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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.

 Fifteen months from now, a new 
administration will have settled into office 
and a new Congress will be up and run-
ning, ready to sink its teeth into important 
legislative issues. Assuming little is done 
between now and then regarding H-2B and 
other issues that affect the green industry, 
we need to be ready to favorably impact 
legislators to act on our behalf. This is our 
chance to stop being a political football, 
and start becoming a legislative influencer.  
 Over the past year, I’ve attended at 
least 15 town hall meetings with state and 
regional associations.  In these meetings, 
I’ve stressed to attendees how important it 
is for ALL members of the green industry 
to unite and work together to create a  
political action network. At a recent town 
hall meeting in Wisconsin, I actually 
displayed a grid that highlighted PLANET 
members in their state’s congressional 
districts.  I then picked one company and 
attached a revenue figure to it, along with 
the number of employees it has and the 
number of customers it serves. The revenue 
figure was somewhere in the millions of 
dollars and the people (votes) it impacts, 
either as an employer or service provider, 
numbered well in the thousands. 
 In many ways, that one landscape 
contracting company could wield more  
political influence over its congressman 
than the owner ever anticipated, in terms 
of tax dollars and votes alone. Now, 
multiply that one company’s influence 
by the number of landscape contractors, 
lawn care companies, tree care companies, 
nurseries, interior plantscaping companies, 
and so forth that make up the entire green 
industry.  Now we’re talking having a real 
say in issues that directly impact us. 
 An effective political action network 
doesn’t begin overnight. Ideally, in each 

congressional district around the coun-
try, there would be a champion, a point 
person, who has a relationship with his or 
her congressman. That individual would 
be the contact person who acts as a liaison 
between the congressional office and the 
many, many green industry companies in 
the congressional district.  It’s a numbers 
game, folks. The more companies that 
voice their support over issues that affect 
our industry, the more likely the contact 
person will get a receptive audience from 
the legislator. 
 The clock is ticking, though. We have 
15 months to create an effective political 
action network. Talk with your state and 
regional groups, identify individuals who 
are politically savvy, and let’s make sure 
our congressional representatives under-
stand where we stand. Remember, we’re 
more than business owners. We’re thou-
sands of business owners who not only 
create and maintain the quality of life in 
communities across America, but who also 
represent a sizeable economic and political 
power base.    
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Jim martin, clP 
PlAnET President
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ne of the many benefits of joining 
PLANET is the Environmental 
Improvement Awards program,” 

says Walter Dahlberg, chairman of Lambert 
Landscape Co. “Being recognized on a na-
tional level as a PLANET award-winning 
company benefits our employees and enhances 
our marketing initiatives.” 
  “We have been honored as a three-time 
recipient of the Judges Award and have also 
received 20 Grand and two Merit Awards.”
 “We’re proud of our awards, but that’s not 
ultimately why we enter the program,” adds 
Paul Fields, Lambert’s director of design and 

president. “We enter the program to reward 
the people who work on the projects — the 
team members who played a significant role 
and gave so much in creating those projects.”  
 CEO Dan Morgan agrees. “They (the 
employees) enjoy and deserve to have the 
affirmation of their peers, and the national 
recognition reminds employees of the quality 
work they’re doing.”
 As a member-only benefit, PLANET’s 
Environmental Improvement Awards program 
is good for your company, your business, and 
your employees. Membership has its awards.

MEMBERSHIP hAs iTs awaRdS

left to right: Paul Fields, dan morgan, 
and walter dahlberg

“… the national 
recognition reminds 

employees of the 
quality of work 
they’re doing.”

dan morgan

“O
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We look forward  
to a strong  08 

 As a landscape management 
company, we are relatively protected 
from economic peaks and valleys, 
and we continue to look for ways to 
do more with less. Like other main-
tenance-oriented contractors, though, 

we rely heavily on our labor force to provide service. Last year was 
a banner year for us, and we look forward to a strong ’08. Just how 
strong depends in large part on when we get our workers.  
 We’ve been fortunate to have visas for 125 guest workers 
approved this year. Unfortunately, the visas don’t take effect 
until April 1, and then there will likely be a processing back-
log as everyone rushes to get their workers. In other words, we 
could have our guest workers in April, or we may not see them 
until June.
 The good news is that we will have our workers; the bad 
news is, we won’t get them until the spring rush is underway. 
Knowing that a battle was looming over the repeat-workers 
exemption, we ramped up our recruiting efforts last fall and 
were able to hire a few more local workers than normal this 
winter. Of course, the challenge is to keep them employed until 
we need them this spring. Even then, we will be short of help 
until our guest workers arrive. 
 One of our biggest challenges in the spring is to mulch all 
our properties, a typically labor-intensive operation. To meet 
this challenge, we have made plans to sub out the mulching of 
our larger properties to a firm that operates big, mulch blower 
trucks. This is not something we wanted to do, but something 
we felt we had to do to ensure we would be able to deliver on 
customer expectations. 
 Frankly, contractors who don’t get their guest workers this 
year will have few alternatives. If  the alternatives were viable, 
our industry would already be employing them. 

James River Grounds Management, Inc.
Glen allen, Virginia

(804) 550-3500
mcandler@jrgm.com

We’re creatively 
going back to basics

 At the last couple of trade and 
gift shows we attended last year, we 
felt the affects of a lagging economy. 
Attendees and exhibitors alike were 
talking about an impending slow-
down. That’s all we needed to hear. 

Several months ago, our management team met to develop a 
strategy to meet the challenges our industry would be facing. 
 We started looking at new product lines for our floral and 
interior plantscaping departments. We looked at potential new 
service offerings, too — both directed toward existing customers. 
Our goal was to bring something different (e.g., new products and 
a special events service) to the table for existing customers. As we 
developed our ’08 growth strategy, and we believe we will grow 
this year, we wanted to be more selective with new customers. 
 Then it was back to basics. We surveyed existing customers 
in person, and those who participated received an azalea plant. 
Some also took advantage of a new service; others showed in-
terest in new products. 
 Our strategy is simple. If  it is going to be a challenging 
year, let’s first make sure we have a strong relationship with cur-
rent customers. Let’s be ready to offer them something a little 
different. Customers may pull back on spending this year, but 
by being proactive, we will likely retain some, if  not most, of 
their business. The challenge is to make sure we don’t spread 
ourselves too thin and lose focus.  
 Being a PLANET member has and will continue to help 
us through economic cycles. We have developed a lot of busi-
ness acumen by attending seminars and sharing ideas with other 
PLANET members, and our management team relied on this 
knowledge as it developed an ’08 business strategy.

