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Prove me wrong

I
t doesn’t happen all the time, but there 
are instances where I’m glad to be proven 
wrong. I like to think that I have a decent 
gut instinct for how things are going to 
turn out, but I’m always ready to follow 
evidence as it develops.

That’s true for my outlook on how 
landscaping industry demand would hold 
up going into this season compared to last 
year. Based on what I’d seen in previous years 
and knowing that this industry tends to lag 
behind the general economy by a bit, I was 
more willing to hedge my bets on this sea-
son. What I heard directly from contractors 
tended to back that up. Last year seemed to 
be a time of extremes. As a contractor, you 
either had one of the busiest years you’d ever 
seen or you struggled to keep the lights on. I 
was undoubtedly bearish on how that divide 
could expand.

I still think that this level of demand 
can only hold out for so long; all of the jobs 
kicked up by the pandemic have to run out 
eventually. But this season has done its best to 
prove my initial instincts were off-base.

That’s why I was so excited to see the 
contractor response to our Watch Us Grow: 
2021 Industry Standouts. Whether you were 
grabbing every job that came up or fighting 

to keep your team intact, last season was a 
trial. We received a wide range of stories, ev-
erything from brand-new startups that had 
to grow up quickly to experienced contrac-
tors having to find the right ways to leverage 
crews to handle the demand. But contractors 
persevered, and it paid off.

With this program, we set out to tell the 
stories of contractors who might not be the 
biggest or have the most resources but who 
had a sense of how to turn a tough situa-
tion into an opportunity. One of the quali-
ties I like best about covering the irrigation 
and landscaping industry is that nearly every 
professional is a problem-solver at heart. Our 
first class of Watch Us Grow professionals is 
no different. Whether trying to bring in new 
customers or work with limited hiring, they 
showed the kind of creativity in the face of 
last year’s challenges that any green industry 
expert would be proud of. 

A quick thank-you to Heritage Land-
scape Supply Group for sponsoring this year’s 
program and to our Editorial Committee for 
guiding its development. But the biggest 
thank-you goes to all of you who applied to 
this year’s program. You’ve earned those brag-
ging rights and proven that yes, occasionally, 
I’m glad to be wrong about something.  
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Investors Corner
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The Toro  
Company
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Deere & Co.
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DuPont de  
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(NYSE: DD) 
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LawnStarter, a provider of on-demand 
lawn and outdoor care based in Austin, 
Texas, acquired Lawn Love, San Diego, 
in a cash-and-stock deal. Financial terms 
were not disclosed.

LawnStarter and Lawn Love will 
operate as separate brands, led by Steve 
Corcoran, LawnStarter co-founder and 
CEO. LawnStarter’s headquarters will stay 
in Austin. Jeremy Yamaguchi, Lawn Love 
founder and CEO, is remaining with the 
combined company.

“The combination of LawnStarter and 
Lawn Love will further propel growth of 

the on-demand economy for lawn care 
and other outdoor services,” says Corcoran. 
“Joining forces enables LawnStarter and 
Lawn Love to be even more disruptive to-
gether as we continue to revolutionize the 
outdoor services industry.”

LawnStarter and Lawn Love are grad-
uates of two prominent accelerators, Tech-
stars and Y Combinator. The companies 
have benefited from a rise in on-demand 
marketplaces with companies such as Uber, 
Lyft, Doordash and GrubHub.

Yamaguchi says his company’s acquisi-
tion by LawnStarter allows both businesses 

to better capitalize on the growth of on- 
demand, tech-enabled services since the 
outset of the pandemic.

“This deal effectively teleports both 
Lawn Love and LawnStarter years into the 
future,” Yamaguchi says. “It’s a dramatic 
acceleration toward our goal of empower-
ing small business owners by providing the 
technology and tools to help them grow 
their businesses, compete with the big guys 
and ultimately thrive.” 

LawnStarter acquires Lawn Love

“The combination of LawnStarter and Lawn Love will further propel growth of the 
on-demand economy for lawn care and other outdoor services.”

– Steve Corcoran, LawnStarter
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  Legal

Bureau of Reclamation launches website with drought tracking information
The Bureau of Reclamation, Washington, D.C., launched a new web portal that pro-
vides real-time drought-related information and details of drought actions taken. The 
science-based web portal is designed to increase public and media understanding of 
drought conditions and the all-of-government efforts to mitigate these conditions by the 
Biden-Harris administration.

The features of the interactive multipage platform highlight Reclamation’s efforts and 
investments to mitigate drought impacts, increase drought resiliency, reduce reliance on 
declining water sources and increase the efficiency of water deliveries. The portal is user- 
friendly and provides easy-to-understand features, explanations and current information 
on cutting-edge science, drought actions, current conditions and climate change visual-
izations that will help the public understand the complex drought conditions in the West.

“We hope this tool will be 
a helpful resource for viewing 
real-time updates on drought 
conditions and learn more about 
what’s being done to combat this 
challenging drought situation,” 
says Camille Touton, deputy 
commissioner. “Users of this web 
portal will be able to explore data- 
driven mapping visualizations 
and delve into the new science 
and forecasting tools used to con-
duct water supply planning and 
optimization of water reservoir 
operations.”

This month’s online exclusives
Read these articles available only on 
www.igin.com!
A	teachable	moment	in	Texas
Smart irrigation solutions require scal-
able practices for large landscapes.

Football	field	turnover
The Washington Football Team reno-
vates its field after a surprise playoff run.

  Landscapes

Jobber mid-year economic report shows revenue growth
Jobber, Edmonton, Alberta, a provider of home service management software, released its 
Home Service Economic Report: 2021 Mid-Year Review, which features expert insights 
and proprietary data aggregated from more than 100,000 residential cleaners, landscapers, 
HVAC technicians, window washers and plumbers who use the Jobber platform.

“The home service catego-
ry has demonstrated resilience 
throughout the pandemic and 
continues to experience positive 
growth,” says Sam Pillar, CEO 
and co-founder at Jobber. “While 
factors such as growing inflation 
and supply chain disruptions are 
presenting challenges for com-
panies everywhere, key indicators 
point to consistent growth for 
home service as we enter the sec-
ond half of 2021.”

Consumer spending on home services recovered faster than all other categories, such as 
clothing and footwear, food services and accommodations, and health care, and it has ex-
ceeded pre-pandemic levels since June 2020. Annual growth in home renovation and repair 
expenditures reached 6.1% year-over-year in Q2 2021 and is expected to grow by 7.6% by 
the end of 2021. The sale of new and existing homes reached record levels in the second half 
of 2020 and into Q1 of 2021. There is significant growth in new building permits issued, 
which in the last quarter have surpassed pre-pandemic levels.

  Manufacturers

Shane Porzio named president 
of Profile Products
Profile Products, Buffalo 
Grove, Illinois, hired Shane 
Porzio as its president. In this 
newly created role, Porzio will 
be responsible for managing all 
of Profile’s businesses includ-
ing horticulture, environmental 
solutions and clay technologies 

in the areas of sales, marketing, research and 
development, operations and logistics. Jim 
Tanner will remain the company’s CEO 
and will focus on business development.

“Shane’s wealth of experience imme-
diately caught our attention and we knew 
he would be an excellent fit to lead Profile 
in this role,” says Tanner. “As our company 
continues to grow, he is primed to take us 
to the next level, and we are confident that 
our customers will reap the benefits of his 
knowledge and expertise.”

Porzio brings extensive executive experi-
ence to Profile with his most recent position 
as senior vice president and global head of 
the food and performance materials divi-
sions for Vantage Specialty Chemicals. Pri-
or to that role, Porzio spent 22 years with 
BASF in various executive positions with 
extensive international experience. In ad-
dition to his general management experi-
ence, Porzio has also led teams in research 
and development, operations, supply chain 
management, and sales and marketing.
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  Landscapes

C2 Collaborative breaks ground on ecological restoration project
San Clemente, California-based C2 Collaborative, a landscape architecture design firm, 
replanted 1,200 trees in an on-site nursery with an aim to replenish trees utilized for the 
landscaping of the master-planned community, Tesoro Viejo, Madera, California. The 
project will allow the newly planted trees to grow on-site in a temporary nursery to later 
be relocated for populating the next phases of the Tesoro Viejo development.

“Tesoro Viejo, a 1,600-acre devel-
opment built on rolling hills and vis-
tas, was designed with a commitment 
to community, sustainability and over-
all, the preservation of the agrarian 
history of the land,” says Paul Haden, 
president at C2 Collaborative. 

More than 17 species of trees from 
Italian stone pines to California syc-
amores were used in the initial two 
phases, with eight more phases pend-
ing development.

 QUICK
 TAKES
Exmark	partners	with	
George	Kittle
George Kittle, San Francisco 
49ers all-pro tight end, has a new 
partnership with Exmark, Beatrice, 
Nebraska. Videos featuring Kittle 
and his mowers will come soon on 
the Exmark Backyard Life site or 
Kittle’s social media feeds.

Fecon	adds	Vermeer	
Southeast as forestry 
mulcher	dealer
Fecon LLC, Lebanon, Ohio, 
added Vermeer Southeast as part 
of the rollout of its global distri-
bution agreement. The move will 
add 11 dealer locations through 
Alabama, Florida and Georgia. 

Matco-Norca	to	increase	
list	prices	in	August
Matco-Norca, Brewster, New 
York, implemented list price in-
creases for four product categories. 
The affected categories include 
weld fittings at 5%, weld flanges 
at 11%, forged steel fittings at 9% 
and leaded brass fittings at 10%.

Step Ahead Awards 
recognize	Stihl	employee
The Manufacturing Institute, 
Washington, D.C., named Trasa 
Coffil, business process analyst at 
Stihl Inc., Virginia Beach, Virgin-
ia, as the recipient of a Step Ahead 
Award. The recognition honors 
women who have demonstrated 
excellence and leadership in their 
careers and represent all levels of 
the manufacturing industry from 
the factory floor to the C-suite.
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  Irrigation

Hunter Industries remembers Chuck Huston
Chuck Huston, the former vice president of sales at Hunter 
Industries, San Marcos, California, from 1983 to 2004, passed 
away on July 29, 2021. Huston leaves behind a profound leg-
acy of excellence that Hunter Industries continues to build 
upon to guide the growth of its business.

Dick Hunter, co-founder and former CEO of Hunter In-
dustries, hired Huston to join the organization in its earliest 
days, when the company entered the market with the PGP 
Rotor.

“He came here and started building,” Hunter says. “Chuck 
worked with me through the worst of times, Rain Cat, and 
the best of times, Hunter Industries. For 25 years, Chuck was 
my best friend.”

Huston’s efforts helped the company evolve from industry newcomer to a solutions pro-
vider for irrigation professionals in more than 120 countries. In all that he did, Huston 
always put people first. From national distributor meetings and trade shows to intimate 
dinner events and one-on-one phone calls, he was instrumental in establishing Hunter as 
more than a manufacturer.

He built the company into a trusted partner for customers of all walks of life, from day 
laborers to the owners of the company’s largest distributors. He strived to elevate every 
interaction from transactional to meaningful.

“Chuck had a personality that made it very easy for him to open doors,” Hunter says. “He 
was very focused on the customer, no matter what.”

Ann Hunter-Welborn, co-founder of Hunter Industries, remembers Huston as a hard 
worker with consistent values, a wonderful sense of humor and a natural ability to drive 
conversation.

“We could talk about anything — the books we were reading, last night’s dinner, yester-
day’s customers, politics, our kids,” she says. “Whenever he was there, I knew I had a friend. 
I miss him deeply.”

Greg Hunter, current CEO of Hunter Industries, emphasized Huston’s lasting impact 
on the company and the industry at large.

“Chuck’s deep sense of professionalism and fierce dedication to our customers set Hunt-
er Industries on the path to success,” Greg Hunter says. “He is a part of our DNA, and we 
owe much of our market success to the impact Chuck had on the organization.”
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Stacie Zinn Roberts is an award-winning writer, marketing expert and founder of What’s Your Avocado? 
Marketing and Public Relations, Mount Vernon, Washington, which specializes in green industry marketing. 
She can be reached at stacie@whatsyouravocado.com.
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MARKETING MATTERS

By STaCie Zinn ROBeRTS

Shine a spotlight  
on services

Give the 
customer the 
information 
they need to 
know to make 
a buying	
decision.

W
hen you own a business, it’s very 
tempting to want to cram every sin-
gle product or service you offer into 
your advertising efforts. Ads are ex-

pensive, and you want to get the most bang for your 
buck, right?

Yet if you do that, if you list every product, every 
service and every good thing about your company 
into one tiny little ad space, I promise you, the only 
result you’ll get is a very congested and probably ugly 
ad with a lousy response rate. If you want to sell more 
of a certain product or service, you’ve got to shine a 
spotlight on that part of your business.

