

Next, a technician turns on the compressor, acti-
vates zone one and watches until nothing but air is 
coming out of the heads. “We repeat with zones two, 
three and so forth until the last zone, and then turn 
off the controller, says Black. “An important point is 
that you need your compressor to be set for a high 
volume but a low pressure.”

The process isn’t that different for large commer-
cial systems or athletic fields, except that there will 
be more zones and possibly more than one point 
of connection. “When we winterize a large soccer 
field, we take two compressors with us,” says Tom 
Horn, CIC, CLIA, CIT, founder of All-n-One 
Outdoor Solutions in Jefferson City, Missouri, and a 
Rain Bird Academy technical trainer. “That gets the 
whole thing done a little quicker.” 

Chris Russo, northeastern field services manager 
at Hunter Industries, San Marcos, California, adds 
one more step. “Before you fire that compressor up, 
you need to stop at the controller and start up an 
irrigation program,” he says. “You don’t want to fire 
the compressor up with a closed system, because the 
air has no place to go. Then you’ve got problems.”

Black mentioned the two critical measurements: 
air pressure, measured in pounds per square inch, 
and air volume, measured in cubic feet per minute. 

“The volume of air should be kept, depending on 
the size of the irrigation line, somewhere between 
50 to maybe 80 cfm,” says Horn. “The air pressure 
should be a lot lower, somewhere down around 40 
or 50 psi.”

Compressors should have pressure regulators. If 
they’re rentals, be careful to check the settings before 
using them, warns Horn, as they’ll often be set at an 
extremely high rate, 150 psi or more. 

Sprinkler heads are designed to operate at 45 or 
50 psi, and if you push 150 psi into them, you can 
damage them and the valves and possibly even rup-
ture pipes. “Too high a pressure can turn sprinkler 
heads into rocket ships,” warns Black. “I’ve person-
ally done it.” 

“It’s very important to make sure the compres-
sor has the ability to keep up with the volume of 
air that’s leaving the system,” adds Pine. “Large 
commercial systems may need a few hundred cfm 
or more.” 

Before the techs at Atlanta-based Hydro-Tech 
Irrigation Co. set out for a day of winterizing at the 

company’s Virginia/Washington, D.C., branch, Vice 
President Philip Space has them make sure their 
compressors are set to 65 psi. “Eighty-five psi on a 
residential system is probably about the maximum,” 
Space says. “But we’ve seen damage done to seals or 
ratchet mechanisms on 12-inch spray heads when 
we get upwards of 85 or 90 psi.”

What if the system is full of MP rotators or other 
rotary-style nozzles? Russo says 65 psi is general-
ly safe; Horn recommends 30 or 40 psi. Too much 
force can push the gear drives inside them apart. 
Pine says once the rotators start to spurt a little bit, 
it’s time to stop.

What about winterizing drip or low-volume sys-
tems and zones? Many contractors say that it’s really 
no different from winterizing conventional systems 
— but Pine and Horn disagree. “The air pressure 
should be much lower, around 20 or 30 psi,” says 
Horn, “or you risk damaging the dripline, the emit-
ters or the low-volume microspray nozzles.” 

Winterizing buried dripline is a challenge, be-
cause it’s not obvious when the water stops coming 
out. “You can’t see it and you can barely hear it,” says 
Pine. “But you should try to locate the end of the run 
so you can make sure all the water has drained out.”

 
BEWARE OF HOT AIR
Air coming out of a compressor causes friction, and 
friction causes heat. “Compressors produce very hot 
air, and that’s a problem, because we use plastic pipe 
that can melt,” says Pine. On a residential system, 
Horn recommends running a compressor no more 
than two minutes per zone.

It helps that blowouts are done when the air out-
side is usually colder. For a bit of extra insurance, 
many contractors will connect the compressor to the 
blowout tap with a length of hose long enough to 
give the air a chance to cool a bit before entering 
the system.

Horn has another caution: “If an irrigation sys-
tem has a master valve, it’s usually close to the point 
of connection with the backflow preventer. If hot air 
is blown through that master valve for an extended 
length of time, it will usually damage its diaphragm.”

Heat is no friend of rotary nozzles, either. “The 
components inside them are temperature-sensitive,” 
says Pine. “They’re not designed to have a large vol-
ume of hot air going through them.”

To further illustrate the danger of this, Russo 
shares this story. “During a winterization, the fellow 
who was running the compressor ran it at a much 
higher psi than we had in the past. The pipe became 
so hot that when it cooled down, it shrunk three siz-
es smaller in diameter — but the fitting it was glued 
to didn’t.” (The heat also melted the glue.) 

“AN 
IMPORTANT 

POINT IS 
THAT YOU 

NEED YOUR 
COMPRESSOR 

TO BE SET 
FOR A HIGH 

VOLUME 
BUT A LOW 

PRESSURE.” 