Raimondi Horticultural Group, Inc.
Ho-Ho-Kus, New Jersey

(201) 445-1299
chrisr@raimondihg.com

whAT’s in your ‘08 crysTAl BAll?

MarIa CanDler, ClP ChrIs raIMOnDI, ClP

‘
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We are cautiously 
optimistic

 The housing market impacts 
nearly everyone in the green industry. 
In lawn care, though, we should feel 
the impact to a lesser extent. People 
may not be buying new homes, but 
they will be maintaining the ones 

they currently own. With that said, in January we experienced a  
slight increase in cancellations over last year. Conversely, we 
are ahead of schedule with the number of customers who have 
prepaid for this year’s services. 
 We are optimistic and still look to increase sales by 7 
 percent over last year. To reach this goal, we have increased our 
marketing effort, doing less of what hasn’t been effective and 
trying a few more new approaches. This year, for example, we 
are looking at buying advertising (coupons) that will appear on 
the Sunday newspaper front page. It’s something we’ve never 
tried before. Traditionally, we shy away from expensive and of-
ten ineffective bulk letter and postcard mailings. Our thought is 
to use a variety of marketing strategies to get our name in front 
of customers in our niche market. 
 Again, we are somewhat cautious about the economy and 
that, in large measure, has caused us to increase our marketing 
budget. There is a chance we will exceed our ’08 sales goals, just 
as we exceeded last year’s goal. If  we do, that would be great. 
If  we meet our goals, or even fall a little short, we will still be 
growing and that, too, would be agreeable. We should know by 
February how many customers we retained from last year. By 
mid-April, before the first application, we will have a good idea 
of what our year will bring.
 The challenge is to be ready for any and all growth sce-
narios. We always start the season with two extra technicians, so 
we are prepared to handle employee turnover and unexpected 
growth. This year is no different. If  we grow, we’re covered. 
If  technicians leave, we’re covered. If  sales are flat and no one 
leaves, we carry the extra overhead and assign the additional 
people to “helper” duties. 
 As a business owner, you certainly need to have a pulse on 
where the market is going, but we’re also not fortune tellers. Our 
crystal ball may tell us one thing and something else happens. 
Despite the housing slump and other economic rumblings, we 
are posturing for a good year, and we will do our best to make  
it happen. 

Fairway Green, Inc.
Hillsborough, New Jersey

(908) 281-7888
fairwaygreen@att.net

Time is of the essence 
for meeting challenges, 
opportunities
 Amid all the challenges and 
concerns for the coming year and the 
fact that Cleveland has lost 40 percent 
of its manufacturing base over the last 
several years, The Pattie Group is still 

looking relatively strong for 2008. In the past, we have found that 
our company seems to weather the ups and downs of a cyclical 
economy fairly well. So as of now, we feel pretty comfortable, but 
it will be something we will watch closely throughout the year, 
and make adjustments as necessary.
 The truth is, the industry faces big challenges this year with 
the current H-2B disaster on our hands, the housing slide, and a 
slowing economy. Still, there are some interesting opportunities 
for design/build contractors and other green industry service 
providers. They include the following:
• Over the years, we have strived to deliver more services to 

current customers. Baby boomers are getting older, and 
they will need this level of help. 

• The “green” movement is big. It is presenting some  
challenges, but with that comes many opportunities for 
sustainable landscape designs and installations, and for  
new processes and services to offer in maintenance.  

• Just as a failed guest-worker program causes hardship for 
companies that don’t get their workers, it spells work and 
opportunities for those that do, or for those that planned 
well for this possibility. The industry as a whole will not 
have enough labor this year to provide all the services  
customers want, and the customer and many of our in-
dustry friends will suffer the consequences. The companies 
lucky enough to get their H-2B workers or come up with 
alternate solutions stand to benefit a great deal. 

 Time is of the essence. With the issues at hand, companies 
cannot wait to put their contingency plans in place, or sit idly by 
while seeing what the economy will do before implementing new 
ideas and strategies. The employment crisis, the green move-
ment, and the housing market slide are happening now. You 
have to spend time forecasting, preparing, and playing the “what 
if”game for such challenges well in advance. There is an aging 
population that wants and needs more help and service everyday.  
The companies that prepare to meet the challenges of an  
ever-changing world are the ones prepared for the opportunities 
that come with them.

The Pattie Group
Novelty, Ohio

(440) 338-1288
steve@pattiegroup.com

BOB WInDIshsteve PattIe, ClP



Award-winning professional garden designer and 

TV personality P. Allen Smith recently visited with 

53,000 of America’s best and brightest students at 

the National FFA Convention and Career show in 

Indianapolis. A sponsor of the FFA and its Nursery 

and Landscaping Career Development Event (NLCDE) 

for the past six years and the official outdoor power 

equipment sponsor of P. Allen Smith’s Garden  

Home Retreat, STIHL Inc. was pleased to bring the 

two together.

During the convention, Smith, famous for his 

shows P. Allen Smith’s Garden Home and P. Allen 

Smith Gardens seen on PBS and in syndication, 

filmed a segment for an upcoming program focusing 

on the FFA, featuring high school teams from around 

the country. The program will air later this year and  

in 2009. 

“The FFA and the NLCDE are fortunate to have 

the sponsorship support of STIHL Inc.,” said Dr. 

Alan McDaniel, coordinator of the NLCDE. “Much 

beyond the financial assistance, there is a valuable 

message that the students’ efforts are important to 

the industry they hope to enter. Help in planning and 

conducting the CDE also enhances the education 

process on the local level. This CDE is very 

challenging, and each year the coaches gain new 

concepts, practices, and materials to include in their 

instruction.”

The two-day event was a combination of practical 

and theoretical skills. Students were tested on their 

knowledge in areas such as plant, disease, and 

equipment identification, as well as specific skills in 

plant propagation, landscape design, problem solving 

and verbal sales skills. 

Taking top honors this year was a team from Perry, 

Ga. Team members Ashton Jones, Tyson Strickland, 

Tabitha Williford, and Jordan Wood , coached by 

Argene Claxton, placed first in competition with 40 

other teams. The team from Washington, Kan. earned 

second place honors, and Graham, N.C. took third.

