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The work inside your office and outside in the 
field are equally important to the success of 
your Business. John Deere Landscapes/LESCO 
not only provides the materials you need for 
your field work, but through our Partners 
Program, we also offer Business Solutions to 
help you save time and money while you’re 
inside the office.

Business Solutions Include:
National Health Access - Health care 
tailored for you and your budget
Sprint/Nextel Phone, Service & GPS 
System Discounts
OfficeMax Volume Discounts
Paychex Payroll and HR Services 
Discounts
3-Year Plant Protection Plan
Moveable Cubicle Discounts
Homeowner Financing through John 
Deere Credit

Travel & Merchandise Rewards
John Deere Landscapes University
Employee Training through GoTrain
GreenCAT Electronic Catalog
Electronic Data Exchange - Receive 
invoices electronically
Discounted Truck Rental through 
Enterprise Rent-A-Truck
Lien Direct Online - Real-time lien tracking

Learn More and Save Big!

For more information contact the Concierge Hotline at 800-820-4848,  
or visit us online at www.JohnDeereLandscapes.com.

Business Solutions can help you improve your business from the inside 
- out.
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the association of members  
who create and maintain  
the QUALitY of Life in  

communities across America.

OUR MISSION
The Professional Landcare Network  

cultivates and safeguards opportunities  
for our members — the dedicated  

professionals and companies who create 
and enhance the world’s landscapes. 

OUR VISION
To be the respected leader and voice  

of the green industry.

 One of my goals as PLANET president 
is to encourage all green industry members 
to take credit for what they do. Landscape 
management and design/build/installation 
contractors, lawn care operators, and 
interior plantscapers all share a common 
bond; we are members of an industry that 
creates and maintains the QUALITY OF 
LIFE in communities across America.
 The phrase is accurate because we are 
responsible for the elements that comprise 
beautiful landscapes, and beautiful 
landscapes enhance the quality of life. With 
that responsibility comes another, even 
more serious responsibility — we have to 
be proactive and set the standards for this 
quality. We can’t allow communities across 
America to do this work for us, nor can we 
allow our suppliers to dictate the level of 
this quality. 
 What I’m writing about here is the other 
half  of the quality equation — the fact that 
quality built and maintained landscapes do 
more than add beauty to the environment; 
they protect and sustain it. If  we don’t work 
toward being stewards of the environment, 
our message rings a bit hollow. 
 As contractors, then, we have an 
obligation to use low-impact products 
and equipment when we can, and demand 
that our suppliers deliver more of these 
resources so we can deliver on our promise 
to customers. Does a whiney, high-pitched 
backpack blower take away from the 
quality of life? You bet it does. When fine 
dust from sawing patio bricks drift over to 
a neighbor’s house, is the contractor adding 
to the community’s quality of life? Ask  
the neighbor. 

 We have the technology to eliminate 
virtually all noise and pollution from 
many of the products we use. The issue is 
that it’s expensive and manufacturers don’t 
believe their customers will pay for these 
improvements. I’m not sure, but I believe this 
mentality is changing. In the communities 
that have already banned blowers due to 
noise, I guarantee you that our service 
provider members would pay twice the 
price for equipment that could be used in 
those communities. The growing “green” 
movement today is like the fax machine. 
At first expensive and few in number and, 
just a few short years later, it was a standard 
business tool. I think being a “green” 
business will be much the same. Being green 
will not be optional. Contracts will require 
it.  Our clients will drive us there, and we 
should take the lead in moving our industry 
there. In partnership with our industry 
manufacturers, technology will have to step 
up to the plate.
 Noise, though, is just one example. 
There are other examples where communities 
are stepping forward to set standards for us 
— in terms of how much water we can use, 
what kinds of control products we can put 
down, and where we can dispose of yard 
waste, to name a few. At the supplier end 
of the spectrum, we have to continue to 
push for environmentally friendly products; 
at the other end, we have to continue to 
educate our customers about the design and 
maintenance strategies we can employ to 
improve their quality of life. 
 We are not simply designers, builders, 
and maintainers; we are stewards of the 
environment which makes it even more 
important for us to set the quality standards.
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y father started our company 
in 1959 out of the back of a 
Studebaker. Like so many landscape 

contractors since, he learned from the school 
of hard knocks until he discovered PLANET 
(then Associated Landscape Contractors of 
America). By going to meetings and events 
such as the Green Industry Conference 
(GIC), my father learned how to grow 
efficiently, add new services, and get to 
the next level. Later, when I joined the 
company after spending a couple of years 
in the insurance industry, I started to attend 
meetings, too. Now, when we take a couple 
of employees to the GIC or a symposium, 
my goal is to pick up one or two good ideas. 
This alone pays for our trip. In fact, I have no 
doubt that attending a PLANET conference 
doubles, even triples, our investment, and 

that goes for our membership, too. The 
potential return for becoming a member far 
outweighs any investment in time and money 
that you make. 
 What I’m relaying is more than rhetoric. 
PLANET has helped us in so many ways. 
Networking and attending seminars taught 
us how to literally triple the size of our 
company without increasing our physical 
space or adding to our office personnel. 
We’ve learned how to attract good employees, 
offer them a living wage, and keep them 
employed. That’s the secret to success, and 
it’s something we’ve learned from the best 
minds in the industry. There’s only one place 
to tap into this synergy and gain this kind of 
industry knowledge. Join PLANET today. It 
is the best and simplest move you can make 
to better your business. 

M

Join pLanet today. 
It’s the best move you can make to better your busIness.

John Foegley, CLP
John Foegley Landscape, Inc.
South Bend, Indiana
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New initiatives 
lessen our impact 
on the environment

 
Two years ago, we started a 

program to lessen our company’s 
impact on the environment. As part 
of this initiative, all 45 of our diesel-
powered trucks and all our diesel-

powered, off-road equipment now run on B20 bio-diesel fuel. 
We also use four-mix engines instead of traditional two-cycle 
engines to power all our hand-held equipment. The four-mix 
engines produce less noise and hydrocarbons than their two-
cycle counterparts, and they consume less fuel. Initially, the 
bio-diesel fuel was slightly more expensive than regular diesel, 
but buying the B20 in volume has actually reduced fuel costs. 
 In good conscious, we couldn’t continue to wash our 
equipment on a gravel pad. All that waste water eventually finds 
its way back into our water supply, so we have also constructed 
an enclosed wash bay with a grease trap that keeps waste water 
effluent out of the storm-sewer system. The new facility cost us 
around $40,000 to build, but it has become an important part 
of us being responsible business people. 
 Additionally, we recycle all the green waste we generate 
during landscape maintenance operations and recycle the scrap 
metal we generate from our landscape and irrigation operations. 
Office paper, blueprints, magazines, cardboard, waste oil, and 
other lubricants are also recycled. 
 Being responsible comes with a price tag, but I believe it 
will also generate economic rewards. We are just now beginning 
to promote our “green-friendly” efforts in a new Web page and 
our trucks are being fitted with new logos. Once customers fully 
realize our commitment to the environment, our effort should, 
if  it hasn’t already, translate into a competitive advantage.