— Tim Black, 
Irrigation Tech
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He continues, “About an hour or so after they 
turned the system back on in the spring, a whole 
bunch of water poured out and washed out an en-
tire hillside, because the pipe no longer fit inside the 
coupling.”

NOT AN OPTION NOT TO DO IT
Space has seen what happens when winteriza-
tion isn’t done and a deep enough freeze occurs. 
“Hundreds of feet of pipe split open in a distinct 
spiral pattern,” he says. “The repair bill was in the 
thousands.”

Russo says in his part of the country tempera-
tures can drop as low as the teens — yet still some 
people just won’t spend the money to winterize. But 
saving $80 or so just isn’t worth the risk. It’s a “pay 
me now or pay me more later” scenario.

A penny-pinching homeowner may be lucky 
enough to have a system comprised of polyethylene 
pipes, which Black says are a bit more forgiving than 
PVC, which “shatters like glass. Poly can handle a 
couple of freezes without breaking, but any more 
than that and they’ll give way.”

“A homeowner who tries to blow out his own 
system with a too-small compressor and doesn’t get 
it done right is a contractor’s dream,” according to 
Russo. All of those broken pipes, sprinkler heads and 
cracked manifolds are going to need to be replaced. 

PJ Faust owns Terra Green Landscapes, in 
Charlotte, North Carolina. Because 

Charlotte is in the transition zone, “some contrac-
tors here promote winterizing, and others say you 
don’t have to do it at all,” says Faust. “We recom-
mend it though, because every four or five years it’ll 
get cold enough to do damage, and you can’t predict 
when that’ll happen.”

It may cost a little bit — $100 for an average-size 
house — or more, if there are over 10 zones, but the 
components are going to last longer if they winter-
ize.” Faust estimates.

Pine says that even in the transition zone, any 
exposed components such as backflow devices or 
pumps need to be winterized.

WARM AND TOASTY BACKFLOW
Backflow devices, the things that keep contaminat-
ed water from washing back into the potable water 
supply, can be temperamental divas. They don’t like 
being the portal to the winterization process. 

Many clueless homeowners attempting to win-
terize their own systems will hook a compressor up 
to a backflow device instead of a blowout tap. The 
outcome of that is often a very expensive lesson. 
“There are springs and diaphragms in the backflow, 
and they can get stretched,” says Russo. 

Some techs will use a small “pancake” compressor 
at a very low pressure to blow water out of a back-
flow. But Pine says it’s never advisable to blow com-
pressed air into these devices, as the risk of damag-
ing the components inside is just too great. 

Winterizations  
should be done before the 
first frost. It still may not be 
too late if the ground hasn’t 
frozen deep enough to  
reach the pipes. Photo: 
Irrigation Tech

Flow sensors, pumps and  
LCD controller faceplates
There are some other things attached to irrigation systems that also require winteriza-
tion. Flow sensors, for instance. 

Norm Bartlett, founder of Creative Sensor Technology, Rochester, Massachusetts, 
and a member of the Irrigation & Green Industry Advisory Council, says some flow sen-
sors work similarly to domestic water meters and have a large rotating impeller inside. 

That means “you have to be very careful not to over-spin that impeller and overheat the 
sensor during a blowout,” he says. The best way to do that is to check and see how close 

that meter is from the point where you’ll inject air into the system. 
“If the point in which the air is being injected is immediately upstream of the flow sensor, 

then it’s probably better to just remove the sensor for the winter,” Bartlett says.
Tom Horn, CIC, CLIA, CIT, founder of All-n-One Outdoor Solutions in Jefferson City, Missouri, and a 

Rain Bird Academy technical trainer, suggests removing the sensor’s internal components, capping it off 
until the blowout is done and then putting the internal components back in.

Centrifugal pumps need to be winterized as well. “You drain the water out of the impeller casing and 
remove the foot valve,” says Horn. “Then you turn off the power to the pump so it can’t be activated acci-
dentally and run dry until it burns up.”

The final step is usually turning off the irrigation controller. But Horn says units with liquid crystal dis-
plays should be left on so the electrical current will keep them warm. “If the temperature drops to around 
20 degrees or less, those crystals will freeze. Then, when you plug the controller back in the next spring, 
its display will be blank.” In areas with frequent or prolonged power outages, Horn recommends removing 
LCD face plates altogether and storing them indoors in a warm environment.

“A HOMEOWNER 
WHO BLOWS 

OUT HIS 
OWN SYSTEM 
WITH A SMALL 
COMPRESSOR 
AND DOESN’T 
GET IT DONE 
RIGHT IS A 

CONTRACTOR’S 
DREAM.”

— Chris Russo, 
Hunter Industries



REGISTER NOW for the  
world’s biggest irrigation show!

IRRIGATION SHOW | Dec. 4-5 
EDUCATION WEEK  | Dec. 2-6
Las Vegas Convention Center 
Las Vegas, Nevada

Register online: www.irrigationshow.org

NEW
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Introducing ...