In addition to team honors, individual medals, and 

scholarships, the top three teams were invited to 

attend the PLANET (Professional Landcare Network) 

Student Career Days competition, courtesy of STIHL 

and co-sponsor Ariens Company. The PLANET event 

is a college-level competition and will be held at the 

North Metro Technical College in Atlanta, Ga. March 

27-29, 2008. The PLANET event is considered a 

significant recruiting opportunity by the numerous 

green industry companies that attend the event 

each year. 

“We want these young people to see that not only 

can they pursue their passion at the high school and 

college levels, but that there is a viable career path 

ahead of them,” said Roger Phelps, promotional 

communications manager for STIHL Inc.

P. Allen Smith also had the opportunity to address 

The FFA builds camaraderie among a very driven group of young 
professionals, while preparing students for premier leadership, 
personal growth and career success.

During the FFA National Convention, FFA members compete in many 
disciplines, including plant identification.

TV Garden Expert P. Allen Smith Features 
FFA Students in Upcoming Episodes
Smith films his renowned gardening shows at National FFA Convention

50 coaches of the NLCDE teams. The educators, 

representative of 12,000 FFA agricultural teachers, 

were able to share with Allen their challenges and 

needs in providing lesson materials and direction to the 

approximately 495,000 students currently participating 

in the FFA. Smith, who has worked on student lesson 

materials in the past, stated that he saw this as an 

opportunity to share not only his expertise in the field,  

but also his passion.

L to R: Gardening expert P. Allen Smith and STIHL Inc. 
promotional communications manager Roger Phelps. 
STIHL, the official outdoor power equipment for Smith’s 
television show and a sponsor of the FFA, was excited to 
bring them together.

To learn how your company can get involved, contact:
National FFA – www.ffa.org, (317) 802-6060

We are proud 
to support FFA
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Thornton Landscape, Inc. 
Maineville, Ohio

Company principals  
 Rick Doesburg, CCLP, ASLA, president

Andy Doesburg, CLP, vice president

Larry Henry, ASLA, vice president

John Haubrich, vice president

Founded: 1961

Employees: 35

Service Offering: 
80% design/build  
20% landscape management

PLANET member for 39 years. 

or Rick Doesburg, CCLP, ASLA, 
buying a business in 1999 was the 
furthest thing from his mind. After 

all, he had been working for Thornton Land-
scape since he graduated from The Ohio State 
University (OSU) 30 years before. When son 
Andy Doesburg, CLP, though, raised the 
topic over dinner with Rick and his mother 
Peggy, what was a father to do? “If  Andy 
wanted to work in the business, I wanted to 
give him that opportunity,” says Doesburg. 
“It so happened that owners Bill Thornton, 
CCLP, (retired) and Gary Thornton, CCLP, 
(now SLICE Technologies) were selling their 
company. After several more discussions 
with Andy and Peggy and the Thorntons, we 
agreed to purchase the design/build part of 
the operation and keep the Thornton name. 
 Fast forward nine years and Thornton 
Landscape, Inc., located in Maineville (metro 
Cincinnati), Ohio, is a $3 million plus design/
build company that employs 35 people dur-
ing the busy season. The company generates 
approximately two-thirds of its revenue from 
residential development projects and the rest 
from high-end residential customers. Just 
last year, it also purchased a small landscape 
management company, and looks to add an-
other $500,000 or more in revenue this year. 

College connection
 Born and raised in Cleveland, Rick 
Doesburg learned about the green indus-
try early on when he worked at a local  
garden center while attending high school. “I 
learned about chemicals and diseases, sold 
flowers, and interacted with customers,” he 
recalls. “After working there after school and 

during summers, I guess the industry got into 
my blood. Strangely enough, the son of the 
owner of that store, John Haubrich, is now 
my general manager.”
 Doesburg declared horticulture as his 
major in his junior year at OSU, and shortly 
thereafter met the Thorntons at an alumni 
fraternity gathering; they attended OSU 
in the early 60s and were also members of  
Alpha Gamma Rho. The three became 
friends, and Bill and Gary offered Doesburg 
a job right out of college. 
 “It wasn’t the best offer of the three that 
I had at the time,” Doesburg recalls with a 
smile.  “In fact, it was the lowest offer, but 
I knew the Thorntons and liked the situa-
tion. I started right out in sales and have been 
in sales ever since. There are many ways to 
run a design/build company, but I’ve always 
thought that selling is selling and designing is 

F
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ed to work in the business, i wanted  to 
give him that opportunity,” says rick. 
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designing. Yes, I have done and still do some 
design, but I’m dangerous sitting at a design 
table or looking at a CAD screen. I would 
rather be out selling.”
 He continues, “Andy would rather be 
in production, but I encouraged him to get 
into sales. I told him that if  he was going to 
one day run this company, he had better keep 
a handle on the client and not depend on 
someone else to be the so-called ‘rainmaker.’ 
It turns out he’s a natural at 
selling, way ahead of me when 
I was his age.”  
 Production? Sales? Land-
scaping? None of the three were 

on Andy’s short list when he graduated in  
1999 from Coastal Carolina University with  
a degree in Recreation and Leisure Manage-
ment. But the opportunity to work with his  
father in their own business was far more  
attractive than managing a tennis facility.  
He jumped right in with production and  
later took the hint to sell. Today, Andy is  
in sales in the five-person design/build  
department. He is also president elect of  

the Ohio Nursery & 
Landscape Association, 
and spearheads the  
company’s lean man-
agement program. 
 “There’s not much  
downtime here,” Andy 
relates. “We work on 
between 100 and 150 
design build projects  

a year, with four production supervisors  
and four design/build crews. With mainte-
nance coming on new this year, we plan to 
add two landscape management crews.”
 Regarding lean management, he thinks 
that practicing “lean” will be effective in  
reducing waste in both design/build and 
maintenance. “Sure, it will be easier to im-
plement in maintenance where we replicate 
tasks,” Andy notes, “but design/build has 
some inefficiencies, as well.”