Case in point: I have a client in the Carolinas 
whose landscaping firm also performs building main-
tenance and irrigation repair. He came to me to pro-
mote his residential and commercial painting service 
to get the phone ringing and keep his painting crews 
busy. We decided to do a Facebook ad campaign. We 
created an ad design that showed a cracked wall and 
a paint brush. The messaging focused on the painting 
service. When I showed him the ad design, he loved 
it. Then he asked, can’t we mention landscaping and 
irrigation repair, too? My answer was no. Here’s why.

When you craft marketing messages, you have 
to give the customer the information they need to 
know to make a buying decision. Even though the 
temptation is to mention every service you provide, 
someone who is looking to have their house painted 
is only interested in finding a house painter. The fact 
that you offer landscaping and irrigation repair is ac-
tually a detriment to the customer’s ability to make 
a buying decision. It confuses the issue. You have to 
tell the customer what they need to know to say yes, 
and nothing more. 

The spotlight approach is better because it allows 
you to do several things:

• Target the customer who wants to buy your 
product or service now.

• Be specific about the benefits of your product 
or expertise in what the customer is looking to 
buy.

• Promote certain service segments at the right 
time of year, such as installing holiday lights in 
the winter and aeration services in the fall.

The spotlight approach applies to your website, 
but in a strategically different way. When you hire a 
professional firm to build a website for your compa-
ny, of course you need to mention every product or 
service you sell. On your home page, you certainly 
want to make mention of the different segments of 
your business. Each of those segments should then 
link to another interior page of your website to spot-
light that particular segment. 

For example, let’s say you, like my client in the 
Carolinas, offer landscaping services, building 
maintenance and irrigation repair. On your website 
home page, you could have photos of each of these 
segments that, when clicked on, go to a page ded-
icated to either landscaping, building maintenance 
or irrigation. On the landscaping page, you discuss 
mowing, tree trimming and fertilization. You do not 
mention building maintenance. The landscaping 
page spotlights landscaping only. The same is true for 
all of the other services. They get their own page. This 
works to your advantage in that customers interested 
in the spotlighted service can find the info they need 
to make a purchase. It also helps Google to guide 
web searchers to your website because the informa-
tion on your website is presented in a logical manner.

If you’re ready to take your marketing to center 
stage, remember to shine a spotlight on each of your 
individual services. 

For more information like this, follow me on 
Facebook and Twitter @whatsyouravocad or email 
me at stacie@whatsyouravocado.com. 
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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

Tips for safe landscape  
lighting installation

Good contractors always have their custom-
er’s best interest in mind and follow all the 
rules according to their state or province 
and local code requirements. When a con-

tractor keeps the installation safe, they protect their 
customers and themselves. Here are a few tips to help 
protect your team.

Call	before	you	dig.	Before you commence any 
excavation on a property, you should have service lines 
marked by utility companies. In the United States, 
call 811 to request that utility lines be marked in ad-
vance of digging. You can also visit www.call811.com  
to contact 811 in your respective state. In Canada, visit  
www.clickbeforeyoudig.com. 

Place this call several business days in advance, so 
you can work around the marked service lines. This 
rule applies for all excavations no matter the size of 
the job. 

Why is this important? Many utilities are buried 
just a few inches from the ground. They can be struck 
by a shovel very easily. If you strike a utility line and 
have not called 811 in advance, the liability falls on 
you. This could result in fines and repair costs. 

Transformer	safety.	For landscape lighting, use 
a transformer with UL 1838 certification or with an 
ETL listing that conforms to UL 1838 standards. 
Landscape lighting power units covered by this stan-
dard have a maximum output circuit voltage of 15 
volts. 

Landscape lighting transformer output circuits are 
rated at a maximum of 25 amps and 300 volt-ampere. 
A circuit breaker or fuse must be on the secondary 
side in case of a short circuit or an overload. 

Be sure to follow all manufacturer specifications 
and instructions and follow the safety precautions 
listed below: 
• Low voltage transformers that supply power to any 

underwater fixture (either in a water feature for non-
human use or other nonpool application) must be 
rated specifically for use with a submersible fixture.

• Transformers should be mounted within 2 feet of a 
standard electrical 110-volt or 120-volt receptacle 
and at least 12 inches above the ground. 

• The receptacle should be protected by a ground-
fault circuit interrupter or be a GFCI receptacle. 

• Use a waterproof cover to prevent short circuits and 
electrical shock. 

• The power cord coming from the transformer 
should be grounded. Make a drip loop with the ex-
cess cord to block water from traveling along the 
cable path and entering the receptacle. 

• Never cut the power cord from a transformer. Gar-
den lighting transformers are meant to be used as 
an appliance, not a hard-wired item. When a trans-
former’s cord is cut, it voids the UL or ETL rating, 
making it an unapproved device.

• Never alter a transformer in any way. Use only ap-
proved control methods that conform to the recep-
tacles in the transformer. Do not attach any other 
electrical devices to control receptacles. 

Always	use	personal	protective	equipment.	
Wear that hard hat! Your most important asset is 
your brain. When you are hit in the head, even a 
small piece of debris can cause a serious brain injury. 

Like protecting your head, protecting your eyes 
is just as essential. When cutting and stripping land-
scape lighting cable, the strands can be as sharp as 
needles. Safety glasses or goggles protect your eyes 
from flying debris.

Steel toe boots and work shoes help protect your 
feet and ankles. A reel of 12-2 cable can weigh 30 
pounds or more. If you trip and it falls on your foot, 
you will be thankful to have made an investment in 
protective footwear. 

In some areas, it might be required to use high 
visibility clothing, especially if you are working on a 
commercial job or by a roadway. 

Remember, you are very important to your fami-
ly and your community. The great work that you do 
makes the world a better place, so take these precau-
tions to keep everyone safe. 

When a 
contractor 
keeps	the	
installation	
safe, they 
protect their 
customers and 
themselves.
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These four business leaders built  
their revenues with smart strategies.

By Kyle Brown and Rodric Hurdle-Bradford

This year's Watch Us Grow: 2021 Industry Standouts, 
clockwise from top left: Juan Carlos Esparza, Mark 
Stuhlsatz, Mario Argentina and Connor Zielinski.
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L
ast year was a challenge for green in-
dustry professionals for a host of rea-
sons. For many, the biggest challenge 
was keeping up with the rush of new 
jobs, balancing current customers and 
maintaining crews.

The Watch Us Grow: 2021 In-
dustry Standouts program celebrates 
those service providers who have not 

only had a successful year but implemented new 
strategies to make the most of it, from marketing 
efforts to delegating effectively. The companies fea-
tured include large and small firms, and they range 
from brand-new to well-established. That diversity of 
background shows that it’s always the right time to 
plan for growth. 

We hope their stories help fuel your company’s 
next steps toward becoming an industry standout.

The Cold Caller
Connor Zielinski, president of Irri Design Studio, 
Kissimmee, Florida, never expected to be working in 
irrigation design. After college, he decided to pursue 
design in AutoCAD and stumbled across a listing for 
an irrigation designer.

Over the course of the last nine years, the 26-year-
old Zielinski developed his skills as an irrigation de-
signer but still always felt the urge to run his own 
business. Just at the tail end of 2019 before the pan-
demic started to get notice, he made the move to cre-
ate his own company.

“It was probably the worst possible timing,” he 
says. 

At Irri Design’s start, nothing was more import-
ant to Zielinski than bringing in new customers. So 
he employed one of the oldest methods for connect-
ing with potential clients: cold calling. He dedicated 
a good part of each night to browsing online maps 
and searching for companies that might need irriga-
tion design work, tracking down contact information 
and emailing them. He estimates that he sent about 
40 emails each night for about two months at the 
height of the process.

“At that point every firm or landscape designer 
was an option,” Zielinski says. “I refused to fail at 
this.”

A lot came back saying that they do the design 
work in-house or already had a consultant.

“But a lot also came back and said, ‘We would love 
to work with you. We’ve been trying to find someone. 
Here’s a project,’” Zielinski says. “I got denied a lot, 
but it worked out way better than I expected.”

The moment he received his first positive re-
sponse, it motivated him through the challenge of 
rejection, he says.

“That created a buzz for me and an adrenaline rush,” 
Zielinski says. “For all these emails I’ve sent, this one 
worked. And if one can work, why can’t the others?”

Another skill that serves him well as a small com-
pany is the ability to delegate, he says. He’s developed 
a rapport with the contractors he uses for some of the 
design work and lines the jobs up with the designer 
who has the appropriate skill set. This allows him to 
focus on business development while still following 
up on each project and doing a thorough check of 
the design work to make certain it fits the company’s 
style. In a sense, he sometimes thinks of himself as a 
coordinator of these projects.

Though Irri Design saw a solid amount of growth 
in the past year, it’s already doubled that growth so far 
this season. “I don’t see it slowing down. Maybe I’m 
optimistic,” says Zielinski. “I have projects lined up 
for probably the next year and a half.”

The Route Optimizer
Focusing on efficiency has paid off for Juan Carlos 
Esparza, owner of Urbanscapes Landscaping Ser-
vices, San Jose, California. The young company start-
ed in 2018 and already has a total of 18 employees 
on staff.

Like many in the industry, Esparza’s father was 
the head of his own landscaping business. Starting in 
Esparza’s junior year of high school, he worked at his 
father’s firm during the summers, he says. 

His father referred him to Gachina Landscape 
Management, where he was brought on first as an 
intern and then a full-time account manager. As he 
was learning the job, he kept coming back to the idea 
of being his own boss.

Urbanscapes developed quickly as Esparza prior-
itized a proactive approach to customer connection, 
he says.

“Many people don’t believe the massive growth 
that’s happened. I almost can’t believe it either,” Es-
parza says. “I think proactiveness is what has helped 
me succeed.”

Thanks to Heritage Landscape Supply Group  
for sponsoring this year’s program.

“Many people don’t believe the massive growth that’s happened. 
I almost can’t believe it either. I think proactiveness is what has 
helped me succeed.” – Juan Carlos Esparza, Urbanscapes Landscaping Service
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Esparza has energized his company’s capabilities 
by finding new routing efficiency and developing his 
contract maintenance business, he says. 

“Two years ago, the routes weren’t really that prof-
itable. They weren’t efficient,” he says. He restructured 
the routes to minimize travel time and spoke with 
clients about how he was optimizing the routes and 
changing service dates to improve overall response. 

Another improvement to his workflow was reor-
ganizing his crews into leaner, more nimble squads, 
he says. Esparza’s team suggested that change di-
rectly, even after he offered to purchase more tools to 
help the work get done more quickly.

Rather than having multiple crews of four mem-
bers, he found that the teams were able to handle the 
work more effectively with three. That allowed him 
to use the remaining crew members as more versatile 
floaters to travel and help where it was needed most. 

“That advice came from the crew themselves,” he 
says. “I’m very fortunate that I’ve got a very great, 
hard-working, supportive team.”

Developing customers into contract maintenance 
clients was another main goal for him in the past 
year. Esparza looked at his current clients with es-
tablished contracts and worked on ways to bring in 
more revenue. “I wanted to build a network with the 
right clients that would allow me to leverage them to 
offer additional services,” he says. Whether that was 
a water audit or a system upgrade, he pushed to make 
single-service clients into returning customers. 

Esparza’s father used to offer business advice as 
Urbanscapes was starting up. But with its current 
growth, these days he sits back and watches his son 
work, he says.

“I’m very happy with all of the connections that 
have helped me out,” Esparza says. “I feel like the 
support I’ve had has helped me be where I am today.

The Brand Builder
The cherry red Ryan Lawn and Tree trucks have 
become a part of the Kansas City business culture’s 
branding landscape across Kansas and Missouri for 
more than 30 years, but that level of consistency has 
not stopped the company from continuously aiming 
for growth. 

“A lot of our irrigation and lawn service growth in 
the past year has been enjoying the fruits of our labor 
and several factors converging at once,” says Mark 
Stuhlsatz, vice president of regional operations for 
Ryan Lawn and Tree, who has been with the com-
pany for a decade. 

It is a brand awareness that is growing all across 
the Midwest as Ryan Lawn and Tree has expanded 
markets in recent years into St. Louis; Tulsa, Okla-
homa; Wichita, Kansas; and Springfield, Missouri, 
to go along with its stronghold in the Kansas City 
metropolitan area.

The company did not want its expansion to cause 
fewer touch points with its customers, leading to cus-
tomers feeling that they were working with a faceless 
corporate entity that did not respond to their per-
sonal needs, concerns or comments. “It has been a 
concern of our growth,” says Brady Smith, marketing 
coordinator for Ryan Lawn and Tree. “Two years ago 
we figured out what we wanted to do, and that was to 
double down on retrieving feedback from our most 
valuable asset — our customers.”