Industry Insights 
It’s where irrigation professionals go to learn 

about the latest industry trends, research projects, 
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Repairing a backflow unit will cost a couple 
hundred bucks wholesale, plus the markup and the 
charge for installation, says Faust. “If the entire unit 
must be replaced, then it could cost $500 to $700.”

Many contractors feel that the best insurance 
is to simply disconnect the backflow and store it 
inside the heated home or business for the winter. 
If a backflow device must remain outdoors, after 
the water is drained out, the ball valves should be 

left open at the 45-degree or halfway open posi-
tion (0 degrees is fully closed; 90 degrees is fully 
open). That position will let any water that might 
get inside drain out.”  

The colder the winter, the more protection will 
be needed. Russo advises against relying on the fi-
berglass covers many backflow devices come with, 
even when they’re lined with insulating material. 
The same goes for Styrofoam insulating sleeves. 

Note the fine mist coming out of the sprinkler heads during this blowout in progress. The irrigation  
technician runs the compressor until no more residual water can be seen spraying out. Photo: Irrigation Tech

A compressor hose  
is hooked up to the  

blowout input at  
the start of the  

winterization process.  
Photo: All-n-One  

Outdoor Solutions
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IRRIGATION WINTERIZING

& SMARTER
MANAGEMENT

FASTER
INSTALLATION

HYDRORAIN.COM

Smart controller 
management is taken to 

the next level with the 
B-hyve Pro dashboard and 

our HRC 400 series 
controllers; while the 

push-fit technology in our 
manifolds, valves, and 

fittings reduces installation 
time by over 50%.

“Some people think that those things are adequate 
to protect a backflow from freezing, but they’re 
not,” Russo says. 

Electrically heated enclosures, also known as 
“hot boxes,” are supposed to keep backflows nice 
and cozy all winter long. But Horn wouldn’t bet 
their survival on these things, either, saying that all 
it would take is a long enough power outage, and 
bye-bye, backflow. 

As long as we still have winters, there will be 
a need for skilled irrigation professionals to per-
form thorough winterizations. For your clients, it’s 
cheap insurance against getting a nasty springtime 
surprise and the big bill to go along with it. We 
hope these tips help you have a profitable fall and 
your clients, a comfortable, freeze-free winter. 

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

“IT MAY COST A LITTLE BIT — $100 
FOR AN AVERAGE-SIZE HOUSE — OR 

MORE, IF THERE ARE OVER 10 ZONES, 
BUT THE COMPONENTS ARE GOING TO 
LAST LONGER IF THEY WINTERIZE.”

– PJ Faust, Terra Green Landscapes

A large capacity 
compressor like 

this one is needed 
for doing system 

blowouts. A small 
unit won’t produce 

enough pressure 
or volume to 
get it all out. 

Photo: All-n-One 
Outdoor Solutions
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W
ith the record-setting rains and flooding occurring 
throughout much of the United States this spring, Land 
and Water Design, Haymarket, Virginia, received several 
calls regarding drainage. Here are three ways it answered.

1 FUNCTIONAL APPROACH. Most do-
it-yourself homeowners be-

lieve the way to solve bad drain-
age problems is to install a French 
drain, which is a 4-inch or 6-inch 
diameter perforated plastic or PVC 
drainpipe. Oftentimes, they are 
unaware that the pipe should be 
wrapped with a geotextile fabric to eliminate any infiltration of soil 
or other debris. The pipe is then placed at the bottom of a slope or 
an existing drainage swale and is backfilled with crushed bluestone 
and directed away from the house or structure. A 1% to 2% slope 
is necessary to move the water. Gutter downspouts should be con-
nected to the French drain. 

2 AESTHETIC APPROACH. Our most success-
ful solution has been recreating the 

look of a creek or riverbed, utilizing the 
French drain system with a different twist. 
We excavate to a minimum depth of 18 
inches and line the riverbed with 2 inches 
of sand covered with a geotextile fabric. 
Then, we fill it with 10 inches of bluestone, 
add another layer of fabric and top it with 

6 inches of mixed river stone, ranging in size from 1 to 8 inches in 
diameter. Accent boulders are placed to emulate the look of a dry 
creek or riverbed. 

3 EXTREME SOLUTIONS. For extreme 
runoff, we typically design and 

install a Flo-Well system within the 
dry creek/riverbed channel. These are 
a series of underground connecting 
modular dry wells made by NDS Inc., Woodland Hills, California. 
It is recommended to wrap the Flo-Well with geotextile fabric to 
eliminate soil migration.

Managing water, whether it is a drainage nuisance, aesthetic 
desire or ecological preservation concern, can all be managed by a 
professional landscape architect and should be a cornerstone of a 
design professional’s discussion with clients. 