Forty years of change
 In 1969, rest assured the words “lean 
management” were not part of Doesburg’s 
business vocabulary. Cell phones weren’t 
around, CAD was a decade or more away, and, 
in some ways, the industry was still earning  
its stripes.
 “Good landscape contractors today are 

Four production supervi-
sors and four design/build 
crews account for 100 to 
150 projects a year.
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head and shoulders above their predeces-
sors,” says Doesburg. “Our industry has its 
challenges; all industries do. But there are a 
lot of things right in this industry, too, and 
professionalism is one of them. I would pit 
any of our top companies against any of the 
top companies in other service-related indus-
tries. In fact, in terms of education, certifica-
tion, and other criteria that make a company 
professional, we are leaders.”
 He continues, “Our industry has changed 
in other areas. Contractors can accomplish 
so much more today with new mechanized 
equipment, and the ability to communicate 
so readily with customers and employees has 
improved performance and response time, 
to name but two areas where cell phones, 
digital cameras, e-mail, and Web sites have 
changed the way we operate. I remember the 
days when there would be 17 to 18 messages 
waiting for me when I returned from the field. 
Finally, Bill convinced me to get a cell phone. 
We used to take Polaroid photos of sites, and 
now we use digital cameras. We purchased 
our first computer in 1979.  Look how far the 
industry has come in a relatively short time.”

Industry involvement
 Doesburg attended his first Associated 
Landscape Contractors of America (ALCA) 
meeting in the early  70s and has been an  
active member of this PLANET legacy group 
and PLANET ever since. He served as the  
association’s president in 2002 and continues 
to be on committees, attend meetings, and 
network with friends and associates he has 
made over the years. 
 He looks around his office and says, 
“There’s hardly a system, an idea, or  
process here that is original. We have borrowed  
our sales process, our tools, and our pre-
sentation material from other industry  
leaders who we’ve met first through ALCA  
and later PLANET.”
 PLANET, Doesburg emphasizes, is 
valuable in several ways. “First, it’s a tre-
mendous training ground for inexperienced  
business owners who learn how to be leaders  
just by their involvement in committees and 
other group activities. Then, it’s a matter of 
learning just by being around the ‘big boys.’ 
State and regional groups have their place, 
too, but where else can contractors who aren’t 
competitors be so open with how they oper-
ate their businesses. I remember attending 
my first couple of meetings and looking with 
envy at some of the bigger operators. ‘Would 
I ever get there,’ I wondered. The Cincinnati 
market is small and we’re not one of them, but 
we wouldn’t be where we are without ALCA, 
PLANET, and our state association.”
 Looking back at his year as associa-
tion president, Doesburg has this to say, 
“It was one of the most rewarding and fun 
years I’ve ever spent in life. It was a wonder-
ful experience in so many ways, and it was a 
direct reflection of where the group’s ‘magic’ 

originates, its membership. I can’t say enough 
about the great experiences I had then and all 
the lifelong friends I’ve made as a member.”

Lean, green, and more
 What does the future hold for Thornton 
Landscape? More of the same with even more 
input from Andy and company employees. 
“We want our employees to decide where to 
focus on lean and green,” says Andy. “They 
have to buy into the process to make it work, 
which means they need to take ownership of 
it right up front.”
 His father agrees. “We’re not to the point 
yet in training where we’ve held our first  
formal Kaizen event, but that’s coming 
soon, and we want our employees to be the  
drivers. The green movement is no passing 
fad, either. I like the idea of sustainability,  
creating landscapes with a low-carbon foot-
print, recycling yard waste, and so forth. 
There are opportunities for landscape  
contractors to not only be environmental 
leaders but to promote themselves as such.”
 Both father and son are excited about 
the future. Yes, residential design/build will 
likely be a challenge this year, but the new 
landscape management division will pick up 
some of the slack. They plan to take advan-
tage of the natural synergies between the two 
service offerings, as well as to market the new 
division on its own merit.
 After being in business 39 years  
Doesburg, knows that one year doesn’t 
make the future.  For company owners to be  
successful and, yes, sustainable, owners need 
to be willing to change, learn from leaders, 
and practice what they’ve learned over and 
over again. 

COMPanY PrOfIle

The doesburgs think that residential 
design/build will be a challenge this 

year, but a new landscape management 
division will pick up some of the slack.  

Thornton landscape generates two-
thirds of its revenue from residential 
development projects and the rest 
from high-end residential customers.

‘
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ising fuel costs, an H-2B program in 
question, a housing market in decline, 
and a serious bout with drought all spell 

what promises to be a challenging year for 
landscape and lawn care contractors around the 
country. The landscape doesn’t look the same for 
everyone, but for those facing hardships, there’s 
no better time than now to make plans that will 
ensure continued viability and success. 

Know your costs
 Whenever “slowdown” pops up in con-
versation, the next two words that quickly  
follow are “reducing costs.”  Rightfully so, says 
green industry consultant Tom Oyler, managing 
partner with Wilson Oyler Group in Maitland, 
Florida. “Cash will be king again this year,” he 
emphasizes.  “If you’re in a particularly diffi-
cult market, conserve cash at all costs. Teaching  
employees pivotal duties and teaching them 
how to do more with less is one of the best 
forms of cost reduction.” 
 Rob Diaz, president and CEO of Land  
Care, Inc., in North Las Vegas, Nevada, agrees. 
“We cross train employees so they can be  
utilized in other areas when there is a slow- 
down that affects their current positions. I  
believe there is a common misperception, too, 
that more is better. Having too many team mem-
bers can sometimes hide mediocre performance, 
which can adversely impact the entire team.”  
 Among other cost-cutting moves, Diaz  
suggests taking a close look at equipment to 
make sure it is being fully utilized. Review 
routes to determine how efficient they truly 
are and continue to focus on working lean by 
eliminating waste. Says Diaz, “We equip and 
empower our team members to own ideas for 
eliminating waste, and reward them when an 
idea saves us more than $300 a month.
 “Communicate with your entire team 
about what the market is doing and what must 
be done to be successful in the market. When 
times are tough, I believe it’s important to work 
even harder to maintain and establish customer  
relationships, maintain quality, and train. Sim-
ply put, better trained team members are more  
productive.”

featUre

TimE To mEET chAllEnGEs hEAd on
R

“This will not be the year of the ‘invisible cEo,’”  
says green industry consultant Tom oyler. 
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 “This will not be the year of the 
‘invisible CEO,’” adds Oyler. “CEOs 
must be out front and focus on custom-
er, employee, and vendor relationships. 
Understand that the manufacturer is 
your future best friend. Do not buy on 
price and perceived product quality 
alone. Buy from manufacturers (and 
dealers) who understand their role in 
the industry. They need to be more than 
product suppliers; they need to be part-
ners in ‘production management.’”

Know your market
 Land Care’s Diaz says that his 
company was fortunate to have antici-
pated a changing housing market in Las 
Vegas, albeit not to the extreme that it 
took.  “I believe that all companies, no 
matter what services they provide, must 
be diversified,” he relates. “If you built 
your company around one type of cli-
entele (e.g., homebuilder/developer) in 
all likelihood your company has taken 
a good-sized hit in the current market. 

