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Seeing light at the end of the season

M
uch of being successful in pro-
viding landscape and irrigation 
services is about planning. That’s 
especially accurate for holiday 
lighting. If you time it correct-
ly, the job is sold and customer 
conversations are wrapped up by 

early fall. The work gets done when it’s still 
safe to place lights high up in trees or on the 
roof long before a single snowflake hits the 
ground. The customer is happy, and there’s 
plenty of winter cheer to go around.

For just about any offered service, a con-
tractor needs to be thinking about the cus-
tomer’s timeline before it even occurs to the 
customer to ask. It helps the job go smoothly 
and most importantly makes sure that the cli-
ent has the best chance to pay the bills.

That’s true of any normal year, but this 
isn’t a normal year by any stretch. After losing 
the first part of the season to shutdowns in 
many states, contractors have been rushing to 
keep up with business. In some cases, they’ve 
seen such a heavy boom in the middle of the 
season that it’s made up for the slow start. 

The hectic nature of the season has made 
it tough to do much actual planning, but that 
doesn’t make it any less important. In fact, it 
might be even more important to look far-

ther ahead and get customers thinking about 
next year. This goes way beyond just talking 
about next year’s holiday lights. I’m suggest-
ing getting in front of customers with some 
suggestions about what 2021’s service plan 
could look like. 

While this year has turned out to be solid 
for contractors, next year will be financially 
rougher for many clients. It might be a good 
idea to get them thinking about how neces-
sary your services are, long before there’s a 
chance for them to start making cuts.

It might also give you a chance to be real-
istic with the client about what service level 
you’ll be able to provide, given your crew size 
and the amount of work you’ve brought on in 
the past few months.

At the very least, it’ll begin a conversation 
that you can continue through the end of the 
season, which will give you more time to find 
a plan that works for the client. It might end 
up looking like a reduced version of previous 
seasons, but that shows the customer that 
you’re willing to work with them even when 
it’s difficult. 

Doing this will better set you up to face 
an uncertain new year. With all that planning 
done, you can look toward the end of the sea-
son while staying merry and bright.  

The hectic nature of 
the season has made 
it tough to do much 
actual planning, but 
that doesn’t make it 
any less important.
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STOCK
UPDATE

Franklin  
Electric  
Co. Inc.  

(NASDAQ: FELE) 

Koninkijke  
Philips NV

(NYSE: PHG) 

The Scotts  
Miracle-Gro  

Company 
(NYSE: SMG) 

SiteOne
(NYSE: SITE) 

Textron Inc.
(NYSE: TXT) 

The Toro  
Company

(NYSE: TTC) 

Watts Water  
Technologies
(NYSE: WTS)

Bayer AG
(NYSE: BAYRY) 

BASF SE
(NYSE: BASFY)

BrightView  
Holdings Inc.

(NYSE: BV)

Caterpillar
(NYSE: CAT) 

Deere & Co.
(NYSE: DE) 

DuPont de  
Nemours Inc. 

(NYSE: DD) 

FMC Corp.
(NYSE: FMC) 

Briggs &  
Stratton Corp.

(NYSE: BGG)

Pool Corp.
(NASDAQ: 

POOL)

Milwaukee-based  Briggs & Stratton Cor-
poration entered into a definitive stock and 
asset purchase agreement with KPS Capital 
Partners LP, which has more than a 20-year 
history focused on successfully developing 
manufacturing companies. Under the terms 
of the agreement, an affiliate of KPS formed 
for purposes of this transaction has agreed 
to acquire substantially all of the company’s 
assets and assume certain customer, employ-
ee and vendor liabilities.

To facilitate the sale process and address 
its debt obligations, the company has filed 

petitions for a court-supervised volun-
tary reorganization under Chapter 11 of 
the U.S. Bankruptcy Code. The company 
has also obtained $677.5 million in DIP 
financing, with $265 million committed 
by KPS and the remaining $412.5 million 
from the company’s existing group of ABL 
lenders. Following court approval, the DIP 
will ensure that the company has sufficient 
liquidity to continue normal operations and 
to meet its financial obligations during the 
Chapter 11 process, including the time-
ly payment of employee wages and health 

benefits, continued servicing of customer 
orders and shipments and other obligations.

This filing does not include any of Briggs 
& Stratton’s international subsidiaries.

“Over the past several months, we have 
explored multiple options with our advisors 
to strengthen our financial position and flex-
ibility. The challenges we have faced during 
the COVID-19 pandemic have made reor-
ganization the difficult but necessary and 
appropriate path forward to secure our busi-
ness,” says Todd Teske, Briggs & Stratton 
chairman, president and CEO. “It also gives 
us support to execute on our strategic plans 
to bring greater value to our customers and 
channel partners. Throughout this process, 
Briggs & Stratton products will continue 
to be produced, distributed, sold and fully 
backed by our dedicated team.” 

Briggs & Stratton enters into  
sale agreement

“The challenges we have faced during the COVID-19 pandemic have made  
reorganization the difficult but necessary and appropriate path forward to  
secure our business.” 

 — Todd Teske, Briggs & Stratton chairman, president and CEO

Pitchayaarch / shutterstock.com



Maybe It’s Selling Your BusinessMaybe It’s Selling Your Business
RETIRING? REACHING CAPACITY? BURNED OUT? SEEKING GROWTH CAPITAL?RETIRING? REACHING CAPACITY? BURNED OUT? SEEKING GROWTH CAPITAL?

We are interested in purchasing manufacturing companies in the landscape/irrigation  
industry with revenues between $1 and $10 million and EBITDA in excess of $200,000.  
We understand the emotional and financial investment you have made into your compa-
ny. Our goal is to give you maximum value for your company and to retain your current  
management team for the long term.

Let’s take the  Let’s take the  
next step together.next step together.

Contact Jack Miller, VP, Landscape Products
216-678-9900 or jack@elvisridgecapital.com

www.elvisridgecapital.com
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  Landscape

SingleOps’ publishes Q1/Q2 2020 Green Industry Economic Report 
Atlanta-based SingleOps, a business management software for outdoor service providers, has 
released its quarterly report tracking the green industry. A key takeaway from SingleOps’ Q1/
Q2 2020 Green Industry Economic Report is that outdoor service companies, including tree 
care and landscape professionals, have weathered the pandemic fairly well so far, despite some 
volatility along the way.

The SingleOps Green Industry Economic Report 
includes data from hundreds of thousands of one-off 
commercial and residential jobs performed by outdoor 
service companies in North America using the Single-
Ops platform between January and June 2020. 

For the first six months of 2020, 56% of one-off 
tree care and landscaping jobs totaling over $256 mil-
lion were accepted by outdoor service companies using 
SingleOps’ system. The proposal acceptance rate was 
45% for tree care companies and 66% for landscapers. 
Digging deeper, the tree care acceptance rate was 52% 
in January before plummeting to 32% in February, only 

to rebound to 54% in March and 53% in April; the months of May (50%) and June (48%) 
weren’t as strong. Among landscaping companies, January’s acceptance rate was 63%, Febru-
ary jumped to 70%, and March (72%) and April (71%) were stable, to 70% in May and 68% 
in June.

Meanwhile, the average price of a one-off tree care job in the SingleOps system was 
$2,235 in January and rose to $2,565 in February. It has slipped a bit since: the average tree 
care job was $1,746 in June. On the landscape side, the average job size was $5,784 in January, 
dipping to $4,122 in February and $3,942 in March before bottoming out in April at $2,276. 
The numbers have gone up since, with June coming in at $3,276.

“Over six months have passed since we published our first Green Industry Economic 
Report, and despite all the chaos wrought by COVID, our industry has proven resilient,” says 
Sean McCormick, CEO of SingleOps. “With people now spending more time than ever in 
their yards, home improvement projects are popping up everywhere. While we understand 
that tough times may yet lie ahead, we remain confident that the green industry will weather 
the storm and pull through stronger than ever.”
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  Equipment

The Toro Company launches  
Sustainability Endures platform
The Toro Company, Bloomington, Min-
nesota, launched its Sustainability Endures 
platform, which will strengthen Toro’s 
strategic focus on sustainability and its 
long-standing commitment to making a 
positive impact financially, socially and 
environmentally worldwide.

Sustainability is core to Toro’s purpose 
and culture. In fiscal 2019, Toro enhanced 
its focus on sustainability by establishing 
a cross-functional sustainability leader-
ship team to further develop and imple-
ment an enterprise-wide sustainability 
strategy. In so doing, Toro strives to build 
on its tradition of sustainability and drive 
progress with a transparent, integrated 
approach.

“While sustainability has traditionally 
been part of our culture, we will continue 
to take action to ensure we are meeting 
the demands of the rapidly changing 
world we live in. There is much we have 
done, and there is more we can, and will, 
do,” says Richard Olson, chairman and 
CEO of Toro. “Sustainability Endures is 
both a celebration of our long-standing 
focus on social and environmental re-
sponsibility, and a signal of our continued 
commitment to expand our positive im-
pact around the world, which is inherent 
in our legacy of excellence.”

Sustainability Endures introduces 
four strategic pillars — people, products, 
process and planning — that define and 
guide Toro’s sustainability strategies and 
execution of those strategies. Through 
these pillars, Toro is focusing on environ-
mental, social and governance areas that 
it believes are most material to the com-
pany and where it can make a meaningful 
impact, including health and safety, diver-
sity, equity and inclusion, water conserva-
tion, product innovation, and operational 
efficiency.
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  Landscape

The Grounds Guys awards more than 15 new franchise agreements
The Grounds Guys, Waco, Texas, awarded more than 15 new franchise agreements and 
opened about 20 new locations from January to June of this year. That brings the total size 
of the network to more than 200 locations open and in development across North America.

“We have seen continued growth across the system this year and are tracking above 
our 2019 results, even with the COVID-19 pandemic,” says Josh Sevick, president of The 
Grounds Guys. “We were one of the fastest-growing companies in the landscaping industry 
last year, and with highlights so far this year including franchise owners nearing their break-
even points earlier than we’ve ever seen before and first-year franchise owners achieving his-
toric sales levels, we expect to be near the top of the list again in 2020.”

New agreements in the first and second 
quarters expanded The Grounds Guys to sev-
en new markets, including Boston; Seattle; 
Boise, Idaho; Virginia Beach, Virginia; Lub-
bock, Texas; and Charleston, South Carolina. 
Additionally, new territories awarded will 
grow the brand’s existing presence in markets 
including Houston; Dallas-Fort Worth; At-
lanta; Nashville, Tennessee; Cincinnati; Bal-
timore; Cleveland; and Jacksonville, Florida.
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GREEN BUSINESS BRIEF • •

 QUICK
 TAKES
Warren	Equity	acquires	
two	tree	care	companies
Atlanta-based Warren Equity 
Partners acquired Gunnison Tree 
Services LLC and New Urban 
Forestry LLC.

Gunnison, based in Atlanta, is a 
provider of comprehensive tree and 
vegetation management services 
to utility, government, residential 
and commercial customers in the 
southeastern United States. 

NUF, based in Athens, Georgia, 
is a provider of residential and 
commercial tree removal and ar-
borist and management services.

Spring-Green	Lawn	Care	
announces	new	vice	
president
Plainfield, Illinois-based Spring-
Green Lawn Care named Brad 
Johnson as vice president of fran-
chise operations.

Johnson is an operations pro-
fessional who has a track record of 
building and empowering teams. 
His experience with helping grow 
single-unit operators into multi-
unit franchise owners fits well with 
Spring-Green’s strategic goals of 
growing Spring-Green’s average 
unit revenues from $1 million to $3 
million.

Olive	Branch	Tree	Care	
joins	SavATree
SavATree, Bedford Hills, New 
York, acquired Olive Branch Tree 
Care of Louisville, Kentucky. Add-
ing Olive Branch Tree Care further 
expands SavATree’s presence in 
Kentucky.

Founded in 1997, Olive Branch 
Tree Care has been providing a loy-
al customer base in the Louisville 
market with general tree care and 
plant health care services. Matthew 
Sullivan, Olive Branch Tree Care’s 
owner, will be joining SavATree’s 
Louisville team as an arborist.
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  Irrigation

Orbit Irrigation acquires Bond Manufacturing’s  
garden business
Orbit Irrigation, Salt Lake City, acquired Bond Manu-
facturing’s garden business from affiliates of the company’s 
founding family.

Headquartered in Antioch, California, Bond is a manufacturer and distributor of irriga-
tion and garden products, including hose and watering devices, long- and short-handle gar-
den tools and grower supply goods. The company markets products under the owned brands 
Bond and Bloom and licensed brands such as Black & Decker, Craftsman, DuPont, Miracle 
Gro, Scotts and Stanley.

Bond CEO Daryl Merritt, whose family founded the company more than 70 years ago, 
and Bond President Cam Jenkins will remain involved with the business to assist with the 
transition.

“We have enormous respect for what the Merritt family has built and look forward to 
working with Daryl and Cam on the next chapter,” says Orbit CEO Stuart Eyring. “Com-
bining our businesses will help diversify our product mix and customer base, opening up new 
growth opportunities for all of us.”

Bond’s products are available across a broad range of big box retailers, hardware stores, 
grocery stores, nurseries, e-commerce retailers and discount outlets.

“I’m proud of everything our family and the entire Bond team has accomplished, and we 
are confident the garden business will be in good hands going forward,” says Merritt. “Orbit 
has a similar heritage and we respect the way the company has preserved its culture as it con-
tinues to invest in the future.”

  Equipment

Doosan Bobcat and Green Machine Partner 
to produce electric compact excavators
Doosan Bobcat North America, West Far-
go, North Dakota, a global manufacturer of 
compact equipment, and Green Machine 
Equipment Inc., Buffalo, New York, a man-
ufacturer of renewable power drive systems, 
entered into a partnership to produce elec-
tric/hydraulic Bobcat compact excavators.

