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See more of what Mike Dykstra has to say at www.mowpro.com

“In a matter of seconds,

you can go from

mulching to side-discharge. 

There’s not another 

mower that can do that.”

The New John Deere 7-Iron II™ Mulch-On-Demand Deck.

“When we want to side-discharge, we can do it right from the 
seat,” says Mike. “And we don’t have to carry an extra piece of 
equipment.” Just by engaging a lever from the operator’s seat, 
the 7-Iron II mulch-on-demand deck goes from mulching to 
side-discharge in an instant.

Mike Dykstra, Dykstra Landscape Services Inc., Grand Haven, Michigan

Vertis QCA
1300 19th Street, Suite 200
East Moline, IL 61244

Cyan Magenta Yellow Black 06-123
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our association is growing and going places. We have more resources and tools for 
our members than ever before, and our educational programs are second to none in the 
industry. Yet, there are still far too many landscape contractors and lawn care operators 
who are not taking advantage of what PLAnet membership has to offer. 

i know that joining an association is not for everyone. Many successful companies 
in this industry and others operate without being members of any trade or professional 
group. however, i am convinced that anyone who joins PLAnet will benefit from, and 
recoup the cost of, membership several times over. 

PLAnet literally has hundreds of resources of which members can take advantage. 
the savings in educational materials alone are worth the cost of membership, and there are 
other instant perks, too, such as the gas rebate card that you will read about in this issue.

the list of benefits is far too long for me to do justice to them all, here, but there are 
two i want to mention: networking and certification.

one of the biggest reasons to join PLAnet is for the networking opportunity. one 
cannot put a price tag on how valuable it is to be able to pick up the phone anytime and 
solicit a member’s opinion about a new service, a new software program, a new piece of 
equipment, or a particular challenge you are having with a client or employee. especially 
if you are an emerging company, being able to tap into an industry veteran’s experience 
is invaluable. At PLAnet, this happens informally at meetings and at other gatherings 
and formally through our trailblazers program. PLAnet trailblazers are an elite group 
of dedicated professionals who make significant and long-term contributions to the green 
industry. to give something back to the industry, each trailblazer has committed to set 
aside one day a year to mentor, on site, another PLAnet member. imagine what it would 
be like to have one of these individuals visit with you at your facility.

the certification program is equally exciting. PLAnet offers certification for 
landscape technicians and for landscape and turfgrass professionals. Being certified 
gives your company additional credibility and helps separate you from the competition. 
Members have told us that preparing for a certification exam is a great educational 
experience in itself, something many companies have recognized by incorporating exam 
training material into their overall training program.    

the PLAnet certification program is important for members who want to be 
recognized as masters of their trade and leaders of their profession, and it is important for 
the professional image of our industry. 

these two member benefits — networking and certification — provide a membership 
foundation that is rock solid. You cannot miss by taking advantage of either one, and 
both are just the tip of the benefit iceberg. i’m not saying this just because i am the new 
PLAnet president. no, i have been a member of PLAnet’s two legacy groups for years 
and have grown personally and professionally from my involvement. Being a PLAnet 
member is fun, it’s exciting, and it’s one sure way to meet new friends and grow your 
business, all at the same time.

E d i t o r i a l

The AdvAnTAge  
of MeMbership
John Gibson, CLT 
PLANET President



I joined PLAnet 14 years ago primarily to take 
advantage of the educational and networking 
opportunities available within the organization. 

i wasn’t disappointed. PLAnet members network 
informally at meetings and other gatherings and for-
mally through the trailblazer program. Best of all, 
they share best practices in a noncompetitive environ-
ment and develop friendships that last a lifetime. 

educational opportunities are abundant, too, 
through specialty symposiums, publications, seminars, 
and training programs. i even discovered that i could 
get expert advice from PLAnet’s safety, legal, human 
resources, and public relations consultants.

What more could i ask for? What more could i 
want?  the answer was spelled out in the word "oppor-
tunity" — the opportunity to participate in a national 
awards competition, to become nationally certified, 
and to participate in an ongoing dialogue among 
specialty group members to improve and elevate my 
profession.

• Awards program. the PLAnet awards program 
highlights the best of what our profession has to offer. 
Participating in the program presents an exceptional 
opportunity to promote award-winning projects to 
our customers, peers, and employees.

• Certification. the opportunity to become cer-
tified and raise our industry standard and level of 
professionalism is a benefit that any professional can 
appreciate, and it, alone, is well worth the price of 
membership.

• Specialty groups. As the chair of the design/
Build/installation Specialty Group, i am in a unique 
position to see how PLAnet works on behalf of its 
members.  By conducting focus groups and by talking 
with members and surveying them, we know what 
issues are currently on the front burner for design/
build/installation professionals and what initiatives 
need to be taken to bring about positive resolutions. 
People, technology, guest workers, and water conserva-
tion are among key concerns today. tomorrow, there 
will be others and PLAnet will be there to help lobby 
for meaningful legislation, promote relationships, and 
develop educational programs and other resources to 
benefit members. 

 So, if you’re wondering how a group comprised 
of design/build/installation, landscape management, 
lawn care, and interior plantscaping professionals 
can meet your needs, stop the questioning and start 
participating, now. Join PLAnet and see for yourself  
how PLAnet and your specialty group work on your 
behalf to provide growth opportunities. 

PLANET Advantage is sent complimentarily to PLAnet members and to landscape and lawn care firms nationwide.  
if you are a green industry service provider that specializes in design/build/installation, interiorscaping, landscape  

management, or lawncare and want to be a part of a premier professional organization, call:

 (800) 395-2522

 950 herndon Parkway  •  Suite 450  •  herndon, VA 20170
fax: (703) 736-9668  •  Web site: landcarenetwork.org • e-mail: info@landcarenetwork.org

MeMbership  
spells  

opportunity 

P L A N E T  M E M B E R S

Miles Kuperus, CLP, chair of the Design/Build/
Installation Specialty Group
President, Farmside Landscape & Design, 
Wantage, New Jersey
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What was your company 
New Year’s resolution?