Bland Landscaping Company
apex, north Carolina

(919) 387-0010
www.blandlandscaping.com

Our company 
partners with  
area municipalities

 
   Among our initiatives to be 
a steward of the environment, we 
operate three compost sites and 
take in yard debris from several area 
municipalities. They are charged a fee 

for the service, and we compost the material to be used on our 
landscape projects. When mixed with grass seed and fertilizer, the 
compost makes an excellent seed bed and helps enrich the soil. 
 The composting program allows municipalities to dispose 
of debris without having the operational costs of managing a 
composting facility and provides us with a more effective way 
to seed lawns. The partnership also lined up with one of our 
company values, to be environmentally responsible. 
 In addition to producing approximately 65,000 cubic 
yards of compost annually, we do many popular things, such 
as recycling grass clippings, offering IPM service to customers, 
recycling fluids in our service shop, and recycling burned-out 
fluorescent light bulbs. We’ve also removed phosphorus from 
our lawn fertilizers, which can contribute to algae blooms in 
local waterways, something that we did a year before it was 
banned from use in our county.
 Virtually everything is turning green in this part of 
Wisconsin, and nothing is being thrown away. Among other 
environmentally friendly moves, we recently formed a recycling 
department that recycles shingles, which are scheduled to be 
banned from area landfills. The shingles go through a sorting 
line where nails and paper are separated from the shingles. 
The shingles are then ground into a powder and sold to 
pavement contractors to be used in an asphalt mix. We have an 
environmental coordinator on staff  who, in addition to working 
with our recycling department, conducts “environmental 
audits” in search of ways for our company to be even greener in 
its operation. 
 The watchwords around here are reduce, reuse, and recycle 
— reduce our consumption, reuse what we can, and recycle 
what we can’t reuse. 

the Bruce Company of Wisconsin
middleton, Wisconsin

(608) 836-7041
jeff@bruceco.com

How do you position your company as a 
STEwARd OF ThE ENVIRONMENT?

KURT BLANd, CLP, CLT JEFF JOUTRAS, CLP
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We network to 
get the “green” 
message out

 
We have been providing 

interior and exterior installation 
and maintenance services in the 
Boston area since 1989. Recently, we 
installed plants on two green roofs 

in the city and look to increase our involvement with green 
roofs. Our best marketing tool for this service is networking. 
We participate with several groups, including the Nexus Round 
Table. Nexus is a resource center in downtown Boston dedicated 
to educating the public about the benefits of sustainable design 
and green building innovation. We spend most of our time, 
however, talking with building engineers and architects, helping 
them understand our piece of the puzzle. Boston hasn’t come as 
far as Chicago and other large cities with respect to green roofs, 
but we’re making progress.
 On the interior side (our business is 60 percent interior) we 
enthusiastically support Green Plants for Green Buildings, just 
as we supported Plants at Work. Getting clients to move beyond 
the altruistic benefits of plants and seriously address their health 
benefits remains a challenge.  I am certified to train architects, 
but I’ve found that it takes a fairly sophisticated individual to 
truly understand and act on the green message we’re conveying. 
 With that said, getting the “benefits of green” message 
across to customers is definitely the direction we all need to go, 
and we’ve made some progress. We’re convincing some of our 
clients to change their ways (e.g., one of our law firm customers 
no longer uses brass plant containers, but instead uses recycled 
clay). Recycled glass is an interesting mulch, and we are gradually 
converting other clients to use environmentally friendly 
containers. It’s all part of the same picture, understanding 
the benefits of the services we provide and becoming more 
environmentally aware overall. I think, too, that our suppliers 
need to be more helpful, to come up with designs and materials 
that fit into the green picture. 
 As an industry, we need to find more ways to educate our 
customers and the general public about the many benefits that 
our services offer. Yes, plants look good and lend plenty of 
aesthetic appeal to a building, but their true benefits go well 
beyond aesthetics. 

harding Botanicals
Southborough, massachusetts

(508) 624-9911
e-mail: bh@hardingbotanicals.com

We offer a variety 
of environmentally 
friendly services

 
Oregon is an environmentally 

aware state and most everyone 
wants to be responsible. Just how 
responsible oftentimes comes down to 
how much a client is willing to spend. 

 As a company, we grind compost and reuse all our landscape 
debris and recycle all paper, cardboard, and plastics — just 
as a course of business. For our customers, we have a variety 
of environmentally friendly services. We offer integrated pest 
management and avoid applying control products until there’s 
a need. The challenge is to catch pest and disease symptoms 
before damage causes turf and plants to stress. Because water 
is a limited resource and becoming more expensive, we monitor 
irrigation systems regularly and use drip irrigation when we 
can. We also manage our water programs, meaning we practice 
deep root watering that allows us to avoid watering everyday. 
 We give customers a choice of organic or synthetic fertilizer 
programs, and, for those who are particularly concerned about 
lessening their environmental impact, we use mowers with 
propane engines, sweep walks and driveways, and hand rake 
leaves. For them, it’s about keeping noise to a minimum, avoiding 
the use of control products of any sort, and keeping pollution 
to an absolute minimum. This type of care is more expensive, 
but frequently clients are willing to pay this additional price to 
be green. 
 Green roofs are becoming very popular in Oregon. In 
the Portland area, virtually all new high-rise construction has 
a green roof that absorbs water (to reduce runoff) and acts as 
insulation. Installing and maintaining green roofs has become 
part of our service offering. We also offer wetland mitigation to 
re-establish habitat for wildlife and provide a natural holding 
area for water runoff. 
 Not all states are like Oregon, where there’s a long history 
of environmental awareness. Even so, I believe there’s plenty of 
opportunity for most companies to market their environmentally 
friendly services. There’s a growing demand for these services, 
and manufacturers and other suppliers are coming forward with 
products to help us deliver them.

dennis’ Seven dees Landscaping
portland, oregon
(503) 777-7777

davids@dennis7dees.com

BETh hARdINgdAVId SNOdgRASS, CLP



Kurt Bland, general manager of Bland Landscaping in 

Apex, N.C., says the company’s business philosophy has 

always been “to do the right thing.” But, the definition 

of “what’s right” today is different from when his father, 

Tom, started the company 31 years ago. According to 

Kurt, the ideal varies from one employee to another—all 

175 of them. The Blands have standardized their approach 

and improved their business though triple bottom-line 

management, a process that impacts every business 

decision by raising three questions: Is this socially 

responsible for our community? Is it environmentally 

responsible? And, is it profitable?