The author is the owner of Land and Water Design Inc. and a registered land-
scape architect. He can be reached at don@landandwaterdesign.com.

Three drainage solutions 
for record-setting rainfall

By Don Nesmith

DRAINAGE
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Marcus Duck

• • ASSOCIATIONS IN ACTION

Irrigation Association announces 
annual award recipients
The Irrigation Association, Fairfax, Virginia, has announced the recipients of 
its annual awards. These awards honor those who have made significant contri-
butions to the irrigation industry. Each recipient recognized this year is a true 
changemaker who has made unique and meaningful accomplishments toward 
furthering the industry and promoting efficient irrigation. Among those win-
ners are two individuals who are active in landscape irrigation. 

Carl Kah Jr. of North Palm Beach, Florida, has been 
named the recipient of the 2019 Board of Directors 
Award. The IA’s Board of Directors Award recognizes 
an individual’s lifelong contributions to the advance-
ment of the irrigation industry.

Kah founded K-Rain in 1974 and continues to serve 
as the company’s CEO. With more than 100 patents to 
his name, Kah began his innovation in irrigation tech-
nologies with his father in a garage in West Palm Beach, 
Florida, in the 1940s. Since then, Kah built K-Rain into 
the company it is today, an “engineering first” company 
that employs more than 400 people worldwide.

“My life has been devoted to innovating and advancing technologies in the 
irrigation industry,” says Kah. “I thank the Irrigation Association, everyone at 
K-Rain and my family for all of their help and support over the years. I’m truly 
honored to be recognized with this prestigious award.”

Marcus Duck of Michigan State University has been named the recipient of 
the 2019 Excellence in Education Award. This award recognizes a person who 
teaches irrigation, water management and/or water conservation in affiliation 
with a two- or four-year institution and has a commitment to not only elevating 
the level of education but also promoting the field of irrigation as a viable and 
sustainable career to students.

Duck joined Michigan State University in 2002 and currently serves as an 
advisor and instructor in the horticulture department. In addition to his duties 
as an instructor, Duck also serves as the program coordinator for the depart-
ment’s two-year certificate programs, which include the Fruit, Vegetable and 
Organic Horticulture Management Certificate and the Landscape and Nursery 
Management Certificate.

Duck’s commitment to excellence in education extends beyond East Lan-
sing, Michigan. He is a regular attendee and contributor to the IA’s Faculty 
Academy as well as the National Association of Landscape Professionals’ Na-
tional Collegiate Landscape Competition. Through these partnerships, Duck 

affords the opportunity for his students to have unique 
access to industry information and knowledge, thus 
setting his students up for success in the irrigation field.

“I’m honored to receive this award from the Irriga-
tion Association,” says Duck. “I’m grateful I get to wake 
up every day and do something I love. I’d like to thank 
my family, Michigan State University Department of 
Horticulture, my amazing students and everyone else 
I’ve worked with to educate our next generation of ir-
rigation leaders.”

The awards will be presented during the general 
session of the Irrigation Show and Education Week in 

Las Vegas, Thursday, Dec. 5. More information about the IA awards and past 
recipients can be found at www.irrigation.org/awards.

ICPI survey highlights sales 
increases and labor shortage
According to survey results released by the In-
terlocking Concrete Pavement Institute, Chan-
tilly, Virginia, gross sales for concrete paver con-
tractors in the U.S. and Canada increased by 8% 
during 2018. While experiencing strong growth, 
four of every five contractors reported difficulty 
in recruiting and hiring quality employees.

The 2019 ICPI Contractor Industry Report 
tracked business trends from 206 segmental 
concrete pavement installation contractors. Sur-
vey respondents included ICPI members and 
nonmembers. Industry Insights of Columbus, 
Ohio, conducted the survey in February 2019 
for ICPI.

“Segmental concrete pavement contractors 
are experiencing significant growth in sales,” 
says Kendall Anderegg, ICPI board chair. 
“However, this report also confirms an ongoing 
challenge for our industry: a large shortage of 
skilled installers. That’s why ICPI has launched 
a workforce development program to attract 
more people into the industry and better train 
existing employees. We’ve developed a beginner 
boot camp program, as well as an online learning 
center, The Hardscape Institute, where contrac-
tors have 24/7 access to ICPI’s top education 
programs. We are also working on marketing 
materials to help ICPI member contractors re-
cruit more young people into the trade.”

Other key findings include: 
• The residential market remains strong, rep-

resenting 72.7% of sales, while commercial/ 
government projects comprised 27.3% of 
sales (a decrease of 3.2% from the previous 
year’s findings).

• The survey showed that 6% require crew 
members to review and participate in a for-
mal, documented safety program with nota-
ble increases in the use of the Safety Manual 
template and Safety Meeting outlines avail-
able to contractor members from ICPI.