To formally gauge customer feedback, Ryan 
Lawn and Tree implemented the Listen 360 Net 
Promoter Score program that uses a traditional zero 
to 10 scale to identify how likely customers are to 
refer the company. 

“We started this in February and it gives us a 
much better view of what people are saying,” says 
Smith. “We have been able to dig into customer feed-
back and follow up with the detractors individually, 
find a resolution and see if they change their score.”

Another valued communication vehicle of cus-
tomer feedback Smith and the marketing team look 
at are their reviews on Google.

“If there are any negative reviews, we follow up 
with them immediately,” says Smith. 

Ryan Lawn and Tree currently has more than 900 
reviews on Google and fewer than 30 have the lowest 
one- or two-star ratings. 

“After we follow up with the customer, we say 
something in the comment about how we found a 
resolution for that customer,” says Smith. They also 
take that information back to the marketing and op-
erations team to ensure the situation doesn’t happen 
again.

“The best marketing is to create raving fans, 
and that is our goal,” says Stuhlsatz. “It is our focus, 
and it will always start with our customer response 
— regardless of the city, it will be the same Ryan 
experience.”

Sponsored by

Ryan Lawn and Tree’s bright 
red trucks are a well-known 
sight in its coverage areas. 
The company’s marketing 
team worked to connect that 
branding to customer satis-
faction through feedback and 
outreach. Photo: Ryan Lawn 
and Tree

“The last year 
has been  
one long 
highlight for 
our business.”  
– Mario Argentina, 
H2O Sprinklers & 
Backflow
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The Technology Advocate
For Mario Argentina, owner of the Long Island, 
New York-based H2O Sprinklers & Backflow, the 
past year has been one of unprecedented growth. 

“The last year has been one long highlight for our 
business, and we are blessed and thankful the combi-
nation of these strategies worked at the time where 
we needed it the most,” says Argentina, who operates 
a staff of five full-time employees. 

Technology has played a role as H2O Sprin-
klers & Backflow has utilized Facebook groups for 
its online advertising campaigns. “Joining the right 
Facebook groups was a large part of our targeted 
marketing success,” says Argentina. “I used my prior 
experience working for the water district to build the 
foundation of my strategy as a business owner.”

Landscape lighting has spearheaded the growth 
of H2O Sprinklers & Backflow over the past year. 

“I only started offering landscape lighting three 
years ago, and it happened to be a good time because 
of all the recent developments with LED lighting,” 
says Argentina. “We offer integrated bulbs that you 
can change colors from your phone. The ability to 
beautify a house just by lighting from a smartphone 
with our fixtures has made it an around-the-year 
high-demand service.”

Along with the colorful benefits of landscape 
lighting, Argentina also sells prospective clients on 
the functionality and safety provided by smart land-
scape lighting. 

“When people are not home they can control the 
lighting and make it look like they are home when 
they are thousands of miles away,” says Argentina. 
That level of control from a distance is great for fam-
ily vacations and business travel. 

Landscape lighting and smart products provide a 
higher return on investment than some of the other 
services Argentina offers at his company. “There is 
less time to install, and the lighting provides more 
value because it can make a house look like a million 
dollars,” he says.

To further increase operational efficiency, Argen-
tina went to a completely paperless business in 2017. 
It was a decision that paid off with massive benefits 
in the last year as the business has grown. With the 
expansion, a high level of efficiency is already built 
into operations, allowing for more time to develop 
sales prospects and maintain a high level of customer 
service. 

“We have no more receipts or forms. We even 
eliminated forms to the district about our backflow 
testing,” says Argentina. “The extra time really allows 
us to treat every home like it is our own and focus on 
buying the highest quality products, whether it is a 
smart lighting or smart irrigation product. We always 
choose the high-quality products because our name 
is attached to every project, and our reputation will 
always be the one thing we can control.” 

Kyle Brown is the editor-in-chief of Irrigation & Green Industry 
magazine and can be reached at kylebrown@igin.com. Rodric 
Hurdle-Bradford is associate editor and can be reached at  
rodric@igin.com.

INSIDE BUSINESS
Learn more about each of our Industry Stand-
outs’ business successes in the full version of this 
article at www.igin.com/watch-us-grow-2021.

Left: Juan Carlos Esparza built 
efficient routing to give his 
team more time to work on 
great landscapes for clients. 
Right: Mario Argentina used 
smart lighting services to 
expand customer options. 
Photo, left: Urbanscapes 
Landscaping Service, right: 
H2O Sprinklers & Backflow

Sponsored by
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Kevin McCaleb has helped multiple communities 
save water through smart practices, from the 
Denver Zoo to Lake Oswego, Oregon.  
Photo: Chad Baker Photography
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W
ater is an integral part of every individual’s 
life. We can’t survive without it. And there’s 
one man who wants to make sure that peo-
ple understand that the precious, life-giving 
resource is not something we should take for 

granted. Whether he’s giving a talk or developing a program, Kevin 
McCaleb’s goal is to help people understand why conserving water is 
important and how to do it.

“Wherever I can effect change, I am going to,” says McCaleb. “I 
am your biggest water advocate. It is what I am. My field of expertise 
is irrigation and water management applications, but my love and 
interest for water goes much beyond that.”

For the last 14 years he’s been sharing his love of water with the 
residents, business owners and city officials in Lake Oswego, Oregon, 
as the city’s water conservation specialist. But his experience with 
water conservation and irrigation dates back much further. 

Growing up on a farm in eastern Washington exposed McCaleb 
to the attitudes farmers at the time had about water. There was a 
sense that if the farmers didn’t use all the water that was allotted to 
them, then they would lose it. 

“My father raised alfalfa and beef cattle, and toward the end of 
the season it was ‘water, water, water’ whether we needed it or not, 
because we didn’t know if it was going to be taken away and we’d get 
less the next year.”

MAKING THINGS RIGHT
In the 1980s when he began working construction jobs, his knowl-
edge of irrigation helped him extend his time on the jobs to install 
landscape and irrigation. A career path started to take shape. He had 
his own business for a while and then went to work for a larger com-
pany while taking classes from the Irrigation Association earning 
various certifications along the way.

“I might have intrinsically known how to do things, but I didn’t 
know why,” he says. “My fundamental education from the IA was 

Kevin McCaleb

Making every 
drop count

learning how to name things and instead of flying by the seat of my 
pants, actually figuring out how to solve problems.”

The bigger commercial projects he worked on earned him expo-
sure with municipalities and colleges. Many of the municipalities 
would have summer programs to help provide jobs to recent high 
school grads who were still trying to figure out a career path. “My job 
was to teach them and give them work for the summer, and I really 
got into that and enjoyed that,” he says.

McCaleb took a job with the nearby University of Idaho install-
ing irrigation systems. While there, he also earned his bachelor’s de-
gree in U.S. history. 

A GRRREAT OPPORTUNITY
In 1999, the opportunity came along for McCaleb to be the lead 
irrigation technician for the Denver Zoo. 

“It was one of the best things that ever happened to me,” he says. 
“I loved that job. I got to make life better for the critters. I got sup-
port from the staff to do things that weren’t necessarily right in line 
with my job description.”

His experience at the Denver Zoo is what he says drove him to 
learn about water management. “There are two sides to water. One 
is about ambience — we want everything to look a certain way. The 
other is ‘How do we keep using something that we know is a limited 
resource?’”

When he started his job at the zoo, the bird habitats were kept 
clean using a method referred to as “fill and dump.” Once a month a 
16,000-gallon pond was drained and scrubbed down using bleach to 
help reduce the spread of avian tuberculosis. 

The curator of the crane exhibit asked McCaleb if he could design 
a better system.

“They were totally emptying the pond once a month and running 
thousands of gallons through it for the rest of the time. I built a 
biofiltration system, and we got it down to where they were cleaning 
once every six months and the water was recirculated.” 

Smart water management solutions and education have been the hallmarks  
of Kevin McCaleb’s career as a water conservation specialist.

By Kristin Ely
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Because the system was so successful this solution 
became part of the zoo’s master plan for all the ponds. 

“That was an accomplishment to me. They were 
an 80-acre zoo and they were using more water than 
the Denver International Airport, which didn’t make 
sense to me,” he says.

McCaleb also reduced the water being used for 
irrigation at the zoo by one-third and “nothing suf-
fered,” he says. 

ASSESSMENT INVESTMENT
He took the skills that he used at the Denver Zoo 
to his next job as water conservation specialist for 
the town of Oro Valley, Arizona, which he began in 
2003. It was during his time at Oro Valley that the 
use of irrigation assessments became a valuable part 
of McCaleb’s work. 

He notes, “There’s a lot of tradition that goes into 
irrigation that doesn’t necessarily have anything to do 
with reality. So when you are a creative or innovative 
person, pushing against people to change is not al-
ways an easy thing to do.” 

Instead of using formal water audits using catch 
cans, McCaleb used standard equations for the com-
mercial and residential assessments he started in 
Arizona to “get them in the ballpark.” Those tests 
showed the need for official water audits.

Before McCaleb arrived, he didn’t know of any-
one doing any sort of audit on residential irrigation 
in the region. The process he developed was even rec-
ognized by the University of Arizona in a study on 
water conservation techniques and ranked high on 
the list of available solutions. 

“The issue was cost at the time,” says McCaleb. 
“Not every municipality can afford to have somebody 
that goes around and does this all the time, but I also 
did lectures and speaking engagements to help share 
the concept.”

AN IMPORTANT RIVER
Taking the job of water conservation specialist in 
Lake Oswego, Oregon, where he’s worked since 2007 
brought McCaleb back to the Pacific Northwest, 
where his brother lives. While Arizona and Oregon 
certainly have different water needs, conservation is 
particularly important to Lake Oswego. 

The water in Lake Oswego comes from the 
Clackamas River, a pristine federally and state regu-
lated stream. It has dams but water is not allowed to 
be retained in the river. 

“What goes in has to come out for fish flows,” 
explains McCaleb. This is different from the water 
supply in a lot of other Oregon municipalities, like 
nearby Portland, for example, which has several res-
ervoirs it can use as part of the Bull Run system to 
retain water for the dry season. 

“We don’t have that ability,” he says. To educate 
residents, he created an 18-minute video about the 
Clackamas River to show residents that every time 
they turn on their tap, they are connected to the river. 

McCaleb also works with the state of Oregon 
on the city’s Water Conservation and Management 
Plan. The long-term plan lays out how the munici-
pality extracts and cleans its water. He serves as the 
face of the water utility. “I am the person that inter-
acts on a one-on-one basis with the customer on the 
water utility.”

This involves meeting with water customers and 
providing leak checks, water audits and consultations 
with them. 

“It is really public outreach. It is being involved 
with the city as far as commercial installations are 
concerned. I tell people all the time I’m everybody’s 
conscience,” he says. But don’t worry, he adds, he’s 
not the kind of guy who goes around wearing tie-dye 
shirts and singing “Kumbaya.”

McCaleb has made a career 
out of connecting with people 
and explaining why being 
thoughtful about water use is 
important. Photo above: Chad 
Baker Photography, right: 
Kevin McCaleb

I INTERACT WITH 
ALL DIFFERENT 
LEVELS OF THE 
FIELD FROM THE 
CONTRACTOR TO 
THE HOMEOWNER 
TO THE DESIGNER 
TO DEVELOPERS 
— ALL LEVELS 
THAT HAVE TO 
DO WITH WATER 
USAGE, NOT JUST 
IRRIGATION. 

– Kevin McCaleb, 
 Lake Oswego
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“I interact with all different levels of the 
field from the contractor to the homeown-
er to the designer to developers — all levels 
that have to do with water usage, not just 
irrigation,” he says.

SPREADING THE WORD
McCaleb says many municipalities lack 
resources for homeowners to understand 
their irrigation system. Irrigation profes-
sionals might leave a client’s home without 
giving them any sort of detailed instruc-
tions of when to seasonally change it, how 
to control the system or how to program 
the controller.

“I found in Arizona and here in Lake 
Oswego that people are doing things be-
cause they don’t know any better. They 
just know their plants are green,” he says. 
“They don’t know that they’ve put on 40% 
to 50% more water than they need, and it’s 
infiltrated the soil in the root zone and the 
plant can’t use it anyway.”

The city of Lake Oswego offers free 
water audits to residents during the spring 
and summer season when watering yards 
begins. McCaleb will assess the water us-
age inside and outside the home and pro-
vide homeowners with suggestions to help 
improve their water management, which 
also saves them money. 

“The goal of starting these residential 
and commercial assessments is to teach 
people better water management skills,” 
says McCaleb.

