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We’ll help you grow.
And mow. And edge. And install. And haul. 

And grade. And ...

www.JohnDeereCredit.com

Landscaping consists of hundreds of different jobs every day. 
And John Deere has the equipment that can help make them all a lot easier.

What’s more, John Deere Credit has the fi nancing options designed to help you add that John Deere 
equipment to your fl eet. We understand the needs of the landscaping industry, so that’s why we 

offer fast, easy access to credit—with payment options customized to your unique needs.

For fi nancing that helps your business grow, see your John Deere dealer today.
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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.

 I remember more than 10 years ago 
when I decided to join my first green industry 
trade association. It was an investment and, 
at that time, I did not know what the return 
would be. I have not looked back and have 
been actively involved since then, and it’s been 
worth every single cent of time and financial 
investment. A lot has changed since then.
 Of course, I’m a bit bi-
ased. But I truly think that 
joining PLANET is worth 
every cent of the member-
ship fee. In fact, in the past 
few years, it’s been noted that 
membership is essentially 
free to those who take advan-
tage of the many PLANET 
benefits, including its affinity 
programs, consultants, and 
networking opportunities.  
 Considering what many 
in our industry are facing 
today — a labor shortage, down housing 
market, and rising fuel costs — I would sub-
mit that membership is not only free, but a 
requisite for company owners who want to 
weather what some are calling the “perfect 
storm” and be in a better, stronger position 
when the storm subsides. 
 Here’s why. First, PLANET members 
save by participating in a number of affin-
ity programs. A program with Shell Oil Co., 
for example, gives members a 3 percent dis-
count on fuel purchases. Three percent may 
not seem like that much considering the sky 
rocketing cost of fuel. Depending on your 
usage, though, the program can shave hun-
dreds, even thousands of dollars off  your an-
nual fuel bill. A national purchasing program 

with John Deere saves money on the cost of 
purchasing new equipment, and PLANET  
has similar programs with a collections 
agency, payroll services, office supplies, and 
car rental companies, to name but a few oth-
er suppliers who partner with members.  
 Even more important for some is the 
“free” advice they receive from PLANET 

consultants who specialize  
in law, public relations and 
marketing, safety, and hu-
man resources.  Just having 
access to HR consultant Bill 
Cook can be worth the cost 
of membership. Our indus-
try is suffering through a true 
labor crisis, and Bill’s advice 
on recruiting and retaining 
employees is invaluable. 
 Then, there’s that intan-
gible but equally important 
networking benefit. Labor, 

housing, fuel … all key concerns, today, but 
nothing new to veteran PLANET members 
who have experienced similar challenges in 
the past. No one wants to spend time rein-
venting the wheel, and today there’s literally 
no time to become an inventor and no room 
for error. Being a PLANET member and 
developing a network of peers will shorten 
the learning curve around critical issues. 
 I realize that to say something is a  
“requisite” is a bit dramatic. I also know that 
most of us at some time in our careers will 
need help to sustain a business that we’ve 
worked so hard to build. Considering the 
challenging environment we now face, there’s 
no better time than now to seek out that help 
… and become a PLANET member. 

4  Summer 2008  planet advantaGe

Jason cupp, cLP 
PLAnEt President
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hr AdvicE 
well worth the 
cost of memBership

“Over the years, his sage advice has been invaluable,  
saved our company thousands of dollars,  

and is well worth the cost of PLANET membership.”
Steve von Prisk

t AAA Landscape, we have more than 500 
employees and have been an active member of 
PLANET for many years. I am the director of 

human resources and have a master’s degree in human  
resources as well as my national PHR (Professional  
in Human Resources) certification. With all this 
education, I still need help when it comes to some  
difficult HR issues.  
 During my five years with AAA Landscape, I  
have taken my really difficult situations to PLANET’s 
HR Consultant, Bill Cook. When Bill gives me an 
answer, it always comes with the legal references to 
support his decision. Then, he states his response in  
easy-to-understand language. Over the years, his 
sage advice has been invaluable, saved our company 
thousands of dollars, and is well worth the cost of 
PLANET membership.