Reaching Out

Contributing to the community is central to Bland’s 

business model, and their commitment extends beyond 

small donations of time or services.

“Anyone in a management position is required to be 

personally involved in the business and social community. 

All are active in a local school as well as trade associations 

and business groups” Kurt said. 

As a company, Bland reaches out by offering numerous 

training sessions for professionals and hosting lectures 

at colleges and universities. From “lunch and learns” for 

general contractors to sessions for landscape architects, 

there’s never a shortage of learning opportunities.

Lean and Green

The Blands also operate through “Lean Management,” a 

philosophy that Kurt describes as “the least waste way 

of doing things.” Popularized by Toyota, Bland applies 

the conservation principles at every level of business, 

including its environmental practices.

“Because of Lean, we started to recycle our metal 

waste through a company that pays ten cents per 

pound,” Kurt said. “It may not sound like much, but what 

starts as grams and ounces becomes tons. And, the 

money we earn pays for the paper recycling service.”

Bland’s deep environmental commitment also extends 

to its fleet of more than 85 vehicles. To reduce fuel 

consumption, the company has been experimenting with 

the use of soy-based bio-diesel in its trucks and heavy 

equipment at the recommendation of their Kaizen panel, 

which includes a cross section of employees.

While there are marginal cost increases to the bio-

diesel solution, Kurt said morale has skyrocketed.

Profit Centers

The panel also evaluated fuel consumption in the 

Bold Business Practices 
for Bland Landscaping
Triple Bottom-line Approach Puts Company on Top 

company’s handheld outdoor power 

equipment.

“We’ve been running STIHL equipment 

exclusively for ten years, and we wanted to 

put fuel efficiency claims of their new, low-

emission engines to the test,” Kurt said.

A team compared the operating efficiency 

of the STIHL BR 420 and the BR 550 in real 

working conditions. And then, the costs to 

run each blower were calculated.

“We found the BR 550 was indeed 40 

percent more fuel efficient. Even better, 

we discovered that the fuel savings alone 

would pay for the cost of replacing our entire 

fleet of blowers in less than two years. We 

ordered 58 of the new machines the next 

day,” he said,

For Kurt, the payoff is more than dollars.

“In addition to being financially sound, 

we’re generating fewer emissions and 

lowering fuel consumption—and our 

equipment is performing as good, or better, 

than previous models,” Kurt said.

A new generation has emerged at Bland 

Landscaping, infusing bold business practices 

that have continued to set the company 

apart. And, while a lot has changed in the 

31 years Bland has been in business, their 

deep commitment to the community, the 

environment and the bottom line proves 

“they’re still doing the right thing.”

Learn more about Bland Landscaping’s training program when Kurt Bland particpates in a panel discussion, 
Managing an Effective Equipment Training Program at PLANET’s Green Industry Conference. Other 
panelists include: Ernie Pyle, operations manager for Heaviland Enterprises; Eddie Anderson, technical 
training coordinator, STIHL Inc.; Will Wilbanks, district manager, Ariens Company; panel moderated by  
Tom Holdsworth, director of communications and government relations, SkillsUSA.

When: Thursday, Oct 25 from1:30 to 2:45 pm
Where: Kentucky Fair & Exposition Center, Louisville, KY
For more information on the Green Industry & Equipment Expo, log on to www.gie-expo.com and for 
more information on PLANET visit www.landcarenetwork.org

Matt (L) and Kurt Bland have taken over running of the family 

business as their father entered semi-retirement.
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Wayne Richards, CCLP
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MaintenanCe diVisiOn Manager: 
Steve Glennon

FOunded: 1955

eMPLOyees: 400+

h, how the landscape has changed 
since 1955, when Dave Dorward and 
Tom Cagwin sowed the seeds for 

their landscape construction company. At the  
time, the landscape management market was  
in its infancy, PLANET’s legacy group —  
Associated Landscape Contractors of America 
(ALCA) — didn’t exist, the commercial  
market as we know it had yet to blossom, and 
troublesome environmental issues were still 
well below the horizon. 
 Charting the company’s growth is like 
reading the evolution of an industry. Several 
years after its beginning, Novato, California-
based Cagwin & Dorward began moving into 
the commercial market. In 1969, the company 
formed a landscape maintenance division 
to support its construction installations.  
It joined ALCA in 1981, and, two years later, 

landed a huge three-
year landscape con- 
struction/maintenance 
contract at the Pacific 
Bell headquarters. The 
company’s presence in 
the commercial market 
continued to grow, and, 
in 1992, it was awarded 
the contract for all of 
the Hewlett Packard 
Silicon Valley and 
Roseville campuses. 

In 1999, Cagwin 
& Dorward added tree 
care and now offers 
full-service landscape 
management services 
from 15 dispatch sites 

throughout northern California. In addition 
to land-scape construction, management, and  
tree care, the company offers irrigation install-
ation and maintenance, along with erosion 
control and environmental services to more 
than 1,000 landscape management accounts. 
 “The Hewlett Packard contract was 
instrumental in helping us refine our customer 
service and take customer and supplier 
partnering to a higher level,” explains Cagwin 
& Dorward’s vice president and COO, 
Wayne Richards, CCLP.  Richards joined the  
company in 1979, after moving from Palm 
Desert and selling his landscape contracting 
business. He teamed up immediately 
with current company president Dennis 
Dougherty and purchased some company 
stock. In the early 90s, Cagwin, Dorward,  
and another owner, Bob Crowell, retired, 
leaving Dougherty and Richards as the 
principle owners.
 Four years ago, the two owners along 
with stock holder Steve Glennon completed 
the development of a long-term succession 
plan and invited six key managers to become 
stockholders. Today, Cagwin & Dorward has  
nine owners, although Richards has an-
nounced his intentions to retire in May 2008. 