Not to say now is the time to make any 
dramatic change in company focus. To 
go from serving the homebuider market 
to the public works sector with little or 
no prior experience would be risky, es-
pecially in a slowdown. The same the-
ory applies to making a dramatic shift 
in your service offering, from design/
build to maintenance, when new con-
struction is off.”
 If changing clientele mix is not 
an option, think about changing your 
pricing strategy instead, adds Oyler. 
“Revamp your pricing strategy to price 
by market segment. Real estate is this 
industry’s DRIVER industry, and each 
market segment within it has its own 
ability and willingness to pay based on 
the economic conditions it faces. When 
single-family homes sales go down, 
multifamily rentals go up. When job 
growth is up, industrial, public, and 
quasi public will go up. When interest 
rates go up, a homeowner association’s 
(HOA) ability to pay goes down (20 to 

30 percent of all mortgages in many 
markets are variable rate). 
 “Pricing to the market is a sound 
strategy as the market is only going to 
pay what the market is going to pay. 
Now more than ever is the time to stay 
hyper vigilant and hyper observant in 
the market. Keep an external focus and 
move to the market opportunities.” 
 You have to know your numbers, 
too, says Diaz. “Land Care, Inc., starts 
its budget process from the top down. 
We set our sales goal and back our bud-
get numbers into these figures. We do 
this for every division and bring our 
team managers in on the entire process. 
They understand their accountability 

TimE To mEET chAllEnGEs hEAd on

“Pricing to the market is 
a sound strategy as the 
market is only going to  
pay what the market is 

going to pay.”
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featUre

and take ownership for both success 
and failures within a profit center. They 
are trained to know their numbers, and we 
meet to review them every week. Team 
members are also encouraged to speak 
out with ideas to save other team mem-
bers money in their specific budgets.”
 He continues, “Profit is profit, 
but, when times are lean, profits are re-
duced. Margins can still be stable, but 
you’re not going to make as much mon-
ey as you would in a growing econo-
my. If you know your costs and know 
your margins, you will know just how 
far your team members can go when 
submitting proposals.” He asks, “As 
an owner, do you really know and un-
derstand your numbers? Do your team 
players really know the cost of labor 
and equipment?”
 To turn a profit in both lean and 
good times, Diaz says he is constantly 
reducing costs to match sales goals. 
“We consistently look at our jobs for 
quality and profitability. Each job is 
tracked, and, if it does not fall within an 
agreed profit center margin, the job is 
discussed and the problem area solved; 
we fix it so the error is not repeated on 
another job.”

Be patiently impatient
 Cash flow and turning a profit can 
always be a challenge, but it can be 
especially challenging during a down-

turn. Both Diaz and Oyler emphasize 
how important it is to continue to main-
tain focus and yet be ready to move 
if and when an opportunity presents 
itself. Says Diaz, “As an owner you 
have to plan your work and work your 
plan. I believe that drastically deviating 
from your plan leads only to confusion. 
There is a difference, though, between 
deviating from your plan and rewrit-
ing or redirecting it; your plan is your 
company and without it you are lost. I 
believe one of our strong suits over the 
years is that we’ve put money back into 
the business and created separate profit 
centers. In other words we’ve been able 
to diversify, which helps us when con-
fronting a difficult market.”
 Adds Oyler, “If your organization 
is currently a top-tier earner in the mar-
ketplace, be patient about growth and 
impatient about profit. If you are a low-
tier earner, be impatient about growth 
and patient about profits. By this I 
mean most service industry compa-
nies move from being right sized to 
wrong sized without recognizing when 
or why.  In this industry, you must learn 
to reap profits when your company is 
at the right size, know what the next 
right revenue size is, build capital and 
marketing capability, and then leap to 
the next revenue plateau. Conversely, 
if your company is a low-profit earner, 
you must know what size ‘powers’ you 
to making more profits and strive to get 

to that size at almost any cost.” 
 Making the right moves with peo-
ple and training, finding ways to reduce 
costs without sacrificing quality and 
jeopardizing customer loyalty, redefin-
ing your company’s market position, 
and so forth can be daunting. Now is 
the time, says Oyler, to seek counsel. 
“Get help from smart outsiders, from 
consultants experienced inside as well 
as outside the industry. Look for help 
in key areas such as finance manage-
ment and leverage, and human resource 
development. Look for innovators who 
can help with guidance and gover-
nance.” 
 “I believe that support from other 
company owners has helped at differ-
ent times in my career,” Diaz adds. “I 
have been involved in landscaping and 
the green industry for more than two 
decades, throughout being actively in-
volved with PLANET, one of its legacy 
groups — the Professional Lawn Care 
Association of America (PLCAA) — 
and the Professional Grounds Manage-
ment Society (PGMS). The mentoring 
programs, the safety tools, education, 
and MOTIVATING opportunities that 
these organizations have provided were 
instrumental to our success. You don’t 
need to do it alone. Outside support can 
give you a breather, a fresh outlook, 
and the renewed energy to continue the 
fight of owning your own business.”

land care’s  
president rob 
diaz says that 
when times are 
tough, companies 
need to work even 
harder to main-
tain and establish 
customer relation-
ships, maintain 
quality, and train.

Both diaz and oyler emphasize how important 
it is to continue to maintain focus and yet be 

ready to move if and when the opportunity 
presents itself.
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COnsUltant COrner

 he question I hear most frequently these days is, 
“How’s the economy going to affect my business in 
2008”?  I wish I were smart enough to know exactly. 

Even the best economists can only make an educat-
ed guess. However, the general consensus is that the 
next two years will be the toughest two years since 
2001–2002. You read the papers. You know all the 
culprits. No need to rehash that here. My objective 
in this article is not to dwell on the causes but to 
discuss the tactics of the well-prepared business.
 Given this economic forecast, you need 
a simple plan to survive and to emerge stronger. 
Having a plan can make all the difference between 
acting rationally and pushing the panic button.  

 Just to be clear, here’s what you can expect in the next 
two years:
 • Increased consolidation: Some of your competitors  
  will be swallowed up by larger companies.
 • Emergence of new players: Many in construction  
  have decided, once again, that maintenance is not  
  such a bad business.
 • Pricing pressure: Many of your competitors will  
  use lower prices just to cash flow themselves at  
  lower margins.
 • Increased workloads and stress: You may lose  
  some key players and add to the gray hairs already  
  sprouting on your head.
 Your planning must keep this thought in mind —  
Survival in a down market is a function of cash flow. Cash 
flow is a function of money out and money in.