A Steve von Prisk, director of hr
AAA Landscape, Phoenix/tucson, Arizona
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Being proactive  
has helped 

 Like everywhere else, our big-
gest challenge in Pennsylvania is the 
rising cost of doing business. Both 
the cost of fuel and fertilizer has 
risen dramatically over the last year. 
The $3.50 per gallon gas is part of 

doing business, and we can’t do much about it. I won’t charge 
customers surcharges, nor will I raise prices during the year. 
What we have done, though, is anticipate the added expense 
and factored part of the increase into our early contracts. With 
fertilizer, we were fortunate to be able to buy two applications 
of fertilizer early this year before the big price increases hit. 
That, too, has helped our margins. 
 Some of our early reports in April indicated that sales 
could be significantly off  this year. I believe this was caused by 
a late spring and not the impact of a slow housing market. In 
fact, where we are located in Pennsylvania, we have been rela-
tively immune to economic ups and downs. I hope this year will 
be no different. 
 Despite our confidence in the market and the fact we’ve 
been in the lawn care business for 44 years, we’re not bank-
ing entirely on referrals to generate new business. A couple of 
years ago, we became more aggressive with our marketing. This 
year, for example, we are promoting our business with several 
different media, including sending postcards to our customers’ 
neighbors and up-selling letters to customers, applying door 
hangers in targeted markets, and buying space in coupon pack-
ets and on billboards. 
 Overall, I’m optimistic about the market and our 
opportunities for growth this year. I’ve talked to several area 
landscape contractors who anticipate a good year, in large 
part because homeowners plan to travel less and spend more 
time enjoying and fixing up their homes. Lawn care operators 
should be able to capitalize on this trend, as well.

Grasshopper lawns, inc.
larksville, pa

(570) 287-6114
michael@grasshopperlawns.com

We’re growing our 
current customers

 Last year, Oklahoma passed 
a sweeping bill that made it a felony 
to harbor or hire an illegal alien. Just 
like that, nearly the state’s entire His-
panic workforce, including most of 
its legal Hispanic workers, left for a 

friendlier state, leaving the landscape and service industry in 
dire straights. I am fortunate because I received two out of my 
requested four guest workers. Other companies, however, were 
less fortunate, with no guest workers and literally no other labor 
supply available in the state. This would be a very difficult situ-
ation if  you had 20, 30, or even more positions to fill.
 To be sure, our biggest challenge in the state is labor. I can 
count on one hand the number of individuals who have walked 
through my door over the last five years looking for work. This 
year, I cannot even find a young person who knows how to op-
erate a stick shift transmission. With that said, our company has 
more work than people to do the work, and our ability to grow 
this year may be seriously compromised because of it.
 That’s what is so ironic. Since one of our state’s primary 
resources is oil, the economy hasn’t slowed down like it has in 
other areas of the country. We have plenty of design/build work 
scheduled and opportunities to do more work, especially in the 
outdoor living arena. People seem to be “staying put” and look-
ing to invest more in their homes. Patios, outdoor fireplaces, and 
outdoor kitchens are in particular demand. 
 A few years ago, we were forced to reinvent our company 
when our biggest maintenance client left us. Since then, we have 
concentrated on the high-end design/build market, and it has 
been a great move for us. We do a lot of work with retirees who 
find our state to be an attractive place to settle down. We’ve also 
found that many of our customers are agreeable to upgrades. 
There always seems to be an opportunity for additional work 
with current customers. The challenge, again, is finding the peo-
ple to complete the work in a timely fashion.

hadco services
Bartlesville, oklahoma

(918) 336-0364
weshadco101@aol.com

HOw ArE yOu mEETiNg  
this Year’s ChallenGes?

miChael KravitsKY, Ctp-Csl Wes hadsell, Clp 
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We’re strengthening 
our connections