Make our clients more aware of 
our complete service offering

	 We	are	not	unlike	most	full-ser-
vice	landscape	management	com-
panies.	We	offer	a	diverse	line	of	
services	through	several	different	
groups	 and	 account	 managers.	
Offering	 so	 many	 services	 is	 a	
tremendous	 advantage,	 but	 only	
if	clients	are	aware	of	them.	The	
one	area	where	we	can	definitely	
improve	this	year	is	communicat-

ing	more	effectively	with	clients.	We	need	to	make	them	
aware	that,	in	addition	to	landscape	management,	we	also	
offer	erosion	control,	aquatic	management,	and	landscape	
construction	services.
	 It	 is	 sad	 but	 true.	 Many	 clients	 that	 we	 have	 done	
business	 with	 over	 the	 years	 are	 still	 unaware	 of	 our	
diverse	offering.	As	a	result,	we	have	missed	out	on	some	
business	and	growth	opportunities.	How	is	this	possible?	
The	answer,	I	suspect,	revolves	around	the	word	“assump-
tion.”	Our	clients	assume	that	our	offerings	are	limited	to	
what	they	see	on	their	properties.	Our	account	managers	
assume	that	a	client	is	already	aware	of	our	many	services.	
And,	as	branch	manager,	I	assume	that	both	clients	and	
account	managers	do	not	hold	these	assumptions.	
	 Starting	 this	 year,	 I	 am	 attempting	 to	 throw	 all	 of	
these	 assumptions	 out	 the	 window.	 All	 our	 clients	 will	
receive	 an	 introductory	 letter	 from	 me	 thanking	 them	
for	 their	 business	 and	 outlining	 our	 full-service	 offer-
ings.	Then,	every	time	I	have	a	chance	to	meet	with	them	
personally,	I	again	will	mention	our	full	line	of	services.	I	
also	will	ask	our	account	managers	to	do	the	same.	This	is	
less	rocket	science	and	more	101	marketing.	After	all,	we	
should	be	promoting	our	company	every	chance	we	get.

American Civil Constructors, Inc.
Martinez, California

(925) 374-0060
e-mail: bhorn@acconstuctors.com

	 A	main	goal	for	this	year	is	to	
take	 advantage	 of	 new	 commu-
nication	and	imaging	technology.	
We	 have	 been	 working	 toward	
this	 goal	 for	 the	 last	 couple	 of	
years,	 but	 this	 exciting	 technol-
ogy	is	now	more	accessible	than	
ever,	 is	 becoming	 more	 user-
friendly,	 and	 our	 staff	 has	 the	
ability	to	use	it.		

	 One	of	our	first	steps	will	be	to	equip	all	of	our	sales	
staff	with	picture	phones	and	create	a	visual	 library	of	
projects.	We	also	intend	to	become	more	connected	with	
clients	via	the	Internet	by	developing	a	complete	database	
with	 their	 e-mail	 addresses.	 This	 move	 will	 allow	 us	 to	
quickly	send	information	to	clients	about	our	service	or	
conditions	on	their	property	that	may	require	immediate	
attention	(e.g.,	new	insects	and	diseases	or	a	drought	with	
impending	water	restrictions).			
	 We	also	are	training	our	staff	to	more	effectively	use	
digital	photography	as	a	sales	tool,	and	we	have	started	
to	take	advantage	of	satellite	mapping.		For	those	of	you	
unfamiliar	 with	 satellite	 mapping,	 one	 program	 called	
Google	 Earth	 provides	 a	 satellite	 image	 of	 a	 client’s	
property,	including	lot	lines.	The	image	gives	contractors	
a	unique	perspective	of	a	property	and	the	ability	to	over-
lay	a	new	design	on	it.	I	believe	this	program	can	become	
an	effective	“eye	in	the	sky”	marketing	tool.	
	 Taking	advantage	of	new	technology,	including	new	
equipment	 for	 our	 crews	 and	 new	 products	 for	 our	
customers,	 is	 something	 we	 strive	 to	 do	 every	 year.	 By	
equally	emphasizing	picture	phones,	digital	photography,	
the	Internet,	and	satellite	mapping	this	year,	we	feel	will	
be	 able	 to	 provide	 our	 customers	 with	 	 an	 even	 higher	
level	of	service	and	increase	our	sales.
	

Kinnucan Co.
Lake Bluff, Illinois

(847) 234-5327
e-mail rkinnucan@aol.com

Use the latest technology 
to increase sales

Bill horN, clp, clt BoB KiNNucaN
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Since	 the	 do-not-call	 list	
arrived	 on	 the	 scene,	 we	 have	
been	 struggling	 to	 find	 a	 way	
to	successfully	market	our	 lawn	
care	services.	Calling	the	residu-
als	(those	names	not	on	the	list)	
has	 been	 ineffective	 and	 find-
ing	 new	 customers	 has	 become	
increasingly	difficult.

Last	 year,	 we	 promoted	 a	
free	 one-hour	 consultation	 with	 the	 intent	 to	 close	 the	
sale	once	we	talked	with	the	homeowner.	Unfortunately,	
a	very	high	percentage	of	those	prospects	who	said	they	
would	be	interested	in	the	consultation	offer	were	never	
available	for	us	to	schedule	an	appointment.

Our	goal	this	year	is	to	increase	sales	by	15	percent,	
using	a	method	that	has	been	around	for	years	—	trav-
eling	door-to-door	and	asking	 for	 the	 sale	 right	on	 the	
spot.	With	this	approach	you	can	target	specific	markets,	
and	knocking	on	doors	gives	salespeople	the	opportunity	
to	 have	 that	 all-important	 personal	 contact.	 The	 trend	
today	 is	 to	 sell	 via	 the	 Internet,	 phone,	 or	 direct	 mail,	
none	 of	 which	 affords	 a	 personal	 touch.	 Knocking	 on	
doors	may	be	old-fashioned,	but	it	is	not	outdated.	There	
is	no	better	way	to	sell	 to	homeowners	 than	presenting	
your	product	or	service	face-to-face.

How	 has	 selling	 lawn	 care	 services	 changed	 for	
us?	 This	 is	 our	 fourth	 year	 in	 the	 business,	 and	 during	
the	 first	year,	we	employed	10	 telemarketers	 to	 sell	our	
services.	 Now,	 those	 chairs	 are	 empty	 and,	 instead,	 we	
are	 looking	to	fill	 two	door-to-door	sales	positions.	We	
hope	 to	 find	 two	good	 salespeople	who	can	pound	 the	
pavement	from	March	until	the	middle	of	April	and	then	
change	hats	and	either	work	as	technicians	 in	our	 lawn	
care	division	or	join	a	crew	in	our	maintenance	division.	
Finding	the	right	two	individuals	would	be	a	win-win	for	
everyone	involved.	They	will	be	able	to	extend	their	work	
season	with	us,	and	we	would	be	able	to	reach	our	sales	
goal	for	this	year.	

Weed Man/Appleton-GreenBay
DePere, Wisconsin 

(920) 964-9333
e-mail: gandrews@landscape-associates.com

Market our lawn care services  
via door-to-door sales

We want to be lean  
in a good year

As	 we	 start	 the	 New	 Year,	
all	 indications	are	 that	our	busi-
ness	and	the	overall	economy	will	
be	 strong	 in	 ’06.	 Despite	 these	
promising	 indications,	 our	 goal	
this	 year	 is	 to	 take	 nothing	 for	
granted.	 In	 fact,	 we	 are	 making	
a	concerted	effort	to	operate	our	
business	 just	as	we	would	 if	our	
sales	 and	 revenue	 were	 going	 to	
be	down.	