• A 5.4% average wage/salary increase oc-
curred in 2018, while a similar 5.2% average 
rise is forecasted for 2019.

Carl Kah Jr.
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• • ASSOCIATIONS IN ACTION

NALP MEMBERS HEAD 
TO WASHINGTON
Members of the National Association of Landscape Professionals, 
Fairfax, Virginia, descended on the nation’s capital for the asso-
ciation’s 23rd annual Renewal and Remembrance event July 15. 
NALP members honored American’s veterans by donating ma-
terials and labor to beautify the grounds of Arlington National 
Cemetery.

In a Facebook post, NALP writes, “Words do not properly con-
vey the humbling and sobering atmosphere here at the Arlington 

Women’s Tree Climbing Workshop added to 
GIE+Expo

National Cemetery on our 23rd annual 
Renewal and Remembrance. Each one of 
us counts ourselves blessed to be here to 
pay tribute to those who have served. It 
is our great honor to help maintain and 
beautify these hallowed grounds.”

Hundreds of NALP members and 
their families partnered with the horti-
culture team at the cemetery to improve 
the lawns, shore up historic trees, land-
scape, and complete irrigation and hard-
scape projects on the grounds.

The day concluded with the Dinner 
of Reflection where attendees enjoyed a 
performance by the Center for American 
Military Music Opportunities Voices of 
Service, which consists of veterans and 

active duty service members who are musicians and singers. 
They participants also heard from Congressman Mark Green, a 

physician and politician from the state of Tennessee who served as 
the keynote speaker for the event.

Following the Renewal and Remembrance event, on July 16-
17, NALP staff and members visited Capitol Hill for its annual 
Legislative Days. Members were able to learn more about the in-
dustry’s key issues that affect their businesses and speak with leg-
islators to become more effective advocates on both the national 
and local stages.

To learn more about these events and how to get involved next 
year, visit www.landscapeprofessionals.org.

A new feature on the lineup at GIE+Expo 
will put a 40-foot tree inside the Kentucky 
Exposition Center and give attendees the 
opportunity to learn arborist techniques 
from a group of women who are experts in 
their field. GIE+Expo is set for Oct. 16-18 
in Louisville.

Three certified arborists, Melissa Le-
Vangie, Bear LeVangie and Rebecca Sei-
bel-Hunt, will provide climbing instruc-
tion while aloft in a tree set up within the 
expo center’s Freedom Hall. Attendees can 
expect to learn basic techniques and sys-
tems accepted within the industry to safely, 
efficiently and effectively perform tree care 
operations during eight sessions, which are 
included with trade show registration.

The LeVangies developed the Women’s 
Tree Climbing Workshop in 2009 with 
a mission “to create a safe, encouraging, 
and empowering learning environment 
for women to climb trees” and have host-
ed workshops across the country for both 
women and men.

“Davey Tree is excited to present the 
‘Climb Trees, Expand Your Horizons’ pro-
gram at GIE+Expo, in collaboration with 
The Women’s Tree Climbing Workshop, 
and with support from Shelter Tree,” says 
Alex Julius, employee development and 
safety training specialist at Davey. “We 
think this is an excellent opportunity to 
highlight women in arboriculture and 
share basic industry-accepted climbing 
techniques and systems while aloft in a tree 
within the expo center’s Freedom Hall. It 
should be a great time, and we hope lots 
of arborists — new and experienced — are 
able to attend.”

Climb Trees, Expand Your Horizons 
is free with trade show registration. All 
GIE+Expo attendees are invited to watch 
and learn. GIE+Expo is sponsored by the 
Outdoor Power Equipment Institute Inc., 
Professional Grounds Management So-
ciety and National Association of Land-
scape Professionals. More information is 
available at www.gie-expo.com.
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3 Tree insecticide. Mauget Inc., Arcadia, 
California, offers Dinocide, an inject-
able shown to be effective against the 

invasive spotted lanternfly, a dangerous 
agricultural pest from China that feeds 
on a wide range of fruit, ornamental and 
woody trees. Research data from 2017 and 
2018 indicate that the product will kill the 
third and fourth instar larvae within four 
hours of its injection. 

Its active ingredient, 12% dinotefuran, 
is a translaminar, which means it can pass 
from a tree’s xylem layer to its phloem 
layer. This capability makes it uniquely 
effective against certain boring insects that 
do their damage in the phloem layer.

It also kills scale insects, including Q 
and B biotype whiteflies, Japanese beetles, 
emerald ash borers and mealybugs. The 
fast-acting formula yields results within 
three to seven days.