 The first thing we have to do is 
connect the dots. It’s simple enough. In 
commercial real estate, belts are getting 
tightened, our clients are losing their 
jobs, their budgets are being reforecast, 
and they’re looking for any and every 

opportunity to cut costs. Nothing has really changed, right?
 Wrong. Look at what your company is spending on 
gasoline this quarter, for example. Look at leading economic  
indicators. I’ve watched high-end clients cutting four or five hun-
dred employees, some of whom had been there 20 years or more. 
I’m watching a major developer go bankrupt, as of this writing. 
Not only are we facing exaggerated versions of the problems we 
have always faced, but we are facing them in a different context 
— amid the ramifications of a global economic slowdown. (I 
am putting the labor and immigration issues aside, those having 
taken on the identity of “givens.”)
 How do we make lemonade out of this? I worked with a 
property manager for a leading real estate firm for 15 years. 
I had always known her to be tough but fair, she had an  
impressive portfolio, and she was part of a hard-nosed, much-
sought-after management group for our business.
 She was let go last fall. 
 She resurfaced a month later in the employ of an equally 
prestigious company, at a higher position, and I was thrilled 
to hear from her. But I knew that in her new role, doing busi-
ness with her was going to be anything but “as usual.” I had 
to reconnect, being alertly cognizant of her new circumstances, 
taking into account that she had recently been terminated from 
what had seemed a secure position and was taking nothing for  
granted anymore. She would be fulfilling her new role with 
heightened vigilance and a renewed sense of purpose. Every 
contract and every contractor would go under the microscope 
and, as she had seen with her former company, “loyalty” was no 
longer in the business dictionary.
 The opportunity here is in examining our current connec-
tions, evaluating them, and making sure that our systems and 
performance are aligned with the new realities. By strengthening  
the connections we have and making sure they are solid, we  
can learn the things we need to know about what keeps our  
customers up at night.

engledow Group
carmel, iN 46032

(317) 575-1100
phowe@engledow.com

We’re revisiting  
our business model 

 Our company is fortunate. We 
were able to get all our guest workers, 
albeit a little late, which put us several 
weeks behind this spring. Still, we 
are up and running and should be in 
good shape to finish a strong year. 

 Despite the good news, the guest worker program, the 
economy, and fuel prices have caused us to rethink our busi-
ness model. First, we have to ask ourselves if  we can continue 
to fashion a company around labor we cannot depend on. This 
was the first year in a long time that our company has outfitted 
a maintenance crew comprised entirely of American workers. 
Finding these employees was no easy task, sort of like finding 
gold nuggets, and the thought of having to expend this effort to 
field several crews (if  H-2B goes away) is daunting. 
 The truth is, we are reassessing our service lineup and open-
ly wondering if  we can continue to mow lawns at the level we 
currently do. One choice would be to subcontract mowing work, 
and continue to concentrate on providing more skilled services 
with skilled labor. The challenge in the Midwest, of course, is to 
be able to keep these individuals employed year-round. 
 Overall, we have not been adversely affected by a lagging 
economy. We have a good mix of high-end residential customers 
who are weathering the current economic storm — just for how 
long remains to be seen. Like other companies that target a simi-
lar market, we are refocusing our efforts on these core customers 
to ensure that we continue to deliver a high level of service. 
 The price of fuel, however, is another issue. Our mulch sup-
plier tacked on a fuel surcharge this spring. Normally, when a 
company does that, I’m out looking for a new supplier. This year, 
though, with fuel prices going sky high, I was completely sympa-
thetic with the supplier. In fact, we’ve been forced to reconfigure 
our pricing structure. We won’t add a surcharge, but we are in-
creasing our labor rate on all new accounts. The move won’t make 
a dramatic impact this year, since three quarters of our business is 
already booked, but it will help defray some of our rising costs.
 One last thought about overhead. We are in the process of 
changing over our maintenance rigs from a truck and trailer con-
figuration to a cab-over truck with a 15-foot box. Licenses, tires, 
wiring issues, security issues, and more make operating trailers a 
bit costly. Using box trucks frees up warehouse space and saves 
us 15 minutes per crew in the morning just getting out the door.