We	feel	that	operating	lean	in	a	good	year	has	three	
distinct	 advantages.	 It	 allows	 us	 to	 give	 our	 customers	
even	more	value	for	their	dollar,	prepares	us	for	that	inevi-
table	economic	down	cycle,	and	maximizes	margins	with	
strong	sales	numbers.

This	concept	is	not	new.	The	best	companies,	such	as	
IBM	and	GE,	operate	 lean	 in	good	times	and	bad.	If	 it	
makes	sense	for	them,	it	should	make	sense	for	us.	

Our	New	Year’s	 resolution,	 then,	 is	 to	 review	all	of	
our	processes	and	make	sure	they	are	as	efficient	as	pos-
sible.	We	are	considering	changing	all	 routing	schedules.	
We	 have	 created	 new	 incentive	 programs	 to	 encourage	
crews	to	find	a	more	efficient	way	to	install	plants.	After	
33	years	of	doing	plant	maintenance,	we	still	are	reviewing	
how	our	horticulturists	can	water	plants	more	efficiently.	

As	a	company,	we	are	totally	committed	to	this	strat-
egy	and	finding	ways	to	be	more	efficient.	Costs	seem	to	
be	 going	 up	 across	 the	 board,	 despite	 the	 pundits	 who	
proclaim	 that	 inflation	 is	 in	 check.	 Particularly	 in	 our	
industry,	the	Florida	hurricanes	will	likely	cause	our	plant	
material	to	be	in	short	supply	and	more	expensive.	Energy	
costs	 are	 way	 up	 for	 everyone.	 To	 maximize	 profits	 this	
year,	 we	 are	 raising	 our	 prices	 and	 reducing	 operating	
costs	 where	 we	 can.	 Again,	 I	 am	 completely	 optimistic	
about	this	year	and	making	our	sales	goal.	People	are	buy-
ing,	but	the	business	climate	dictates	that	we	will	have	to	
work	a	bit	harder	to	find	those	good	customers	and	then	
focus	completely	on	providing	good	value	and	maximiz-
ing	the	bottom	line.

John Mini Distinctive Landscapes
Congers, New York

(845) 267-5300
e-mail: johnmini@johnmini.com

JohN MiNi, cclpGerrY aNdreWs



Madison, Wisc., a city where bicycles out-
number automobiles three to two, is
renowned for its beautiful scenery and eco-
conscious culture. In fact, Madison was
named one of “America’s Top 10 Green
Cities” in 2005 by
The Green Guide, a
trusted green living
resource for today's
environmentally con-
scious consumer.

So, it seems fit-
ting that Madison
residents Mike and
Kathy Simon, own-
ers of Landscape
Care Company,
established in
1983, have found
success in running
their business in an
environmentally
friendly way. And,
with a roster
boasting more
than 95 corporate
clients spanning
from a national communications firm and a
state university, their green business is big
business. The Simons reinforce their commit-
ment to the environment through marketing,
even touting their use of environmentally
friendly outdoor power equipment in their
clients’ monthly statements.

Conservation-Minded • Their work crews
recycle debris from job sites and sort it for
landfills. They chip all brush. Used oil from
small engines and mowers is returned to their
STIHL dealer for disposal. Even the crew’s
lunchtime soda cans and water bottles are
brought back to Landscape Care to be recycled.

“We’re a conservation-minded company,”

Simon added. “The bottom line is that my
generation is a product of the ‘60s. At
Landscape Care, we’re green oriented in
everything we do.” 

For the Simons, that includes embracing
the latest technology
in outdoor power
equipment.

“When our dealer,
Middleton Power
Center, became
STIHL exclusive, so
did we. Not only
have our repairs been
reduced by nearly 45
percent, our equip-
ment is more
ergonomic, efficient
and environmentally
friendly.”

Today, Landscape
Care uses a range of
STIHL 4-MIX® prod-
ucts including 10
STIHL BR 500 back-
pack blowers and 10
STIHL FS 100 RX

trimmers—and customers have noticed.

Eco-Friendly Equipment • Prior to making
the change, Simon’s crews were restricted in
the times they could service some properties.
The University of Wisconsin Medical Clinics,
one of its largest clients, allowed work only
outside of normal business hours or on week-
ends due to highly sensitive emission sensors
at the clinics. And, work couldn’t start in many
other areas of the city until after 8 a.m. due
to noise ordinances.

Because of the reduced noise levels from
their new STIHL BR 500 leaf blowers and
noticeable reduction in exhaust fumes from
their new STIHL 4-MIX equipment, Simon’s

team is now able to be more productive and
eco-friendly on the job site.

“Working under those restrictions can take
away from your bottom line,” Simon shared.
“But now that we’ve switched to the STIHL
4-MIX line, including blowers and trimmers,
the only people losing sleep at 7 a.m. on
weekdays are my crew members.”

The low noise levels of the STIHL BR 500
made such an impact on Landscape Care’s
clients that property managers contacted

Simon directly to let him know they appreciated
the difference. 

“The response from our clients has been
overwhelming,” Simon said. “But our crews
have noticed the benefits as well—they don’t
have to shout over loud engines or use hand
signals to get each other’s attention. And, the
equipment is even more powerful than tradi-
tional units, so we work more effectively.”

Looking to the Future • With crews that run
equipment up to 55 hours a week, Simon is
always on the lookout for products that help
them work more comfortably and more
efficiently.

“It doesn’t cost much to recycle, care for
the environment or use green equipment,”
Simon said. “At the end of the day, we’re
just following our conscience. And there’s
no doubt that’s the right thing to do.”

As a result, Landscape Care Company
is turning “green” into gold—enjoying
double-digit revenue growth that comes
from building strong customer relation-
ships and employing ecologically friendly
business practices.

Turning Green 
Into Gold

Mike Simon is co-owner of the green-oriented Landscape Care Company

Use of the STIHL 4-MIX® equipment—BR 500 backpack blower, sound optimized at a quiet 65 dB(A) measured per ANSI B175.2
(above) and FS 100 RX trimmer (below)—allows Simon's team to be more productive and eco-friendly.  

Stihl iS a proud SponSor of the planet advantage magazine!          ■ indicate 2 on inquiry card
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weekdays are my crew members.”

The low noise levels of the STIHL BR 500
made such an impact on Landscape Care’s
clients that property managers contacted

Simon directly to let him know they appreciated
the difference. 