Competitive instincts
 When asked to define the veteran 
company’s competitive advantages, Richards 
offers little hesitation. “We feel that our big 
advantage is our focus, what we refer to as 
CECE — customers, employees, company, 
and the environment. 
 “We understand that our mission is to 
help our customers become more successful. 

O
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Left to right: Wayne Richards, Dennis Dougherty, 
Steve Glennon
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We do that by understanding their unique requirements and then 
executing and following up to ensure we are getting it right.
 “By offering a rewarding and safe work environment, we 
strive to motivate our employees. Employee-development training, 
opportunities for advancement, team-based decision making, reward 
and recognition, and respect are important motivational tools. Giving 
employees feedback and recognizing their efforts are critical for their 
development and morale. We recognize employees on the job, through 
formal appraisals, and within a facilitated, 360 degree feedback 
process. Company picnics, local barbecues, and other events reinforce 
our team culture.”
 He continues, “I just attended a retirement party for a foreman 
who had spent 35 years as part of our team. Other retirees attended 
the party and showed the pride they still wear for having worked here.  
That makes a big statement, considering we’re in an industry where 
turnover is high.”
 The long-term succession plan put in place in 2003 was, in part, a 
move by the owners to keep the company culture in place. As Richards 
explains, having a quality culture is extremely important for long-term 
success, and it operates hand-in-hand with sound business principles. 
Among them, he adds, are a team-based bonus program, modeled 
after open book management, and data and tracking programs that 
help measure performance so people know how they are performing. 
All departments practice job costing, project-after-action reviews, and 
strategic planning.  
 The last letter in CECE stands for environment, but it’s far 
from the bottom in the company’s priority list of initiatives. Last 
year, Dougherty led a four-day conference involving more than 65 
employees and customers. The topic of the round-table discussion 

 Vision, 
 Planning, 
exeCutIon
keeps California contractor on the cutting edge

EnvironmEntal 
StewardS
cagwin & dorward is challenging itself to “become 
part of the solution” by proactively supporting eco-
friendly initiatives.  here are a few examples of how 
the company is implementing ways to conserve 
energy and water, while minimizing its contribution to 
global warming.

general recyclIng:  paper, cardboard, glass 
and plastic bottles, anti-freeze, used oil, oil filters, 
batteries, and tires are recycled.  the company returns 
plant containers to the nurseries where the plants were 
purchased. each year, cagwin & dorward recycles 
approximately 6,000 tons of green waste; 50 tons of 
metal, cardboard, and plastic waste; 850 gallons of 
motor oil; and 1,200 pounds of paper. 

grasscylcIng: the practice of recycling cut grass 
into the turf during the mowing process improves mow 
quality; increases activity of bio-degradation in the turf; 
and reduces the time, expense, and waste associated 
with removing clippings. 

woodchIp mulch program:  cagwin & 
dorward advertises and gives away free mulch. Its tree 
care department keeps an ongoing list of customers 
interested in free mulch.  when mulch is generated, it 
is delivered at no charge. 

vanpool: a vanpool for employees provides trans-
portation to and from work monday through friday.

go team!: cagwin & dorward created a go (green 
office) team whose sole purpose is to find ways for the 
company to become more energy efficient and reduce 
waste. It communicates its findings via inter-company 
communication and a dedicated web page cagwin.com/
GO_TEAM/. topics being researched include general 
energy-savings tips, office-paper redirection, reduction 
of disposable food ware, lighting improvements, and 
upgrades in drinking water quality.

energy reductIon goal: a 2007, company- 
wide goal is to reduce energy use by 10 percent. this  
includes, gas, electricity, and natural gas consumption.

Cagwin & dorward offers full-service landscape 
management services from 15 dispatch sites 
throughout northern California.
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was how everyone can work together to 
help conserve vital resources and minimize 
society’s impact on the environment. In-
house, the company recycles and implements 
programs to reduce waste, conserve water, 
and reduce energy consumption (see sidebar 
on page 11). Last year, it also questioned the 
use of gas-guzzling vehicles and replaced staff  
vehicles with hybrid automobiles capable of 
getting more than 50 miles per gallon. This 
replacement with hybrids will continue as 
new or replacement vehicles are required. 
A company-wide goal is to reduce energy 
consumption by 10 percent this year.
 Among other competitive advantages 
are the company’s widespread geographic 
locations, multiple service offerings, and 
its investment in leadership development. 
“Training always has been and continues to 
be extremely important,” says Richards. “In 
addition to numerous training events, more 
than 120 of our employees have attended a 
20-week, four hours-per-week, leadership 
development program. Attendees have 
required homework including reading such 
books as Good To Great, Built To Last,  
and Bringing Out The Best In People. Called 
Blue Sky, the sessions are facilitated by an 
outside consultant and focus on developing 
better communication skills, working as a 
team, and becoming better listeners. Annually, 
we spend more than 2 percent of our revenue 
on training and leadership development.” 

Challenging environment
 The old saying about not competing if  
you don’t have a competitive advantage is as 
relevant today as it was decades ago when it 
was coined. It may even be more relevant, says 

Richards, looking at some of the challenges 
the industry currently faces. Among them 
is the need for companies to continually 
differentiate their landscape management 
services, something many customers now 
perceive as a commodity. He adds recruiting, 
training, and retaining employees to that list 
along with environmental issues. “As energy 
and water become more limited, the challenge 
green industry companies will have is to rethink 
the way they design, install, and maintain 
landscapes. These three issues are challenges 
that need to be addressed today, and I believe 
they will be with us for years to come.” 
 Cagwin & Dorward expects to meet 
these challenges in the same way it has met 
other challenges over the last half  century. 
“If  I were to highlight a few reasons for 
our success, they would include having a 
clear vision and strategic business plan, 
and executing the plan in a timely manner,” 
Richards emphasizes. He points out that the 
process can be used to proactively position 
the company as a leader in its field (e.g., being 
a steward of the environment) or applied to 
individual challenges, such as recruiting and 
retaining employees. 
 “We have been actively recruiting at Cal 
Poly and local schools for years,” he remarks, 
“but it involves more than simply going to the 
campus and making a presentation. Cagwin 
& Dorward representatives have served 
on advisory committees, and we position 
our company as a resource for the school’s 
horticulture department.”