dowco enterprises, inc.
chesterfield, mo
(636) 532-9192

maurice@dowcoinc.com

peter hOWe, ClpmauriCe dOWell, Clp



The green industry is one of the fastest growing 
sectors in the U.S. economy with a variety of 
new positions driven by emerging technologies. 
Preparing the next generation to take advantage of 
this growth is more important than ever, and the 
driving motivation behind the Professional Landcare 
Network (PLANET) Student Career Days. 
The event is one of the largest gatherings of 

green industry qualified recruits and recruiters in 
the nation. According to Anna Demoret, event 
organizer for PLANET, a participation record was 
set this year with more than 950 students from 66 
colleges and universities and more than 100 green 
industry companies supporting the competition and 
job fair. Competitive events included landscaping, 
plant identification, wood construction, sales and 
design and more than 20 other events designed 
to move the next generation of landscapers into 
lucrative positions in the industry.
In addition to its platinum sponsorship position 

and providing the winning prize of $5,000, STIHL 
sponsored nine different competitive events, the 
Academic Excellence Breakfast and the STIHL 
Landscaping Scholarship. “The students here 
are the future of the green industry,” said Roger 
Phelps, promotional communications manager 
for STIHL Inc. “We, along with all the other 
industry sponsors here, are committed to fostering 
educational and job opportunities for these young 
people.” 
The winner of this year’s PLANET Student 

Career Days, taking home the $5,000 grand prize 
presented by STIHL, didn’t have to travel far. Host 
school North Metro Technical College (NMTC) 
prevailed over 65 other teams on their home turf. 

“It is a great accomplishment for a two-year school 
to win over all the four-year schools. It shows that 
the quality of students in these schools are just as 
good as universities,” said NMTC’s Rex Bishop who 
also coordinated this huge undertaking.  “We work 
hard every year, and this year was no different. 
We felt like we had a good team, a top ten team. 
Everything just fell into place at the right time and all 
the hard work paid off.” Susan Bennett, a student at 
NMTC, was personally awarded STIHL’s Academic 
Excellence Foundation scholarship of $1,000.

FFA students join in the competition
STIHL Inc. and Ariens Company teamed up to 

introduce an even younger generation of future 
landscape pros to the event. The companies 
made it possible for the top three qualifying teams 
from the National FFA Organization (FFA), a youth 
leadership and agricultural education organization, 
to attend the PLANET competition. The high school 
students, four from each school, had finished at 
the top of the FFA Nursery and Landscaping Career 
Development Event (NLCDE) in Indianapolis last fall, 
and had the opportunity to compete in three of the 
PLANET college level events.
The top FFA individual winners were Claire Bailey 

from Washington County HS for Pest Management, 
Tyson Strickland from Perry HS for Safety 
Management, and Justin Minter from Alamance HS 
for Wood Ornamental Plant Identification. 
The trip was eye-opening for the younger students 

as they competed against the nation’s top university 
talent. “My dad is in construction and I work on 
farms, so I’ve been surrounded by this industry and 
the hands-on work all my life,” said Jordan Wood, 

FFA member from Perry High School. “But to 
be a part of this on the collegiate level and gain 
the knowledge from companies like STIHL is so 
important.”
The level of talent displayed at the competition 

was impressive. “The skill, intelligence, dedication 
and enthusiasm displayed by these students from 
around the country is proof that the future of the 
green industry is extremely bright,” said Roger 
Phelps. “STIHL is very excited and honored to be    
a part of this.”

Finally…
During the closing ceremony, STIHL paid a special 

tribute to Walt Peeples, long-time friend and event 
organizer for PLANET who passed away weeks 
prior to the event. Walt, who had organized the 
wood construction event for years, was known for 
his meticulous, tenacious and humorous personality. 
To honor him, STIHL created the Walt Peeples Spirit 
Award to recognize the team that best epitomized 
these qualities. The 2008 winner was the University 
of Maine, receiving a plaque and a $1,000 check.  
Walt’s wife Andrea and son Page were on hand to 
present the STIHL award. In addition, the top five 
projects from the wood construction event were 
tagged with brass plaques in Walt’s memory and 
donated to the local area on behalf of PLANET, 
North Metro Technical College, and STIHL. 

Next year’s PLANET Student Career Days will be 
held March 26-29, 2009 on the campus of Cal Poly 
University in Pomona, Calif.