Green Machine will custom retrofit 
Bobcat excavators with its proprietary bat-
tery technology to replace the standard die-
sel power source and will sell the machines 
in select markets beginning this year. Bobcat 
says these electric/hydraulic machines will 
provide the power and performance equiv-
alent to diesel-powered models, along with 
lower daily operating costs, zero emissions, 
reduced noise and minimal maintenance.
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  Irrigation

Conserva Irrigation adds 14 new territories 
in first half of 2020
Richmond, Virginia-based Conserva Irri-
gation added 14 new territories. Partnering 
with seven new franchisees, Conserva Irri-
gation has grown to more than 90 territories 
nationwide and debuted in four new states 
including Utah, California, South Caroli-
na and Indiana. Conserva Irrigation also 
achieved a 25% increase in year-over-year 
sales through Q1 and Q2.

“Thanks to our dedicated employees and 
franchisees, we’ve been able to weather the 
coronavirus pandemic and continue our 
expansion across the U.S., while building 
sales in our existing territories. Our team 
has never wavered from our values to pro-
vide the best product and service within our 
industry,” says Russ Jundt, founder of Con-
serva Irrigation.Photo: Bobcat



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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A year most of us have thought we’d never 
live has dragged on through a long, hot, 
masked-covered summer — and is now 
heading into the holiday season. 

Halloween? Likely canceled. What 
a mean trick! Few will go door to door, taking can-
dy from unknown sources. Thanksgiving? Only close 
family around the table, and grandparents will likely 
stay home alone.

What about Christmas, Hanukkah, New Year’s 
and all that? This 2020 holiday season is all wrapped 
up in masks instead of ribbons and bows. It will be 
quiet at the malls, with no caroling. Church services 
will likely be socially distanced or even virtual, and 
shopping will be courtesy of Amazon. The reality of 
this year’s holidays will be far from Norman Rockwell 
Christmas imagery. 

In what was already a difficult COVID-19 burn-
out year, we’re now challenged with leading our em-
ployees into the holidays, a time often known for anx-
iety and depression as much as warm, heartfelt cheer. 
And this pandemic year, our extremely hard-working 
employees have first struggled through a truly phys-
ically and emotionally taxing time to now face the 
additional stresses the holidays can sometimes bring. 

Your staff may have spouses or mates who’ve lost 
their jobs. Many may be strapped for cash. Some may 
have faced evictions, perhaps lost their transportation. 
Maybe they can’t arrange for distance-learning for 
their kids as their mates have to work while schools 
are physically closed.

I’m certain that whatever anxieties you and I have 
faced as owners or managers, our employees have felt 
as least as much and likely far more. They are far closer 
to “hand-to-mouth.” Economic and work disruptions 
hit immediately and hard. And more and more, there’s 
less talk of extended economic assistance for those 
who’ve been COVID-tossed out of work.

I paint a dire picture that I hope I’ve overshot. But 
overshot or not, COVID-19 anxiety and burnout is 
real; the economic hurt is real, and holiday emotions 
will compound on top of all this. Likely, some of this is 
already happening to your people, your most import-

Your first 
job as boss 
is continued 
employee 
motivation	
and 
connection.

ant assets. The people who make up the very lifeblood 
of your company may be under significant duress.

Facing a COVID-driven recession, you might be 
worried about keeping up revenue. Perhaps slowing 
cash flow has grabbed you by the throat. Yet, while all 
these are important, your employee enthusiasm, ener-
gy and attitude are what’s going to make it or break 
it for you in getting through this pandemic recession 
and out financially healthy to the other side.

Anxious employees react poorly to customer con-
cerns or complaints. Depressed ones push away co-
workers and clients. Sick ones cause production and 
profit loss. During these upcoming holidays and 
however long COVID-19 continues, your first job as 
boss is continued employee motivation and connec-
tion. This is tough stuff when we’re socially distanced 
and close communication is impaired. But no matter 
what, the yoke of employee motivation remains on 
your neck and on the necks of your leadership team.

Knowing that your people may be facing increased 
stress or increased economic hardships — what pre-
cisely are you going to do about it? 

Despite whatever hardships our companies may be 
facing, this is a year to be more generous than not. 
More thoughtful than before. More kind. A frozen 
turkey may have sufficed as “Christmas spirit” in the 
past, but a chilled bird won’t cut it if the gas has been 
turned off or a spouse has lost a job.

Raises might be tough, but can you squeeze mean-
ingful bonuses? Personal visits might be off-limits, 
but can you find time to write gracious letters to each 
of your staff? Can you have your leadership do the 
same for their own reports? Can you chart out your 
path forward for the next two, three years, and share 
this with your whole team, creating a sense of security 
during insecure times?

Of all years gone by, this is the holiday season to 
lead thoughtfully, communicatively, personally and 
generously. Your “most important assets” will surely 
appreciate all your best efforts. 

We’re often known for our leadership when times 
are toughest for our employees. ‘Tis the season to lead 
— with a heart.  

By Gary HOrTOn

Lead with heart





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

Check your work

The right light creates the desired mood or 
ambiance. But what happens if you don’t 
get it right? Does the color turn out mud-
dy or too blown out? Is it the right item 

for the application? Is it working as expected? De-
pending on the circumstances, the consequences of 
getting lighting wrong can lead to frustration. The 
good news is that you can correct lighting mistakes 
to make sure you get it right. 

I have learned some lessons secondhand through 
hearing about other peoples’ mistakes. Others I have 
learned over the years as a lighting specialist. These 
are some examples where a mistake turned into in-
sight for future projects. 

Focusing	on	one	thing	too	much
In my days as a field representative, there was a sales 
challenge to see who could sell 500 of the latest fix-
ture design. They offered an extra commission to the 
first sales rep to reach 500, and I wholeheartedly ac-
cepted this challenge. 

The next day, one of my distributors ordered the 
500 pieces I needed to win the challenge. Now it 
was my job to get these specified in projects. I began 
showing the fixture to as many contractors as I could. 

Later that week, I walked a job with the contrac-
tor. The only thing I could think about was where I 
could use this new fixture. The specifications required 
50 fixtures. I was hot to sell and thought I’d done 
my job. 

Unfortunately, I did not check the ambient light 
level of the property. The new lighting was washed 
out from the existing bright coach lights and un-
shielded wall sconces. I didn’t have my head on 
straight, and I paid the price. It took all my commis-
sion and then some to replace the new fixtures with 
another model that would complement the ambient 
light. It was a tough lesson, but from that point on, 
ambient light levels were one of the first things I 
considered on new projects.

Considering	the	right	location	for	controls
A good friend and colleague shared the following job 
error. During the late ’90s, he was assisting a contrac-
tor on a high-end job. Everything went perfectly and 
the homeowners were very pleased with the design 
and effect. 

A couple of weeks later, the contractor called my 
associate and expressed concern that the lights were 
going off every Wednesday night for two hours. The 
lights would then resume and shut off in the morning 
as scheduled. 

He scheduled a meeting with the contractor to 
troubleshoot the issue. They checked all the cable 
connections and the transformers and found them to 
be in top condition. They performed tests on the pho-
tocells and found all of them to be working perfectly. 

The next Wednesday, the light went off for two 
hours in the evening and then came back on in the 
morning. After investigating a few weeks, they dis-
covered what was happening. The transformer was 
mounted on a wall just outside the laundry room and 
the photocell was facing straight up. On Wednesday 
evenings, the house staff would do the laundry. The 
light coming out of the laundry room window was 
enough to allow the photocell to shut down the en-
tire system. 

They relocated the transformer and the problem 
was solved. After this, my friend learned to double 
check the photocell placement so as to never repeat 
the laundry room incident. 

These examples provide a few ways to always dou-
ble check your own work. Think about how you need 
to design around other light sources, and consider the 
best placement to avoid any kind of potential interfer-
ence. What lighting lessons have stuck with you over 
the years? 

It’s critical to get the job right because it’s your 
reputation on the line. I encourage everyone to learn 
from their lighting missteps and course-correct. That 
way, you get it right the first time going forward. 

It’s critical 
to get	the	
job	right 
because 
it’s your 
reputation 
on the line.
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Communication is key 
when starting out as a new 
franchisee. Work with the 
home office to integrate new 
systems and talk about the 
best ways to budget going 
forward. Photo: U.S. Lawns
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TEAM

of the
By Kyle Brown

Franchising can provide support and new 
markets for your growing business.
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A
s business owners and entrepreneurs, most landscape and irrigation contractors are indepen-
dent. But sometimes, the best option in business is to partner up. We talked to several con-
tractors who decided to join up with a team through franchising to share their experiences.

Jeremy Vincent, Boise, Idaho, operated his own landscaping company for 10 years in-
dependently, focusing on high-end residential and niche commercial clients. At his best 
year, he pulled in about $500,000. The company was growing and things were going well 
until the economy tanked in 2008, he says. 

“On the business side, I was trying to find marketing tools to make up for all of my losses,” he says. “It 
seemed like every year, I started out behind with cancellations and it’d take me until August to build back up 
to where I was the previous year.”

He spent money in advertising that didn’t seem to bring in a lot of response, especially trying to break into 
the commercial marketplace. At his company’s size, it was tough to get noticed by commercial clients or even 
get involved in the bidding process. 

Before, Vincent hadn’t considered franchising as an option. “I took a lot of pride in building my own name 
and my own brand,” he says. “I finally got to the point where I realized I was obviously doing something wrong. 
I needed help to get where I wanted to go.”
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While not as experienced in lawn care as Vincent, 
Tyler Hollenbeck, Billings, Montana, had worked 
with an automotive tools franchise for 10 years when 
he decided it was time for a change. He was already 
familiar with how franchises worked through his 
past experience and saw an opening in his local mar-
ket for professional commercial landscaping. That’s 
when he started looking at lawn care franchises.

Because he hadn’t worked in lawn care profes-
sionally at all prior, it was a daunting task to go into 
the market on his own, he says.

“Without all the experience and the knowledge, 
just doing things on my own, I didn’t think it gave 
me enough to just jump in,” says Hollenbeck. But he 
knew the franchise model worked, and it could help 
him make up the difference to be successful.

Ellie Lamonaca, Fort Lauderdale, Florida, had 
been working in public relations for about six years 
when she came into contact with Conserva Irriga-
tion, Richmond, Virginia, first as her own client.

“I had to fly up to headquarters with a small team 
to learn more about the concept and how we were 

Working with a franchise 
can open doors to new 
customers through the 
name recognition of a larger 
brand. It can also provide 
additional support for a 
growing business, especially 
in an area without much local 
competition. Having a home 
office that supplies marketing 
materials and can assist with 
regional promotions can give 
franchisees an edge.

A franchise can provide 
procedures and plans for the 
best way to approach jobs, 
which can help equip less-
experienced contractors as 
they grow into the industry. 
Newer franchisees can lean 
on the experience of other 
owners when dealing with 
common problems. Photos: 
U.S. Lawns
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going to pitch them to the media. In those conversa-
tions, I started to think it was something my husband 
and I could absolutely do,” she says. 

She and her husband Juan, a construction manag-
er for a civil contractor, had always wanted to break 
away and run their own business. 

They were reluctant to jump into a new proj-
ect and leave their corporate jobs behind. For Juan, 
whose father had been an entrepreneur, it felt like a 
major goal for him. 

“I pitched the idea to him, and he was pretty sold 
on it within the 10-minute elevator pitch I gave,” 
she says. 

FINDING THE RIGHT FIT
Vincent looked into several franchises before landing 
on U.S. Lawns, Orlando, Florida, but up to that point, 
he didn’t find what he was looking for most: support. 

“I didn’t want to just pay a royalty and have them 
cash my checks,” he says. “I was really looking for 
what level of support they would offer me to run a 
franchise from their company. I wanted to make sure 
that my return on investment was good. I needed a 
partner.”

Along with a strong showing of support, a com-
mitment to water conservation also drew them to 
Conserva Irrigation, Ellie says. 

“Everything is turning green these days,” she says. 
“We felt that was ahead of the curve.”

When Ellie and Juan looked deeper into Conser-
va Irrigation, they saw more of what they were after, 
such as support for a growing business through or-
ganization, crew guidelines and marketing. Beyond 
that, they saw an opportunity in irrigation services 
that didn’t have much local competition at the level 
that Conserva Irrigation was offering. Florida also 
requires irrigation contractors to be licensed, creating 
an opening for their new venture. 

“For me, that meant huge potential to be part 
of the initial entry of the industry’s growth,” Juan 
says. “There’s evolution going on in this corner of the 
market.”

The biggest thing Hollenbeck was looking for 
from a franchise was experience, he says. With his 
previous franchise experience, the franchisor was very 

“I wanted to make sure that my 
return on investment was good. 
I needed a partner.”  
– Jeremy Vincent, U.S. Lawns

Look for a franchise that will provide the level 
of support you need to develop the business, 
and connect with current franchisees to get a 
look inside the program. Photo: U.S. Lawns
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hands-off after supply-
ing the product. For him 
to be able to succeed in 
the lawn care industry 
where he didn’t have 
a lot of experience, he 
knew he needed to have 
help.

When he started 
looking into Weed Man, 
he saw a more scientific 
approach to the industry 
that helped bring him 
up to speed quickly, he 
says. He could see how 
if he worked with the 
provided plan, he’d be 
able to reach his goals a 
little bit faster.

Once he visited the 
headquarters in Toron-
to to meet the team and 
do training, he was set. 

“You could really 
see that this was about 
them helping you reach 
your goals,” he says. “I 
can’t say enough about 
how much support we 
get in terms of that stuff, 
they’re just a phone call 
or text message away.”

Another thing he was looking for was the capa-
bility to grow the business and potentially sell if he 
decided to leave the industry later, he says. 

“Having a business you can build and actually sell 
if that’s your goal or if you want to pass it down, that 
was a big thing,” he says. “It makes it really worth-
while to know you’re building something like that.”

BUILDING THE RELATIONSHIP
From the start, Conserva Irrigation’s corporate 
team was involved in helping the Lamonacas get 
the franchise moving, Ellie says. Every quarter, the 
team meets with franchise owners to look over the 
business and manage expenses.