Manage by the numbers — 
slow cash outflow
 Create a flat or reduced budget and bring labor and 
overhead costs in line using industry leverage benchmarks. 
See the 2007–2008 example and discussion on page 19.
 When you project your overhead budget, identify staff and 
expenses that can be eliminated in the event of a revenue short-
fall. These expenses include spending on travel, entertainment, 
subscriptions, telephones, computers, and office expenses.  
Savings here can amount to 1 to 2 percent on the bottom line. 
Do not reduce marketing expenses — refocus them.
 Use your budget to establish WEEKLY revenue and  

labor-hour targets, and be prepared to reduce overhead costs 
at the first sign of an extended revenue shortfall. Be willing to 
work with smaller crew sizes and pay a little more overtime. 
Savings here can amount to 2 to 3 percent on the bottom line.
 Use debt to purchase and replace trucks and equipment 
to conserve cash.  

Focus on the sales pipeline — 
increase cash inflow
 Protect your turf (no pun intended – really!). Meet with 
your big customers and prospects to address pricing and 
scope of work. Look for ways to save them money. This is 
better than losing their business. Even happy customers leave 
for lower prices in a tough market.
 Be aggressive and smart in pricing. Don’t focus on 
gross margin percentage job by job in your estimates. Focus 
on generating gross profit dollars in total from the pipeline 
and keeping your schedule full. At the same time, do not give 
it away. There are ways to reengineer almost any job and still 
keep the customer happy. Use the 80/20 rule to focus reengi-
neering on the big revenue accounts/jobs.
 Manage your sales pipeline. Conduct twice weekly re-
views of your prospects, targets, and opportunities. Speed 
and price are essential strategies in a down market. Getting to 
the customer or prospect first, and getting back to them first 
can increase your close rates by 30 to 40 percent. Use this 
sales meeting to schedule new call, estimate, proposal, and  
closing activities for each salesperson to create a day-to-day 
plan — just like a production schedule or a maintenance 
route.  Never lose sight of your pipeline.
 Down markets always test a manager’s skills and nerve.  
Since we can’t know the depth of the downturn, it makes 
sense to be ready. There have been down markets before. 
We survived those, and we will survive this one. Luck and  
fortune, however, favor the well-prepared.

By Kevin Kehoe

T

ManagIng  
in a down market



DIsCussIon:
 As the chart shows, we are projecting a 25 percent reduction 
in revenues for 2008. The question we need to answer is how 
much labor and overhead must be cut to maintain profit dollars 
— keeping in mind that profit dollars are more important than 
profit margin in a down market. Just to maintain our cash posi-
tion, we must generate at least the same amount of profit dollars 
in 2008 as in 2007 (despite the revenue decrease). That would  
be $60,000.
 We use two key ratios to answer the cost reduction question 
— the labor-leverage and the overhead-leverage ratios. Labor 
leverage is realize rate divided by average wage rate. Overhead 
leverage is revenue dollars divided by overhead dollars. I used 
a spreadsheet to do this trial and error calculation. Here’s what 
we find: If sales decrease by 25 percent, we are going to have to 
increase labor leverage slightly and overhead leverage greatly to 
arrive at a cost reduction of $98,065 and a labor-hours reduction 
of 2,879 hours to make $60,000 in “cash flow” in 2008. 
 Now the hard work starts: We have to find this level of cost 
reduction primarily in staffing to make the cash flow budget 
work and stay out of trouble for the duration of the down market. 
These kinds of hard decisions are better than the panicky ones 
that you will make later if you budget “in denial.”

NOTE: I used a spreadsheet to do this trial and error calculation. It is available on my Web site, kehoe.biz.  
You must know how to use Excel as it comes with very few instructions.

Kevin Kehoe, owner of Kehoe & Co., Laguana Niguel, California, provides management and marketing  
consulting services, and works closely with PLANET and its educational programming. He can be reached  
at kkehoe@earthlink.net.

ExaMpLE CharT oF 2007–2008 InCoME sTaTEMEnT:

 2007    2008
Revenues  1,000,000   Revenues  750,000

Material  330,000  33%  Material  247,500  33%
Labor  180,000  18%  Labor  132,895  18%
Subcontractor  90,000  9%  Subcontractor  67,500  9%
Cost of Goods  600,000  60%  Cost of Goods  447,895  60%

Gross Profit  400,000  40%  Gross Profit  302,105  40%

Overhead  340,000  34%  Overhead  241,935  32%

Net Profit  60,000  6%  Net Profit  60,170  8%

Hours  11,000   Hours 8,121
    
ACTUAL RATIos   PRoJECTED RATIos
Average Wage Rate $ 16.36   Average Wage Rate $ 16.36
Realize Rate  $ 45.91   Realize Rate  46.64
Labor Leverage   2.81   Labor Leverage   2.85
Overhead Leverage   2.94   Overhead Leverage   3.10
    Sales Growth   -25%

2,879
Labor Reduction

98,065 
Cost Reduction

ManagIng  
in a down market
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he number of Hispanic entrepreneurs working in the 
green industry in the United States continues to grow. 
Although they share many of the same concerns as 

their non-Hispanic colleagues, they also face some unique 
challenges. What are some of these challenges, and how do 
Hispanic entrepreneurs overcome them? Two prominent 
Hispanic entrepreneurs, Juan Carlos Vila, owner of Vila & 
Son in Florida, and Jesus “Chuy” Medrano, CLT,  partner at 
CoCal Landscape in Colorado, share some of their thoughts 
on the subject. 

overcoming challenges
 The biggest challenge for Vila was learning English, 
one he solved by attending evening classes at Miami-Dade 

Community College after long days operating his 
company. Says Vila, “Sometimes I did not under-
stand the contracts or was unable to read clearly the 
bid proposals or magazines; I had to ask my old aunt 
for assistance and clarification.” The challenge, he 
notes, manifested when he tried to expand his busi-
ness from a predominantly Latino South Florida 
market to neighborhoods north of Miami. 