 Getting involved in the industry is a 
common theme for successful companies, 
Richards adds. “Certainly being a member 
and becoming involved with ALCA and 
then PLANET for more than 25 years has 
helped us become even more successful. 
The educational opportunities, networking 
with members across the country, and 
participating in leadership has helped us to 
continually improve. People in this industry 
are so willing to help. PLANET member 
companies have welcomed networking visits 
from our representatives, and we have done 
the same. 
 “The best advice I have for emerging 
contractors is to take advantage of PLANET 
and the many resources available to augment 
skills they may not possess. When Tom and 
Dave started the company, they each possessed 
skills that complemented one another. Tom 
was a graduate from Cal Poly-Pomona with a 
degree in ornamental horticulture; Dave was 
a business economics graduate from Stanford.  
It is the unusual contractor who possesses 
both skills upon entering the industry. In 
addition to PLANET, there are many other 
excellent resources available. Consultants, 
industry educational events, and industry 
peers are literally willing and waiting to offer 
help. Take advantage of them. 
 “In the meantime, maintaining a balance 
among work, family, and other priorities 
in life is important. Those I know in our 
industry who have balanced lives are also the 
most successful.” 

CoMpanY profile

This project in Oakland hills captures a unique sustainable 
landscape. Says wayne Richards, “As energy and water become 
more limited, the challenge green industry companies will have is 
to rethink the way they design, install, and maintain landscapes.
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wasn’t thinking about 
green, as in environmentally 
sensitive landscapes and 

spaces, until recently when I was 
asked if  I could build a “green 
pool” (ecologically friendly) for a 
“green house.” Some new trends 
just go unnoticed — when you 
are so busy building and growing 
your business — and I figured I 
had evidently missed one here. I 
wasn’t completely sure of what a 
green house was, though I had 
some thoughts on green pools. 
 I conducted some research 
and found that a few area builders 
were, in fact, promoting green 
homes. After further research 

on the topic, I asked my pool supplier to 
pull together all the most ecological friendly 
components at his disposal and give me a 
presentation. He was excited because no one 
has ever asked him to do this. 
 I also asked my employees how we would 
go about building a green pool and a greener 
landscape environment, and I was surprised 
how excited they became, as well. I soon 
discovered that many industries were already 
turning out green products — architects, 
builders, kitchen designers (in their materials), 
and landscape architects (e.g. green roofs). 
 Then I asked myself, “What is our 
industry doing to take advantage of growing 
environmental awareness?” Not much, I 
concluded; probably because no one was 
asking for the service, or was it because we 
sell a naturally green product and fail to think 
about the other opportunities? This reminds 

me of the old joke about the shoe sales-
person in Africa who gets excited because 
no one there wears shoes. The joke is, no one 
there really needs shoes … or do they?
 I think they do need shoes, and I think 
there is an opportunity for growing your sales 
by promoting green products, green services, 
and green company operations. Moreover, 
I think there is an even bigger opportunity 
by claiming first-mover advantage. If  you 
become the first landscape contractor in your 
community to promote a green operation 
and offer beneficial green services, you will 
have claimed a new competitive advantage. 
Or as I like to say in my talks, you win if  you 
can find a way to ZAG! … when everyone else  
is Zigging.

Being green
 What does it mean to operate in a way 
that benefits the environment? It means 
following the five rules: reduce, reuse, recycle, 
replace, and reduce (carbon). Among actions, 
reduce can mean buying hybrid cars for 
your managers and operating energy-saving 
equipment in the field. Reuse can mean 
using scrap paper in your office, and using 
glassware instead of paper cups. Recycle can 
mean using recycled paper, or recycling scrap 
metal and old batteries. It can also mean 
petitioning your suppliers to supply products 
in recycled containers, or even picking up 
recyclables from your customers’ properties.
 Companies that replace gasoline- 
powered equipment with units that use 
bio fuels are reducing their carbon dioxide 
footprint. They can take a page from cities 
such as Chicago and New York whose mayors 
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are promising and delivering greener cities 
that help reduce greenhouse gas. Companies 
such as Vail Ski Resort are leading the way, 
too. Last year, Vail went “carbon neutral” 
by completely offsetting the coal-generated 
electricity it was using (and the greenhouse 
gases it produced) with 100 percent wind 
energy. Vail depends on the four seasons 
and found that winter and its snows were 
disappearing from under the skis due to 
global warming.   
 So what does it mean to become known 
as a green company? It means creating a 
company culture of conservation that will 
reduce your expenses, while setting the 
example within your employee base, family, 
and community to do what’s right for the 
world. It is win-win-win-win. It also means 
having products and services to sell that will 
earn you more money. 
 What do green products and services 
look like? In design and installation, they 
look like landscapes with deciduous trees 
on the south side of the property (keeps 
home warmer in winter, cooler in summer), 
and pine trees on the northern side to offer 
protection from winds. Depending on your 
geographical area, it can mean covering more 
of the maintained property with native plant 
material and planting more trees. In general, 
plants and trees can help reduce the carbon 
footprint, and become strong selling points 
for environmentally aware homeowners  
and communities.
 If  you design and build swimming pools, 
it can mean using solar heating. If  you install 
irrigation, using more drip systems and more 
water efficient sprays will help color your 
service offering green, as will photovoltaic 
for those who install outdoor lighting.  Lawn 
care operators can offer Plant Health Care 
and Integrated Pest Management programs. 
Landscape management contractors can 
grasscycle clippings or compost them; either 
way, they’re offering a green service. There are 
more products and services and operational 
efficiencies than I can mention, but you get 
the picture. 
 The biggest opportunity for most green 
industry companies rests in the synergy of 
combining all these ideas, and marketing 

themselves as a green company. 
 As I see it, the green industry is way 
behind other industries when it comes to 
promoting and marketing green. In many 
communities across the country, contractors 
have an opportunity to become known as the 
green choice within the green industry. You 
can market/brand yourself  as a green leader 
by doing the following: 

• Become known by local media  
 — televisions, newspapers, and  
 magazines — as an environmental  
 (green) resource.
• Write green articles for local papers.
• Send out press releases announcing  
 green initiatives within your company. 
• Add these initiatives to your Web site.
• Incorporate “green” into your tagline. 
• Provide services to clients to help them  
 become eco friendly (picking up their  
 recyclables).
• Add a green message to every issue of  
 your newsletter. 
• Participate in public discussion with  
 other green industry professionals,  
 builders, and architects. 