“The response from our clients has been
overwhelming,” Simon said. “But our crews
have noticed the benefits as well—they don’t
have to shout over loud engines or use hand
signals to get each other’s attention. And, the
equipment is even more powerful than tradi-
tional units, so we work more effectively.”

Looking to the Future • With crews that run
equipment up to 55 hours a week, Simon is
always on the lookout for products that help
them work more comfortably and more
efficiently.

“It doesn’t cost much to recycle, care for
the environment or use green equipment,”
Simon said. “At the end of the day, we’re
just following our conscience. And there’s
no doubt that’s the right thing to do.”

As a result, Landscape Care Company
is turning “green” into gold—enjoying
double-digit revenue growth that comes
from building strong customer relation-
ships and employing ecologically friendly
business practices.

Turning Green 
Into Gold

Mike Simon is co-owner of the green-oriented Landscape Care Company

Use of the STIHL 4-MIX® equipment—BR 500 backpack blower, sound optimized at a quiet 65 dB(A) measured per ANSI B175.2
(above) and FS 100 RX trimmer (below)—allows Simon's team to be more productive and eco-friendly.  
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Tomlinson Bomberger  
Lawn Care & Landscape, Inc.

When Tom Shotzbarger, CLP, 
CLT, COLP, CTP-CSL, was 

hired four years ago by Tomlinson 
Bomberger Lawn Care & Landscape, 
Inc., to be its general manager, he quickly 
picked up on an important aspect of the 
company’s culture during an interview. 
Company cofounder Clark Tomlinson 
was conducting the interview.  

“Clark, who is the company’s presi-
dent, told me that he continues to inter-
view all prospective co-workers because 
he wants individuals who can blend in 
easily with a culture that puts a pre-
mium on integrity, high-quality work, 

and teamwork,” Shotzbarger relates. 
The strategy has paid dividends. In 
business since 1981, Tomlinson and his 
partner, company vice president, Dave 
Bomberger, have grown their enterprise 
from its lawn care roots into a full- 
service landscape management company.   
 Located in Lancaster, Pennsylvania, 
Tomlinson Bomberger employs 
80 people and is projected to gener-
ate close to $8 million in sales this 
year. Lawn care still leads the way, 
representing 35 percent of the total 
revenue pie, with landscape mainte-
nance, construction and installation, 
tree care, and athletic field renovation 
and maintenance bringing in the rest. 
 
Country club roots

The partners started a lawn care 
company after leaving their positions 
at the Lancaster Country Club golf  
course. Club members familiar with 
their work provided the foundation for 
a solid start and the business took off. 

Customers soon requested other ser-
vices and the duo added maintenance, 
tree care, and design and installation 
to its service repertoire. The company 
later developed expertise in athletic field 
renovation, thanks in large part to Dave 
Bomberger’s past experience as assis-
tant superintendent at the golf course, 
and has since added several schools to 
its list of satisfied customers.  

“A few years ago, Pennsylvania 
instituted new rules to govern imple-
mentation of lawn care programs within 
its school system.,” Shotzbarger recalls. 
“We stepped forward with a plan to 
help schools conform, and they natural-
ly began to look to us for other services. 
Today, we work with 80 school districts 
in the state, either providing lawn care 
services or renovating and maintaining 
their athletic fields.” 

He continues, “We do a lot of our 
own market research, and if there is one 
clear trend, it is that customers want do 
to business with someone who offers a 
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broad palette of services. Just this year, 
we added a new interior/exterior pest 
control division, again to accommodate 
requests.”

Customers also are beginning to rely 

more on the company’s Web site for gen-
eral information about their landscapes 
and specific information about their 
accounts, including a service schedule 
and list of service options.

Times are changing, but not 
everything changes with the times, 
Shotzbarger adds, noting that the Web 
page most frequently visited is the one 
that presents a brief bio of coworkers. 
“Customers are forever curious about 
the people with whom they do business,” 
he explains.  “They want to put a face 
with a name and know more about that 
individual. Despite all of the changes 
in our industry, it is still a relationship 
business. In fact, of our 4,000 lawn 
care customers, most are still referrals 
— and the bulk of growth in all of our 
divisions comes from word-of-mouth.”  
 
Growth curve

Even though residential lawn 
care represents a big chunk of annual  
revenue, the company is gradually 
expanding its reach into the commercial 
market and putting more emphasis on its 
expanding design/construction division. 
Ideally, the owners would like to see a 
60/40 residential/commercial mix in the 
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“Customers want to do business with someone who offers a broad palette of services.”
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Company profile: 
Tomlinson Bomberger  
Lawn Care & Landscape, Inc. 
Lancaster, Pennsylvania
 
Officers: 
Clark Tomlinson, president 
Dave Bomberger, vice president
 
fOunded: 
1981
 
VOlume: 
$7 million to $8 million  
• Lawn care (35%) 
• Landscape maintenance (25%) 
• Landscape construction and  
   installation (18%) 
• Tree care (14%) 
• Athletic field maintenance (8%) 

cO-wOrkers:    
80
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near future — to balance the company’s 
offerings and provide a degree of insu-
lation from market fluctuations. They 
are committed to slow, steady growth, 
primarily through growing customers 
rather than through acquisitions, and 
they look forward to taking advantage 
of their new facility.

Last year, Tomlinson Bomberger 
moved from its old 4½-acre site to a 
new 11½-acre location with an existing 
structure that has since been renovated.  
“We have plenty of space now,” says 
Shotzbarger, who admits that they had 
more than outgrown the old facility. 
“We were tripping over ourselves, but 
now we have 8,000 square feet of office 
space, a 10,000-square-foot warehouse, 
and a 9,000-square-foot garage. A 5,000-
square-foot pole barn helps to keep a 
fleet of 60 vehicles, including 15 lawn care 
trucks, and a covey of maintenance and 
installation equipment, under cover.”

The general manager sees little 

problem filling up any leftover space. 
Since coming onboard four years ago, he 
has helped orchestrate 8 percent growth 
per annum and lay the foundation for 
additional growth. With 30 years of 
experience in nearly every segment of 
the green industry, and having worked 
on both the East and West Coasts and 
in between, Shotzbarger immediately 
brought a different growth perspective 
to the table. 

One of his first moves was to brand 
the company name by standardizing 
its logo and company uniforms. At 
one time holding 12 different state and 
national certifications, Shotzbarger also 
feels strongly about the value of train-
ing. Four years ago, he implemented a 
10-week training component to help co-
workers prepare for certification exams. 
The sessions were held one day a week 
for three hours, and those who passed 
their exams received a one-time bonus. 
Results were outstanding — 22 out of 

24 participants passed their certified 
turfgrass professional exam and another 
15 out of 17 became certified arborists.