The city of Lake Oswego was recog-
nized by the Oregon Water Resources De-
partment’s 2018 Stewardship and Conser-
vation Award Program with a second-place 
award in the best conservation program for 

large municipalities category. The city, its 
residents and the Clackamas River can all 
be grateful that McCaleb is helping ensure 
the longevity of their valuable water source. 

“I am kind of a water geek,” admits Mc-
Caleb. “Water is all inclusive to me. In my 
opinion people tend to silo it too much, 
‘This is irrigation water. This is residential 
water. This is wastewater.’ In reality it is 
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all the same water. What my constituents 
do on their yard affects the people down-
stream to them. I try to get them to con-
nect with the fact that every little thing you 
do affects something bigger.” 

Kristin Ely is an award-winning writer who special-
izes in industry reporting for business publications 
and can be reached at kristinsmithely@gmail.com.

Being a 
proponent of 
water audits 
can be a form 
of public 
outreach 
for smart 
water 
usage.
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W
hen it comes to business growth, your employees are a very powerful lever. Startup companies and 
their founders have become obsessed with building growth teams, defined as a small team of em-
ployees with a fanatical focus on growth goals. Sean Ellis and Morgan Brown, authors of the book 
“Hacking Growth,” describe a growth team as a cross-functional and collaborative team made of 
experts not just in marketing and sales but also analytics, technology and product management.

The concept of a growth team, while frequently used in the tech startup world, may seem like 
a stretch for the green industry. But the basics of building a growth team can be applied to any organiza-
tion and any group of employees, whether they be software developers or landscape contractors.

Here are five steps to build your own growth team to help your company thrive:

1  Create a foundation for growth
Building a growth team assumes you have a strategy and goals in place for 
growth. Without a strategy in place, you have nothing to aim at or use to 

frame the direction of your organization and the required skills and abilities of 
your team. As the old saying goes, “Failing to plan is planning to fail.”

Once you have your growth strategy and goals in place, communicate 
those to the entire organization. Rally your team around these objec-
tives and make sure they are clear to all the stakeholders. Employees 
are more engaged when they are clear on how the role they play 
contributes to the overall growth and success of the company.

2  Hire or develop a team for growth
When you review your growth strategy, 
identify what key skill sets are needed 

to meet these goals. Does your team current-
ly possess the skills required to achieve 
your growth plans? If not, how are you 

Ready      growto
Build a team focused on growth goals with these 5 tips.

BY Kate Kjeell
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She can be reached at
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going to acquire these skills? The choices are usual-
ly buy, build or borrow. You’ll either buy the talent 
you need through hiring; build by developing your 
current team and augmenting their skills, or borrow 
by looking outside your firm to partner with external 
resources, consultants or vendors to supplement these 
missing skills.

When evaluating your organization’s skill gap, 
consider both hard and soft skills. Hard skills are 
typically acquired through technical knowledge and 
are more measurable, such as certifications or quali-
fications. These skills provide a competitive edge and 
credibility for organizations looking to grow. Indus-
try associations have a broad range of professional 
development opportunities to consider for multiple 
specialties in landscaping and irrigation.

Soft skills are harder to measure and considered 
more subjective. These are personal habits and traits 
that shape how you work, whether independently or 
with others. Examples of these include leadership, 
communication, creativity and innovation. In the 
past, soft skills were not considered as important as 
hard skills — note the terminology. However, there 
is compelling research that shows soft skills are now 
equally if not more important for growth and success 
in the workplace as hard skills. Furthermore, custom-
er service depends upon strong soft skills. This can 
truly be a game changer for companies looking to 
lead in a service industry.

3  Build a growth culture 
A company’s culture is defined by strongly 
held and widely shared beliefs that rein-

force positive and negative behaviors. These are the 
bedrock of company culture rather than a set of prin-
ciples or values hung on an office wall or posted on 
a website. The intersection of culture and behavior is 
captured in this quote by Steve Gruenert and Todd 
Whitaker, “The culture of any organization is shaped 
by the worst behavior the leader is willing to tolerate.”

When it comes to creating a company culture 
of growth, leaders need to define the behaviors that 
support this environment and align those behaviors 
with their business processes. Creativity and inno-
vation are critical to growth. Creating a culture that 
fosters these values among others will empower em-
ployees to find better ways of doing things when it 
comes to cost and speed.

Be intentional about hiring new employees that 
embrace your company values and add to your cul-
ture of growth. This will help perpetuate a vibrant 
and authentic culture that is embodied across the 
organization, especially at the top.

4  Reward behaviors that foster growth
If culture is defined by the worst behaviors 
a company tolerates, it can be changed by 

rewarding the right behaviors. By consistently rein-
forcing growth-positive behaviors, employees will 
emulate these desired traits. Research shows that rec-
ognition programs are one of the top drivers of en-
gagement. According to research by Quantum Work-
place, when employees believe they will be recognized, 
they are 2.7 times more likely to be highly engaged.

By having a growth plan with clear goals and val-
ues, it is easier to identify and reward behaviors that 
successfully drive growth. Creating a rewards and 
recognition program doesn’t have to be a million- 
dollar campaign. Small gestures, recognition by peers 
and on-the-spot bonuses can have a big impact.

5  Watch out for overload and burnout
Driving growth doesn’t mean working 
harder and longer hours. On the contrary, 

growth is often created through innovation, less 
waste and more efficiencies. With an increased fo-
cus on growth, employers need to keep an eye out 
for overload and employee burnout that can crater 
progress.

The myth that working longer hours leads to great 
productivity is just that! Studies across the gamut 
show that working more than 40 hours consistent-
ly isn’t more productive but reduces productivity. 
Researchers at Stanford University found that the 
total output produced during a 60-hour week was 
two-thirds of what it was when 40-hour weeks were 
worked. Additionally, as overtime increased so did 
mistakes and oversights that took longer to fix.

When it comes to success stories of corporate 
growth and development, the headlines are often 
filled with flashy tales of startups with groundbreak-
ing innovations or “moonshot” products. The reality 
is that any company can be a growth company by 
harnessing the resources at your disposal including 
the products, processes, marketing, technology and 
most importantly, the people! 

Small gestures, recognition by 
peers and on-the-spot bonuses 
can have a big	impact.

When you 
review your 
growth 
strategy, 
identify what 
key skill sets 
are needed 
to meet these 
goals.



A COLD STOP
By Rodric Hurdle-Bradford
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A
lthough this season has been as 
busy as the last for many profes-
sionals, proactive green industry 
professionals are already looking 
toward the fall for the start of 
their winterization process. 

Complete transparency on the benefits of the ser-
vice at the right time and the hazards of waiting too 
long is vital as a part of client communication for both 
revenue and responsibility purposes. 

“Winterizing now saves your clients service and 
repair needs in the spring,” says Russ Jundt, founder 
of Richmond, Virginia-based Conserva Irrigation. “If 
a client is in a borderline state that may or may not 
regularly winterize their systems, we encourage the 
client to view the winterization process as an insur-
ance policy on their system. An ounce of precaution 
and preventive maintenance will give peace of mind 
and potentially save them thousands of dollars from a 
catastrophic event.”

According to Jundt, client communication is just 
as important as the winterization process itself. Many 
clients have no previous knowledge of the service or 
the proper timeline and may think that the landscaper 
or irrigation specialist is just pushing the service for 
additional revenue. That is when the benefits of win-
terizing need to be explained completely. This is best 
when it’s not just done by an email or text message 
but by an in-person meeting or detailed phone con-
versation. 

“When we talk to the client, we educate them on 
the importance of winterizing their system to keep it 
working properly,” says Jundt. “If the water isn’t prop-
erly evacuated from the system, it can freeze during 
the winter months, causing cracks and leaks in the 
pipes, broken sprinkler heads and more.”

FOCUS ON FALL
Stability and consistency in scheduling winterization 
services builds long-term trust with clients, which 
equals long-term revenue, says Pete Miller, mainte-
nance director at the Botanic Garden at the Universi-
ty of Missouri-Columbia, Columbia, Missouri, whose 
responsibility includes leading all landscaping and ir-
rigation services. Providing the same experience every 
year with minimal personnel turnover is important. 

“It is vital for us to assign winterization services to 
the same long-term employees every year,” says Miller. 
“We want the employees who are most familiar with 
the irrigation systems because this also gives us an op-

portunity to identify any needed repairs. If there are 
repairs to be made they are annotated at this time.”

For Jundt and Conserva Irrigation, they pre- 
schedule winterization services for all existing clients 
well in advance and send notices to homeowners to let 
them know when the service will be completed. 

“It gives them peace of mind that it is already 
scheduled to be completed while also keeping our 
routes tight for the most efficient schedules. As new 
clients call for the service, we are able to add them to 
the routes or create new routes on days we have open,” 
says Jundt. Proper routing makes the winterization 
process run smoothly.

Jundt views winterization as an opportunity for 
rapid client acquisition as his company prepares each 
vehicle to complete 12 to 16 winterizations a day for 
four to six weeks. 

“Our goal is to provide great service for clients 
so they use us for the years to come for all of their 
irrigation needs,” says Jundt. Additionally, he uses 
pressurized air as a diagnostic tool. Water leaks down 
throughout the summer months. But the compressed 
air and water bubbles give the technician a kind of su-
perhuman vision into the system to record leaks that 
may otherwise go undetected. “We offer our winteri-
zation analysis complete with an estimate for repairs 
that we pass along to the customer so they know what 
to budget for in the spring.”

Jundt emphasizes the importance of starting the 
winterization process early in the fall, as Virginia is 
known to have an onset of early winter weather. A 
Labor Day weekend that hovers above 70 degrees 
Fahrenheit can easily turn into late September nights 
where the low temperatures can dip into the low 
40-degree Fahrenheit range.

Missouri also falls in the range of regions that are 
likely to see snow earlier in the year than most, mak-
ing it important for Miller to get as far ahead of the 
snow as possible.

“The best practice that we use to get our irrigation 
systems ready for winter is to do a thorough job of 
winterizing them in the fall,” says Miller. “It takes a 
fair amount of time to do this task correctly and you 
really can’t rush it trying to get all the water out of 
those systems. Even a small amount of water left in-
side an irrigation valve can freeze over the winter and 
will cause trouble in the spring. So we invest in the fall 
to prevent a problem come spring.” 

Miller suggests that no matter their geographic lo-
cation, landscapers and irrigation specialists set a hard 
deadline date to complete all winterization work with 

Take the worry out of winterization by planning early with clients.

“People appreciate the hands-off nature of 
how we offer the service.” – Bradyn McCullough, Grizzly Irrigation
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clients. Then, if new customers and winterization 
jobs come after via last-minute requests, they can be 
handled separately with customer service for possible 
ongoing revenue after the winter season. 

“We try to have all of the irrigation systems on the 
University of Missouri-Columbia campus winter-
ized by October 31 of each year, regardless of current 
weather conditions or any other factors,” says Miller. 
“This process also proves helpful in identifying issues 
such as broken sprinkler heads that can be repaired 
during the spring when we reenergize our irrigation 
systems.”

Miller uses the contact with his clients as an op-
portunity to remind them of the value of the overall 
service. 

“We remind our campus clients that have irriga-
tion systems of their investment in these systems and 
what it would cost to repair these systems if dam-
aged by our extreme Missouri winter weather,” says 
Miller. “Typically a simple reminder of how their 
landscape will perform the following spring with a 
smooth transition in and out of the irrigation system 
is all that it takes. We also try to remind them of what 
their landscape looked like prior to installing an irri-
gation system.”

Conserva Irrigation starts sending out renewals in 
the late fall, with a goal of making service delivery as 
easy as possible for its clients. Having an established 
client communication system and protocol is vital for 
long-term delivery efficiency and success. 

“It is all about setting levels of expectation at the 
beginning of the relationship and making sure that 
consistent messaging is delivered to the customer via 
our admin, technicians and subsequent email com-
munications,” says Jundt. “If it is a customer’s first 
experience with us, our admin will begin the con-
versation about next year’s seasonal packages. The 
technician on-site will deliver the same consistent 
message, and just after the first of the new year our 
outreach via email and phone will reflect the same 
sales processes.”

Jundt makes sure all staff members in communi-
cation with the client understand the direct correla-
tion to the service and future sales. 

“It is an assumptive sale, meaning if the customer 
had a successful experience with us during the win-
terization process and an estimate for repairs was dis-
cussed with them, our admin will simply reach out 
to the client and sell one of our seasonal packages, 
bundled with the repair estimate,” says Jundt. “Reg-
ular communication is a key part of our process. We 
do not want clients to go back to search for another 
provider because we have not clearly communicated 
with them.”