“They really want all their franchisees to be prof-
itable,” Ellie says. “They want to make sure we’re 
using the best programs, and they’re constantly up-
dating and upgrading our programs.”

Having that backup makes a huge difference in 
making the transition. “We really did not feel like 
we were alone in this,” she says. “They provided ev-
erything to us in a box with a bow.”

Conserva Irrigation showed them where they 
would be getting their parts and how to store them 
and provided software to help with office work, 
she says. “We were given every single resource we 

would possibly need to make it successful. It was 
just a matter of being motivated enough to push it.”

Once they joined Conserva Irrigation, Ellie left 
her job, while Juan transitioned out of his fully into 
the new position over several months. 

“We grew exponentially once that happened,” 
Juan says. 

With her experience with franchises through 
public relations, Ellie says franchisees often see a 
high communication level with the home office 
right after signing on, which then slows down over 
time. For her, keeping that communication level 
high helps maintain a strong relationship. They meet 
once a week with the franchisor over a Zoom call, 
and twice each year they attend “recharge events.” 
On top of that, Conserva Irrigation has regional 
representatives who stay in touch regularly and help 
franchisees look at financials and other issues. 

“They don’t take the approach of ‘Just let them 
do their own thing, we won’t bother you,’” Juan says. 
“There’s constant communication back and forth.”

Communication has been a major tool for de-
velopment for Hollenbeck as well. He does week-
ly calls with a Weed Man representative to talk 
through sales analysis and benchmarking to see 
where he’s landing compared to his goals. 

“They have all the statistics on what you should 
be seeing at this point in the year,” he says. “As long 
as we’re getting the work down and we plan accord-
ingly, it just runs really smoothly that way.”

Representatives also come out for site visits as 
well to help with marketing and training programs, 
he says. Especially as someone that didn’t have ex-
perience in landscaping, the assistance even in tech-
nical and system checklists made a big difference 
for Hollenbeck.

“You’re taught the right way from the get-go, 
and you’re not trying to break bad habits,” he says. 

Because Vincent had plenty of experience in the 
landscaping industry to begin with, “I had to learn 
to get out of my own way,” he says. At the start, after 
he completed the training, he would sometimes try 
to make the systems adapt to his own background 
rather than to trust the system itself. 

“About a year and a half into the transition, I just 
did everything the U.S. Lawns way,” he says. “Once 
I was able to do that, the growth just exploded.”

He says he experienced about 100% growth on 
average for three years in a row once he worked 
alongside the systems rather than against them.

Being transparent and open with the home of-
fice goes a long way toward keeping the relationship 
positive, Hollenbeck says. When help is needed, it’s 
always best to ask for it. That relationship goes both 
ways, where if you think you might have some in-
sight into your local market, it’s worth sharing.

“They’re open to change and different ideas,” 
Hollenbeck says. “As long as they can tell that you’re 

When working with a 
franchise, contractors should 
take the time to get familiar 
with the systems and learn 
how to put them into practice. 
Franchises can also provide 
assistance through discounts 
with suppliers. Photo above: 
Weed Man, below: Conserva 
Irrigation
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doing your best for the brand, that really strength-
ens (the relationship).”

It also helps to have additional resources avail-
able when looking for marketing materials for 
a new promotion or training videos for new em-
ployees, says Juan. There are also online discussion 
groups for franchisees to talk about what’s worked 
for them in their individual markets and how to 
replicate it.

“You feed off each other every day with new 
problems and new ways to tackle them and the best 
practices that one region’s doing that we can imple-
ment here,” he says.

Having the resources of a larger group of fran-
chisees helped Vincent deal with COVID-19 con-
cerns as well. The other U.S. Lawns franchise own-
ers were able to share how they were approaching 
the pandemic, as well as materials for connecting 
with customers and the larger community.

WEIGHING OPTIONS
For contractors looking at the possibility of franchis-
ing, Hollenbeck suggests keeping the bigger picture 
in mind. Talk to franchisees across programs and see 

what fits best for your industry and location. Make 
certain you talk to both smaller and larger franchi-
sees to get a more accurate image. 

“You can take the best franchisees from every 
franchise, call them and still not have a very good 
picture,” he says. “Call the whole scope and see what 
they have to say about support. That will speak vol-
umes on the franchise.”

It’s also important to look at the return on funds 
and royalties, as well as discounts on products, he 
says. Franchise fees can be high, but the discounts 
could mean getting more in the long run. 

Franchising isn’t a perfect fit for everyone, but if 
you’re looking for a partner in the process, it can be a 
viable option, Vincent says.

“For anybody opening up a business, franchis-
ing is going to help create the biggest return on 
investment in the long run, especially if you’re not 
familiar with an industry,” he says. “We’re a team. 
They’re motivated to help you to be better and more 
successful.”  

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

When looking 
at franchising 
opportunities, 
look for a 
support 
network that 
will provide 
necessary 
resources to 
encourage 
success.
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I
t only takes one “yes” for the start 
of something spectacular. For 
Devin Guinn, that moment came 
10 years ago while chatting with 
a customer at the restaurant he 
worked at during college. 

“I was telling her my story and what I 
was going to grad school for. She was like, 
‘Really? You’re going to be a landscape ar-
chitect?’ ‘Yeah, that’s my ultimate goal,’” he 
told her.

Guinn was going for his master’s in 
the landscape architecture program at 
the University of Texas at Arlington at 
the time, attending classes at night while 
working during the day. The woman ex-
plained how she had just built a house in 
Mansfield, an upscale area in North Texas. 
She told Guinn she’d love for him to de-
sign and install the landscape for it. 

“Me being young and ambitious, I said, 
‘Yeah, of course I can do that,’” Guinn 
recalls.

While he wasn’t quite prepared for 
what it entailed, he managed to give her 
a design, got a crew together to install it, 
and made the job work. 

When he got the check for the job, he 
thought, “This is equivalent to what I’d be 
making at the restaurant, and I said, ‘Why 
don’t I try to pursue this thing even if I do 
a little here and there while I’m in school?’ 
So I started marketing residential projects, 
and that’s how the business took off.”

Devin Guinn

Rising to the top
The young entrepreneur is growing his up-and-coming 

landscape design/build firm in North Texas.
BY SARAH BUNYEA

This initial job was the first of many 
he’d design and build as principal of 
his company, AquaGreen Global LLC. 
Today, the Dallas-based firm has 17 
full-time employees and has established 
a niche in commercial and municipal 
development.

“We are a smaller company, but we do 
pretty big work,” says Guinn, as the com-
pany works with developers, local gov-
ernment agencies, schools and aviation 
clients.

STARTING IN THE TRENCHES
Guinn’s industry knowledge started long 
before he entered college. Growing up, he 
regularly tagged along on weekend jobs 
with his stepfather, who has worked in 
the landscape and irrigation industries for 
over 30 years.

And while he didn’t always appreci-
ate the hard work of digging irrigation 
trenches and mowing lawns as a teen 
who’d much rather be playing basketball 
with friends, he says these roots were the 
foundation for his future career. 

“When I started the business at 22, so 
young and a little bit naive, I didn’t know 
as much as I thought I did,” admits Guinn. 

It was the educational component, 
an undergrad degree in horticulture and 
landscape management at Tarleton State 
University, and his master’s program at 
UTA, that helped him tremendously. 

“That combination is what has allowed 
us to be successful over the last couple of 
years,” says Guinn. 

Courses at UTA taught him how to 
run a firm, how to correctly bid and how to 
hire. While it may not sound glamourous, 
he says one of the most important skills 
he learned was organization. Whether it’s 
paperwork, job details, following up with 
clients or archiving photos, being struc-
tured and organized has helped him be 
better at business. 

“Even though it can be time-consuming 
and tedious, there is a method behind the 
madness,” he says.

KNOW YOUR ROLE
Like most business founders, Guinn’s role 
has evolved since his first job. He’s learn-
ing to step back and focus on a few main 
areas. 

“I’ve been doing it for 10 years, and 
I got to a point where I was just like, ‘I 
want this thing to be operating by itself,’” 
he says. 

Shaping culture remains his top 
priority. 

“My consistent role looks like building 
company culture, hiring the correct peo-
ple, making sure we’re building relation-
ships with clients and making sure our 
core values are instilled,” he explains.

He also remains involved in increas-
ing the company’s sales, including being  
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Devin Guinn, principal of AquaGreen 
Global LLC, in Dallas, started his 
company 10 years ago as a graduate 
student studying landscape archi-
tecture. Today, his landscape design/
build firm specializes in commercial 
and municipal development in the 
North Texas region. Photos: Jason 
Kindig Photography
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present on big projects, meeting with clients and 
constantly looking for leads. His third priority is 
making sure operating procedures are in place.

“You have to be able to duplicate things for when 
the next person comes in and it’ll be the same way,” 
he says. 

Guinn knows his purpose inside and out and 
makes it a point that everyone else at AquaGreen 
Global does too. 

“Defined roles are very, very important — giving 
people titles and those titles having certain responsi-
bilities,” explains Guinn. “I think that has to be clear-
cut when you bring people into your organization. 
It helps them be more intentional, more direct and 
more effective in the sense of doing their job.”

“Delegate and empower your staff as much as 
possible,” he adds. “You have to truly give people re-
sponsibilities and not micromanage, let them do it.” 
He knows that they’re going to make mistakes, but 
so has he over the years. 

In the small business world, it’s common for ev-
erybody to wear multiple hats and juggle many things 
at once. But one lesson he learned from his stepfa-
ther is this: You cannot grow your business in the 
trenches. You’ve got to have people that can do those 
things so that you focus on the high-level items, like 
culture-building and operations, he says. As someone 
who “started in the trenches” himself, Guinn knows 
it can be hard to let go of certain things, but it’s the 
only way you’ll grow as a company.

IMPROVING THE INDUSTRY
Outside of AquaGreen Global, Guinn serves on the 
board of directors of the Texas Nursery and Land-

scape Association. As its irrigation director, Guinn 
contributes irrigation expertise and his perspective 
as a young, Black professional in the industry. 

He believes representation in associations like 
TNLA shows young people and underrepresent-
ed people about the opportunities that exist in the 
green industry. “I think that by having individuals 
on the board that reflect them helps them break 
those barriers and say, ‘Hey, there’s someone that 
looks like me, maybe I’ll look at their website and 
do a little investigating,’” says Guinn.

Being involved with TNLA has also helped him 
professionally, giving him a look into what other 
companies across Texas are doing. At the begin-
ning of the pandemic, Guinn was on a COVID-19 
webinar panel with other board members. 

“We were talking about different practices that 
our companies had created, contingency plans or 
whatever it may be, to make sure that our staff is 
safe, making sure that they’re complying with the 
projects, making sure they’re complying with the 
county and their state,” he says. 

In a time like this, Guinn says it’s invaluable to 
learn from other companies and board members 
about practices they’re putting in place to make 
sure that their staff is safe and healthy.

Guinn is also passionate about staying involved 
with UTA and impacting students who are pur-
suing landscape architecture. A few years ago, the 
Masters in Landscape Architecture program at 
UTA was up for its reaccreditation. The program 
reached out to its alumni, and Guinn volunteered 
to be a part of the process. He says it was a great 
experience being able to interview with the Land-

Devin Guinn believes defining specific roles 
for employees is essential. Since founding 

AquaGreen Global, he’s learned to delegate and 
empower his staff as much as possible. While 

everyone’s bound to make a few mistakes along 
the way, he says defining responsibilities for 

employees helps them be more intentional and 
more effective in doing their jobs.  

Delegate  
and empower 
your staff 
as much as 
possible.”
— Devin Guinn,  
AquaGreen Global
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scape Architecture Accreditation Board and share how he used 
his degree and what’s he’s doing in the field now.

Guinn also helps with mentoring UTA students. Right now, 
he mentors a student, Matthew, who’s in the same landscape 
architecture program he was a part of 10 years ago. 

“We have a lot of dialogue back and forth,” says Guinn. “He’s 
had sit-downs with me, come to my office and seen some of the 
projects that we’re involved in and asks me questions. I’ve also 
connected him with some of my resources as far as contacts to 
help him get a job.”

EYES ON EXPANSION
Guinn truly enjoys his job and the different experiences he gets 
to have. 

“My office looks different every day. I may be sitting down 
with a client, having lunch with them at a restaurant, or I may 
be on a construction job site walking through with a superin-
tendent or project manager — it’s constantly changing,” he says.

And while proud of the growth he and his employees have al-
ready achieved, his eyes are set on what lies ahead. His goal is to 
expand departments and bring on a few more landscape design-
ers and in-house landscape architects. The commercial arena has 
been the company’s specialty to date, but Guinn knows there’s 
huge potential on the residential side and has set his sights there 
too.

“I’d like to be one of the compa-
nies that people look at in the North 
Texas region, as ‘They are the bench-
mark, they are on a lot of marquee 
projects, they set the standard as far 
as techniques,’ and that’s what I’d 
like to see continue to grow,” Guinn 
says. 

Seeing how far Guinn has come 
in just the first 10 years of his career, 
there’s no doubt the city of Dallas 
will be impacted long term by the 
beautiful landscapes AquaGreen 
Global has and will continue to de-
liver.  

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

REVAMPING A HISTORIC DALLAS LANDMARK
One of the most memorable projects that Devin Guinn, principal of 
AquaGreen Global, Dallas, Texas, was a part of took place in the 
heart of Dallas.

“We were able to work on a 
project called the Statler Hotel. 
It’s a historical hotel, one of the 
oldest in downtown Dallas,” 
says Guinn. It had been aban-
doned for years when a develop-
er bought the property in 2017 to 
return it to its former glory.

AquaGreen Global was 
awarded as the landscape and 
irrigation contractor on it. Guinn 
says the job included multiple 
pool areas, courtyards, interior 
plants, the valet entrance and four restaurants. He describes it as a 
beautiful project, from the pavers to the landscape selection to the 
low-impact drip irrigation.