 Overall, the field is still wide open. Who in 
your neighborhood will become the first to be 
known as the go-to expert in this field? You can 
wait and become involved later, after the issues 
are clarified and opportunities exposed — just 
don’t become green with envy if you miss the 
boat. On the other hand, you can choose to get 
involved now, help shape the discussion, and 
create a marketing advantage for your firm 
— and enjoy the green rewards.   

Note from author: For more information on the five 
R’s, contact Rebekah Simon-Peter, a presenter on 
climate change and consultant for organizations that 
want to go green, at www.bridgeworkspresents.net.
 
 Jeffrey Scott is co-owner of Glen Gate Pool & 
Property and will be speaking at PLANET’s Green 
Industry Conference this year on ZAGGING (Run 
like heck in the direction opposite your competition) 
and on REFERRAL marketing. You may contact 
him at jeffs@glengatecompany.com.

How to make some 
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ducational sessions, workshops, Breakfast With 
Champions, receptions, and the GIE EXPO all 
have something in common. They offer tremendous 

networking opportunities for attendees at this year’s Green 
Industry Conference (GIC), to be held October 24–27 in 
Louisville, Kentucky. In fact, networking has long been 
one of the premier PLANET member benefits, and it 
continues to reap dividends for those who take advantage 
of it.
 PLANET members will tell you that there are plenty 
of opportunities to network all year long at events such 
as Student Career Days, the Executive Forum, the annual 
Summer Leadership Meeting, Legislative Day on the Hill 
and Renewal & Remembrance at Arlington National 
and Historic Congressional Cemeteries held each year in 
Washington, D.C., the PLANET Specialty Symposium, 

and yes, of course, the Green Industry Conference.  
Each PLANET event gives members an opportunity to  
reconnect with industry friends and develop new 
relationships, but they also offer unique networking 
opportunities in their own right. 
 Student Career Days, for example, is the ideal forum 
for meeting students and faculty members. The Executive 
Forum exposes managers and owners to innovative 
speakers from both inside and outside the industry. 
Legislative Day on the Hill gives PLANET members 
an opportunity to connect with their congressional 
representatives on key issues affecting their businesses and 
the industry. 
 A smaller venue than GIC and some of the other 
PLANET events, the Specialty Symposium still offers a 
great networking experience. As pointed out by PLANET 
president Jim Martin, CLP, “Smaller venues offer 

E
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tremendous opportunities to network, to meet new friends 
and associates, and develop important relationships that 
last well beyond the last day of the event. After five years, 
you may not remember the main topics of discussion at a 
symposium, but the relationships last forever.”  

Networking magic
 Networking works at several levels. It allows members 
to share ideas, talk about best practices, and benchmark 
their companies with one another. No matter how big or 
small your company is, there’s a noncompetitor PLANET 
member out there who is willing to share his or her 
business practices with you.
 Developing friendships and relationships has other 
benefits, too. Last year, Tom Davis, president of Bozzuto 
Landscaping Co. in Laurel, Maryland, was asked by 
a client if  he could recommend someone for a Kansas 
City airport project.  Davis, who was working with the 
client at Baltimore/Washington International Airport in 
Maryland, recommended PLANET member Highland 
Outdoor in Olathe, Kansas. Being a friend of Highland 
Outdoor’s president, Jason Cupp, CLP, he recognized 
that his company provided the type and level of service 
his client wanted.
 “From getting to know one another at PLANET 
events, Jason and I have a good understanding of each 

other’s business,” says Davis. “I didn’t know if  Jason 
would want the project, but he could always say no.” 
 As it turns out, Highland Outdoor was already 
working on a couple of projects at the airport, which 
made the Davis recommendation very timely. “We signed 
a contract last year and have since had an ongoing 
relationship with our new client,” says Cupp. “I thanked 
Tom for the recommendation and look forward to 
returning the favor.”
 As Davis and Cupp emphasize, networking at 
PLANET events opens opportunity’s door. It’s up to 
PLANET members to walk through the door, and there 
are plenty of opportunities out there. “A great design/
build client of mine recently moved his business several 
states away,” Cupp adds. “He asked me essentially the 
same thing that Tom’s client asked. I gave him the name 
of a PLANET member near his new location. It was more 
than a cursory recommendation, too. Like Tom, I was 
familiar with the company and was confident that it could 
provide the desired services.”

 Says Davis, “Developing an understanding of another 
member’s company doesn’t happen at a single PLANET 
event, but that’s where the relationship begins.” 
 A good place to begin building relationships is at 
GIC. After an educational session or following an early 
morning breakfast at the Breakfast With Champions, 
connect with a participant. Introduce yourself  and your 
company and take the first step toward developing a 
relationship, one that can last a lifetime. The 2007 GIC 
Platinum Sponsor is John Deere.

The Breakfast with Champions gives  
attendees an opportunity to 
share ideas and best practices.

In networking opportunities alone,  
gIC is well worth the investment in  
time and money.
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he services that PLANET members and other 
green industry professionals perform is evidenced 
in lush green lawns, colorful plantings, and 

majestic trees that adorn commercial, municipal, and 
residential properties. As many homeowners and other 
property owners also know, research has shown that 
beautiful, well-maintained landscapes increase property 
value and have physiological and psychological benefits. 
These same landscapes provide recreational opportunities 
for families, control pests, soften the sun’s glare, and help 
to minimize noise, especially in urban environments.
 Even more significant, says Bill Hildebolt, CTP, 
CTP-CSL, president of Nature’s Select Premium Turf 
Service in Winston-Salem, North Carolina, is that well-
maintained lawns and trees also remove carbon dioxide 
(a greenhouse gas) from the atmosphere, as they work to 
generate pure oxygen. In fact, our industry has a positive 
impact on the environment in several ways. 
 In July, Hildebolt traveled to Washington, D.C., to 
participate in two PLANET-sponsored events: Legislative 
Day on the Hill and Renewal & Remembrance at Arlington 
National and Historic Congressional Cemeteries. He was 
one of more than 400 volunteers who provided upwards 
of $300,000 worth of lawn and tree care services at 
the cemeteries, and among those who connected with 
legislators on Capitol Hill the following day. 
 “As PLANET members and members of the green 
industry, we took the opportunity to share with our 
legislators the significance of the services we provide,” 
Hildebolt relates. “When we talk about being members 
of an association and industry that creates and maintains 
the QUALITY OF LIFE in communities across America, 
we’re saying that we do more than enhance the aesthetics 
of a property or community. Yes, we do that, too, but 
we are also stewards of the environment, charged with 
protecting and maintaining it.”
 PLANET members had this message to give to their 
legislators: “Yesterday, PLANET-member volunteers ded-
icated manpower and equipment to enhance the beauty 
and environment in two of our country’s most sacred 
grounds, Arlington National and Historic Congressional 
cemeteries. Among services, they spread lime, installed 