SUBSCRIPTION SOLUTION
The modern consumer is used to subscription-based 
services such as streaming television and retail deliv-

ery, so why not use that same mindset for the annual 
winterization service?

That is the mindset of Bradyn McCullough, own-
er of Grizzly Irrigation based in Calgary, Alberta, 
where he describes the winters as “sporadic at best 
with an ongoing freeze and thaw cycle.” He launched 
his subscription-based winterization service platform 
two years ago as the first irrigation business in Cal-
gary to do so. 

Since implementing the service, his client volume 
for winterization has doubled. 

“People appreciate the hands-off nature of how 
we offer the service,” says McCullough, who founded 
Grizzly Irrigation in 2007. “People would forget and 
this is automatic, so it just makes it easier for all who 
are involved. Now we know who is submitting for the 
service and it helps streamline the system so we do 
not have to keep creating new maps for months of 
service delivery.”

The process is simple. Customers can go to the 
Grizzly Irrigation website to sign up for the prepaid 
service, then receive a confirmation of the service re-
quested, and the process is complete. 

“This only works for residential as the subscription 
is based on the number of zones we have to cover,” 
says McCullough. “Obviously we had a few grow-
ing pains at the start as it was a shift in mindset for 
our clients, as the required prepaid function brought 
our relationship to a whole new level of trust. Some 
clients wanted to see how things worked first, which 
is understandable, but the feedback has been almost 
100% positive. They do not have to worry about that 
anymore. That is the whole point of our irrigation ser-
vices in the first place. It is all about the time savings.”

As the subscription service has expanded, Mc-
Cullough and Grizzly Irrigation have created enough 
operational efficiency to slightly decrease pricing be-
cause of savings in administration. 

“We did pass on our slight savings right away to 
customers,” says McCullough. “We have also bun-
dled the winterization service with our spring startup 
package to further reduce pricing.”

McCullough recommends the conversion to a 
subscription-based winterization service because 
it simplifies both mapping and billing. This has al-
lowed Grizzly Irrigation to focus on other revenue- 
generating services while maintaining excellent cus-
tomer service. 

“It has been an all-around good thing in terms of 
adding value to clients,” says McCullough. “We are 
also finding out that we are able to retain clients a 
lot better as we reach out to them when it is time for 
services. They appreciate us being proactive instead 
of reactive and it has taken our business to the next 
level.” 

Rodric Hurdle-Bradford is associate editor for Irrigation & Green 
Industry and can be reached at rodric@igin.com.

Aim to have 
winterization 
services 
scheduled 
long before 
the end of 
the season to 
allow for last-
minute client 
requests.
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CASE STUDY

Decorating Elves turned a 
mammoth light installation into 
a reality for a Florida community.

One HUGE

holidayholiday



CASE STUDY

C
reating a winter wonderland that showcases a brightly lit 
holiday experience can be a challenge. Expand that prop-
erty by more than four city blocks with hundreds of trees 
and make it a year-round installation, though, and you’ll 
have a sense of the scale of the project tackled by Nick 
Schriver, general manager of Decorating Elves, Clearwa-
ter, Florida.

The company, an outdoor landscape lighting contractor on the Gulf 
Coast of Florida, does a significant amount of Christmas lighting and 
holiday décor. As holiday lighting has become more mainstream, Schriv-
er has seen new lighting projects grow larger and more complex. At this 
point, his team tends to focus on higher-end jobs, with about 70% of 
the work done for commercial properties. During the holiday lighting 
season, Schriver’s 10-employee team scales up to 60 to handle the work.

By Kyle Brown
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The multiple-block installation was a project that 
developed in Sarasota, Florida. “It’s about an hour’s 
drive from Tampa. It’s very much a retirement com-
munity that’s going through a renaissance,” he says. 
It’s settled on Sarasota Bay, which overlooks the Gulf 
of Mexico. “It’s right on the water. It’s a beautiful 
downtown.”

Like many cities, the urban core of Sarasota has 
been in development with a goal to encourage more 

people to visit the area and spend time and money. 
“They’ve been working on getting their main street 
and the side streets to be more thriving,” Schriver 
says. That led to the formation of a business district 
of retail and other business owners coming together 
to revitalize the area.

As new development was planned for the main 
street, a holiday lighting project was proposed for lo-
cal Five Points Park, right across from the downtown 
library. While the city’s effort to put up holiday light-
ing looked great the first year, maintaining it through 
the rest of the year was a challenge, says Schriver. 
They looked for a long-term solution. 

“There’s a new mayor who wants to get behind 
it, and the business district is saying they want  

Nick Schriver used his past experience in holiday lighting design to get a rough estimate of 
the number of lights required for each tree while planning. He took into account tree size 
and species, including the trees along the streets in Sarasota, Florida’s business district 
and a nearby park. The team now maintains the lights weekly. Photos: Decorating Elves

“YOU TAKE THE BIG PICTURE, WHICH CAN BE REALLY INTIMIDATING, AND 
YOU BREAK IT DOWN INTO THESE SMALL, MANAGEABLE INCREMENTS.”  

– Nick Schriver, Decorating Elves
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a universal feel to the main street business corridor,” 
says Schriver. The district was looking for people  
to feel safe and comfortable walking around the 
area. 

Making a plan
Taking the project from just holiday lighting in the 
local park to something involving the surrounding 
streets was a much larger undertaking. Officials from 
Sarasota contacted Decorating Elves along with oth-
er holiday lighting specialists to talk about how to 
price the new plans. The lighting project had scaled 
up drastically, and it took some frank discussion with 
the client to connect it to a realistic budget, he says.

“What they first laid on the table was just really 
outrageous. It was very much a Disney-type project,” 
Schriver says. “I had to say, ‘I understand that this is 
what you’re telling me you want to do. I’m hoping 
that you guys have the kind of money to be able to 
do that.’”

While those initial plans called for leaving the 
lights up year-round, they didn’t account for any kind 
of maintenance budget on an annual basis. Schriver 
says without those reserves in place, the installation 
would eventually become more and more difficult to 
maintain over time. 

“I told them, ‘No matter who you hire, if you don’t 
manage this project and have service built into it on 
a routine basis, you are going to just burn a bunch of 
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money,’” he says. “A lot of contractors talk 
about how great things will look, but very 
few contractors will lay down the reality of 
the project.”

It’s a tough line to walk, as you don’t 
want to come off as arrogant and turn a 
client away, he says. But it’s important to 
be able to look at the big picture and talk 
them through what their project actual-
ly entails. Schriver broke down the plans 

from multiple perspectives, including  
color-changing bulbs and various numbers 
of trees and gave a rough estimate for what 
each would cost. 

“On the front end, what I was doing 
was educating the customer of the expec-
tations,” he says. “I wasn’t just educating 
them on our services and what we could do, 
but creating the expectation for what they 
could be getting from the project.”

Because of the size of the company, he 
could do that without fear of losing the 
customer, he says, but it was still a risk. 

Once the Sarasota officials understood 
the realistic scope of the project, they had 
to break it up into smaller-scale phases and 
put it out as a request for proposals. Even 
though it meant a stack of paperwork and 
dealing with the bidding process, Schriver’s 
team put in the effort to be included, hav-
ing helped shepherd the city this far. 

A creative problem
While much of landscape lighting is an art 
form, developing the cost for such a large-
scale project is more about dealing with 
numbers. “There’s a lot less creative design 
and a lot more algebra problems,” he says. 
When looking at a property from a design 
standpoint, you consider how different el-
ements will work in concert to develop an 
overall vision. Having done that creative 
work over and over gave Schriver the expe-
rience to roughly determine how the trees 
would be decorated and the background to 
know how much that approach would cost.

His team looked at each of the trees in 
the proposal and considered the species 
and size. 

“So a small oak is going to average about 
200 illuminations for lights,” he says. “A 
medium oak will average 500 sets of lights 
and a large oak is going to average 800 to 
1,000.” During the process, he walked the 
blocks involved and planned out the exten-
sion cords and wiring as well.

“You take the big picture, which can be 
really intimidating, and you break it down 
into these small, manageable increments. 
Then you run the math,” he says. “At the end 
of the day, you come out with a number.”

The team was awarded the project and 
went to work making the holiday light 
show a reality, starting with an eight- 
person crew working an assembly line 
through the trees on the street. They 
placed between 250 and 500 illumina-
tions on average on most of the trees in 
the main corridor, with some of the trees 
in the park receiving between 1,000 and 
2,000 lights. 

The installation happened to coincide 
with the release of a new product that 
Schriver incorporated into his design, a 
holiday light string that could be wrapped 
around a tree trunk that could be left up 
year-round. The strand had a rubber band 
built into it so that it would expand as the 
tree grew throughout the year without dig-
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ging into the bark. Though younger trees 
grow more quickly, even mature trees can 
damage light strands because of expansion.

With an installation that needs to stay 
up all year, it’s important to use products 
that are more heavy-duty and weather- 
resistant, Schriver says. Make sure lights 
are fastened well and tight. Use silicone 
to make sure seams are waterproof where 
necessary and zip ties to help keep light 
strands in place. Zip ties aren’t as useful on 
living anchors such as trees, but they are a 
good fit for hardscapes or light poles. 

“You’re not taking the lights down with 
a pair of scissors at the end of the season to 
store them and then putting them back up 
later,” Schriver says. 

It’s also important to keep everything 
high off the ground. Rodents are one cause 
of damage, but the other main source is 
people themselves, he says. In the park and 
on the street, all of the light strands and 
products are at least 6 feet off the ground 
to keep them out of easy reach for pulling. 

Schriver and his team are currently in 
talks to plan additional phases in the up-
coming seasons, adding what he considers 
to be “wow” features that can be incorpo-
rated into the overall design. The additions 
will bring even more of a seasonal flair to 
the multiple-block evening experience.

“The people love it. There’s been a lot of 
positive feedback,” he says. “We’re creating 

an environment where people can hang 
out in the evening and illuminating it in a 
manner where they feel safe out. That’s a 
really big deal, and it’s huge to a nighttime 
retail environment.” 

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

THE SARASOTA LIGHTING PROJECT 
COVERED A MAIN BUSINESS DISTRICT 
AND SURROUNDING STREETS, INCLUDING 
ABOUT 350 TREES OVERALL.

Beyond the initial installation, Schriver 
insisted on the plans for ongoing mainte-
nance in the RFP. That started as a quarter-
ly contract for checkups at first with weekly 
visits during the holiday season and devel-
oped into weekly visits year-round. Each 
week, Schriver’s team services the lights in 
the area, repairing broken bulbs and check-
ing for damage. 

The Sarasota project began as a two-
phase project covering about 10 blocks of 
the Main Street area. Then over the next 
year and a half, three additional phases 
were developed, expanding the coverage 
out to surrounding streets. The first and 
second phases included the business dis-
trict and Five Points Park. With the ad-
ditional phases covering the nearby streets 
came more trees, sometimes about 100 at 
a time. Counting in the eventual four ad-
ditional phases that came in the next year, 
the overall project included about 350 trees.

“That’s where the people are,” Schriver 
says. “When you walk out onto the street 
from a high-end restaurant, and the lights 
are beautiful. You think, ‘Oh, since we’re 
out, let’s go get a cocktail or a coffee.’”
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P recision always matters in the green industry. That’s es-
pecially true this year, as about 90% of contractors ex-
pect to see growth despite a challenging 2020, according 
to Irrigation & Green Industry’s 2021 Green Industry 
Outlook survey. Respondents noted an increasing labor 

shortage as the number one barrier to expansion and growth. In a 
time when business owners are forced to do more with less, GPS 
and telematics create efficiencies directly connected to quality con-
trol, managing expenses and supporting work crews.

track

Build a more efficient workflow for 
your crews through telematics.

BY KATIE NAVARRA

Keep
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track

WHERE ARE YOU?
There are few things more frustrating than not 
knowing where someone is when you’re expecting 
them. GPS tracking helps managers and crew leaders 
increase communication efficiency with their team 
and clients. If an unexpected problem arises, field 
employees can provide quick updates to dispatchers 
or clients.

In addition to supporting top-notch custom-
er service through improved communication, GPS 
tracking provides valuable data for planning daily 
or weekly routes. Long before computers and GPS 
units, UPS decided to eliminate nearly all left-hand 

Quality control is key to keeping customers hap-
py. However, what sometimes gets overlooked is the 
role equipment plays in contributing to customer 
satisfaction. Trucks, trailers, power tools, mowers, 
backhoes and skid steers are more than tools of the 
trade. They represent a significant investment for 
business owners. Every minute they are out of com-
mission impacts a company’s bottom line, whether 
it’s because they need repair or they’re missing. 

Telematics and GPS tracking help landscapers 
keep a close eye on a wide range of key metrics for 
equipment of all sizes. 