“All in all, it became a really big deal for the city of Dallas and 
for us. We were really happy to be a part of that team from the de-
veloper to the general contractor to us as one of the trade partners,” 
says Guinn.

YOU CANNOT GROW 
YOUR BUSINESS IN 
THE TRENCHES.  
You’ve got to delegate 
those things so that you 
can focus on the high-
level items.

Photo: Devin Guinn



24            Irrigation & Green Industry     September 2020

BUSINESS TO BUSINESS

T
he green industry has always been 
fast paced, especially in the busy 
season. Layer that with increased 
projects due to quarantined indi-
viduals getting serious about home 

improvements, the stops and starts of busi-
ness during the pandemic, the limited la-
bor pool due to increased unemployment 
benefits and shortage of H-2B workers, 
and you get an exceptionally heavy work-
load. The busy season has shown no sign of 
letting up. Workers are starting to feel like 
the figure Sisyphus from Greek mythology 
and his unending work.

According to the Greek myth, Sisyphus 
was condemned to roll a rock up to the 
top of a mountain, only to have the rock 
roll back down to the bottom every time 
he reached the top. Today’s workload can 
seem like a task that is never complete. 
You wake up every morning to find the 
boulder at the bottom of the hill, the list 
of unfinished projects growing, and more 
phone, text and email messages than there 
are hours in the day to address. 

What is a leader to do when the realities 
of the workload have their teams working 
long hours and stretched to the limit when 
hiring additional workers or taking vacation 
isn’t an option? Are leaders condemned to 
grit it out and hope for better days? Cer-
tainly not! Here are four strategies to 
help your team deal with this extended 
busy season and provide support to get 
through these unprecedented times:

1. Increase effectiveness and 
eliminate inefficiencies
Make it your goal to be both effec-
tive and efficient. Focusing not only on 
increasing project completion but on do-
ing the right things at the right time with 
the right amount of effort will create the 
most impact. Consider the following 

steps to identify inefficiencies and increase 
effectiveness:
• Map out your business processes and 

look for breakdowns. Broken processes 
not only slow work but create bottle-
necks. Workarounds make these inef-
ficiencies less obvious when the pace 
of business is slower, but under heavy 
workloads processes are stress-tested 
and cracks can easily be seen. Investing 
a few hours to map out your process-
es and reengineering them for maxi-
mum efficiency yields a great return in 
effectiveness.

• Consider different ways to get a job 
done. Think outside of the box for how 
to get work accomplished. Ask your 
team for ideas and listen to their input. 
Schedule a brainstorming session with 
a cross-functional group. The best ideas 
often come from the most unlikely 
places.

• Get rid of distractions. With access to 
more information, communication and 
technology than ever before, we need to 
purposely turn off our devices and tune 
out the constant flow of data. Don’t let 
these good things become distractions. 

As opportunities present themselves, 
learn to say no to things that are not in 
line with your business goals and could 
turn into distractions.

• Don’t waste time on perfectionism. As 
the saying goes, “The best is the enemy 
of the good.” Constantly working on 
something to make it perfect is not pro-
ductive. It kills time and delays other 
projects. Remember, great work is what 
you do for your clients. Perfectionism 
is something we do to satisfy our own 
egos.

2. Prioritize and delegate work
With a heavy workload, it is even more 
critical to take time for planning, prioriti-
zation and delegation. With a fixed num-
ber of hours in the day and workers on your 
team, everyone needs to be working on the 
highest value projects.

Beat burnout
Equip your team to deal with a heavy workload.

BY KATE KJEEL



www.igin.com                 September 2020    Irrigation & Green Industry          25

BUSINESS TO BUSINESS

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.

• Don’t jump right into a new week; set aside an 
hour to review projects. What are the most im-
portant? What are the deadlines? What might 
you be able to shift to later? Use these questions 
to shape your plan for the week.

• Delegate everything you can. It has been said 
that a leader can delegate everything but mission 
and values. Trust your employees, train them to 
be efficient and push work down to the lowest 
possible level.

• Prioritize work to make sure the most important 
things are getting done. When things get busy 
everything seems like it is top priority. A helpful 
tool to increase productivity and help determine 
the real priorities is to use the Eisenhower Ma-
trix. This is a tool that helps separate your actions 
based on four possibilities:
– urgent and important (tasks you will do 

immediately).
– important, but not urgent (tasks you will 

schedule to do later).
– urgent, but not important (tasks you will del-

egate to someone else).
– neither urgent nor important (tasks that you 

will eliminate).
Lifehack.org has a great description on how to 
use the Eisenhower Matrix.

• Lastly, realize you can’t do it all. Be honest with 
yourself about what is realistic given your team’s 
capacity, the hours in the day and the demands 
of the work. Know when you have reached your 
limit and take proactive steps to remedy the sit-
uation by shifting or postponing work, enlisting 
partners or other creative solutions.

3. Step up your leadership
Difficult times can test and hone leadership skills. 
Seize the opportunity to guide and direct your orga-
nization in the following areas:
• Increase your communication regarding the cur-

rent workload and prognosis for the future. No-
body respects a leader who doesn’t acknowledge a 
problem. Be honest about the situation and what 
you are doing to address it. Employee burnout can 
grind down productivity to a standstill. Provide an 
avenue for workers to talk about their struggles 
and share how they are impacting their lives.

• Spend some time reflecting on your own work 
style. Are you micromanaging your team? Be-
ing indecisive? Failing to follow through? All of 
these traits are not only poor leadership but de-
crease overall team productivity.

• Manage team workloads effectively. Make sure 
difficult tasks are balanced throughout the team 
and projects are distributed to maximize the 
workforce you have. This will also eliminate pet-
ty grievances due to perceptions about “who is 
working harder” and keep employees engaged 

and pulling in the same direction. This doesn’t 
mean everyone needs to be doing everything. 
Leverage your team’s strengths and make sure the 
right people are doing the right jobs.

4. Show appreciation
When the pace is fast and furious, employee appreci-
ation can be overlooked or given a low priority. With 
heavy workloads, leaders need to be more engaged in 
recognizing their workforce. 
• Meet one-on-one with employees. Check in 

on your teams, make sure they are handling the 
stress of the heavy workload and ask for ideas for 
improvements. What might seem like a small 
action or one more to-do on your calendar will 
yield huge dividends in employee engagement 
that leads to higher productivity.

• Keep up with employee recognition. Don’t let 
your recognition programs get sacrificed by the 
tyranny of the urgent. While not pressing, em-
ployee recognition is important and should not 
be overlooked. If anything, it is a time to dou-
ble down as employee retention is closely tied 
to recognition. If you don’t have an employee 
recognition program, this is the time to start! It 
doesn’t have to involve huge sums of money. Re-
search shows that even small tokens of appreci-
ation (think Starbucks gift cards) can be highly 
effective.

• Catch people doing things right. Despite a busy 
schedule, take the time to comment when you 
see someone doing good work or going the ex-
tra mile. A few words of praise can make a big 
difference.

While there is much happening in the world 
today that is distressing, leaders should focus on 
the positives. There are silver linings to be found in 
these difficult times, and we all benefit when those 
around us point these out. Just by putting a few 
of the above bullets into action, you will be doing 
something positive and making the workload a lit-
tle less Sisyphean.  

Be honest with yourself 
about what is realistic 
given your team’s 
capacity, the hours in 
the day and the demands 
of the work.

Consider 
different 
ways to get 
a job done.
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HOLIDAY LIGHTING

omeowners and commercial property manag-
ers who want festive holiday lighting without 
a Clark Griswold “Christmas Vacation” result 
know the value of hiring expert designers and 
installers. In the Chicagoland area of Illinois, 
Gary Fouts, owner of Principle Lighting Inc., 
has carved out a niche installing holiday light-

ing, landscape and architectural lighting, and providing event 
decorating services. 

Holiday lighting has been an integral part of Fouts’ busi-
ness model since 1991. Many of the company’s clients are re-
peat customers on both the residential and commercial sides. 
Good communication and transparent conversations about 
customer expectations and deliverable services have supported 
Fouts’ efforts to develop a sustainable business. 

When one of Principle Lighting’s longtime customers 
moved into a new home across town, there was no question 
whether the property owners would call for an appoint-
ment for holiday lighting. Positioned on a corner lot, the 
12,700-square-foot home and surrounding yard offered am-
ple opportunity for lighting multiple trees, shrubs and features 
without looking cramped. 

The project used nearly 14,000 lights, a combination of 
C9, C7, mini-lights and tube lights. They lit the roofline, 10 
evergreen trees and several shrubs. Rob Dupre, account man-
ager, estimates it took a team of four crew members to install 
the job in about 40 hours.

“It was a good number of lights for a residential property,” 
Dupre says.

Given that the company had served the clients for more 
than 10 years, they knew the couple well and had established 
solid lines of communication before discussing the new proj-
ect. But Dupre remembers being surprised by the couple’s col-
or requests, a combination of purple, green and blue.

“I remember thinking ‘How are we going to incorporate 
all of that color?’ The wife likes white and husband likes col-
or,” he says. “I said OK, that’s what we’ll get you. I was very 
pleasantly surprised how good all those colors looked, and it 
looked really good with the white.”

Principle Lighting brings a signature  
style to home holiday lighting.

By Katie Navarra
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GETTING STARTED
Based in New Lenox, Illinois, Principle Lighting is 
Gary Fouts’ second career. His first was as a math 
and science teacher. Looking for a way to support 
his family so that his wife could stay home and he 
wouldn’t need to pick up a second job, Fouts launched 
his full-service landscape company. What started 
as one man with a lawn mower, quickly grew into 
a multi-franchise corporation with 8-10 employees 
devoted to installing lighting in October and then 
increasing the crew to 12-15 during the Christmas 
season. He credits communication and relationships 
as the keys to his success.

With this holiday lighting job, Fouts and Dupre 
knew the customers and their design preferences. 
Despite the familiarity, they didn’t skip an in-person 
visit. Dupre estimates spending an hour walking the 
property with the homeowners explaining options 
on color and areas to be lit.

“At some appointments, clients only want roof 
lighting and a wreath, which is more straightfor-
ward to bid,” he says. 

Dupre itemized the options on a tablet and re-
viewed four recommendations before leaving. The 
lot was an L-shape, so it wasn’t possible to do a dig-
ital rendering. The company has found only about 
20% of their customers are interested in digital 
renderings.

“This was more involved, and I made several fol-
low-up calls to get everything they wanted before 
the design was finished,” Dupre says.

Running electrical supply where it was needed 
was a significant challenge. The property only had 
power at the house, and many of the trees were quite 
a distance from the home. A circular driveway lim-
ited options for discreetly running extension cords.

“We ran some of the cords through the ex-
pansion joints so there was still a nice clean look,” 
Dupre says. “We also had to plan how to run the 
power so we didn’t overload the circuit.”

Since Principle Lighting regularly uses LED fix-
tures, load isn’t often an issue. But with the number 
of lights on this project they created zones powered 
by separate circuits to avoid tripping the ground 
fault interrupt breaker.

“Back in the incandescent world we wouldn’t 
have been able to do as much as we did on this 
property using LEDs,” Fouts says. 

The accepted design proposal included tube 
lights hung from inside several trees. The tubular 
lights screw into a C9 cord. It was one of the first 
projects where Dupre used the lights, and he was 
interested to see the final effect. But within a few 
days of installation, a windstorm blew through, 
knocking the tube lights from the trees.

“I think they came unscrewed swinging in the 
wind because they are three to four feet long,” he 
says. “We had to go back and figure out how to pre-
vent that from happening again.”

The drip lights are available in varying lengths 
and it was only the longer models, those 3-4 feet, 
that the wind bothered. Ultimately, Dupre wrapped 
each socket with electrical tape after screwing the 

Principle Lighting developed a design to satisfy both homeowners’ holiday visions by incorporating white, purple, green and blue lights. 
Photos: Principle Lighting

When I was 
driving to the 
house, I couldn’t 
believe how far 
away I could 
see those trees. 
They really did 
an amazing job.” 
– Rob Dupre,  
Principle Lighting
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bulbs in to keep the fixture in place. Be-
cause the lights are hung 15-20 feet up in 
the tree, the electrical tape wasn’t visible. 
The fix worked for the remainder of the 
season.

“I hadn’t used these lights a whole lot. 
We mostly used them on interior jobs. My 
thought was since the tubes were screwed 
into the cord, they would be fine. But all 
the movement loosened them,” Dupre 
says. “The drip tubes are really cool now 
that we know what we need to do. We’ll 
use them more often.”

SAFETY FIRST
The home’s roofline included unique fea-
tures spread across multiple heights and 
levels. Multiple peaks, dormers and tur-
rets offered ample opportunity for creative 
lighting. The varying levels meant finding 
ways to splice light strands together to 
avoid lights randomly dangling in dead 
space between a roofline change.

“The crispness of how we hang lights 
on rooflines distinguishes our jobs from 
others,” Dupre says. “We 
make sure the power cords 
are held into place with roof 
clips and the extension cords 
are disguised for that fin-
ished look.”

Attention to detail in-
cludes safety. Figuring out 
how to safely position work-
ers on the roof and have 
access to all the areas to be 
lit takes the right tools. In 
addition to having the ap-
propriate ladders, they pro-
vide employees with traction 
devices that strap-on their 
boots. Called Cougar Paws, 
the footwear accessories are 
like a pillow to protect the 
roof and add traction, Fouts explains.

“The first thing we tell our guys is if 
you’re not comfortable with the height or 
the roof to let us know,” Fouts says. “We’re 
not going to risk someone’s life on a peak, 
and I will communicate that with the 
customer.”

With a tricky, multi-roof like the one 
on this property, Fouts tries to convince 
customers to allow installation as early as 
late September on commercial properties 
and October for residential projects. Win-
ter weather synonymous with the Mid-
west makes roofs slippery. Even a thin 

layer of frost that melts midmorning can 
create dangerous situations.