This spring, the company will hold 
an equipment rodeo in preparation for 
the busy season ahead. The event con-
sists of two days of operating equip-
ment at any of 19 different stations, 
along with a day of  administrative 
training. 

“Increasing training opportunities 
at all levels of the organization is impor-
tant for everyone,” Shotzbarger empha-
sizes. “Having highly trained individu-
als lends consistency to a high-quality 
product and fosters teamwork. It also 
increases longevity.” Citing statistics, 
he notes that Tomlinson Bomberger 
has 13 coworkers who have been with 
the company at least 10 years. The 
average longevity of  employment is 
five years, and the company retains 
80 percent of  its people annually.   
 

The partners 
gained experience  
at a country club 

golf course before 
starting their lawn 

care company  
in 1981.

continued on page 14
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Dave Bomberger  
(yellow apron) and 
Clark Tomlinson 
(green apron) prepare 
breakfast for  
coworkers. 

Tomlinson Bomberger 
provides lawn care 
and maintenance  
services to 80  
school districts. 

Bright future
As Shotzbarger points out, the 

owners are very optimistic about future 
growth and adding to a list of 5,200 
area clients who receive one or more 
of their services. All told, there are 
220,000 single-family dwellings in the 
county and a growing commercial base. 
Furthermore, residents and business 
owners in Lancaster and Lancaster 
County have demonstrated a high level 
of appreciation for a green environment. 
The fact that the owners want to stay 
actively involved is a positive influence 
on growth, too. Tomlinson heads up 
the company’s HR department and, in 
addition to his role as vice president, 
Bomberger manages the Athletic Field 
Division. 

The privately held company is well-
known to area residents and customers, 
and coworkers can readily identify with 
its culture. This is balanced against a 
broader perspective that naturally comes 
with the arrival of new personalities. 

“All companies — no matter how 
successful — can benefit from being 
introduced to a different industry per-
spective,” adds Shotzbarger. “We recent-

ly hired Mike Davis, who hails from 
Washington state, as sales and market-
ing manager.  As our company con-
tinues to grow, its reputation will help 
bring in other individuals with special 
expertise.”

As he emphasizes, the industry is 
ever-changing and the most successful 

companies will be those that are skilled at 
blending a proven success formula with 
innovations. And that’s what Tomlinson 
Bomberger has done. Its owners have 
fashioned an organization that combines 
old, well-received values with new ideas, 
the combination of which is destined to 
fuel future growth.

14  <

continued from page 12
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Scott Swayze thought 

all decks clog in tall, wet grass. 

This one changed his mind.

The New John Deere 7-Iron II™ Deck. “Here in Washington, we have to cut in wet conditions 
all the time,” says Scott. “So we can’t afford to clog. 
And with the new 7-Iron II deck, we didn’t have to slow 
down, not even once.” With a higher blade tip speed, the 
7-Iron II makes short work of even the tallest grasses.

See more of what Scott Swayze has to say at www.mowpro.com

Scott Swayze, Blue Sky Landscape Services, Inc.,  Puyallup, Washington

Planet Advantage     03.06

06-122Vertis QCA
1300 19th Street, Suite 200
East Moline IL 61244
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“Across the board, con-
tractors are facing 

upward pressures on costs, 
yet customers demand that 
prices stay competitive,” says 
Kurt Bland, CLP, CLT. “It 
is becoming increasingly 
more difficult to pass along 
costs and still provide the 
same high level of service.”  
Bland, who is general man-
ager of Bland Landscaping 
Company in Apex, North 
Carolina, is among a growing 
number of landscape contrac-
tors and lawn care operators 
who battle this trend by apply-
ing lean management princi-
ples to their operation. The 
approach, which has its roots 
in the manufacturing sector, 
is designed to eliminate waste 
and add value for customers. 

Bland and several other 
contractors have traveled 
to Ariens Co. in Brillion, 
Wisconsin, to learn about 
lean management principles.  
Ariens designs and manufac-
tures snowblowers and lawn 
mowers under the Ariens and 
Gravely commercial brands 
and adopted lean manufac-
turing principles five years 

ago. The company has since 
increased its productivity by 
more than 10 percent annu-
ally, while lowering manu-
facturing costs and adding 

value to its product line. That 
translates into a 50 percent 
reduction in actual direct 
labor costs during the five-
year time frame. 

“Landscape contrac-
tors can use many of these 
same principles,” explains 
Ariens vice president of ride-
on products, Jeff Hebbard. 
He describes lean manufac-
turing as a five-step process 
designed to help manufac-
turers and other businesses 
achieve perfection. The five 
steps come from the book, 
Lean Thinking, by Womack 
and Jones. 

m a n a g e m e n t

Look  
Lean

Lean  
management 
transforms  
bottom line

continued on page 18
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The first step, Hebbard 
notes, is to identify what 
is value as defined by the  
customer. For Ariens, it is any 
action that changes the physi-
cal characteristic of a lawn 
mower on the assembly line 
that brings value to custom-
ers.  For a landscape main-
tenance business, it could be 
any activity that changes the 
physical characteristic of a 
property.  

Step two is to identify 
the value stream — all of the 
processes involved in mak-
ing a product or providing 
a service — and focusing in 
tight on the “stream” and not 
ancillary functions. 

Step three for a manu-
facturer is to actually make 
the product flow through 
production more smoothly 
with less waste. As Hebbard 
explains, “The only time 
when a manufacturer such 
as Ariens adds value is when 
it is doing something to the 
lawn mower. Any other use 
of time, resources, or money 
is waste. One way we reduced 
waste was to reduce the time 
we spent handling individual 
mower components.”

He gives an example. 
“Traditional manufacturing 
dictates that when you spend 
hours setting up a machine 
to cut one piece of steel for 
a drive shaft, you should 
cut enough steel for 1,000 
drive shafts. Then someone 
takes the time to put the 
drive shafts on a shelf  until 
it is time to turn them on a 
lathe. Then they are shelved 
again until they are milled; 

shelved again, then drilled; 
and shelved again, then 
painted.” 

All the time and money 
spent storing parts and tak-
ing them back and forth 
to individual milling or 
machining stations with 
a forklift is wasted time, 
Hebbard points out. To 
reduce the waste, a manu-
facturer would cut the shaft, 
turn it, mill it, drill it, and 
paint it all at one work cell. 

Time, of course, is not 
the only waste in this sce-
nario. All of the inventory 
that is not being used costs a 
company storage space and 
money, which leads to the 
next step: Build nothing until 
you get the order. 