Here’s a look at how GPS and telematics can 
benefit your company. 

With improved technology, GPS 
and telematics products can be 
easy to install and start using.
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turns. As it turns out, by optimizing its route the 
company claims to have saved millions of gallons of 
gas, wasted less time and cut back on emissions. To-
day’s technology solutions offer that information in 
real-time making it easier than ever to use.

“The real-time maps, routing and tracking can 
lead to improved efficiency and productivity because 
the owner or manager optimizes route density,” says 
Scott May, chief marketing officer for GPS Trackit, 
Roswell, Georgia.

Implementing telematics also streamlines mile-
age reporting. Employees don’t have to remember re-
ceipts for gas station fill-ups or record distances from 
one job to another. 

Imagine being able to build a geofence around 
your garage or work site to protect your assets. You 
can be alerted when vehicles or assets leave that area 
(i.e., if a piece of heavy equipment is stolen). Con-
tractors can also optimize their routes and be alerted 
as their team members arrive on-site or how close 
they are to identified landmarks.

A geofence drops a series of GPS points in a given 
location to create a virtual fence line. These areas are 
created by inputting the geographic coordinates or 
selecting points from a map. The size and the shape 
of the geofence are customizable for the company’s 
needs. Some may use it to define the boundaries on 
a specific job site. Others place landmarks on routes 
and create alerts to notify them if a driver is in an area 
that is not included in their assigned area.

“Use a geofence or landmark features to better 
utilize time on job sites,” May says. With a cloud-
based platform, contractors have the flexibility to 
create thousands of custom-shaped and named 
geofences to always know where their assets are lo-
cated. Users can receive GPS-based tracking alerts 
by text or email, as well as off-hour monitoring and 
automatically delivered activity reports.

LOST AND FOUND
Stolen or vandalized equipment is a growing prob-
lem for all construction trades. And it is becoming an 
even bigger concern as it has increased amid the pan-
demic. Last year, Tony Nicoletti, director of sales and 
business development at DPL America, Los Altos, 
California, had a Texas client report having 30 skid 
steers stolen. Others have been losing stump grind-
ers, compressors and power tools.

“It is out of control right now. Equipment, trucks 
and trailers are targets,” Nicoletti says.

The good news for his clients: All of the 
above-mentioned were recovered through telematics.

Being the victim of theft can be costly, and as 
good as recovery is, prevention is even better. De-
pending on the telematics solution chosen, you can 
take steps that prevent theft. Once installed, the 
device can be set to prevent the piece of equipment 
from starting. It’s also possible to assign ID tags or 

badges for employees so that a piece of equipment 
won’t start if they are not assigned to the equipment.

“It keeps people off machines they are not certi-
fied to drive and keeps people from stealing equip-
ment,” Nicoletti says. “This is really powerful because 
it ties into the liability side especially from the stand-
point of getting in it, joy riding and smashing it up. If 
they can’t start it, safety problems go away.”

Thwarting theft attempts is only one preven-
tive benefit of using GPS and telematics. Solution 
providers offer varying options for collecting data 
through engine diagnostics, trouble code monitoring 
and tire pressure monitoring to track and develop a 
history for each vehicle, explains May. Finding is-
sues and making repairs before they turn into faults 
means equipment is less likely to break down out on 
the job. 

MYTH-BUSTING
At one time it was true that GPS and telematics 
products were expensive and more difficult to use. 
First-generation technology always has kinks that 
must be worked out. With the increase of technology 
in all sectors of life, software and hardware advances 
have made the excuse of difficulty obsolete.

“It’s as easy as plugging in a device under the dash 
and using an easy-to-use reporting system accessible 
through a desktop or laptop as well as a mobile app,” 
May says.

Businesses not only can access a full GPS fleet 
management solution for a low monthly fee per 
vehicle, but users can see a positive return on their 
investment quickly. Today, the price is much more 
affordable, depending on the solution, ranging in 
hundreds of dollars rather than thousands.

“Initially, it was rather expensive because it had 
to be hardwired in to use it,” says Nicoletti. “Today, 
they are smaller, faster and more affordable. You can 
get something that fits in your pocket and runs on 
battery.”

It’s important to know what your goal is in us-
ing GPS and telematics in your business. There are 
a wide range of options and features that vary based 
on the product. For example, some strictly offer fleet 
management technology, which is only for vehicles. 
Others provide tracking and management for land-
scaping equipment as well, including data such as 
hours of service, geofences and runtime.

GETTING BUY-IN
Change is not always easy or welcome, especially 
when a new process feels like micromanagement. It 
is important to get buy-in from members of the team 
so that they will use it without it negatively impact-
ing morale. From a best practice standpoint, arrang-
ing a demonstration or trial period invites employees 
in the office and in the field to get involved with the 
process and experience the benefits of its use.

The real-time 
maps, routing 
and tracking 
can lead to 
improved 
efficiency and 
productivity 
because 
the owner 
or manager 
optimizes 
route density.
– Scott May,  
GPS Trackit
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“What they’ll find is that it improves 
communication across crews and manag-
ers, along with other team members,” May 
says. “It’s also a great way to recognize and 
reward crews’ productivity and efficiency.”

To employees in the field, it can feel like 
the implementation of GPS and telematics 
is like having Big Brother watching over 
their shoulder. No one likes to feel micro-
managed. Helping employees understand 
how the software can be to their benefit 
can be helpful.

“If someone calls in to report a truck 
driving 60 mph in a school zone, or that a 
cone fell off the trailer and damaged a car, 
the system gives you a look at what hap-
pened,” Nicoletti says. “If they are good 
drivers and good employees it can also con-
firm the complaint was invalid. In a situ-
ation where the police are called, the data 
collected can provide critical information 
through recorded footage.”

Fleet management and telematics solu-
tions offer a big-picture look at the pro-
cesses within your business. The level of 
details collected can even boil down to fuel 
consumption and inspection results that 
provide important information about how 
your drivers and vehicles are being utilized.

There is a wide range of solutions avail-
able so it is best to take time to research the 
right fit for your business.

Depending on the provider, the data 
that is collected can be incorporated into 

other software systems you’re using to 
operationalize processes, including ac-
counting, that dramatically improves the 
efficiency of collecting and analyzing data. 
Not all systems are compatible, so it is im-
portant to do your homework.

“Before signing up for a service make 
sure you can integrate it with the systems 
you already use,” Nicoletti says. 

The author is a freelance writer in Mechanicsville, New 
York, and can be reached at ktnavarra@gmail.com.

DRIVE SAFELY
Roads are congested. Drivers have more 
distractions than ever from phone calls, 
texts and emails. Distracted drivers have an 
increased risk for crashing — up to 23 times 
more for text messaging alone — than when 
staying focused on the road ahead, accord-
ing to a Driver Distraction in Commercial 
Vehicle Operations analysis by the Virginia 
Tech Transportation Institute.

In the best-case scenario, accidents are 
minor with only damage to vehicles. In ex-
treme cases, severe injuries to workers and 
others on the road is the result. Not only can 
they be emotionally draining, but crashes 
can also have significant financial impacts 
on insurance claims.

Telematics systems can provide a 
360-degree real-time view of the road the 
driver, such as

• full view of the road, driver and cabin.
• real-time in-cab audible alerts with 

automated driver coaching.
• real-time driver monitoring alerts 

for distracted driving, drowsiness, 
smoking, seatbelt sensing, smoking 
and cell phone use.

• triggers tuned to sense for harsh 
driving conditions.
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THEFT PREVENTION
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t here are many costs that all industry professionals have to take into ac-
count as part of doing business. One of the most frustrating and pre-
ventable of those is theft. Theft comes in many forms for a landscape 
or irrigation company: theft of equipment and theft of company time. 

Security and human resources experts offer several tips on how to 
mitigate theft, as well as how to get a team to use time efficiently and hold them 
accountable without micromanaging or crushing morale. 

Karen Burke, human resources knowledge advisor for the Society for Human Re-
source Management, Alexandria, Virginia, notes that to prevent theft of employer- 
provided equipment to employees, it’s critical to conduct background and reference 
checks on new hires, including supervisors, to better determine if they have a crimi-
nal history indicating a habit of theft or fraud, even from other employers.

“Communicate anti-theft policies and practices where there is low- to zero- 
tolerance for theft,” says Burke. “Policies or practices also can indicate the applica-
tion of severe disciplinary action to any employee proven to be in violation of this 
policy or practice.”

In policies on proven employee theft and fraud, wage deductions can be execut-
ed to recoup the cost of the equipment stolen, says Burke, adding that employers 
should check their state laws to ensure the practice is permissible under wage and 
hour laws.

Provide incentives, rewards or recognition for employees who report theft, even 
anonymously, to managers or human resources, Burke says.

“Incentives can be monetary or nonmonetary,” she adds. “This employer prac-
tice can encourage honesty among employees as well as an obligation for reporting 
wrongdoing by employees.”

Supervisors can be trained to recognize behaviors and conduct of those attempt-
ing to commit theft, such as those employees trying to distract others during the 
commission of theft, frequent absences away from the group and displays of ner-
vousness, Burke notes. When possible, use electronic equipment such as cameras to 
monitor employees when working.

Burke suggests reducing employee access to stored equipment and supplies.
“Implement systems to track the use and return of equipment,” she says. “This 

can be as simple as a supervisor conducting a count of equipment and recording it 
with a signature, attesting to the amount and type of equipment being used for each 
job as well as to which employees equipment is assigned.”

Employees also can be required to sign that they received the equipment as well 
as sign when they return it. 

Supervisors can be held accountable for not keeping track of employer equip-
ment when processes are in place to assist with reducing theft in the workplace, 
Burke adds.

SAFE STRUCTURES
Risk assessment and control is a key factor in protecting a company’s equipment 
investment from disappearing off the back of trailers or “accidentally” ending up in 
employees’ trucks, notes Alan Greggo, CPP, CFE, a corporate security leader and as-
set protection expert who recently worked with the Microsoft Global Security team.

In addition to having equipment and products inventory-controlled and ac-
counted for, a tight fit between the trailer and a warehouse dock door ensures 
there are no openings to the outside where product or equipment could be slipped 
through. 

The entire warehouse can be sealed so employees access the building from one 
entrance and pass through a series of checks such as metal detectors and searches on 
the way in and out, notes Greggo.

An

in
side job

Protect your business from theft 
through employee accountability.
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Warehouses make use of cameras in areas where 
employees enter, exit and work and provide constant 
dock area surveillance. 

Truck drivers should have their own entrance near 
the dock and must stay inside a contained area or as-
sist from within the trailer during the unloading pro-
cess, says Greggo.

“With proper controls in place, it makes loss of 
equipment and product less likely,” he adds. “Ware-
houses usually have a layered approach to security. 
They have an external fence around the property with 
limited access for truck and trailer receiving. Trailers 
must be locked in place so they cannot be pulled away 
from the door. Security officers might be assigned to 
verify and record each trailer on the property to be 
unloaded or reloaded.” 

Lynda Buel, CPP, CFE, CSC, CPTED practi-
tioner, president and CEO of Security Risk Manage-
ment Consultants, Columbus, Ohio, notes there are 
several ways to protect equipment from disappearing 
off the back of trailers.

“Engrave your company information on the equip-
ment including your company name, city, state and 
phone number,” she says.

That can include a message of “If found, this prop-
erty belongs to (company name).” Buel says she knows 
of one company that engraved this message: “If found, 
this property was stolen from (company name).”

For smaller tools, use a heavy-duty toolbox and a 
high-security lock and key.

“Purchase tools that you can disable remotely via 
an app so if it is stolen, the tool will no longer work 
once you disable the tool via your smartphone,” says 
Buel. “Advertise on your vehicle that tools are locked 
and disabled. Plant GPS tracking devices on all 
equipment.”

Larger equipment can be secured to the trailer 
with a steel security chain and high-quality padlock 
when not in use. Batteries can be removed from the 
equipment so it will not start, adding an extra deter-
rent for a would-be thief.

Buel points out that asset tracking is the best way 
to ensure company equipment doesn’t end up going 
home with employees or someone else stealing from 
the company’s worksite.

“One of the simplest ways to track equipment is 
to create a daily log of the equipment in your inven-
tory and who the equipment is assigned to that day,” 
she says. “This can be done manually or in a software 
program.”

If doing so manually, log the tool, its serial number 
or other unique identifier, the employee it is assigned 
to that day, the time the tool is checked out and the 
time the tool is checked back in. 

Given this is a time-intensive task, it may be ad-
visable to invest in a software program that tracks the 
information, Buel says.

Tools can have a bar code on them with an em-
ployee assigned ID that is scanned with the tool when 
the employee checks it out for the day. 