Although the lights aren’t turned on 
that early, Fouts sees an opportunity to 
install when weather isn’t as challenging. 
Now that the color of some lights can 
be changed from a smartphone app, he’s 
hoping he can convince customers to start 
jobs early. They could choose a Halloween 
theme that can be easily transformed into 
Christmas with the click of a button.

“We may try to push the envelope and 
encourage customers to consider the pos-
sibilities for Halloween lighting,” he says.

Traditional, modern, retro and festive 
holiday lighting options ensure that every 
customer can have the look that fits their 
home and tastes. 

“We don’t do loops where the lights 
are just circled around the trees,” he says. 
“Our guys work the lights in and out of the 
tree. The goal is so that you can’t follow the 
strand of lights when you look at the tree.”

On this particular project, the crew 
surprised Dupre with the final results on 
the evergreen trees. The lights followed 

the trunk up 30-40 feet. 
Even Dupre was shocked by 
the height of the lights. The 
workers continued winding 
lights up the trunk, climbing 
higher into each tree until the 
full amount of lights budget-
ed for the tree was used.

“When I was driving to 
the house, I couldn’t believe 
how far away I could see 
those trees. They really did an 
amazing job,” Dupre says. 

A successful job like this 
one starts with the personal 
touch. The clients have opt-
ed to use the same design for 
their holiday lights this fall. 

A few newly added shrubs and new plant-
ings may increase the lights slightly and 
the color may change, but how the prop-
erty features are decorated will remain the 
same.

“We try to be upfront and set the expec-
tation level to make sure that we are on the 
same page with what they are getting and 
how it will be done,” Fouts says. “If there’s 
something I don’t think is safe or financial-
ly makes sense, I’ll explain why.”  

Katie Navarra is a freelance writer in Mechanicville, 
New York, and can be reached at ktnavarra@ 
gmail.com.

The project 
included about 
14,000 
lights, with 
some run about 
40 feet up 
the evergreen 
trees on the 
property.
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Use these tips for getting all your clients’ irrigation systems winterized.

W
hile many winter events have been canceled, 
the season itself has not. We can count on it to 
roll around right after fall. If you’re an irriga-
tion contractor in a part of the country where 
the snow falls and the ground freezes, you’ll still 

need to prepare irrigation systems against the coming cold 
season. 

Efficient scheduling is crucial, though. Scheduling software 
helps a lot. Mathew Wendell, owner of The Sprinkler Guy, 
Anchorage, Alaska, a one-man operation, uses HindSite Soft-
ware to make sure he gets to all 270 of his commercial and 
residential clients.

You have a short window of time to service everyone, and 
you’re racing against the weather, which can always blindside 
you. “One night of freezing temperatures isn’t a big deal,” says 
Ty Van Ryswyk, owner of Hawkeye Irrigation LLC, Marine, 
Illinois. “But if it’s going to freeze hard for four nights straight 
at the end of October or very beginning of November, we’ll be 
scrambling.”

How early you start de-
pends on how far north you 
are. For Wendell, the start date 
is Sept. 10 “so I can be all done 
by Oct. 1. Some areas will al-
ready have started to experi-
ence freezing temperatures by 
then.” He still gets caught by 
the occasional early snowfall, 
though.

Van Ryswyk also starts in 
September. “We’ll send out 
mailers or blast emails remind-
ing people about it in August. 
We’ll do some in the last cou-
ple weeks of September for 
snowbirds that leave town by 
the beginning of October. We 
like to have everybody shut off 
by the first or second week of November. But that depends on 
Mother Nature and how much of a push we get from her at 
the end. If it looks like she’s going to start freezing quickly we 
have to move quickly too.” 

Van Ryswyk says some of his clients will claim they won’t 
need winterizing until Thanksgiving. He reminds them that 
just a few years prior, the area saw an early hard freeze in the 
first week of November.

How it’s done
Winterization is a simple concept. It’s all about blowing as 
much water as possible out of the system with an air compres-
sor before it can freeze, expand and break something. 

Whether the water comes from a lake pump, a well pump 
or a city main, the first step is to shut that water supply off at 
the source. “The air chuck on the compressor fits into one of 
the holes on the pump or one of the test cocks on the backflow 
device,” says Van Ryswyk. “We just hook the compressor up 
to that and then start running through the zones” setting the 
controller to run a two- to five-minute test cycle for each zone. 

“If there are five heads in a zone, you wait for all of those 
heads to start blowing air. Then you go to the next zone, wait 
for all those heads to blow out and then you go on to the next,” 
says Van Ryswyk. “By the time you get done with however 
many zones there are, you know that the main and lateral lines 
are blown out at that point. Then we’ll turn the irrigation con-
troller to ‘off ’ or unplug it if they prefer.” If the backflow device 
is left outdoors, the test cocks should be left halfway open, at 
45 degrees. 

Winterization includes a full inspection to discover what 
needs to be fixed next spring. “Be consistent and use a check-

list,” says Wendell. “Examine all 
the heads and look for leaks.” 

The pounds per square inch 
of pressure the air compressor 
produces during a blowout is 
crucial. James Makris, owner of 
The Waterboys LLC, Manches-
ter, New Hampshire, usually 
sets his psi at about 80. “But the 
volume of air — the cubic feet 
per minute — is actually more 
important than the psi,” says 
Makris. So he keeps the cfm be-
tween 135 and 185 depending 
on the system. If it is too high, it 
can cause too much friction, and 
friction produces heat that can 
melt pipes and couplings. 

In reality, you have to watch 
both the psi and the cfm. “You 

have to be careful not to over-pressurize the system,” warns 
Wendell. “I once hooked up to a system and failed to correct-
ly shut off the house main. The pressure in the pipes in the 
house was normally about 50 psi. Well, I pumped 60 psi into it 
during a blowout, and it caused a leak in the basement ceiling.” 

What about a drip zone or system? Those should be blown 
out at a much lower psi, around 35. “I often do the drip part 
last, and I either pull the caps off the ends and blow out the 
dripline the regular way, or turn the psi real far down on the 
machine and let it run longer to clear the lines,” says Dustin 
Reitzer, owner of Abiqua Irrigation and Backflow LLC, Salem, 
Oregon. “Otherwise, you could definitely damage something, 
especially if your compressor isn’t sensitive to pressure changes.” 

Winterizing an irrigation system can be a simple project, connecting an air 
compressor to the system and blowing out as much water as possible to 
prevent damage from freezing. Move from zone to zone to be certain that the 
main and lateral lines are clear. 
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Pitfalls and pain points
Even the most efficient winterization schedule ever 
created can be confounded by locked gates, snarling 
dogs and homeowners who aren’t home when they 
said they’ll be. And there can be still other snags to 
what should be a fairly straightforward process. 

Van Ryswyk says many blips occur when you take 
over a system for the first time. “There might be a leg 
of main line that goes to a quick coupler with a hose 
attached that you don’t know about. Then you’ve got 
a whole stretch of main that’s still got water in it.” 
Or someone could have hooked up the system to the 
house or to the backflow without using a gravity drain.

“Another problem is when someone’s system 
hooks straight up to a water meter, and the city hasn’t 
gotten out there yet to shut it off,” adds Van Ryswyk. 
“You can’t really do anything because by law we aren’t 
allowed to touch the meters.”

Also, in the rush to get everyone winterized, 
things can get overlooked, “like skipping a whole 
valve box when they don’t know exactly how many 
zones there are,” says Makris. “Or spigots — I have 
one house that has 13 of them all around the prop-
erty. They have to be blown out too. And there are 
simple things like forgetting to shut the controller 
off, and it dry-fires the solenoids all winter.” 

Then there are the wild-card things that Wendell 
sometimes encounters, like an Alaskan moose step-
ping on a valve box and crushing the valve inside.

“Every once in a while, I’ll blow a pipe off that 
isn’t clamped down right, so I’ll have to fix that,” says 
Makris. But with 20 winters of experience under his 
belt, he’s prepared. He carries an inventory of parts 
with him just in case. 

The biggest problem Makris faces is a seasonal 
shortage of rental compressors. “In the Northeast, 
when winterization time comes around, it can be 
very hard to find one,” he says. Many contractors rent 
compressors, as they’re only needed once a year, and 
they’re expensive. Makris recently rented one that re-
tails for $23,000. 

He is, however, planning to purchase his own 
soon. “I’m grossing $20,000 to $25,000 every winter 
with that service alone, so it’ll pay for itself in one 
season. And the government is helping small busi-
nesses this year, so that’s a plus.”

A major pain point for Reitzer is working with 
irrigation systems cobbled together by homeown-
ers. “You have to try and figure out how the water 
gets to the system and how to shut it off,” Reitzer 
says. “It’s like they said, ‘There’s water to this bath-
room, so I’ll just access it from under there.’ Then 
you have to crawl underneath the house just to shut 
it down.”

The quarantine factor
Though it didn’t directly slow down business, one 
impact of COVID-19 for contractors is a shortage 
of available parts, says Wendell.

Winterization should include an inspection of the system to 
check for leaks. If a contractor is taking over a system for the first 
time, make sure to check the system thoroughly to be aware of 
any potential trapped water. Even in the rush to clear as many 
clients as possible, use a checklist to manage the process.

“We like to have 
everybody shut 
off by the first 
or second week 
of November.  
But that depends 
on Mother 
Nature and how 
much of a push 
we get from her 
at the end.” 
– Ty Van Ryswyk,  
Hawkeye Irrigation
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“The factories being shut down did slow the sup-
ply chain for irrigation parts, though,” says Wendell. 
“As it is, there are no distributors up here in Alaska, 
so we have to have everything shipped to us from the 
Lower 48.” 

Having virtually everyone at home has been 
both a good thing and a bad thing, Wendell says. 
“It’s made scheduling easier,” he says. “But people 
are bored, so they’re going out and working in their 
yards, and sometimes they cause problems, installing 
things improperly or digging too deeply.”

As some homeowners have struggled with jobs 
during the year, it’s important to be up front about 
the program costs. 

“I tell everyone, this is what the job is, I’ve been 
doing it a long time, and I’m giving you the best 
price,” says Makris. “I’ll always try to give you the 
best value.”

Offering multiple levels of service with winteriza-
tion is an option, says Van Ryswyk. “I offer four or five 
different service tiers,” he adds. “They can have the 
bare minimum, just turn-on, turn-off, if they want.”

Doing a winterization can be a gateway to pro-
viding other services throughout the year. If cus-

tomers like how you did the job, they can become 
recurring clients. 

“Especially for a new customer using us for the 
first time, where the winterization is our initial visit, 
we’ll go through the whole system and take notes so 
we’re prepared for next year,” says Van Ryswyk.

A reminder that winterization season is ahead 
also doubles as a sales prompt. “In January we send 
out our spring flyer with our annual agreement that 
offers them all of our services,” he says. “We tell all 
our existing customers to look for this mailer which 
we send by both email and snail mail to make sure 
they don’t miss it.”  

See how the pros manage winterization 
with backflow devices in the online 
version of this feature at www.igin.com/
beat-the-freeze.

Start winterization 
reminders in late 
August, aiming 
to have all the 
systems shut off 
by the first or 
second week of 
November.

Digs a trench,

Installs poly-pipe,

Buries!

Digs 0-13” deep
2.5” wide

Cuts through roots
with carbide cutting bits

Ideal for installing
Irrigation Systems!

Pipe and Cable Installer
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www.eztrench.com                      Phone   843.756.6444

The author is a contributing editor to Irrigation & Green Indus-
try and can be reached at pouncerspy@gmail.com.
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The dirt on  
trenchers

Dig into trencher 
trends and save 
time and money 
on your jobs.

By Nina McCollum

Trenchers and trencher attachments 
help digging jobs move along efficiently, 
whether working with irrigation systems 
or wiring for lighting. Photo: John Deere

TRENCHERS
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W orking with trenches is dirty, 
difficult work, whether a 
contractor is installing pipe, 
laying lighting wiring or 
digging out space for hard-
scaping. Trenchers are used 

for their durability and power to handle digging jobs 
better, faster and quicker than digging by hand. The 
newest mechanical trenchers and modern attach-
ments are more efficient than ever. 

Current trends in trenchers focus on delivering 
more power and performance, easier operation, less 
maintenance, and longer equipment life. Whether 
you rent trenchers occasionally for bigger jobs, or 
own trenchers that run constantly during the busy 
season, these machines make life easier for all types 
of landscaping and irrigation professionals. We talk-
ed to manufacturers to find out the latest trends in 
trenchers, attachments and usage.

Newer models, better operations
Newer trenchers and their cutting-edge attachments 
are “designed with the operator in mind,” says Brant 
Kukuk, compact equipment product manager at 
Ditch Witch, Perry, Oklahoma. Two offerings from 
the company include the 1TR4 (for a R200 Zahn 
trencher) and the SK4TR, a stand-on skid steer 
trencher attachment, both of which offer chain vis-
ibility to help monitor how the machine is digging. 
These attachments are also designed to better work 
around obstacles and to improve maneuverability in 
tight spaces, helping to prevent damage. 

The TrenchBadger Pro 10/12 is “like a Weed 
Eater on steroids,” says Dale Ballenger, president of 
TrenchBadger Inc., Boynton Beach, Florida. The unit 
is a handheld, upright trencher with interchangeable 
blades for varying depths and widths. “They trench 
using the full diameter of the trenching blades, instead 
of the historical boom and chain,” he continues. This 
model’s design is focused on ease of use for the opera-
tor, as you stand upright while excavating.

In 2019, The Toro Company, Bloomington, Min-
nesota, added to their TRX walk-behind trencher 
line with two models, the TRX-250 and TRX-300, 
which focus on performance, serviceability, ease of 
use and operator comfort. Both models utilize the 
company’s Intelli-Trench technology, which optimiz-
es hydraulic flow for the job’s digging conditions. This 
design allows the handle to remain in place without 
constant adjustment, reducing operator fatigue.