Mauget Inc. 
www.mauget.com 

SUPPLIER IN THE NEWS
Vermeer unveils monument to mark a year of recovery from tornado

1 Compact track loader. ASV Hold-
ings Inc., Grand Rapids, Minnesota, 
announces its new mid-frame, vertical 

lift VT-70 High Output compact track 
loader. It has a turbocharged 74.3- 
horsepower Deutz 2.2-liter Tier 4 Final 
diesel engine that produces 207 foot-
pounds of torque, allowing speeds as high 
as 11 mph. Drive motors transfer torque 
to ASV’s patented internal-drive sprock-
ets. A patented Posi-Track undercarriage 
makes the unit an all-terrain, all-season 
machine with pushing power even in 
steep, wet and muddy conditions. 

The 65.6-inch-wide unit has a 126.5-
inch lift height and a rated operating 
capacity of 2,328 pounds. Its direct-drive 
hydraulic pumps provide 3,300 psi of aux-
iliary pressure and 22.2 gpm of standard 
flow. An optional 27.4-gpm high-flow 
system is available for use with demanding 
attachments.  

ASV Holdings Inc.  
www.asvi.com

2 Utility tractor. Kubota Tractor Corp., 
Grapevine, Texas, has unveiled its 
new L3560 Limited Edition compact 

tractor designed for landscapers and turf 
managers. It features a 37-horsepower 
diesel engine and an easy-to-use electronic 
HST Plus transmission.

Features include a spacious cab and 
a deluxe suspension seat, both standard. 
Other comfort features include a tilt steer-
ing wheel, swivel seat adjustments and 
an optional air-ride seat. The hood and 
fenders are metal and the axles are cast 
iron. It’s equipped with a three-point hitch 
with a lift capacity of 3,748 pounds at the 
lower link end. 

Many options are available, including 
turf tires and a mid-PTO that can be used 
with a variety of front-mounted snow 
blowers and sweeper brooms. A full line of 
implements and attachments are available 
from Land Pride.

Kubota Tractor Corp. 
www.kubotausa.com

Equipment manufacturer Vermeer Corp., Pella, Iowa, held a 
groundbreaking on July 16 for a monument commemorat-
ing the buildings destroyed by an EF3 tornado last July. It 
was also a celebration of the strength of the Vermeer team 
and the growth and progress that is happening along the 
“Vermeer Mile.”

“The tornado was the greatest challenge Vermeer has 
ever faced,” says President and CEO Jason Andringa. “I am 
incredibly proud to say that our team has turned it into an 
opportunity. Not only are we rebuilding what we had, but 
we’re becoming stronger than ever before.”

With three new facilities underway at the Pella-based 
headquarters, Vermeer is investing heavily in the future. The 
first facility, scheduled to open in summer 2020, is a new 
engineering and research and development building named 

Shop 48. The name 
stems from Founder 
Gary Vermeer’s shop 
where his innovations 
came to life and led to 
the founding of Ver-
meer Corp. in 1948. 

Plant 7 is the new 
facility being built 
where Plants 5 and 
6 once stood. Nearly 
500,000 square feet of manufacturing and office space will 
expand beyond the original manufacturing footprint and will 
connect to the original Plant 7, which was damaged in the 
tornado but has since been repaired.



PRODUCT SPOTLIGHT • •

www.igin.com                 September 2019    Irrigation & Green Industry          45

6 Engine additive. Lucas Oil, Corona, 
California, offers the Lucas Oil Com-
plete Engine Treatment, a solution 

that cleans, lubricates and improves the 
health and performance of gas and diesel 
engines, either two-stroke or four-stroke.

When added to fuel, it cleans and 
lubricates the entire fuel system from the 
tank to the injectors. It removes harmful 
deposits on intake valves and cylinder 
heads and lubricates upper cylinder walls, 
compression rings and oil rings. Special 
additives make fuel burn thoroughly for 
fewer emissions and increased miles per 
gallon. The alcohol-free formula counter-
acts ethanol in fuel and acts as a stabilizer.

When added to engine oil, it extends 
the life of that oil, reduces friction and 
wear, and reduces gum and varnish depos-
its, especially in oil burners. It forms a pro-
tective barrier against heat and improves 
oil flow in cold weather.

Lucas Oil 
www.lucasoil.com

SUPPLIER IN THE NEWS
John Deere debuts Registered Apprenticeship Program

4 Deck lighting. Deckorators by Uni-
versal Forest Products II Inc., Prairie 
du Chien, Wisconsin, and Hinkley 

Lighting Inc., Avon Lake, Ohio, present 
Deckorators by Hinkley Lighting, a line 
of low-voltage outdoor lighting products. 
It consists of 12-volt LED post caps, step 
lights and deck sconces that coordinate 
with Deckorators deck and rail products.

The Luna Collection includes a 4-inch 
post cap in black and white to match ALX 
Pro railing; a 2.5-inch post cap in textured 
white, matte black and satin black to 
match ALX Classic railing and a 2.5-inch 
post cap in brushed titanium to match 
ALX Contemporary railing.

The Nuvi Collection features deck 
sconces in matte black and textured white 
and 12-volt LED post sconces. 