“You can also assign specific tools to one employee 
and hold them accountable for the tracking of that 
tool even if someone else on their crew uses that tool,” 
Buel says. 

WATCH THE CLOCK
Theft of time is another challenge. Greggo notes some 
type of time-keeping clock or software should be in 
use.

Time management of employees starts with the 
hiring process to ensure candidates are of the high-
est caliber and have an interest in the work for which 
they are being considered, says Greggo. Requiring all 
prospective employees to undergo background checks 
and drug testing is common and goes a long way to 
help ensure that high caliber, he adds. 

There are effective ways of encouraging employees 
to use time efficiently without micromanaging.

“Efficient use of time is a product of good lead-
ership,” notes Greggo. “Micromanaging unfortunately 
does not have a place in today’s highly productive and 
efficient workplace. Micromanaging is generally per-
ceived as a productivity killer.”

To get teams to use time efficiently without mi-
cromanaging, employers can create and attach goals to 
employees’ daily duties and performance, says Burke. 

“This can be communicated to employees, indicat-
ing the amount of time expected to be applied to each 
work duty,” she says. “If an employee does not meet 
these expectations, then coaching and retraining can 
be applied to their performance.”

Set clear job responsibility expectations utilizing 
clear and consistent communication, notes Buel.

“Every employee needs to understand their role 
and each other’s roles,” she adds. “Once they do, em-
ployees tend to manage one another.”

Managers can show the value of responsibility by 
giving those who perform well additional responsibil-
ities on the job and providing consistent feedback on 
their performance.

“Most employees want to do well and be recog-
nized for strong performance,” Buel says. “Provide a 
career path for those interested in advancing within 
the organization.”

Additionally, consider incentives such as a mon-
etary reward or recognition for high productivity, 
Greggo says.

“That usually works more effectively than manag-
ing by fear. If employees know their productivity was 
being measured from the start of their employment, 
they are more likely to be well motivated and produc-
tive,” he adds.

“Accountable and responsible leaders who have 
done the work they were asking their employees to do 
would result in employees working for them because 
they want to, not because they have to. When employ-

ACCOUNTABILITY 
IS DRIVEN BY 
LEADERSHIP 
MEMBERS WHO 
ARE TRUSTED 
AND HAVE GOOD 
INTEGRITY.
– ALAN GREGGO, 
CORPORATE SECURITY 
EXPERT
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ees quit their job, they are usually not leaving the company — they 
are leaving their boss.” 

Leadership is at the core of getting a crew on board with account-
ability practices without crushing morale.

“Accountability is driven by leadership members who are trusted 
and have good integrity,” Greggo says. “If a company is driven by a 
vision and goals and all employees are working toward achievement 
of the goal, it’s likely they would be successful achieving their goals.”

Everyone must be on board to do that, he adds.
“Employees need to know what the policies and procedures are 

where they work and they need to know the expectations,” says 
Greggo. “They must have a sense of accomplishment in a vision 
much larger than one person. If policies are fairly enforced and em-
ployees are fairly paid, provided benefits and the ability to develop 
themselves to advance if they want to, the whole crew would assur-
edly be on board.” 

Transparency is important, notes Burke. Employers can commu-
nicate to employees a new policy or practice while clarifying the rea-
sons for the new rules. 

Communication can include the cost of equipment, replacement 
of equipment, adverse effect on employees’ wages when funds have to 
be reallocated to purchasing new equipment as a result of theft, and 
the business and other employee benefits that are potentially affected 
based on continuously replacing equipment that is stolen or missing, 
Burke says.

“Morale also can be preserved with the offering of an incen-
tive for those employees who assist with maintaining the integrity 
of employee honesty by reporting any incidents of theft,” she adds. 
“Employers can ensure employees of confidentiality and any possible 
rewards to encourage participation.”

Buel says she has found that individuals interested in a career 
want to be accountable and recognized for their hard work. 

“Communication is the key to not crushing morale,” she says. 
“When you hire a team, develop a good rapport with them. Solicit 
feedback. Listen to what your employees are telling you about the job 
and what goes on in the field.”

Give clear and actionable feedback on performance and clear di-
rection to the team on expectations, she adds.

Provide the team with reliable equipment and the right materials 
with which to do the work.

“Allow the appropriate amount of time for the team to perform 
the work assigned,” says Buel. “Account for your team’s needs on the 
job. When you hold your team accountable, you must hold yourself 
accountable as well.”

Additionally, “do not promise something without delivering on 
that promise,” says Buel. “And do not ask your team to do something 
that you would not do yourself.” 

Carol Brzozowski is a freelance writer with a specialty in environmental journal-
ism based in Coral Springs, Florida. She can be reached at brzozowski.carol@
gmail.com.
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IA’s Hamlin announces retirement
The Irrigation Association, Fairfax, Virginia, is announcing that its CEO, Debo-
rah Hamlin, CAE, FASAE, is retiring from the association at the end of the year.

Hamlin has served as the CEO for 15 years and led the association through 
numerous milestones, including establishing a new brand and mission, consolidat-
ing industry training and developing a profitable online learning center. During 
her tenure, she also bolstered the certification program to third-party accredita-
tion, created a standards and codes arm and expanded into the publishing arena 
with two industry magazines. Mostly recently she led the association through its 
toughest year, pivoting to an all-virtual Education Week and a series of online 
conferences while leading a capital campaign in the wake of a canceled Irrigation 
Show in 2020.

“My years at the IA have been incredibly ful-
filling,” says Hamlin. “I have thoroughly enjoyed 
working with all of the amazing individuals in our 
industry as well as the professional staff. The strong 
staff-volunteer partnership is what has allowed us to 
achieve such success. Working and interacting with 
those teams is what I will miss the most.”

The IA Board of Directors has appointed a 
volunteer search committee led by John Newlin, 
CIC, CIT, CLIA, IA president-elect, to be-
gin the process of finding Hamlin’s replacement.  
The board plans to have the new CEO attend the 

Irrigation Show in San Diego in December.
“During the last 15 years, Deborah has led the IA and supported irrigation 

industry members through seasons of expansion, growth and innovation, includ-
ing most recently as she successfully steered the IA through the monumental 
challenges of 2020,” says IA President Bryan Wynen, CIC, CLIA, CLWM. “On 
behalf of the industry, I thank Deborah for her leadership, energy and vision in 
serving our association and its members. We wish her all the best as she transitions 
to this new chapter in her life.”

James	Stavridis	to	present	
keynote	at	GIE+EXPO	2021
James Stavridis, retired U.S. 
Navy four-star admiral, will 
present the GIE+EXPO key-
note “Leadership and a New 
World Order: The Need for Re-
silience” on Oct. 20. The longest- 
serving global combatant com-
mander in recent American 
military history, Stavridis will 
provide answers and strategies 
to address the most pressing 
global affairs challenges.

“This past year and a half has reminded us that 
people and connections are so vital to how we live, 
partner and thrive,” says Stephanie Johnson, manag-
er, B2C marketing for John Deere. “That’s why John 
Deere is especially proud to be sponsoring the 2021 
GIE+EXPO keynote. We’re honored to help sup-
port the return of one of the most important events 
in our business.”

Stavridis led the NATO Alliance in global op-
erations from 2009 to 2013 as supreme allied com-
mander with responsibility for Afghanistan, Libya, 
the Balkans, Syria, counter piracy and cyber security. 

GIE+EXPO 2021 is set for Oct. 20-22. Learn 
more at www.gie-expo.com.

Jonathan Overpeck to keynote 
WaterSmart Innovations conference
Nobel Prize-winning scientist 
Jonathan Overpeck will be the 
keynote speaker for the 13th 
WaterSmart Innovations Con-
ference and Exposition, sched-
uled for Oct. 6-7 in Las Vegas.

Overpeck is an interdisciplin-
ary climate scientist and William 
B. Stapp collegiate professor of 
environmental education.

This year’s WSI will feature a 
full slate of comprehensive pro-
fessional sessions and an Expo Hall showcasing wa-
ter-efficient products and services. Several pre-show 
workshops, available for a separate fee, are scheduled 
for Oct. 5. WSI will again be held at the South Point 
Hotel and Conference Center.

The Southern Nevada Water Authority is present-
ing WSI in partnership with the Alliance for Water 
Efficiency, the American Water Works Association, 
the U.S. Environmental Protection Agency’s Water-
Sense Program, and other public- and private-sector 
organizations.

For more information and registration, visit  
www.watersmartinnovations.com.

ASLA Conference on landscape  
architecture focuses on inclusive design
Landscape architecture professionals will feature new approaches to inclusive 
design at the ASLA Conference on Landscape Architecture at the Music City 
Center in Nashville, Tennessee, Nov. 19-22, 2021. More than 6,000 landscape 
architects and students and 300 exhibitors are expected to attend the event hosted 
by the Washington, D.C.-based American Society of Landscape Architects.

“The conference this year is perhaps the most urgently needed event ASLA 
has ever held,” says Torey Carter-Conneen, CEO of ASLA. “At no time before 
in history have we faced more critical issues that require the unique planning and 
design expertise of landscape architects.”

This year the conference will feature multilayered plans and designs from land-
scape architects that improve community health, increase resilience to climate 

change, and address long-standing racial 
and social inequities. The conference will 
feature several sessions that address these 
and other climate-related topics, such as 
heat and urban forest management plan-
ning and design with carbon.

The conference will also host more 
than 100 educational sessions and field 
trips, led by landscape architects prac-
ticing around the world. Learn more at 
www.aslaconference.com.
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AOLP & IA Landscape 
Lighting Conference shares 
industry insights
Both new and experienced landscape 
lighting professionals learned about new 
trends in best practices and products at 
the 2021 virtual AOLP & IA Landscape 
Lighting Conference, held Aug. 23. The 
Association of Outdoor Lighting Profes-
sionals, Harrisburg, Pennsylvania, and the 
Irrigation Association, Fairfax, Virginia, 
brought together expert speakers and pan-
els to share insights.

The conference started with a keynote 
by Ryan Williams, director of marketing 
for FX Luminaire. 

Three expert panels covered some of 
the biggest topics in landscape lighting. 
That started with an in-depth discussion 
on how to make the best use of Bluetooth 
and Wi-Fi network connectivity with 
lighting, moderated by Paul Gosselin, 
CLVLT, COLD. Next came a dialogue 
led by Ryan Lee, president of Landscape 
Lighting Secrets, on how to keep land-
scape lighting systems up to code. These 
were followed by a panel taking tongue-
in-cheek lessons from “The Griswolds” 
on the advantages of professional devel-
opment and profitability in the holiday 
lighting business.

The conference finished with a pre-
sentation of new technology and product 
trends in landscape lighting.

Attendees received a free toolkit for 
lighting designers, provided by FX Lumi-
naire. The event was presented by premier 
sponsors FX Luminaire, Illumicare Group 
Unlimited and S4 Lights and presenting 
sponsor Horizon. 

For more information on the Irriga-
tion Association’s virtual conferences, visit 
www.irrigation.org.
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1 Heated jacket. Milwaukee Tool, Brook-
field, Wisconsin, introduced a new gen-
eration in its lineup of Heated Gear with 

the redesigned M12 heated Toughshell 
jacket. This jacket features an advanced 
heat technology system designed for cold 
climate conditions.

Milwaukee’s Heated Gear is powered 
by M12 Redlithium or Redlithium USB 
battery technology, with carbon fiber 
heating elements distributing heat across 
core body areas. The next generation heated 
Toughshell jacket fully heats up in 2.5 
minutes and is designed with new inner 
lining material that optimizes heat transfer 
to the user. 

The new M12 Heated Toughshell jacket 
includes reengineered Toughshell stretch 
polyester that offers 80% more stretch and 
5 times longer life. The jacket features a new 
battery pass-through that allows for battery 
placement in the front or back pocket. 

Milwaukee Tool 
www.milwaukeetool.com

2 Drill. Lone Star Drills, a division of 
Little Beaver Inc., Livingston, Texas, 
upgraded its HD and HDA model 

drills with Honda iGX800 engines, giving 
users increased responsiveness and power 
via an electronic governor that adjusts the 
engine’s throttle to match the drill’s load. 

The new engine comes standard on HD 
and HDA model soil sampling drills and is 
an optional upgrade for all hydraulic drills. 
The engine upgrade is recommended for all 
high-torque hydraulic drills.

Lone Star Drills’ line of geotechnical  
drill rigs comes in various models to 
address any soil sampling situation a con-
tractor might encounter. The HDA model 
designates heavy duty, high-performance 
hydraulic drills with an automatic hammer 
and the HD model designation is for those 
high-performance hydraulic drills without 
an automatic hammer. 