Step five is to achieve 
perfection. In other words, 
the journey never ends 
because true perfection can 
never be achieved. “The more 
improvements you make, the 
more improvements you have 
to make,” says Hebbard. “You 
can always be better.” 

 
Better is better than best

Two years ago Bland 
Landscaping started apply-
ing lean management prin-
ciples to its operation. “We 
have since learned that best is 
the enemy of better,” explains 
Bland. “Instead of trying to 
be the best at something, to 
make a particular process the 
best it can possibly be, we 
look to establish improve-
ment goals for ourselves. In 
fact, we look at lean as a set 
of tools in our business tool-
box. It has become a way to 

develop a systematic process 
for improving various parts 
of our operation.” 

The primary tool in this 
set is the Kaizen (continuous 
improvement) event. Ariens 
holds several such events 
each month to improve and 
fine-tune its manufacturing 
operation. In a little over two 
years, Bland Landscaping 
has held almost 40 Kaizen 
events.  

“During a Kaizen, we 
try to determine what is 
good and what is bad or 
wasteful in a particular pro-
cess,” explains Bland. “Then 

we strive to eliminate the 
wasteful elements or steps, 
all the while justifying why 
something is part of the pro-
cess and how it affects what 
the customer is getting.” 

Bland includes at least 
five employees in the compa-
ny’s week-long Kaizen events, 
the topics of which have 
ranged from finding more 

after

Before

continued from page 16
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efficient ways to produce jobs 
in the field and conduct the 
billing process, to conserv-
ing fuel, selling services, and 
servicing equipment. 

“Sometimes you find 
you have to spend money 
to make money,” he relates. 
“For example, as the result of 
a fuel-conservation Kaizen, 
we replaced 63 backpack 
blowers with a new model 
that was 40 percent more 
efficient. Each of our older 

blowers was consuming 
approximately $900 worth of 
fuel annually. In six months, 
we recovered the cost of the 
new blowers.” 

One may ask how a more 
efficient blower adds value 
to the customer. The answer, 
of  course, is that driving 

down costs allows Bland 
Landscaping to be competi-
tive and continue to deliver 
a great, affordable service to 
customers. 

“Lean serves as a good 
catalyst to help us improve 
good processes,” says Bland. 
“The approach, however, is 
not easily adopted by a com-
pany because it requires a 
dramatic shift in everyone’s 
thought process. It truly has 
to become an important part 
of the company culture, and 
to be successful, it has to be 
driven from the top down.”

Bland Landscaping has 
a Lean Enterprise Advisor 
Board that reviews suggested 
topics from employees. The 
board meets once a month 
with a lean manager (who is 
responsible for new-process 
training, safety, and sustain-
ability). 

 
Payback

“It is very important to 
remember that the real rea-
son somebody does lean is 
to make a profit, to be very 
cost-conscious,” Hebbard 
emphasizes. “The tools and 
the process are all the means; 
the profit is the end goal.  We 
must be careful not to get too 
enamored of the process and 
forget why we are doing it in 
the first place.”

Robb Lied, president of 
Lied’s in Sussex, Wisconsin, 
agrees. Lied’s held its first of 
14 Kaizen events in December 
2004. “Every Kaizen event 
we have ever held has more 
than paid for itself,” says 
Lied. “When thinking about 

implementing lean manage-
ment principles, I believe it is 
important to first take baby 
steps. In our case, we wanted 
to start with improvements 
that would deliver immedi-
ate, tangible results and then 
move to those that may have 
a longer payback period. We 
started out by eliminating 
waste in our equipment repair 
shop and in crew storage 
areas. Then, we proceeded to 
find ways to enhance main-
tenance morning start-up 
time and improve construc-
tion techniques such as those 
used to build segmented-wall 
retaining units.

“As a result of one of 
our first Kaizen events, we 
tossed out equipment and 
parts we had not used in 
years and then cleaned, vacu-
umed, and reorganized. Now, 
employees… who may once 
have hunted for a half-hour 
or more to find a specific 
tool: can locate any tool or 
piece of equipment within 
minutes. In one garden shed 
alone, we threw out two 50-
yard dumpsters of junk.”

As Lied emphasizes, the 
immediate benefit of lean is 
twofold. It not only serves to 
reduce waste, but the process 
focuses on execution and get-
ting people involved. It truly 
becomes an important team-
building exercise.

“There is one immutable 
truth about lean,” adds Jim 
Martin, CLP, president of 
James Martin Associates, 
Inc., in Vernon Hills, Illinois. 
“When you get five or six 
people to spend four to five 

after
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Lied first implemented lean 
management principles by tak-
ing waste out of its equipment 
repair and crew storage areas.
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days together, amazing things 
can happen. Having that sin-
gular focus for a week also 
creates a lot of momentum.” 

Martin explains that his 
company became interested in 
lean management because it 
is a repeatable process. It also 
generates several byproducts, 
not the least of which is shar-
ing best practices among par-
ticipants. “All Ariens’ Kaizen 
teams are cross-functional, 
meaning participants come 
from various divisions within 
the company,” says Martin. 
“Bringing in different peo-
ple with a fresh perspective 
is a great way to challenge 
assumptions and find ways to 
improve processes.” 

To date, James Martin 
Associates has conducted 10 
Kaizen events. “Companies 
that adopt lean as a culture 
attack their most impacting 
process,” Martin explains. 
“They start by using the 
80/20 rule. Twenty percent 
of their processes create 80 
percent of the value, so start 
with those processes. Once 
a Kaizen event starts, all 
of the steps in the process 
under review are identified. 
Then, Kaizen team members 
improve the process by elimi-
nating unnecessary steps. 
The new, improved process is  
tested and, if  it works as 
anticipated, the team docu-
ments it and creates a guide.” 

The final step, he adds, 
involves creating an auditing 
program to ensure that the 
new process is followed. 

“Initially, lean thinking 
works best with processes that 
you repeat,” he re-emphasizes. 

“Fueling trucks, writing pro-
posals and mowing sites are 
all good candidates. So, too, 
is the sales process. We have 
held a Kaizen on selling and 
mapped out the process and 
actually created a sales flow 
chart. We thought that if we 
could identify 15 steps and 
reduce that number to 10, 
we could dramatically reduce 
the time a salesperson spends 
per sale.”

He continues, “I think 
our company is already good 
at what it does and is very 
much process driven. Still, I 
believe in three to four years, 
implementing lean manage-
ment principles can make us 
180 percent more productive 
and possibly cut 40 to 50 per-
cent out of our direct costs.”   
 