Deckorators 
www.deckorators.com

5 Catch basin attachment. NDS Inc., 
Woodland Hills, California, a 
provider of drainage and stormwater 

management solutions for both residential 
and commercial applications, has launched 
Downspout Defender, an attachment to 
NDS catch basins that deflects debris such 
as leaves, needles, twigs, nuts and seeds 
and prevents clogs downstream, designed 
to make downspout drainage systems 
more effective. 

The attachment, which fits 12-inch-by-
12-inch NDS catch basins, prevents water 
from splashing back onto building walls 
and captures water that overshoots tradi-
tional flat grates. It’s made of high-density 
polyethylene and has a self-cleaning grate. 
NDS claims the unit’s patent-pending 
design is able to capture more water than 
standard grates.

NDS Inc. 
www.ndspro.com

John Deere, Moline, Illinois, has received approval from the 
U.S. Department of Labor for its new Registered Apprentice-
ship Program and is making it available to its agriculture, turf, 
and construction and forestry dealers. Addressing the wide-
spread shortage of service technicians, the program provides 
dealers with formalized, on-the-job and technical training to 
help them develop more highly skilled employees, improve 
productivity and reduce worker turnover.

“The new Registered Apprenticeship Program com-
plements our existing John Deere TECH program,” says 
Grant Suhre, director, Region Four customer and product 
support for John Deere agriculture and turf. “In addition to 
the on-the-job training experience, an apprentice will receive 
technical instruction and be assigned a personal mentor. 
Upon completion of the apprenticeship, he or she will receive 

a nationally recognized journeyworker certificate.” As training 
progresses, apprentices are rewarded for new skills acquired.

“The earn-while-you-learn nature of the program will help 
dealers recruit new employees and develop a highly skilled 
workforce,” says Tim Worthington, manager, customer sup-
port for the John Deere construction and forestry division. 

Technical assis-
tance is available from 
John Deere and Jobs 
for the Future, a U.S. 
Department of Labor 
intermediary that 
expedites state and 
federal apprenticeship 
registration.
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HEAD WRENCH 
Keyfit Tools 

Stainless Steel Pro 

KeyfitTools.com 

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

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

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

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

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

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

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

46            Irrigation & Green Industry     September 2019 www.igin.com

www.siboredrill.com
siboredrill@neo.rr.com | Brent – (330) 844-0042

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

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

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

extensions 
• 2 heavy-duty augers 
 You have a choice  

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

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

Comes with a  
2-year  warranty!

Proud ly
Made in the USA!

For samples:
(800) 881-6294

sales@maxijet.com

3 GPH’s: 10.5 16  23.5   4 Patterns:

The Wing Jet
for Landscapes
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Full Flow Swivel Coupling 

•  Full Flow Interior – Prevents material build-
up due to the absence of an interior hose 
shank. Instead, our coupling screws easily 
and securely over the outside of the hose to 
provide full flow.

•  Swivel Joint – Stainless steel ball bearings 
ensure smooth swivel action, reducing 
instances of hose twisting.

•  Versatile 2-Piece Design – Coupling consists of male and female ends 
connected by NPSM threads. Male portion also sold separately.

Kuriyama of America, Inc.
(847) 755-0360 
sales@kuriyama.com
www.kuriyama.com

NEW

Fits the following  
Tigerflex™ series hoses:
 • MULCH™

 • MULCH-LT™ 
 • BARK™ 
 • LK™ 
 • UV1™

GREEN INDUSTRY MARKETPLACE • •

BE PART OF THE
CONVERSATION.

Find us on Facebook, Twitter,
LinkedIn and Instagram for 
updates and discussions. 
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 • • MINI MART

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

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

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

“Text to Video” 
feature offers 
quick view of 
operating  
instructions  
on your mobile 
device†† Data rates may apply
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           • BALANCED NATURAL ORGANIC NPK PLANT NUTRITION
                • BIO-STIMULANT (Seaweed, Humic & Alginic Acid)
                • MICROORGANISM SOIL INOCULANT
                • E/E MYCORRHIZA ROOT INOCULANT
        • VITAMIN B COMPLEX
      • MORE 

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

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

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

THE BUSINESS MAGAZINE FOR LANDSCAPE, IRRIGATION AND MAINTENANCE CONTRACTORS • WWW.IGIN.COM

JUNE 2019

®

Find out w
hy drip irrigation is growing.

Turn to page 32.

Her career has opened doors for others, p. 20
What every distributor wants you to know, p. 28

Tips for taking ticks out of the equation, p. 38

INSIDE
+

KEEPING THE LINES OF COMMUNICATION OPEN BETWEEN 

LANDSCAPE AND IRRIGATION PROFESSIONALS IS CRITICAL IN 

CREATING NEW, WELL-FUNCTIONING LANDSCAPE  PROJECTS. 

Communication + collaboration = successful irrigation

Keep a
good thing

coming. 
FOR  

FREE.