Lone Star Drills 
www.lonestardrills.com

SUPPLIER IN THE NEWS
NALP partners with Caterpillar to raise industry visibility
Caterpillar Inc., Deerfield, Illinois, and the National Associa-
tion of Landscape Professionals, Fairfax, Virginia, partnered to 
raise the visibility of the landscape industry and celebrate the 
impact that 1 million landscape and lawn care professionals 
have on our nation’s green spaces.

In the spring, NALP asked lawn and landscape profes-
sionals to share why they “dig” landscaping to select company 
names that would be included in the design for the No. 8 Cat 
vehicle driven by Tyler Reddick for Richard Childress Racing 
during the race in Loudon, New Hampshire, on July 18, 2021.

The theme of the car was “WeDigLandscaping.” It featured 
the NALP logo on the rear deck lid, and within the Cat logo 
on the hood of the car was a list of select NALP members. 
Mark Kelbacher, owner of MissionGreen Services, says the de-
sign was excellent and captured the industry well. He says the 

#WeDigLand-
scaping was 
eye-catching.

“That was 
awesome to be 
able to see our 
name on there with the others,” Kelbacher says. “There were 
plenty of other landscape and lawn care companies on there, and 
to be amongst those and be one of the privileged, I really felt 
honored to be on that car. It was great. I really appreciate that.”

A contest was also held where the winner would receive a 
pair of tickets to the Foxwoods Resort Casino 301 Race as well 
as Caterpillar swag. Jason Kaczmarek of Malta Asphalt, Lawn 
& Landscape won the prize and attended the race with his 
15-year-old son, Wesley.

3 Snow removal. Fisher Engineering, 
Rockland, Maine, added new products 
to its line of off-road vehicle equip-

ment: the Trailblazer mid-duty UTV 
straight blade plow and the Trailcommand-
er 250 and Trailcommander 600 stainless- 
steel drop spreaders.

The Trailblazer plow provides pro-
fessional-grade features in a lightweight 
design for mid-duty utility vehicles, includ-
ing fully hydraulic blade positioning. The 
patent-pending Sway-Frame design allows 
the blade to shift from side to side and 
aligns with the wheel track to help prevent 
hard-packed snow. 

The Trailcommander 2.5 cubic feet 
and 6.0 cubic feet drop spreaders provide a 
spread width of 30-, 33-, or 36-inches in a 
drop pattern. Both spreaders come standard 
with three mounting systems to fit most 
UTVs, compact tractors or wheel loaders. 

Fisher Engineering 
www.fisherplows.com
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SUPPLIER IN THE NEWS
Bartlett Tree Experts offers signs to raise awareness of tick habitats
Bartlett Tree Experts, Stamford, Connecticut, has created 
interactive new signs for private and public landowners to raise 
awareness of tick and woodland hazards.

The first of the new tick habitat and woodland signs were 
installed by Bartlett Tree Experts at the Stamford Land Con-
servation Trust’s Helen Altschul Preserve on Dundee Road. 
The signs are available in all areas that Bartlett operates.

Jim Ingram, president and chief operating officer of Bartlett 
Tree Experts, says the signs were created for landowners and 
visitors of woodlands to be aware of the risks of ticks and haz-
ardous trees so they can be better prepared to enjoy these areas.

“We started our support of deer tick research at the Univer-
sity of Rhode Island through a partnership with URI’s Center 
for Vector-Borne Diseases more than 20 years ago to address 
the tick-related risks for our arborists,” says Ingram. “We saw 

the need to help raise aware-
ness of the risks to the public 
by sharing this information.”

A QR code printed on 
each sign can be scanned 
with a smartphone to provide 
woodland visitors with 
information about tick and 
woodland hazard risks. The 
woodland signs remind visitors 
to be aware of their surround-
ings, as these areas can pose 
risks from falling branches, 
bark, fruits and limbs, which 
can fall at any time.

6 Trimmer head. Husqvarna, Char-
lotte, North Carolina, introduced 
its RapidReplace trimmer head, a 

fast-loading new accessory for gas-powered 
string trimmers. 

The RapidReplace’s align, feed and twist 
assembly makes it easy to use, streamlining 
and simplifying the trimmer line reloading 
process with no disassembly required. It 
holds up to 22 feet of 0.095 string trimmer 
line for extended trimming run times and it 
comes preloaded with 0.095-inch Husq-
varna Titanium Force trimmer line. The 
RapidReplace is compatible with 0.065-
0.105 trimmer line.

With a durable design, it is built for 
rugged work in demanding conditions. 
It includes adapters for multiple brands 
and models for maximum compatibili-
ty. RapidReplace fits most gas-powered 
trimmers from Husqvarna, RedMax, Stihl, 
Echo and Shindaiwa. 

Husqvarna 
www.husqvarna.com

5 Flow sensor. Great Plains Industries 
Inc., Wichita, Kansas, introduced the 
Flomec QS100-10 irrigation flow 

sensor to its family of products. 
This 1-inch flow sensor is designed for 

commercial and residential irrigation flow 
detection and measurement of small leaks 
and line breaks. With a flow range of 0.22 
to 0.33 gpm, it can be used to monitor all 
zones with a single meter. The ability to 
detect flow down to 0.22 gpm makes it 
ideal for low-flow drip zones. In addition 
to its low-flow capabilities, ultrasonic 
technology means no moving parts to wear 
out or fail when winterizing systems using 
compressed air. 

The QS100-10 can be used above or 
below grade installations and is compatible 
with most irrigation controllers. It includes 
a simple two-wire connection for pulse and 
power for easy installation.

Great Plains Industries 
www.greatplainsindustries.com

4 Storage container. SnowEx Products, 
Madison Heights, Michigan, released 
a new line of all-weather storage 

containers designed to bring the storage 
of supplies, tools and personal protective 
equipment closer to where they are used. 

The containers will be available in four 
sizes, including 3, 6, 12 and 18 cubic feet. 
Each container has a molded-in closure 
that can be secured with an extended shank 
padlock to keep the contents secure and 
protected from the elements. The 6, 12 and 
18 cubic feet models feature molded-in 
fork pockets that allow for easy placement, 
even when fully loaded.

The weather-resistant, polyethylene 
storage containers can be used for a variety 
of storage applications, such as rock salt for 
winter cleanup, PPE and oil dry for shops 
and maintenance centers, and bulk item 
storage.

SnowEx Products 
www.snowexproducts.com
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Louisville, KY | www.GIE-EXPO.com |800-558-8767

Test, compare &  
buy new products

Explore the  
latest technology

Network & learn  
from experts and peers



Cutting Edge Performance
from Billy Goat! 
A Hardscaper’s dream:  
18" or 24" Sod Cutter 
Exclusive laser clad cutting blade’s hardened leading  
edge offers precision cut & up to 3x blade life.
Variable-speed hydro transmission plus reverse.  
Match cutting speed to ground condition.

Text "cut" to  
33988 US or  
33433 Canada*

Call 800-776-7690 or visit billygoat.com

*Data rates may apply
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Call 1.800.687.9551 for a No-Obligation Territory Analysis
www.christmasdecor.net/franchise

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

Fill Your Off Season With Profits
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toll free: 800.441.3573    
eMail: bioplex@earthlink.net
order on-line: bio-plex.com

One Product... COMPLETE
Plant - Soil - Root

AGRONOMICS

Florasearch, Inc.
In our third decade of performing confidential key employee searches 
for the landscape and irrigation industries and allied trades world-
wide. Retained basis only. Candidate contact encouraged, confidential 
and always free.

Florasearch, Inc.
1740 Lake Markham Road  |  Sanford, FL 32771

Ph: 407-320-8177  |  Fax: 407-320-8083
Email: search@florasearch.com  |  Website: www.florasearch.com

CLASSIFIEDS • •

Roundstone is Your Source for
Seeds and Plugs

Contact us for a free quote • 888.531.2353

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



• • BRANCHING OUT

50            Irrigation & Green Industry    September 2021 www.igin.com

When the power goes out, we turn to a generator to turn it back on. Year-round 
weather challenges bring snow, ice, wind, tornadoes, hurricanes and record- 
breaking rain and flooding. Any of these can cut the power in your shop, office 
or outbuilding. The Outdoor Power Equipment Institute, Alexandria, Virginia, 
provides these tips for safe generator use.

• Before purchasing, determine how many kilowatts you really need during 
an emergency.

• Research before you buy so you know the different options available.
• Place the generator outside and away from windows, doors and vents that 

could allow carbon monoxide inside. 
• Keep generators dry. Cover and vent the generator before a storm hits. 
• Store fuel in a safe place away from heat sources. Fuel more than 30 days old 

should not be used in any outdoor power equipment.
• Use the type of fuel recommended by the generator manufacturer. It is illegal 

to use any fuel with more than 10% ethanol in outdoor power equipment.

The temperature is beginning to drop and there is a hint of fall in the air. 
Before you know it, the lush green of summer will give way to the beautiful 
kaleidoscope of autumn color. We know that plants get their spring and 
summer green from the production of chlorophyll, but where do the yellow, 
orange and deep brown hues come from?

According to an article by Ed Brotak on grit.com, there are other plant 
chemicals in leaves that give them distinctive colors. “Carotenoids, which 
produce yellow, orange and brown hues, are found in leaves throughout the 
growing season, but are masked by the chlorophyll green. Anthocyanins, 
which are associated with reds and purples, are produced mainly in fall, 
and aren’t present in all trees,” says Brotak. “When chlorophyll production 
ceases in a leaf, the green color fades, and the other two pigments become 
dominant. The actual fall leaf color depends on the species of tree.”

Numerous factors can affect the brilliancy of the fall colors from season 
to season. Weather conditions, temperature, soil moisture and drought can 
all have an impact on the color vividness. 

SAFE 
GENERATOR	
USE

Fall foliage facts

IT WAS BUILT … AND THEY CAME!
After being postponed for a year, Major League 
Baseball’s “Field of Dreams” baseball game became 
a reality on Aug. 12 in a game between the Yankees 
and White Sox. 

The stadium was built outside of Dyersville, 
Iowa, next to the actual diamond where the 1989 
movie starring Kevin Costner was shot. BrightView 
Holdings, Blue Bell, Pennsylvania, played a major 
role in constructing the temporary ballpark in a 
cornfield. BrightView built the field and put in a 
well and irrigation. The company also installed the 
bullpens, fences and foul polls.

The original game was scheduled for August 
2020 and was postponed due to COVID. With the 
postponement, BrightView upgraded the irrigation 
systems to maintain the baseball field and the corn-
fields that sit beyond the outfield fence.

The event was a success and plans are in the 
works for the Chicago Cubs and Cincinnati Reds 
to meet at the same field in 2022. 

Grab your coat for a 
flip-flop winter
The Farmer’s Almanac has re-
leased its 2021-2022 extended 
weather forecast, and the long-
time weather predictor is calling 

for a “frosty, flip-flop” winter. The 
Farmers’ Almanac is predicting a 

near-normal amount of snowfall from 
coast to coast; however, the unusual aspect of 

this winter will be the month-to-month variations. 
According to the Almanac, January is expect-

ed to start out mild for much of the country but 
turn cold and stormy, with a blizzard forecast for 
the Northern Plains and Rockies late in the month. 
February is expected to be a quieter month in terms 
of storminess across much of the nation. The ex-
tended forecast says to expect a “winter whopper” 
for parts of the Northeast and Ohio Valley toward 
the end of the month. The Almanac is predicting 
cold and snowy conditions in late January for Tex-
ans, but fortunately, they shouldn’t be as bad as last 
year.
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*Offers valid in branch from Sept. 1 - Oct. 31, 2021 on participating products only. Promotional offers may vary by location. 
Offers not valid for national accounts and bid customers. Special pricing and promotions may not be combined with other 
coupons, offers, special nets and/or contract pricing. Taxes and delivery fees are excluded from the promotional offer.  
Other restrictions and fees may apply.

Earn Double Points on All EMPRO Products  
Earn double points when you buy EMPRO products at Ewing. Additional benefits for ProAdvantage members include:
 n Extended homeowner-financing options for your customers through Synchrony Financial
 n Leverage services adding value to your business.
 n Access resources for your business like back office discounts from ADP, Office Depot, UPS, Penske and more! 
Not a member? Ask an associate for details.

Follow us on social media:

EwingIrrigation.com

Scan for 
Overseed Products 



Adjustable to 2700K or 3000K CCTs

Onboard brightness control range 
80 to 420 lumens

5121-27/30BK - Mini

•

•Onboard brightness control range 
190 to 980 lumens

5021-30BBR - Standard

•

Continuous adjustability beam control 
NEMA distribution beam control up to 
90°x 120°

Horizontal or vertical orientations

Onboard brightness control range 
200 to 1500 lumens

5221-30BZ - NEMA

•

•

•
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