colorful plantings, and worked to repair and revitalize 
some of the older trees.  
 “Many of these volunteers have been participating in 
this event for 10 years, and they welcome the opportunity 
to give something back to their country — to honor those 
who have given so much to protect our way of life. While 
recognizing that the grounds symbolize how difficult 
freedom is to win and maintain, they also understand 
that the individual battles the soldiers fought and the pain 
they endured winning and keeping us free will be locked 
away forever.
 “The acres of green grass and thousands of 
magnificent trees we left behind  at the two cemeteries 
have aesthetic and psychological value for visitors, 
but they, also, hold a few secrets of their own that the 
landscape industry is just now beginning to share with its 
customers and the public — that the Green Industry is one 
of the few industries with a service or product that actually 
reduces the amount of carbon dioxide (a greenhouse gas) in  
the atmosphere.
 Here are just a few areas where our members and our 
industry act as true stewards of the environment: 

• Carbon sequestering. We’ve heard a lot of talk  
 lately about “carbon footprints,” “carbon credits,”  
 and the overall negative impact the buildup of  
 carbon dioxide has on our environment. All plant  
 material contains chlorophyll, which through the  
 process of photosynthesis complexes carbon dioxide  
 from the air. With the help of sunshine and water,  
 the carbon dioxide gas is converted into carbon- 
 containing compounds found in leaves, root  
 systems, and the soil itself. In other words, healthy  
 grass, plants, and trees work every day to reverse the  
 greenhouse effect, while releasing pure oxygen back  
 into the atmosphere. 
• Healthy, well-designed and maintained landscapes  
 don’t stop at carbon sequestering in the battle to  
 remove climate-changing greenhouse gases from  
 our atmosphere. The front lawns of just eight  
 average homes provide the cooling effect of  
 approximately 70 tons of air conditioning. Working  
 in conjunction with landscape elements, including  

spread the Message: 
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 shade trees, shrubs, and flowers, the grass plants  
 help to reduce reliance on electricity and the  
 burning of fossil fuels that emit carbon dioxide and  
 other pollutants into the atmosphere. 
• Grass plants act as an atmosphere filter, trapping  
 dust, dirt, and smoke, and they trap and hold  
 rainfall better than most surfaces, thereby reducing  
 water loss by runoff. These are just a few of the  
 reasons why green roofs are gaining in popularity  
 in urban environments around the country. 
• A healthy lawn acts as a protective shield against  
 environmental concerns in other ways, too. For  
 example, a Cornell University study has shown that  
 a healthy, properly fertilized lawn is the best  
 protection against possible nitrogen leaching into  
 the water.

 “The history of stewardship for our environment 
is symbolized by every park, open space, and cemetery 
in our nation’s capital. The environmental stewardship 
work of members of the green industry touches every 
community across the country. These landscape industry 
professionals act to enhance our environment by installing 
environmentally friendly landscapes and maintaining 
lawns, plantings, and urban forests for the benefit of the 

entire community. Every new tree that is planted, every 
new landscape that is installed, and every new lawn 
contributes to our well being through the carbon that is 
removed and the pollutants that are reduced. 
 “The landscape professionals that volunteered their 
labor, materials, and equipment to enhance the resting 
places of our nations war heroes are the environmental 
heroes of the 21st century.”
 Says Hildebolt, “The message was well-received in 
Washington, and it can have a positive impact on our 
businesses, if  we can effectively convey it to our customers. 
PLANET is currently doing some research that will tie 
some pretty incredible numbers to the rhetoric.”
 In the meantime, he adds, spend some time marketing 
your company as a green company. Talk with customers 
about their carbon footprint and how a healthy lawn and 
trees can work to reduce greenhouse gas. Remind them 
about some of the other positive effects their landscapes 
can have on the environment.
 As Hildebolt points out, taking care of our 
environment has been the responsibility of the green  
industry for years. Stewardship plays a huge role in 
enhancing life’s quality, and it’s something neither 
contractors nor their customers should take for granted. 
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marillo, Texas, is fast becoming a 
cultural center thanks to the recently 
completed Globe News Center 

for the Performing Arts. The $30 million 
multipurpose performance hall, which 
draws visitors from the Texas Panhandle, 
Oklahoma, and Kansas, was made possible 
through private donations and the support of 
the local business community. Included in this 
long list of supporters is Krause Landscape 
Construction, Inc. The full-service landscape 
design/build and management company 
donated 991 hours of time toward the design 
and installation of the Center’s landscape and 
$25,000 worth of material.
 “This was a unique project from the 
very beginning,” relates Krause Landscape 
President Billy Krause. “Our award-winning 
designer Tommy Davis started working on 
the design as the building was being built, 
and we completed installation just prior to 
opening night. If  there was one challenge 
that stands above the rest, it was completing 
our involvement to meet a deadline for the 
opening date that was already set.” 
 The new Center is home to the Amarillo 
Opera, the Amarillo Symphony, and the 
Lone Star Ballet. It also hosts a wide range 
of other performances and events throughout 
the year. Although the venue is relatively 
small (seating only 1,200 people), it already 
has drawn several great performers, including 
Brooks & Dunn among other big names. 
 “I’ve been to several events,” adds 
Krause. “The acoustics are tremendous, and 
there truly isn’t a bad seat in the house.” 
Krause Landscape president and his wife 
and partner, Danna, are especially proud of 

the outside that features a state-of-the-art 
irrigation system and a landscape highlighted 
by Bald Cypress, Chanticlear Pear, Cedar 
and Lacebark Elm trees; Miscanthus, dwarf 
Hameln and Liriope grass, Wilton junipers, 
and daylilies. 
 “We focused on keeping a West Texas 
theme throughout the landscape design,” 
explains Krause. “We worked closely with 
the building architect to create a design 
that complements the structure and the 
distinctive Texas Panhandle landscape. The 
Center’s roof panels, for example, are taken 
from old cattle trucks, giving the interior an 
authentic southwestern flavor. We wanted to 
create a similar ‘authentic look and feel’ to  
the landscape.”
 After the design was completed, a 12-
member Krause team spent three weeks 
installing the landscape elements. Designers 
also helped to select the stones around the main 
entrance that match the building’s stonework. 