Key points

All three contractors 
emphasize that lean is a road  
map for continuous improve-
ment and, if  conducted  
successfully, will eventually 
be imbedded so deeply with-
in a company culture that 
employees will produce pro-
cess improvements without 
having to create a special 
event. In other words, look-
ing for ways to improve a 
process will become routine 
and employees will “just do 
it.”  In the meantime, they 
emphasize how important 
the word commitment is to 
successful implementation. 
They also offer this advice 
for contractors contemplat-
ing becoming lean.

“Don’t try to cover too 
much ground too quickly,” 
says Bland. “The most suc-

cessful Kaizen event tries to 
improve on standard work 
one step at a time. Instead 
of  taking a broad-view 
approach, we learned from 
our Ariens’ experience to 
look at a process by going an 
inch wide and a mile deep.”

Lied adds, “We do not 
view lean or holding a Kaizen 
event as a ‘plan of the month’ 
or something we do only 
when convenient for us. We 
hold Kaizen events during the 
busy season, too, and ulti-
mately ask 4 to 5 percent of 
our workforce to participate.”

From an industry per-
spective, Martin emphasizes 
that applying lean manage-
ment principles could have a 
very dramatic impact. 

“Ariens realized a tre-
mendous improvement in 
productivity and reduction 
in labor costs from lean,” 
Martin explains. “At first, 
we were skeptical that the 
service sector could realize 
similar gains, but I believe 
we can. Right now, only a 
small percentage of  con-

tractors around the coun-
try are taking waste out of 
their companies and adding 
value for customers. Increase 
that number, and we have a 
chance to remove waste and 
add value across the entire 
industry.”

All three of these contractors 
participated in this year’s Crystal 
Ball Committee, which focused 
on the impact that lean man-
agement and lean thinking could 
have on the landscape industry. 
Jim Martin is writing this year’s 
Crystal Ball Report. 

Are you interested in learn-
ing more about lean management 
principles and how they can be 
applied to your operation? The 
answers are in the most recent 
PLANET Crystal Ball Report  
#26 entitled “The Lean Journey 
… An Operational Strategy that 
Delivers Value to the Customer 
and Eliminates Waste.” For 
more information about this 
report or to order a copy, call  
(800)293-5542 or visit PLANET’s 
Web site at landcarenetwork.org.

 
During a James Martin Associates Kaizen, team members created a 
sales flow chart to find ways to make the sales process more efficient.
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Casey Allison was hired five and a half years ago as a horticulture  
technician trainee for Buckingham Greenery, located in Buckingham,  

Virginia. She is now the Richmond branch manager overseeing  
eight technicians and an account manager.  

This is her story about moving up.
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M o v i n g  u p

“Before applying for 
the job at Buckingham 

Greenery, I had virtually 
no experience with plants,” 
recalls Casey Allison, 
Richmond branch manager 
for Buckingham Greenery 
“I had worked as a waitress, 
managed a grill, and then 
spent some time in the child 
care industry. The job at 
Buckingham sounded inter-
esting so I applied. 
     “At first, being a tech was a 
bit overwhelming. Luckily, I 
had a four-week training pro-
gram with an account man-
ager who took me around 
to all of my future accounts 
and gave me some impor-
tant hands-on training. She 
also compiled a checklist as a 
guide for me to follow once I 
was on my own. 
    “I had 30 accounts, mostly 
corporate offices and one 
mall. I liked my work and 
caught on to the business of 
maintaining interior plants 

relatively quickly. After 2½ 
years as a horticulture techni-
cian, I wanted to learn more. 
I asked for more responsibil-
ity and started to train as an 
account manager under the 
supervision of the compa-
ny’s director of horticulture 
services. 
     “As an account manager, 
I worked with new techni-
cians and conducted ongoing 
training sessions, prepared 
monthly calendars for tech-
nicians, and worked closely 
with clients. As part of my 
job description, I evaluated 
technicians’ job performance 
and then reviewed my find-
ings with them. 
     “After nearly two years in 
this position, I was promot-
ed to branch manager and I 
now oversee the Richmond 
operation.”

Helpful hints
 Casey offers some help-
ful hints for individuals look-

ing to advance. First, she says, 
never assume. 
 “The fact that I showed 
interest about learning some-
thing new was to my advan-
tage. Never assume that your 
employer knows that you 
want to grow.” 
 Then, strive to get out of 
your comfort zone. “When I 
started with Buckingham, I 
was young and shy,” Casey 
remembers. “There was one 
occasion in particular when a 
PBS crew came to do a story 
on one of our projects, and 
I was nominated to be inter-
viewed. To say I was appre-
hensive is an understatement. 
Yet deep inside, I knew that 
this was something I needed 
to do. The interview went 
well and, since then, I have 
found that doing uncomfort-
able things is a part of learn-
ing and growing.”
     The new branch manager 
attributes part of her success 
to an unquenchable thirst for 

information and more knowl-
edge. “There is always some-
thing new to learn,” she empha-
sizes. “To stop gathering infor-
mation and gaining knowledge 
is to stop growing.”
     As a manager, Casey also 
wants to let her team know 
that she cares about them 
and what they do. “If you are 
in a management position, I 
believe you have to lead by 
example,” she relates. “For 
me, that means working side 
by side with my technicians or 
account manager when they 
need help. At the same time, 
learning to delegate is impor-
tant. The most challenging 
part of my job now is getting 
everything done in a day that 
I want to get done. The only 
way I can do this is to offload 
some responsibilities. In the 
process, I am also going full 
circle — helping other people 
grow and advance.” 

with being uncomfortable



with being uncomfortable
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Every time a U.S. Lawns 
truck from Defiance, 

Missouri, fills up with fuel, 
the company saves $3. That 
is a good deal for managing 
partners Fred, CTP, CA, and 
Kelly Haskett, who explain 
that the savings will amount 
to $900 a year, which eas-
ily covers the cost of their 
PLANET membership. 
 “We are a very small 
company, only five trucks,”  
says Kelly. “Imagine what the 
savings will add up to for 
large companies with several 
trucks on the road?”
 To realize the savings, 
the Hasketts simply applied 
for a Shell Fleet Credit Card 
last fall. The card, available 
to all PLANET members, 
allows cardholders to receive 
a 3 percent savings on fuel 
purchases at Shell stations. 
As Kelly relates, every time 
one of her trucks pulls up to 
a Shell gas station, the tab 
usually totals $100 — $50 for 
the truck fill and $50 for the 
equipment on the trailer. The 
3 percent rebate amounts to  
3 dollars in savings. 
  “The Shell Fleet Credit 
Card didn’t cost us any-
thing,” Kelly adds. “We sim-
ply filled out an application 
and requested six cards, one 
for each of five foremen and 

one for ourselves. Our card 
comes with a $3,000 spend-
ing ceiling and is limited to 
gas and oil purchases only. 
We could expand the scope 
of the card if we wanted to, 
to nearly anything that is sold 
at a Shell retail outlet, but we 
decided against that.”
 The company receives 
a monthly statement that 
details individual transac-
tions for each card, including 
the location and time of day 
that a  purchase was made 
and type of fuel purchased. 
If so desired, Kelly also could 
request that cardholders sub-
mit a PIN number with each 
purchase and write down the 
truck mileage.
  “Prior to receiving the 
Shell Fleet Credit Card, 
employees were using our 
personal credit cards for 
fuel purchases,” she explains. 
“The Shell Fleet Credit Card 
limits our risk and gives us a 
refund, directly off the bill.”