“It wasn’t as if the market was waiting for 
us,” Vila adds. “As a company, we had to seize the  
opportunity, take risks, and be persistent.” This 
was back in the early 80s, he points out. Today, the  
challenges are different, yet just as daunting. “The 
challenge for our company and others is to find and 
keep high-quality employees,” says Vila. “My vision 
is to deliver great services and grow great people. To 
do this, you have to surround yourself with talented 
and motivated individuals. We have been successful 

doing that. In fact, one of my vice presidents has been with our 
company for 20 years.”  
 Adapting to a new culture and gaining acceptance from 
customers were among Medrano’s earliest challenges. Adap-
tation comes with time, he explains, but time isn’t something 
a company has a lot of when it comes to winning over a 
customer’s confidence. “Hispanic owners need to maintain a 
positive attitude, always, and deliver high-quality craftsman-
ship early on to gain acceptance from their customers,” says 
Medrano. Like Vila, he understands how important it is to 
be willing to take risks and be persistent to overcome daily  
challenges. “Hispanic business owners must be mentally 
sharp to overcome objections,” Medrano adds. “They must 
also maintain a positive attitude and not give up on the  
challenges that a new culture presents.” 

reaping benefits
 Ironically, having Spanish as a first language is a benefit 
when communicating with employees. “It is a powerful tool 
to be able to speak the language of your employees and relate 
to them and their families,” Vila emphasizes.  “Being Latino, 
I was able to get people to follow me and share my vision.” 
 Medrano agrees, “Yes, it is helpful and important  
to understand the culture of the people who work in your 
company, whether they are Latino or Anglo. You have to  
understand your employees and their motivation.”
 Vila and Medrano note that one of the benefits of  
being a minority-owned company is the ability to bid for  
government-based contracts through the Disadvantage  
Contractor Program. Vila used the program in the early  
stages of his company’s development, until it was canceled 
in Florida. Medrano also used the program early on, but gave 

OwnErS SharE ThOughTS On ChaLLEngES, OPPOrTunITIES

featUre
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“it is helpful and impor-
tant to understand the 
culture of the people 
who work in your 
company,” says cocal’s 
chuy medrano, clT.

By: Edward Correa, CLT
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up on it when competition became too keen.  Says Medrano,  
“As CoCal grew, overhead went up and its ability to be  
competitive went down. Although government contracts are 
very competitive, the work still provides an opportunity for 
new Hispanic companies until they establish a market niche 
of their own,” he emphasizes. 

having a point of difference
 Other than having English as a second language, a new 
culture to understand and learn, and a slight leg up on hir-
ing Hispanic workers and obtaining government bid, Vila 
and Medrano see little difference between Hispanic-owned 
companies and their Anglo-owned counterparts. If there is 
one difference, though, it has to do with location and how far 
they are from their home countries.
   Says Vila, “My company’s motto is ‘do whatev-

er it takes.’ When I first started here, I had to work on  
Saturdays and Sundays for many years to grow the company, 
and my team worked right long next to me.” He agrees that 
most any company owner has a good work ethic, but he and 
his Hispanic peers have another incentive to succeed. “We 
come here as a minority to the land of opportunity. We leave 
our home countries and have no choice other than to work 
hard and move forward. Today, I’m a business owner in the  
United States, my second country.”

seeking a support line
 Vila and Medrano emphasize that PLANET has been 
instrumental in the development of their companies and their 
personal growth.  “I am very proud to be part of PLANET,” 
says Vila. “I was impressed from the beginning. Our company  
has grown exponentially, and I have grown personally  

by meeting PLANET  
members, colleagues, and 
green industry consultants 
alike.” Adds Medrano, “One  
of my PLANET highlights 
is the camaraderie; when-
ever I have a question or 
a concern that needs a  
solution, I can call a  
PLANET member next 
door or one that is doing  
business thousands of 
miles away.” Medrano says  
he believes in PLANET 
“100 percent.”

In ThEIr Own wOrdS:  
10 keys to succeed as a Hispanic entrepreneur  
1. “DELIvEr grEaT sErvICE anD groW grEaT pEopLE.” — vILa
2. “MaInTaIn a posITIvE aTTITuDE.” — MEDrano
3. “sEIzE ThE opporTunITy.” — vILa
4. “nEvEr gIvE up.” — MEDrano
5. “surrounD yoursELF WITh grEaT pEopLE.” — vILa
6. “aLWays TraIn In ThEIr naTIvE TonguE.” — MEDrano
7. “Do WhaTEvEr IT TaKEs.” — vILa
8. “aLWays pLan anD havE an EnD In MInD.” — MEDrano
9. “FoLLoW your vIsIon.” — vILa
10. “TaKE aDvanTagE oF aLL ThE pLanET rEsourCEs.” —  MEDrano

Ed Correa is owner 
of Bilingual Training 
Solutions located in 
Dover, New Jersey. 
He can be reached  
by phone at (973) 
723-4945; e-mail: 
info@bilingualts.com. 

Juan Vila (left) with company vice president rick leal, clP. “my vision is to deliver great services and grow great 
people. To do this, you have to surround yourself with talented and motivated individuals,” says Vila. 
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wo thousand out-
reach clients and 
17,000 people 

pass through the doors 
of the Cathedral City  
Senior Center in California 
each year. Thanks to the 
efforts of the Plantscape 
Industry Alliance (PIA), 
its PIA Cares Program, 
and a group of dedicated 
volunteers, they now en-
joy the many benefits of a 
professional interior plant 
installation.
 The installation took place in 2006, a day after the close of 
PIA-hosted CalScape Expo in Palm Springs. PIA Cares team 
members specified plants and containers to be used, procured 
materials from very generous vendors exhibiting at CalScape, 
and installed the plants in the facility. PIA Chairperson Debra 
Ringler, a designer, a procurement coordinator, seven indus-
try vendors, 12 volunteer installers, and a horticulture therapy 
trainer were involved in the project. In total, they spent more 
than 60 hours enhancing the center’s environment.
 To facilitate care and maintenance, the entire project 
was installed with controlled watering sub-irrigation, and the 
center’s staff was trained in its use and general plant care. 
The staff members then enlisted seniors from the community 
to provide the ongoing care. Two PIA Cares members now 
monitor the installation every few months, providing training 
and advice.
 “This is one of six or seven community service proj-
ects that PIA Cares has implemented in recent years,” ex-
plains PIA Executive Director Mary Golden. “Part of the 
PIA Cares mission statement is to improve the environment 