 In recognition of its contribution, the 
Krause company name appears on a large 
boulder outside the entrance and on a plaque 
inside the Center. 
 “We are celebrating out 31st year in 
business in Amarillo,” says Krause. “We 
have been fortunate to work and live in this 
community and to have had the support of 
its residents over the years. Our contribution 
to the Center is a small token of our 
appreciation.”
 Krause Landscape Construction offers 
its services to the high-end residential and 
commercial market. In addition to landscape 
design, installation, and maintenance, the 
company also designs and installs irrigation 
systems, customer swimming pools, and spas. 
 “We’re not the cheapest company 
around,” says Krause. “If  it’s cheap, it isn’t 
cool, and if  it’s cool, it isn’t cheap.” What is 
also cool, he adds, is for companies to support 
their communities when and where they can. 
Like many other green industry members 
around the country, the Krause contribution 
list is long and varied. PLANET applauds the 
company’s commitment to Amarillo. 
 The Community Service Recognition 
Program recognizes PLANET members that 
have demonstrated leadership through their 
dedication and contribution to the good of the 
community. Krause Landscape Construction’s 
efforts certainly fit the qualifications.

CoMMunitY serviCe

pLanet CommunIty ServICe 
reCoGnItIon proGram

The $30 million multipurpose 
performance hall is home to the 
Amarillo Opera, the Amarillo 
Symphony, and the Lone Star Ballet. 

Texas conTracTor     
      supporTs  
“ the arts”  in a  
BIG Way

Krause Landscape Construction 
worked closely with the building 
architect to create a distinctive 
Texas Panhandle landscape.
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Executive Forum
February 14–17, 2008
Radisson Fort McDowell Resort & Casino 
Scottsdale/Fountain Hills, Arizona
Join PLANET and its Executive Forum Strategic Partner, 
Husqvarna, at the 2008 Executive Forum, “The Power 
to Perform for the Successful Executive.” Executive 
Forum offers PLANET members a unique opportunity 
to connect with industry leaders during an event that is a 
true combination of business and pleasure. The three-day 
meeting includes morning educational sessions, discussion 
groups, and networking opportunities, as well as time for 
golf, sightseeing, shopping, and entertainment. Company 
owners and top management find it to be the perfect time 
to see old friends, make new acquaintances, and share 
best practices, while gaining valuable knowledge on the 
hot topics and business issues that concern them most. 
Executive Forum attendance qualifies for two education 
points toward renewing your PLANET certification.   

Student Career Days
March 27–30, 2008 
North Metro Technical College/Renaissance 
Waverly Hotel  
Atlanta, Georgia 
Celebrate more than 30 years of successful Student 
Career Days (SCD) by joining PLANET at North Metro 
Technical College. In addition to the competitive events, 
PLANET’s SCD offers future green industry employees 
the opportunity to network with potential employers and 
provides a forum for businesses to recruit tomorrow’s 
talent. Since 1977, SCD has grown to become the largest 
recruitment event in the industry, offering both recruiters 
and students a prime opportunity to further their future 
success. The 2008 Platinum Sponsor is STIHL Inc.

 

New Member Benefit —  
Compliments of Mueller & Co., LLP
As a PLANET member benefit, Mueller & Co., LLP, 
has developed two new affinity programs that offer 
PLANET members the opportunity to reduce operating 
costs, while maximizing profits with their breakthrough 
products, Precision Payroll and ProfitMax. Precision 
Payroll provides PLANET members with personalized 
payroll services, as well as payroll tax filing, time clocks, 
401(k), and human resources offerings. ProfitMax allows 
PLANET members to increase their profits and get an 
edge over the competition by receiving timely financial 
reporting and detailed financial analysis.
 
PLANETcareers.org — Now Online
This interactive job board is designed as an easy-to-use and 
highly targeted resource to help PLANET members and 
the green industry make online employment connections. 
All green industry companies can use PLANETcareers.org 
to reach qualified candidates based on specific job criteria, 
and create an online resume agent to e-mail qualified 
candidates daily. For job seekers, PLANETcareers.org 
is a free service that provides access to employers and 
jobs in the green industry. For more information, visit 
PLANETcareers.org.  

SafetySAVES Listserve
Safety awareness saves both money and lives. This listserve 
is a venue for companies and individuals with a strong 
interest in green industry safety to share with and learn 
from each other. Green industry professionals everywhere 
can share their best practices and ask questions on a 
variety of safety topics. Information on how the listserve 
works, how to subscribe, as well as guidelines and etiquette 
tips can be found on the Web site, www.SafetySAVES.org. 
For more information, please contact Ilene Manster at  
(800) 395-2522 or ilenemanster@landcarenetwork.org.

Phone: (800) 395-2522 
Fax: (703) 736-9668

Web site: LandcareNetwork.org
E-mail: info@landcarenetwork.org

Or return this issue’s response card

for more InformatIon about any of PlanEt’s services:



“Our most effective cost-cutting measure was  
 buying 58 new blowers.”

Sometimes you have to spend money to save money. That’s 
what Bland Landscaping did by replacing their entire fleet of 
blowers with 58 new STIHL BR 550’s. “Our philosophy is 
to always do the right thing,” Kurt says, “and that includes 
environmentally. We heard the fuel efficiency claims of the 
BR 550 and we ran our own tests. They were 40 percent 
more efficient than our other machines and we calculated 

we’d save enough on gas to pay for the new blowers in less 
than two years.” Fuel efficiency, low emissions – any other 
benefits, Matt? “The entire line of blowers is really powerful. 
And, my crews can work longer before refueling. We’re doing 
more work, saving money and we’re doing it clean.”  

www.stihlusa.com  1 800 GO STIHL 

Kurt and Matt Bland 
Bland Landscaping 
Apex, NC
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