Bonus
 As far as Kelly is con-
cerned, the Shell Fleet Credit 
Card is an added bonus of 
being a PLANET mem-
ber. “We have been in busi-
ness four years, and being 
a PLANET member has 
allowed us to develop some 

great relationships with other 
members during that time,” 
she emphasizes. “Being able 
to pick up the phone and talk 
with members virtually any-
time about anything has been 
invaluable to us, from help-
ing us become involved with 
the H-2B program to talking 
us through other important 
business issues.”
 The Shell Fleet Credit 
Card, she adds, has given 
the company a means to 
recoup some of the rising 
fuel costs without putting the 
burden on customers’ shoul-
ders. By documenting fuel 
transactions, it also gives the 
Hasketts additional informa-
tion to help them reduce and 
control fuel consumption.
 “During the first month 
that we had the card, we saved 
$45 on our fuel bill,” Kelly 
relates. “The next month, we 
saved $75. Any PLANET 
member with a Shell gas sta-
tion nearby would be remiss 
not to apply for the card.” 
As for non-PLANET mem-
bers, she adds, the fuel rebate 
program more than pays for 
the cost of joining, and it is 
only one benefit among many 
others available to PLANET 
members.

Shell waives the minimum purchase 
requirements for PLANET members.

M E M B E R  B E n E F i T S

FUEL UP  
       THE $Aving$



Formerly ALCA and PLCAA

In a world that demands professionalism, PLANET 

certification is essential for anyone in the green industry.

When customers see a “PLANET Certified” patch 

on your uniform or logo on your truck, it tells them that you have been certified at the highest 

level of professionalism.

Certification by PLANET offers numerous benefits for you and your company:

• An enhanced image of professionalism that creates a competitive edge

• The potential for higher income through career development

• Instant credibility — PLANET certification is proof that you possess knowledge, technical 

skills, and a commitment to quality

• A marketing edge to set your company apart from competitors

Take the first step by visiting landcarenetwork.org to order study materials and get other 

details. Invest in yourself and reap the benefits of PLANET 

certification!

Visit: landcarenetwork.org. Or call: (800) 395-2522

Click landcarenetwork.org
to grow your image, knowledge, and business 
through PLANET certification.

PLANET certification is available for everyone
working in: Landscape installation and maintenance,
lawn and turf care, and interior plantscaping[ ]
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New PLANET Safety Program on CD Now Available
The PLANET/STARS Safety Program for Green Industry Companies is 
now available on CD through the PLANET Bookstore. You can adopt this 
ready-to-use safety program, as is or customize it, to meet your company’s  
specific needs. The program includes a comprehensive Company Safety Policy,  
guidance to green industry compnies on implementing and further developing  
the safety policy, ready-to-use forms and sample policies, and low-cost  
resources for additional information on the topics covered in the safety 
policy. This new safety program is designed for green industry compa-
nies of all sizes to help reduce employee injuries and resulting workers’  
compensation claims, OSHA citations, and other job-related injury costs. 
For more information, visit the PLANET Bookstore at landcarenetwork.org. 

Specialty Symposium
August 4 – 6, 2006
Hyatt Regency, Milwaukee, Wisconsin
The Specialty Symposium is designed as an educational opportunity for 
both owners and managers to take an in-depth look at four specific aspects 
of running a green industry business. This year’s symposium offers four 
separate tracks (design/build/installation, interior plantscaping, landscape 
management, and lawn care) that will cover the most critical topics and 
issues facing each industry specialty group. Green industry professionals 
will lead the presentations and discussions, sharing their experiences and 
approaches to facing the changing business climate.

Certification for Professional Growth
Sharpen your skills and enhance your credentials and professionalism by 
becoming certified. An effective marketing tool, certification shows cli-
ents that you meet industry standards. Visit landcarenetwork.org for more 
information on PLANET’s certification programs, lists of test dates, and 
test sites.

Become a Member
If you are serious about growing your green industry business, PLANET 
will give you the skills, information, and contacts you need to be successful. 
PLANET membership gives you access to a wide range of tools and resourc-
es that will make you more competitive. PLANET delivers up-to-the-minute  
information and techniques and connects you to a nationwide network  
of industry leaders. For membership benefits and an application, contact  
PLANET at (800) 395-2522 or join online at landcarenetwork.org.

For more information

about any of PLANET’s services: 

Phone: (800) 395-2522 

Fax: (703) 736-9668

Web site: landcarenetwork.org

E-mail: info@landcarenetwork.org

Or return this issue’s response card

2006 Legislative Day on the Hill 
and Renewal & Remembrance at 
Arlington National Cemetery
July 23 – 25, 2006
Holiday Inn on the Hill, 
Washington, D.C.
At the 2006 Legislative Day on the Hill, 
join PLANET’s effort to connect with 
legislators in Washington, directly convey-
ing the concerns and comments of green 
industry professionals to the halls of the 
Capitol. Unite with PLANET’s legisla-
tive efforts to forge superior representa-
tion on the vital issues that most affect 
our industry. In addition to the legisla-
tive action on the Hill, PLANET mem-
ber companies have the opportunity to 
remember America’s veterans and leaders 
by donating their time and/or equipment 
to the annual beautification project at 
Arlington National Cemetery and historic 
Congressional Cemetery.
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Introducing the BR 600 super blower, the latest in a
complete line of STIHL blowers. As our most powerful
backpack blower ever, the BR 600 represents the future
of professional blowers. The powerful 4-horsepower 4-MIX®

engine puts out an air speed of 201 mph with more torque
and horsepower than a conventional two-stroke, while using
less fuel. It’s clean-burning, too, easily meeting 2005 EPA
emissions standards. And the new design yields a

smooth, pleasant sound. For comfort and control,
we’ve redesigned the shoulder strap system, simplified
the starting procedure, reduced vibration and delivered
one of the best power-to-weight ratios in the industry.
So stop by your STIHL Dealer today and see what the
future feels like.

1 800 GO STIHL • www.stihlusa.com 

How does it feel to add a new blower to the family?
Super.
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