Redesigned in 2019, MiniTrencher’s EZ Kart 
also focuses on ease of use, with bigger, more stable 
wheels, better depth selection and aesthetic improve-
ments. “Most notable are our innovations in chain 
and dirt deflection,” says J.J. Harris, general manag-
er at MiniTrencher, Vancouver, Washington. “Our 
newest chains dig better, longer and wider, and our 
new dirt deflectors better mitigate rock ejection.”

John Deere, Moline, Illinois, has two new tren-
cher attachment mod els, the TC36 and TC48, which 
are ideally suited to lighter-duty tasks, for customers 
in light construction applications. These can be con-
figured to different soil and trench specifications, in-
creasing uptime. The stabilization assist from the in-
tegrated skid shoe delivers optimal angles and more 
precise digging. These new models focus on operator 
comfort, with a spring-loaded trencher boom that 
reduces system shock. The multiple digging chain 
options these attachments add can drive lower op-
erating costs.

Also notable in relation to newer models is that 
most manufacturers we talked to have avoided in-
creases in pricing. “We try to maintain an affordable 
option for our customers,” says Kukuk.

Job site changes
The latest trends indicate that size of the machine 
is increasingly important, with smaller trenchers and 
attachments that allow you to “do more with less” 
coming to the forefront. “On smaller job sites, de-
mand for compact equipment increases,” says Kukuk. 
“Especially during the pandemic, we have seen an in-

Newer trencher models focus 
on additional power and 
performance while keeping 
ease of use and operator 
comfort in mind. Photo above 
left: The Toro Company, right: 
GeoRipper

“Each piece 
of equipment 

has efficiency 
boundaries.” 

– Dale Ballenger,  
TrenchBadger
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crease in residential work. With more time for home 
improvement projects, trenchers have been utilized 
more frequently.” 

Smaller trenchers are easier to move around and 
deliver faster trenching, such as E-Z Trench’s EZ900 
and EZ9100, which fit through a 34- or 36-inch 
gate, says Monty Porter, vice president of national 
sales at the Loris, South Carolina-based company.

Harris at MiniTrencher also speaks to the chal-
lenges in residential jobs, pointing out that many tra-
ditional trenchers cannot get into backyards with the 
downsizing of yards. 

With increases in automation and a need to 
reduce labor, many landscape and irrigation pro-
fessionals have a need for a handheld machine to 
address smaller areas, whether for residential or com-
mercial work.

Thinking outside the box can also boost your 
income stream. “Some landscapers have (added) 
landscape lighting to their services,” says Balleng-
er. “Low-voltage wiring was once installed with the 
rocking of a shovel to create a void, then laying the 
wire in the semi-trench. Now, with mini-trenchers, 
more landscapers are cutting clean lines to rest the 
wire in.” You may have options you haven’t previ-
ously considered, especially if you’re working with 
a smaller trencher or an attachment that allows you 
to go where bigger trenchers can’t. Harris suggests 
landscape lighting, dog fencing, robotic mower 

fencing, erosion control fencing and fence posts, for 
starters.

Of course, larger jobs continue to demand large 
equipment with better reliability, lower operating 
costs and increased productivity. Well-maintained, 
high-powered trenchers can run constantly for 
months on end for bigger projects, such as commer-
cial utility installations and residential housing de-
velopments. But powerful machines that can handle 
more work and a longer job don’t have to be enor-
mous. As Porter at E-Z Trench puts it, “Our equip-
ment has always been a convenient size to load into a 
pickup or a work van, versus a trailer.”

Trencher selection and avoiding 
downtime
Wondering how to decide which trencher to use? 
Experience is key, as there are so many factors to 
consider, including the depth needed, the time allot-
ted to complete the job, soil conditions and access to 
the space. 

“If there isn’t access, I will need a machine I can 
carry in,” says Harris, and adds that you should also 
consider what may be too much machine for a job, or 
not enough. “The smaller the machine, the shallower 
the trench,” he adds, “But many irrigation profes-
sionals never go deeper than 12 inches.”

Also consider versatility, suggests Kukuk. “When 
faced with a job that goes beyond just trenching, a 

Rent vs. buy
Renting a trencher can be advantageous if you only need it for the occasional 
larger job and don’t want to deal with the costs and duties of another machine 
in your fleet to maintain and repair. But if you are renting trenchers every month, 
it’s probably time to consider buying. While renting can take some of the work 
away that ownership requires, you have to balance the investment in labor. 

Many landscape and irrigation professionals will get to a point where they 
need to focus on speed, making work less “people-intensive,” as J.J. Harris, gen-
eral manag er at MiniTrencher, Vancouver, Washington, puts it. “It may be a cash 
flow exercise that shows that making payments will cost less per month than 

renting.” He adds, “Mini-trenchers tend to pay for themselves within five weeks (or 
less), so purchasing one is almost always a better idea than renting.”

Consider your typical work, including soil condition and dimensions of 
trenches. These can help guide your choices. Your local dealer can help you 
identify the best machine for your needs after a discussion about your typical 
trenching needs and workflow. Going with the cheapest or smallest may not 
be wise. “Buying a trencher that will not go as deep as you consistently need is 
going to cause an issue,” says Harris. “If you are always renting the next size up, 
you made the wrong purchase.”

Keep the job in mind when 
choosing a trencher, including 
the needed depth and the 
timeframe for job completion. 
Access is also important, as 
smaller trenchers might be 
necessary for tighter working 
spaces. Photo left: Ditch 
Witch, center: EZ Trench, right: 
TrenchBadger
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stand-on skid steer with a trencher attachment is 
an option. These machines can switch out different 
attachments with ease, so contractors can customize 
the attachment to an array of landscape and irriga-
tion applications, allowing for maximum ROI, pro-
ductivity and efficiency.”

Whatever equipment you use, regular maintenance 
and inspection directly influence uptime. Most of the 
experts we talked to suggest checking equipment at 
the beginning of the day, periodically throughout the 
day, and again after completing the day’s work. Not 
responding to warning signs of wear and tear can lead 
to costly downtime. While the manufacturer’s sug-
gested service intervals are important to follow, ma-
chines don’t know the schedule, which is why daily 
inspection is so important. The constant vibration and 
digging action of a trencher means that eventually 
parts will come loose. Familiarize yourself with what 
your trencher looks and feels like when it’s in proper 
working order, regularly checking points like cutting 
bits, belt tension and connection points. 

Not only is your equipment at risk if you don’t 
understand how to properly maintain and proac-
tively prevent it from incurring damage, so are you 

and your staff. Downtime and expenses from in-
juries can be both costly and personally upsetting. 
Make sure everyone who uses your equipment fully 
understands how it is supposed to look, work, feel 
and sound. “Wear your PPE!” says Harris. “So many 
landscapers and irrigation professionals ignore this 
practice. Show your customers that you care about 
their property by showing that you care about your 
body.” 

And don’t stretch people or machines beyond 
capacity. “Each piece of equipment has efficien-
cy boundaries,” says Ballenger. “Learning these 
boundaries will greatly enhance the use of the ma-
chine and the life of the equipment.”

With the changes and improvements in opera-
tor comfort and added efficiency, the right trenchers 
for your landscape and irrigation work can save has-
sle, energy, time and money. If you’re focusing on 
increasing productivity, it might be time to talk to 
a dealer about acquiring the right trencher for your 
business. 

Nina McCollum is a freelance writer based in Cleveland and 
can be reached at mccollumnina@gmail.com.

Regular 
maintenance 
and 
inspection 
directly 
influences 
uptime for 
trenchers, 
with daily 
checks 
before, 
during and 
after the job.

www.minitrencher.com
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Looking for LABOR
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Contractors 
face a 
difficult 
season with 
reduced 
availability 
of H-2B 
employees.

I
t’s difficult to think of a government policy that 
affects more landscape contractors than the 
H-2B visa nonimmigrant program. For some 
landscapers who rely on the visas to provide the 
experienced labor to drive their businesses, it’s 
likely been one of the main concerns on their 
minds this year. 

With caps added in the past few years along 
with additional restrictions, 2020 saw President 
Trump sign an executive order to suspend the is-
sue of new H-2B visas along with other tempo-
rary worker visas. The order didn’t apply to workers 
already in the U.S. and provided other exceptions 
(including providing labor for those essential to the 
food chain). A lack of available H-2B labor has left 

some landscapers facing a tough year that was al-
ready complicated by COVID-19 and looking at 
an uncertain future.

Joe Drake, owner of J.F.D. Landscapes in Cha-
grin Falls, Ohio, has been working with H-2B em-
ployees since 1998, with the majority returning year 
over year and even recruiting others to the company. 
His longest-running returning employee has been 
with the company for 16 years and now holds a 
green card. 

Typically, Drake runs with a crew of about 30 for 
maintenance and design/build jobs. This year, he’s 
down to 16 employees in the field. Two of those in-
clude his account manager and salesperson, and two 
are college students who left in August for school.
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In a similar position, Evan Evanovich, president 
of The Landscape Center by Evanovich in Bethel 
Park, Pennsylvania, who provides design/build in-
stalls for medium- to high-end residential custom-
ers, had 14 employees on his crew last year. This year, 
he’s down to six after the college students he pulled 
in for the season left. Refilling those positions with 
local labor hasn’t worked as an option for him.

“If you go around Pittsburgh, anywhere in the 
suburban community, you can count hundreds of 
‘help wanted’ signs,” he says.

Wilbert Lawrence, president of Lawrence Land-
scaping in Portsmouth, Virginia, tried working with 
local temporary employment services as well, but 
didn’t have any luck, he says. With a team of nine 
employees right now, compared to 14 last year, he’s 
been working in landscaping with a focus on mostly 
commercial and city work since he and his father 
started the business in 1988. The potential employ-
ees that he has been able to bring in are unskilled 
and need a lot of training to bring service up to 
the standard he’s used to providing for customers. 
Though he was offering higher pay as an incen-
tive, he got frustrated with the process and worked 
with his smaller crew to manage the jobs. He’s also 
spending time out in the field for the first time in 
eight years, helping train and direct processes and 
doing the work himself.

Because Lawrence had returning H-2B workers 
each year, several of those employees had built up a 
solid amount of experience in his systems and with 
clients, he says. While he’s feeling that loss, he’s con-
tinued to work with his crew to groom them into the 
team he’s looking for in the meantime, with week-
end training sessions and daily guidance on the job.

Dealing with risk
Lawrence has been a part of the program for about 
nine years and has had most of the same employees 
returning year over year, he says. He’s gotten used to 
scheduling jobs based on the crew size with H-2B 
employees. He knows there’s always a risk in using 
H-2B workers, but paying the fees involved and 
having nothing to show for it leaves him in a diffi-
cult spot, especially for a smaller contractor.

“I knew someday our pingpong ball would come up and we 
  wouldn’t get visas.” – Joe Drake, J.F.D. Landscapes
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Drake knew in January that his company had 
lost out on the lottery, but he had some experience 
to draw on. He had several industry friends who 
had faced similar trouble before planning around 
H-2B workers and made the decision that the com-
pany would sacrifice its design/build work for the 
season to focus on maintenance. 

“It’s reoccurring revenue that helps pay the bills,” 
he says. 

He worked with his account manager and oper-
ations manager to develop a cut list of clients and 
jobs through various tiers, and in February he con-
tacted those clients to deliver the news. While it 
was a tough choice to drastically reduce the planned 
work for the year, one of the biggest regrets he 
heard from his industry friends was that they hadn’t 
cut clients quickly enough. He’s made sure that cli-
ent contracts have 30-day out clauses to make issues 
like this as painless as possible. 

“I knew someday our pingpong ball would come 
up and we wouldn’t get visas,” he says. 

J.F.D. returned more than $1 million last year, 
but this year it’s at about $300,000. 

The weather worked in Drake’s favor, giving his 
smaller crew the chance to start spring clean-up 
early to help keep things manageable, but they had 
to push to six-day weeks, he says. 

“We knew that we had no choice,” he says. While 
some of his design/build crew wasn’t used to the 
maintenance work, the whole team put in the effort.

With the downsizing of his crew, Evanovich 
says he’s looking at a reduction of about a third of 
his company’s total volume of work compared to 
last year. His team already routinely works overtime 
to manage client jobs, so working extra hours wasn’t 
an option to make up for the loss in labor.

“I just don’t have the men to do it,” Evanovich 
says.

With his current team, he was still able to take 
on the majority of the larger jobs he had lined up 
for 2020, but many of the smaller jobs had to be left 
behind for the time being. Now, he’s having to be 
more picky about which jobs he’s able to accom-
plish with the crew he’s maintaining.

“We still do a phenomenal amount of work,” 
Evanovich says. “It’s just a matter of you’re short. 
Instead of a 14- to 15-person crew, you’re working 
with a seven- to eight-person crew.”

Lawrence has spent a lot of time this season com-
municating with vendors about the reduction in his 
crew and the overall amount of work. While most of 
his vendors have been understanding so far, it’s taken 
a lot of attention on his part to keep communication 
lines open. His connections with the city have been 
even more understanding because they’ve struggled 
to find temporary workers this year as well.

He’s also focused on communication with his 
customers, letting them know that while things 
might take a little longer to finish, he and his team 
are still dedicated to getting the job done.

“I do believe in communication,” he says. “They 
know I’m making an effort to get what they need 
done. It’s just that the quality of the work is just not 
where I like it and not where it was last year.”

Communication with his crew has also been a 
major drive for Drake, and it’s helped keep the team 
moving, he says. He shares sales numbers and the 
goals for the company monthly, though the current 
goal is to do as much work as possible while spend-
ing as little as possible.

“I’ve always been pretty open with our guys,” 
he says.

Being represented
Evan Evanovich, president of The Landscape Center by Evanovich in Bethel Park, Pennsyl-
vania, stays connected with his representatives in Congress to let them know the impor-
tance of the H-2B program. The program acts as a cog that helps operate local businesses, 
and removing it affects multiple other companies even beyond the ones initially using 
H-2B, he says. While one goal for the reduction of available H-2B visas is to prioritize Amer-
ican labor, he hasn’t been able to find those replacements locally. Instead, he’s moved 
forward with the crew he already has.