Renew today!
www.igin.com/Renew/Sept19



www.igin.com

CLASSIFIEDS • •

PRODUCTS

EQUIPMENT FOR SALE

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

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

www.agcirrigation.net.

Roundstone is Your Source for
Consulting •  Installations  •  Seeds •  Plugs

Contact us for a free quote •  888.531.2353

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

HELP WANTED
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The October issue of Irrigation & Green 
Industry will feature power equipment 
trends, water-saving ideas, tips on 
customer relationships and more.

October Issue Preview

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

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

Alan Scott
East and West
alanscott@ 
igin.com
310.593.1928

WATCH YOUR PROFITS

GROW!
Irrigation & Green Industry offers several ways to 

reach your target audience in print and online.
 

Advertise in Irrigation & Green Industry today!
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WHAT’S THE BUZZ 
ABOUT BEES?
There’s been a lot of buzz about the declining popu-
lation of bees lately, and some states are taking action. 
Minnesota lawmakers have just approved $900,000 
in state funding for the first year of a new program 
that will compensate homeowners for planting 
bee-friendly greenery on their properties. 

The funding will be distributed to Minneso-
ta homeowners who are planning to plant specific 
grasses, wildflowers, clover and food sources in an ef-
fort to boost populations of the rusty patched bum-
blebee, a Midwestern pollinator that has reportedly 
been nearing the brink of extinction.

SEPTEMBER 19-21
The Landscape Show

Orlando, Florida
www.thelandscape 

show.org 

SEPTEMBER 24-28
CitiesAlive Conference 

Brooklyn, New York
www.citiesalive.org 

OCTOBER 2-3
WaterSmart Innovations 

Las Vegas, Nevada
www.watersmart 
innovations.com

OCTOBER 16-18
GIE+Expo 

Louisville, Kentucky
www.gie-expo.com

OCTOBER 16-18
Hardscape North America 

Louisville, Kentucky
www.hardscapena.com 
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GRASSHOPPER HORDE SAYS ‘VIVA, LAS VEGAS!’
In late July, Las Vegas was invaded, not by conventioneers or busloads of seniors, 
but by grasshoppers. Radar footage from the National Weather Service showed two 
masses: a rainstorm north of the city and a host of living organisms above it.

What’s to blame for this orthoptera population explosion? Unusually wet weath-
er in the desert area around Las Vegas experienced earlier this year. The region got 
more rain in six months than the roughly 4.2 inches the area typically gets in a year.

No one knows why the bugs chose to stay over. Photos and videos captured thick 
streams of the insects as they gathered around light. 

While this appeared alarming, there’s no need to fear. The pallid-winged species 
the grasshoppers belong to are common to the desert, aren’t dangerous, don’t bite 
and don’t transmit disease. They fascinated residents and visitors alike before they 
resumed hopping their way north.

DID YOU KNOW?
Oak trees take decades 
to mature and are 20 to 
30 years old when they 
produce their first acorns. 
Most oaks are at their acorn 
production peak at 50 to 80 
years of age. After the oak 
reaches 80, acorn production generally 
begins to decrease.

WHAT’S IN STORE THIS FALL?
Warm weather will continue in the Northeast and Mid-Atlantic. By Oc-
tober, a cooldown will be noticeable across much of the Northeast and 
Great Lakes, but it won’t signal early wintry conditions for the regions.

The Southeast and the Gulf Coast states will remain at risk for tropical 
impacts. Come the middle of fall, the region is likely to experience a 
cooldown. A second severe weather season is possible in November.

An autumn chill is predicted for the central and northern Plains and 
Midwest in late September or October. The southern Plains can brace 
for a fall season with a near-normal number of severe weather events.

Floods may target the Southwest as tropical moisture is pulled in from 
the eastern Pacific Ocean. Santa Anas threaten Central and Southern 
California and may spark fires over some of these parts. 

Above-normal warmth will continue across the Northwest. The Pacific 
Northwest will get the worst of the heat and dryness, particularly in the 
beginning of fall. Late into fall, heavy rain and even snow may arrive.

(Source: AccuWeather)



Everything You Need to Keep Green Spaces Looking Their Best
Ewing is the largest family-owned supplier of landscape and irrigation products in the country, offering superior 

products, education and service to make projects of any size a success. With deep industry expertise and a complete 

line of water-efficient products, customers have relied on Ewing for nearly 100 years to help create and maintain 

healthy, beautiful, water-smart landscapes.

Find out how Ewing can help with your next project.

YOUR BEST 
RESOURCE 
FOR SMART 
IRRIGATION

Follow us on social media:

EwingIrrigation.com



LANDSCAPE LIGHTING

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

Continuously Adjustable Beam Angles 
10° to 60°

ACCENT HARDSCAPE

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

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

M IN I  WALL  WASH

waclandscapelighting.com
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