of disadvantaged communities by contributing profession-
ally designed interior plant installations. The volunteers who 
worked on this project enhanced the Center and created an 
environment where seniors can enjoy the many benefits that 
plants provide.”
 She continues, “The plants not only bestow their  
long-recognized healing and health benefits to the Center’s  
seniors, they offer an opportunity to participate in  
their care and maintenance — a passion for many long-time 
area residents.”
 The Cathedral City Community Center has been  
addressing the needs of seniors 
from the Palm Springs area for 
more than 24 years. In the heat 
of the summer, it becomes a 
cooling center. Seniors are free 
to find relief from the heat, lis-
ten to music on rehearsal day, 
and enjoy a snack while sipping 
ice tea. Thanks to the time, ef-
fort, and donations of PIA Cares 
and its volunteers, they can do 
all of the above and more, while 
also enjoying a lush and beauti-
ful interior garden environment.
 This project was awarded the Professional Landcare 
Network’s (PLANET’S) Community Service Recognition 
Award, which recognizes PLANET members that have dem-
onstrated leadership through their dedication and contribu-
tion to the good of the community. 
 PIA is comprised of interiorscapers, educators, vendors,  
and allied industry members from around the country.  
Its mission is to advance the interior plantscape industry and 
its professionals.

COMMUnItY servICe

T

California senior center  

benefits from caring group



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 action today 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

From Practical Application to Business Management, 
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[ ]

PLANET_cert_ad PN rev10:Certification ad 2/7/2008 2:19 AM Page 1
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Legislative Day on the Hill and Renewal & Remembrance at Arlington National and Historic Congressional Cemeteries July 20–22, 2008 L’Enfant Plaza Hotel, Washington, D.C. The nation’s capital is the site of  this very worthwhile legislative and national community service event.  •	 Discuss	vital	industry	issues	with	legislators	on	Capitol	Hill.  •	 	Volunteer	skills	and/or	equipment	to	beautify	Arlington	National	and	Historic	Congressional	cemeteries.For more information, call (800) 395-2522 or visit LandcareNetwork.org. Platinum Sponsors are Bayer Environmental	Science,	Husqvarna,	and	Syngenta.

Central

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

FREE Safety Program for 
Green Industry Service 
Providers PLANET’s	STARS	Safety	Company	Program	is	a	free	

safety	initiative		developed	by	PLANET	to	assist	all	

green industry companies in their efforts to lower total 

costs	of 	risk	by	reducing	hazards	and	injuries.		

 
Join	PLANET	for	additional	safety	resources	such	as:

•	 Access	to	Safety	Specialist	Sam	Steel
•	 Discounts	on	safety	education	and	PLANET’s	 

 safety resources For more information, visit LandcareNetwork.org or 

call Ilene Manster at (800) 395-2522.

Central

PLANETcareers.org  
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 to create an online résumé 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.	

Visit	PLANETcareers.org today.

Certification Exams Now  
Offered Through Computer 
Testing Centers 
PLANET’s	Certified	Landscape	Technician-Interior	
(CLT-I),	Certified	Turf 	Professional-Cool	Season	Lawns	
(CTP-CSL),	and	Certified	Ornamental	Landscape	
Professional	(COLP)	certification	exams	are	now	being	
offered	in	LaserGrade	computer-based	testing	centers.		
Sit	for	a	certification	exam	based	on	your	schedule	and	
location.	Testing	fees	include	PLANET’s	registration	
fee and a LaserGrade testing center usage fee. For more 
information,	contact	PLANET	at	(800)395-2522	or	
visit	the	Certification	section	of 	LandcareNetwork.org.

PLANET AEF — Donate Now! 

PLANET	A
EF	helps	fu

nd	the	educ
ational	end

eavors	of 	st
udents	

who	are	pre
paring	to	b

ecome	futu
re	leaders	o

f 	the	green
	industry.	

In 2008, the Foundation will present more than $70,000 in 

scholarship
s	to	64	dese

rving	stude
nts.	Every	c

ontribution
	goes	

toward	pro
viding	stud

ents	with	fi
nancial	hel

p	to	move	a
head.

 
Your	tax-de

ductible	do
nation	to	th

e	PLANET
	AEF	Foun

dation	

gives	you	th
e	opportun

ity	to:

•	 Give	bac
k	to	the	ind

ustry	to	ens
ure	the	futu

re	quality	 

	 of 	the	indu
stry	by	help

ing	student
s	succeed.

•	 Gain	rec
ognition	fo

r	your	firm
.

•	 Be	recog
nized	as	a	v

isionary	wh
o	contribut

es	the	 

 growth of  the industry.

 
For more information, visit LandcareN

etwork.org or call  

Cheryl	Clab
orn	at	(800

)395-2522.
 

 

Green Industr
y Conference (GIC)  

and GIC+EXPO 

October 22–25, 2008 

Louisville Marriott D
owntown/ 

Kentucky Expo Center, Louisville, Kentucky 

Join your colleagues and suppliers for the nation’s largest green 

industry	ex
po	and	edu

cational	eve
nt.	GIC		ho

tel	rooms	a
re	now	

available.	S
pace	is	limi

ted	so	make
	your	reserv

ation	today
.	

 
PLANET	h

as	rooms	res
erved	for	its

	members	at
	the	followin

g	hotels:

•	 Louisvill
e	Marriott	D

owntown	—
	PLANET	H

otel	Headqu
arters

•	 Hampton
	Inn	

•	 Galt	Hou
se	Hotel	an

d	Suites

To	reserve	y
our	room	c

all	the	Lou
isville	Hou

sing	Bureau
	at	

(800)	743-
3100.	GIC	

Platinum	S
ponsor	is	Jo

hn	Deere.



Central

Why did I switch to John Deere?

Sizable savings for any size operation 

with PLANET’s Partnership Advantage.

3320 COMPACT UTILITY TRACTOR 757 Z-TRAK MOWER HPX GATOR UTILITY VEHICLE 110 TRACTOR LOADER BACKHOE

There are a lot of different brands out there. But with PLANET’s Partnership Advantage Program, 
John Deere gave me an opportunity I couldn’t afford to miss. Literally. I’ve seen fi rsthand what 
John Deere can do in the fi eld–more productivity, which means more money in my pocket. 
Plus, with the Partnership Advantage national account pricing I got a set discounted price just 
for being a PLANET member. There was no minimum equipment purchase either. So basically 
I purchase equipment at the same price that the larger players do, it really evens 
the playing fi eld.  And that’s what convinced me to make my whole fl eet green. 

So give your John Deere dealer a call. You’ll see making the switch is way easier 
than you think. I know I did. 

  PLANET member
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Change Service Requested

“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