Joe Drake, owner of J.F.D. Landscapes in Cha grin Falls, Ohio, works to be involved with 
his congressional representatives as well, and he has done fundraisers for them in the past. 

“My congressman knows me personally,” he says. “Every contractor should have that 
relationship with their congressman, to be able to pick up the phone and talk to their staff 
and know who you are and be able to help you out.”

He works with a group of contractors who visit representatives on a regular basis to 
make the case for visas, he says. Keeping that connection provides a 

legislative aide for issues like H-2B, making certain that some-
one on staff is always thinking of how to handle the needs 
of the industry.
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While most of Drake’s clients have been understanding, and 
he’s stayed in touch with them throughout the season as the team 
pushed hard to keep up with maintenance work, says he’s antici-
pating a higher number of non-renewals for next year.

Planning for the future
Looking into next year, Lawrence isn’t making firm plans or put-
ting out many bids because he’s not sure of what kind of crew he’ll 
have available. Until his current team is to the level that he’d like, 
he’s not looking to pile on any extra work. From his perspective, 
it reminds him of when he was just starting out in the business, 
building from the ground up. For the remainder of this season, 
he’s not worried about reaching new goals for the company.

“I’m really just trying to get through the season,” he says. 
“Hopefully I can keep paying these guys like I’ve been paying 
them, and keep me paid, keep the bills paid.”

Evanovich sees a future in limbo for the company, given the 
amount of work he’s handling compared to the available labor 
pool, he says. 

“We’re working day by day right now because we’re sound as 
far as that goes,” he says. But he can’t plan to make any large pur-
chases based on the seasonal work he’s gotten, without knowing if 
he has the labor to do it.

Even with the reduced crew, he’s grateful that he’s in a stable 
position compared to some smaller contractors who rely on the 
program, he says.

“If you’re a nonestablished business or you’ve been growing 
your business based on a lower margin and revenue and counted 
on all these guys to fill your trucks and lawn mowers — if that’s 
your business model and your growth model, you’re in trouble,” 
he says.

Before next season, Drake and his team are doing a deep-dive 
analysis into where the company stands with its budget versus ac-
tual hours, he says. On top of the lost revenue, he’s holding off on 
equipment and truck purchases because he doesn’t want to bring 
on added debt without knowing he’ll have the appropriate work-
force next year.

Even missing out and facing a tougher budget this year, Eva-
novich is planning on trying again next year.

“That’s all you can do,” he says.  

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

Contractors that rely on H-2B 
employees take a hard look at 
the budget before making large 
purchases like trucks or equipment 
based on next year’s work.
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GIE+Expo organizers postpone 
2020 trade show to 2021
Because of the ongoing coronavirus pandemic and continued regulatory 
uncertainty, GIE/OPEI LLC, Alexandria, Virginia, announced that the 
2020 show will be postponed until next year.

Show ownership and management of GIE+Expo, the Green Industry 
and Equipment Exposition, have been monitoring the situation closely, 
and have been working with state and local authorities to put on the safest 

show possible. Unfortunately, 
the unpredictable nature of 
such a rapidly evolving envi-
ronment prohibited this year’s 
show from taking place safely.

“The health and safety of our attendees and exhibitors is critical, and 
it is with profound regret that we announce the cancellation of our 2020 
event,” says Kris Kiser, president and CEO of OPEI and managing part-
ner of GIE+Expo. “We’re looking forward to 2021 and already gearing 
up to make our next show a dynamic and engaging experience for the 
entire industry.”

Planning is underway for GIE+Expo 2021, which is scheduled to take 
place Oct. 20-22 in Louisville, Kentucky.

IA debuts Preferred 
Partner	Program
The Irrigation Association, Fairfax, Virginia, announced 
a new program available for platinum IA-member man-
ufacturers and dealer/distributors. The Preferred Partner 
Program is a new opportunity reserved for leaders in the 
irrigation industry whose products and solutions align 
with the IA’s mission to promote efficient irrigation. Pre-
ferred Partners support the IA’s irrigation certifications 
and industry education to continually improve efficien-
cies.

The IA is excited to announce Hunter Industries Inc., 
San Marcos, California, as the first Preferred Partner. 
Hunter is a family-owned global company that provides 
efficient solutions for the irrigation, outdoor lighting and 
custom molding industries. Hunter has had a longtime 
commitment to the IA and its initiatives, with many em-
ployees serving in leadership and volunteer roles over the 
years.

“The IA not only brings great value to the industry 
with its education and certification programs, but the im-
portance of the IA was felt first-hand during the corona-
virus pandemic, with the success in keeping irrigation as 
an essential business,” says Jeff Falk, Hunter content and 
multi-media marketing director. “We are grateful for their 
leadership and will continue to support them.”

As this new Preferred Partner Program launches, the 
IA plans to continue to expand it to provide even more 
collaboration to further advance the irrigation industry. 
The IA looks forward to working with these Preferred 
Partners to provide continued education and support for 
irrigation professionals.

“We are excited to welcome Hunter as our first Pre-
ferred Partner. Their longtime support of the IA and the 
industry, as well as this new supportive role as a Preferred 
Partner, are a testament to the impact they have had and 
will have on the irrigation industry and its future success,” 
says Deborah Hamlin, CAE, FASAE, IA CEO. “As this 
program expands, we look forward to working with our 
other platinum-level manufacturers and dealer/distribu-
tors to continue to bring excellence in our industry.”

LANDSCAPES 2020 goes virtual
As a result of the cancellation of GIE+Expo due to the COVID-19 pan-
demic, the National Association of Landscape Professionals, Fairfax, Vir-
ginia, is making LANDSCAPES 2020 an entirely virtual experience.

NALP staff are currently working out the details of LANDSCAPES 
2020 Virtual, which will include

• a mix of live and on-demand content including educational ses-
sions with live Q&A.

• more than 30 sessions to choose from.
• Breakfast with Champions.
• peer-to-peer learning and unique networking opportunities.
• continuing education credits.
NALP will also hold the Innovation and Technology Forum virtually.
LANDSCAPES 2020 Virtual will be delivered on a high-tech plat-

form that will almost make you feel like you are there in person, where 
you can chat with people, interact in sessions and take advantage of the 
opportunity to learn on your own schedule.

www.igin.com
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ASLA cancels the 2020 Conference 
on Landscape Architecture
The American Society of Landscape Architects, 
Washington, D.C., canceled the 2020 ASLA 
Conference on Landscape Architecture, sched-
uled for Oct. 2-5 in Miami Beach, Florida.

“For the health and safety of everyone involved, 
ASLA is unfortunately compelled to cancel the 
Conference on Landscape Architecture,” says 
ASLA President Wendy Miller, FASLA. “While 
we’re all disappointed an in-person conference is 
not possible this year, we now have a unique op-
portunity to rethink how we as landscape archi-
tects connect — to one another, to the society, and to our profession as a whole.”

ASLA is planning to host a virtual event later in the fall.
“Our ASLA team is hard at work putting together a powerful virtual program 

for the fall that will keep everyone safe, increase access for those who couldn’t or 
wouldn’t travel this year, and help accomplish the goal we’d set out to achieve: 
rekindling the spirit of the profession for the year ahead,” Miller adds.

IA offers membership to unemployed professionals
The Irrigation Association, Fairfax, Virginia, is sup-
porting the irrigation industry during this time of 
crisis. The IA understands that many in the industry 
have lost jobs as a result of the COVID-19 pan-
demic, which is why it’s offering a free year of mem-
bership to those who have been recently laid off so 
they can continue to take advantage of its resources. 
Maintaining IA membership will provide the op-
portunity to stay connected with the industry, brush 

up on skills or even become certified. To take advantage of this option, complete 
a membership application found online at www.irrigation.org, select the unem-
ployed category and submit to the membership department. Applications will be 
accepted through Dec. 31, 2020.

Below are some tips the IA offers to those determining how to go about find-
ing a new job:

• Consider getting IA-certified to differentiate yourself from others when 
applying for that next job. 

• Take advantage of free online opportunities to learn something new. Re-
view online job descriptions to determine the skills you may need to brush 
up on. For irrigation job postings, view the IA Irrigation Career Link at 
jobs.irrigation.org.

• Review your goals. Is the job you are seeking a short-term opportunity, or is 
it your next career move?

• Revamp your resume. Highlight soft skills that are transferable to other 
positions. Resumes can also be posted on the IA Irrigation Career Link.

• Network. Learn to network online by attending virtual events with others 
in the industry.

• Set up online job alerts.
• Stay focused. Set aside a certain amount of time each day to achieve these 

tasks.
• Self-care is vital during this time. Be patient as it may take longer than it 

normally would.

NALP launches new ‘On Tour’ 
virtual facility tours
The National Association of Landscape Profession-
als, Fairfax, Virginia, launched a new virtual series 
that takes people behind the scenes of successful 
landscape industry companies.

The free On Tour events are part video facility 
tour with interviews from team members and part 
live Zoom discussion and Q&A hosted by NALP 
CEO Britt Wood. Participants will hear from and 
ask questions of the company owners and executives 
behind these successful operations.

On Aug. 11, the first virtual tour gave an inside 
look of Kingstowne Lawn & Landscape, in Alexan-
dria, Virginia. Viewers can watch the previously re-
corded tour at www.landscapeprofessionals.org.

The next tour held Sept. 15 will cover how Rossen 
Landscape, a $7 million firm, specializing in high-
end residential design/build business, captured the 
affluent Great Falls, Virginia, market. Attendees 
will learn how a focus on great processes are helping 
them strive to reach their company goal of reaching 
$12 million in five years.

ALSA announces new CEO
The American Society of Landscape Architects, 
Washington, D.C., named Torey Carter-Conneen as 
its new CEO.

“On behalf of the Executive Committee of the 
American Society of Landscape Architects, we are 
thrilled to have Torey join us,” says ASLA President 
Wendy Miller, FASLA. “Torey brings to ASLA a 
wealth of experience in organizational management 
and strategic planning, a fresh outlook, tremendous 
energy and a lifetime of committed advocacy for a 
more just society. 

Torey has nearly 25 years of experience in strategic 
organizational devel-
opment, tactical imple-
mentation and financial 
stewardship. He is an 
innovator in the asso-
ciation world, with an 
aptitude for pioneering 
strategies to shape or-
ganizational priorities 
and invigorate member 
recruitment and reten-
tion programs.
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1 Neck gaiter. Milwaukee Tool, Mil-
waukee, Wisconsin, is expanding its 
workwear lineup with the addition of a 

multifunctional neck gaiter. The new gaiter 
is designed to provide users with face, head 
and neck protection. 

Made from a moisture-wicking, breath-
able blend of 86% lightweight polyester 
and 14% spandex, the gaiter keeps users 
dry and comfortable all day with UPF 
50+ sun protection. The gaiter includes an 
antimicrobial treatment that prevents odors 
and bacteria buildup. It can be worn as a 
face covering, headband, neck guard or any 
other adaptable solution. The neck gaiter is 
washer and dryer safe and will be available 
in three colors: gray, hi-vis and red. 

The new multifunctional neck gaiters 
come in one size and will be available for 
purchase at select distributors September 
2020. 

Milwaukee Tool 
www.milwaukeetool.com

2 Lighting. FX Luminaire, San Mar-
cos, California, introduces its new 
Line-Voltage Series, expanding 

beyond the scope of traditional low-voltage 
lighting. With flexibility in color tempera-
ture, beam angles and outputs up to 3,000 
lumens, the eight fixtures in the series 
provide a solution for projects that require 
higher outputs and electrical capacities.

Line-Voltage Series fixtures can be 
wired directly into the main electrical sys-
tem with no special transformer required. 
The series fixtures offer removeable car-
tridges for easy servicing, resilient mount-
ing accessories for streamlined installation, 
and tamper-resistant elements for security 
in public spaces.

The fixtures are backed by FX Lumi-
naire’s customer and technical support 
teams. The products are also eligible for 
Hunter Preferred Program points.

FX Luminaire 
www.fxl.com

SUPPLIER IN THE NEWS
Stone Center of Indiana joins Heritage Landscape Supply Group
Heritage Landscape Supply Group Inc., McKinney, Texas, 
acquired Stone Center of Indiana Inc., an independent distrib-
utor of hardscapes, architectural stone and landscape products.

Founded in 1969 in Indianapolis, with a second location 
in Sheridan, Indiana, Stone Center services central Indiana. 
Stone Center’s entire sales and operations team will lead 

the business. Heritage will 
continue to operate these two 
locations under the Stone 
Center name.

“We are truly excited 
to partner with the entire 
Stone Center team,” says 
Matt McDermott, president 
of Heritage. “The com-

pany represents the second dedicated stone and hardscapes 
platform for Heritage and will serve as a catalyst for broader 
expansion in the attractive outdoor living vertical. Both the 
[Heritage-owned] Automatic Supply and Stone Center teams 
have tremendous respect for each other, and we can’t wait to 
continue our daily focus of treating customers like family and 
offering the very best service across our markets.”

“I am thrilled to announce that we have found the right 
partner for the future of Stone Center in Heritage,” says John 
Smitson, president of Stone Center. “Heritage will offer our 
employees unlimited career opportunities for growth and all 
employees will be shareholders going forward, which was a 
key factor in our decision. I am looking forward to seeing what 
we will accomplish together with Automatic Supply across 
Indiana and beyond.”

3 Herbicide. PBI-Gordon, Shawnee, 
Kansas, introduces its new SpeedZone 
EW Broadleaf Herbicide for Turf, 

featuring an emulsion-in-water formula-
tion, a technological advance from emulsifi-
able concentrate formulations that rely on 
solvents to solubilize active ingredients.  

The emulsion-in-water technology of 
SpeedZone EW creates a smaller particle 
size than emulsifiable concentrate formula-
tions. This results in more active ingredients 
impacting the leaf surface for improved 
efficacy.

The EW formulation is engineered 
for use in low-volume and conventional 
sprayers and is ideal for use on golf courses, 
residential and commercial turf areas. 
SpeedZone EW controls more than 90 
broadleaf weeds, including dollarweed, 
ground ivy and spurge. It is labeled for use 
on the most common turfgrass species. 

PBI-Gordon 
www.pbigordonturf.com
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SUPPLIER IN THE NEWS
Kioti Tractor donates 10,000 N-95 masks and K9 UTV to UNC Rex Healthcare
To assist healthcare workers on the frontlines of the coronavi-
rus pandemic, Wendell, North Carolina-based Kioti Tractor, a 
division of Daedong-USA Inc., donated 10,000 N-95 masks 
as well as a K9 2440 utility vehicle to UNC Rex Healthcare, 
located near Kioti’s U.S. headquarters in North Carolina.

“Kioti Tractor has a long history of giving back to those 
in our community who need it most,” says Peter Dong-Kyun 
Kim, president and CEO of Daedong-USA, Kioti tractor di-
vision. “We’re proud to support the health care workers risking 
their lives on the frontline every day to care for North Caro-
linians throughout this pandemic. We’re uniquely equipped 
as a company to provide power equipment that will help keep 
UNC Rex running smoothly.”

The mask initiative was introduced by the executive team 
of Kioti Tractor, fully supported by employees and matched 

by the company. Employ-
ees, agency partners and 
leadership contributed 
donations to purchase and 
deliver the masks.

“Our health care work-
ers and health systems 
have given so much these 
past few months, and 
we wanted to do something meaningful to assist,” says Anna 
Kim, chief operating officer of Daedong-USA. “Giving back 
to our community has always been a priority at Kioti Tractor, 
and helping ensure a continual supply of personal protective 
equipment plus donating a Kioti utility vehicle made sense — 
for today and for the future.”

6 Cold planer. John Deere, Moline, Illi-
nois, unveiled its new CP18E, CP24E 
and CP30E cold planers. These new 

attachment offerings help operators who 
work on street repairs, leveling uneven 
pavement, texturing pavement and cleaning 
around larger milling machines. 

The CP18E, CP24E and CP30E are 
compatible with John Deere skid steers and 
compact track loaders, as well as equipment 
offered by competitors.

The cold planer attachments are 
equipped with a heavy-duty planetary drive 
system that delivers high torque speed for 
demanding jobs. The planetary drive system 
is a wheel drive, which allows the operator 
to remove the side plate when the attach-
ment works next to a curb, making it ideal 
for use in tight spaces. Through complete 
in-cab controls, operators can maneuver 
the cold planer depth, tilt and side shift to 
increase overall productivity. 

John Deere 
www.deere.com

5 Chemical dosing. Grundfos Americas, 
Houston, has released the Dosing Skid 
Configurator, a new interactive digital 

tool featuring thousands of configuration 
variants offering complete chemical dosing 
solutions.

The Dosing Skid Configurator gener-
ates an interactive 3-D model of a pre- 
engineered dosing skid system from 16,000 
possible configuration variants. It includes 
a materials list, dimension drawings, list 
pricing, a downloadable submittal package 
and a contact form to reach a Grundfos 
distributor to learn more.

The Dosing Skid Configurator allows 
the user to design their custom skid system 
by selecting the flow capacity and discharge 
pressure per pump and pumped liquid for 
applications that include 12.5% sodium 
hypochlorite, 93% sulfuric acid, 10% 
hydrochloric acid, 50% sodium hydroxide, 
sodium bisulfate or peracetic acid. 

Grundfos Americas 
www.grundfos.us

4 Counter display. Wooster Products, 
Wooster, Ohio, introduces a new dis-
play unit to showcase their FlexTred 

anti-slip safety tape. Constructed of heavy 
cardboard, this heavy-duty shelf display 
includes five 60-foot rolls of FlexTred in 
varying widths and grit levels to demon-
strate the numerous options available. Tape 
can be sold by the foot or the roll. 

FlexTred prevents slip-and-fall acci-
dents and is ideal for use on stairs, ramps, 
construction equipment, ladders, cherry 
pickers and other material-handling equip-
ment, trucks and trailers, workstations, 
land and garden equipment, scaffolding, 
bumpers, or wherever people have to climb 
over, across or onto equipment. 

Available in various widths and grit 
levels, FlexTred is made in the U.S. and ex-
ceeds OSHA, ADA and ASTM standards. 
FlexTred is available in various colors 
including Niteglow glow in the dark. 

Wooster Products 
www.woosterproducts.com
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9 Software. Lawnbot, Grand Rapids, 
Michigan, recently launched its new 
Measur.it product. Measur.it is an 

online software, phone application and 
component that can be built into any other 
software product. 

Measur.it is an online service that 
enables lawn, landscape and pavement 
companies and their customers to attain 
accurate property measurements by simply 
coloring in the area with their finger. 

The software program enables users to 
log on and enter the address of the proper-
ty, producing a high-resolution aerial view. 
A measurement tool is provided so the 
lawn area can easily be measured by color-
ing using your finger, while also allowing 
for subtracting out areas such as the house, 
a pool, driveway or landscaped areas from 
the total area. 

Measur.it can also be combined with 
the Lawnbot platform.

Lawnbot 
www.lawnbot.biz

SUPPLIER IN THE NEWS
Arborjet | Ecologel launch program to help lawn care operators grow business

7Mini excavator. Doosan Infracore North 
America, Suwanee, Georgia, introduces 
the new DX42-5K and DX50-5K mini 

excavators. These excavators are updates to 
the prior iterations. 

A new dual-flange track roller system 
works in tandem with an enhanced coun-
terweight for better over-the-side digging 
and lifting capabilities. An integrated lift 
eye allows for easier craning and lifting. 
Operators now have the option to remove 
the bucket when lifting to maximize capac-
ity with the new secure lifting point. 

The new DX42-5K and DX50-5K 
excavators have a three-cylinder Doosan 
diesel engine. For additional dig depth and 
reach, a long-arm option is available. The 
dozer’s blade and frame are designed with 
an angled top and rounded edges to keep 
material from building up on the blade and 
improve debris shedding. An angle blade 
remains an option for both models.

Doosan Infracore North America 
na.doosanequipment.com

8 Zero-turn mower. Ferris, Milwaukee, 
Wisconsin, introduced two all-new 
zero-turn mower models in the 

ISX3300 platform powered exclusively by 
the Vanguard Big Block 40.0 Gross HP 
EFI ETC engine. 

The new ISX3300 models benefit from 
Vanguard’s all-new electronic throttle 
control technology. A flywheel speed 
sensor detects any change in speed and 
sends a signal to the throttle body, ensuring 
consistent engine speed and quality of cut. 
Also equipped with EFI, this engine has 
improved starting at all temperatures.

The Forefront Suspension System 
gives landscape professionals the ability to 
mow at a higher speed while having more 
control over the mower. This powersport- 
inspired front suspension geometry en-
sures the front casters remain in the ideal 
orientation throughout the entire range of 
suspension travel.

Ferris 
www.ferrismowers.com

Ocala, Florida-based Aborjet | Ecologel launched the new Hy-
dretain Advantage Program. Hydretain, one of the company’s 
flagship brands, is a soil moisture management technology, 
designed to drastically reduce watering requirements of turf-
grasses, trees, shrubs and more.

The Advantage Program provides an opportunity for lawn 
care operators to grow their business while helping their cus-
tomers combat dry spots, wilt, drought and watering restric-
tions.

Originally launched in 2011, The Hydretain Advantage 
Program was developed to provide free marketing support to 
lawn care operators. The mission is to help lawn care operators 
offer Hydretain services without having to spend time and 
money developing their own individualized sales and market-
ing materials. Upgrading the program largely provides a more 

robust media library to 
support overall digital 
marketing and communi-
cations to help service pro-
viders offer the product.

“The more an appli-
cator knows about our products, the more comfortable they 
will feel in offering the service,” says Sarah Spatola, Ecologel 
director of marketing. “Over the last few years, we’ve seen a 
significant shift in the way our customers communicate with 
their customers and we wanted the program to support the 
need for increased digital content and messaging.”

Arborjet | Ecologel has also upgraded the Hydretain Ad-
vantage Program to include an account management system as 
well as a point-based reward system.
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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

BE PART OF THE
CONVERSATION.

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

GREEN INDUSTRY  MARKETPLACE • • 

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

                        PLANT 
MAINTENANCE

Granules
Sustainable BioFertility for Turf & Ornamental

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™
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• • MINI MART

Check out our  
newsletters!

Weekly Newsletter
Packed with up-to-date 

information and articles to help 
contractors stay in the know

— WEEKLY —

Product Roundup
Showcases the latest and most 
innovative products available to 

the landscape industry
— QUARTERLY —

Video Vault
Provides product demonstration 

and instructional videos from 
landscape industry suppliers

— QUARTERLY —

Subscribe online:  www.igin.com/subscribe

®

IT’S JUST AS IMPORTANT 
TO STAY CURRENT ON 
WHAT IS HAPPENING IN 
BETWEEN ISSUES.  

Receive industry news and  
insights straight to your inbox.
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HELP WANTED PRODUCTS

EQUIPMENT FOR SALE

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

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

CONTACT SALES FOR MORE DETAILS.

GROW YOUR BUSINESS
BY PLACING AN
AD TODAY!

®

www.igin.com

CENTRAL U.S. & NEW BUSINESS 

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

EAST, WEST & INTERNATIONAL 

Stephanie Clark | 703.472.5810 
stephanieclark@irrigation.org

Janie Hakim | 703.536.7080 
janiehakim@irrigation.org

Check out the digital edition
of Irrigation & Green Industry 
online at www.igin.com.
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Hope Lawn Care goes viral, receives surprising donation
Sarah and Mike Avery of Hope Lawn Care in Winston-Salem, North Carolina, 
didn’t plan to go viral.

But at the beginning of June, as tensions rose around the country in the wake 
of George Floyd’s death, they found themselves at the center of local media at-
tention. A neighbor reported that four black men were driving around in the area, 
possibly performing yard work, and officers were dispatched to investigate.

Hope Lawn Care calls itself a social enterprise, employing predominantly 
teens and young men in order to be a bridge for gainful employment. Just three 
months into operating their business, facing the normal challenges of launching 
a business, as well as additional difficulties posed by the pandemic, the Averys 
shared the story on social media.

People around the country were moved by their response in support of their 
employees and also their commitment to providing job training and opportunities 
for people in their community.

So was Coalmarch, a company that partners with companies in the pest and 
lawn industries, which built them a free website in a single day. Coalmarch’s staff 
volunteered to design, build, write and put together a website for Hope Lawn 
Care, calling it a privilege to complete the special project.

With financial support from around the country, the company was able to 
invest in more uniforms, magnet decals for cars, college and certification courses 
for staff, as well as provide assistance to several members of the team with medical, 
phone and grocery bills.

WaterSense, a voluntary partnership program spon-
sored by the U.S. Environmental Protection Agen-
cy, is both a label for water-efficient products and a 
resource for helping consumers save water. 

Since the first WaterSense-labeled products 
hit store shelves in 2007, more product types have 
earned the WaterSense label, and the total number 
of WaterSense-labeled models continues to grow. 
These products have contributed to a total of 871 
billion gallons saved in 2019 through the Water-
Sense program.

WATERSENSE	
MAKES	A	
DIFFERENCE

PREPARING FOR OVERSEEDING
In many parts of the country, August through November is 
an ideal time to overseed your customer’s lawn for healthy 
turf during the upcoming winter months. 

Here are a few tips from Ewing Irrigation & Landscape 
Supply for application:

1. Wait for outdoor temperatures to cool enough. You want to complete the 
process when soil temperatures are between 55-65 F.

2. A spring rake will be helpful to remove thatch, loosen topsoil and increase 
seed contact with the soil.

3. A hand crank spreader for small lawns and a push or broadcast spreader for 
larger areas will help spread seed evenly.

4. Seed rate is important to achieve the desired results. The general seed rate 
for ryegrass is 10-12 lbs./1,000 sq. ft. and for fescue 6-8 lbs./1,000 sq. ft.

5. Next, apply a seed topper or seed cover mulch to condition the soil, prevent 
seed movement on sloped areas, protect seed from birds and prevent seed 
from drying out during germination if dry or windy weather occurs.

6. Use a starter fertilizer to give the seeds a strong start. 

Did	you	know?	
The Haworthia cooperi var. truncata has 
plump, round and almost completely 
translucent leaves, like large drops of 
water. This distinct succulent 
is native to South Africa 
and only grows about 3 
inches tall and wide. 
The see-through 
leaves actually help 
sunlight reach the 
inside of the foliage.

Labeled weather-based irrigation 
controllers by year

2018

2018

2019

2019

Labeled spray sprinkler bodies by year

596

103

736

193
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EducationWeek
IA UNIVERSITY / NOV. 30-DEC. 4, 2020

+

IA University offers the industry’s best  
courses from the comfort of your home.

Take core curriculum courses designed specifically for landscape and irrigation professionals via Zoom 
Nov. 30-Dec. 4. Choose from beginner, intermediate and advanced IA University classes and earn CEUs 
while learning fundamental and practical skills from the privacy and safety of your home or office.

What’s included?
• real-world applications and irrigation case studies
• current techniques, field-tested results and best practices
• instructors with industry expertise and proven teaching experience

Register today!  
www.irrigationshow.org/IAuniversity

What categories are offered?
• landscape and golf
• landscape business basics
• pumps and soils



Follow us on 
social media:

800.343.9464 | EwingIrrigation.com

Ewing Irrigation & Landscape Supply has the largest inventory of 
professional grade, LED lighting and accessories for your home and 
landscape this upcoming holiday season. Stop by one of our 200+ 
locations nationwide* and check out the new products including 
starburst clusters, spotlight and soft twinkle lights.

*Product available in select locations.

Professional grade lights 
for the holiday season.

Turn Heads with Holiday Lights
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