STIHL Invests in Next Generation 
of Green Industry Workers

Hard Work Pays Off for North Metro Technical College

About PLANET Student Career Days
PLANET Student Career Days, an annual three-day competitive, networking and recruiting event, attracts college 
and university students from around the country to compete in interior and exterior horticulture and landscape 
activities. An all-day career fair gave the students the opportunity to meet prospective employers in the industry 
and discuss employment opportunities. The gathering is arguably the nation’s best confab for putting together young 
landscape professionals with the industry’s top companies. This year’s event was held at North Metro Technical 
College (NMTC) campus in Acworth, Ga. and the Cobb Galleria just outside of Atlanta.

Top – The Landscape Plant Installation event capped 
off two days of intense competition at PLANET  
Student Career Days; host school North Metro Tech 
took top honors.
 
Bottom – Safety and proper technique were judged 
during the Landscape Maintenance Operations event 
won by the University of Illinois team.
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u.S. Lawns of west St. Louis 
and St. Charles County 
Defiance, Missouri

Company principals  
Fred Haskett, CTP, CA, co-owner
Kelly Haskett, co-owner

Founded: 2003

Employees: 30

Service Offering: 
100% commercial landscape 
management

PLANET member for 27 years

fter 34 years in the industry, one 
would think that Fred Haskett, CTP, 
CA, would have seen it all, and in 

many ways he has. Still, the co-owner of U.S. 
Lawns of West St. Louis and St. Charles 
County, says that critical issues today are 
creating uncertainty. “This is a great industry 
with lots of potential for growth, yet clouds 
on the horizon make me nervous,” he relates. 
“Labor is our toughest challenge right now. 
Resolve that issue and we could continue to 
grow our company at the same rate we have 
over the last four years.”  That figure is out-
standing. Since 2005 when he left the U.S. 
Lawns corporate staff, Haskett, along with 
his wife Kelly, has grown their operation 
40 percent each year. This year, 30 employ-
ees and seven crews are providing property 
management services at 132 locations in and 
around St. Louis.
 “Employees are the key to growth and 
profitability,” adds Kelly. “It takes a long time 
to train and develop a staff. In recent years, 
we have relied on the H-2B guest worker pro-
gram for most of our labor source. We were 
fortunate this year to get our 23 workers, but 
we didn’t get them until well into spring.” 
 What happened in the interim is indica-
tive of how impor-
tant the guest worker 
program is to the in-
dustry. Fred explains, 
“We needed 10 to 12 
people to produce for 
us full bore in March. 
After placing several 
ads in local newspa-
pers, we scheduled 15 

interviews. Of these, only three people showed 
up, and we hired all three. Five weeks later, all 
were no longer in our employ. We met the de-
mand by using a temporary agency, but that 
truly is only a “temporary” fix, since owners 
cannot possibly guarantee consistency and 
quality without a consistent workforce.”
 The question he and Kelly ask is what 
will the availability of their labor force be in 
the future? “Our government just doesn’t un-
derstand how important seasonal employees 
are to service industries,” adds Kelly. “Ameri-
can workers don’t want to do this kind of 
work, that’s evident. They also cannot make 
a living wage working eight or nine months 
out of the year. Guest workers, though, want 
part-time employment, and their availability 
gives companies like ours a chance to grow 
and create more full-time positions.” Fred 
adds, “Every full-time, year-round crew lead-
er position that we create requires two to four 
seasonal workers to support and execute the 
work load. Without our seasonal people, the 
full-time, year-round jobs do not exist.”
 As he points out, the other cloud in  
their crystal ball is the current state of the 
economy and the high cost of fuel. “We just 
received notification from our parts sup-
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Optimism prevails, 
despite ‘cloudy crystal ball’

Employees Angel tellez  
(left) and honorio Salinas:  

the question Fred and kelly ask 
is what will the availability of 

their labor force be in the future.
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plier that costs will go up another 4 percent, 
and our oil supplier served notice that as of  
June 1, there will be a 10 percent increase 
across the board. Our mulch supplier added 
a surcharge for deliveries this spring, and  
our snow and ice chemical suppliers told us 
they will add surcharges to shipments for this 
fall. The list goes on and on.
 “Unfortunately, in the commercial mar-
ket, we just can’t easily have our customers 
absorb the additional costs. We operate with 
two-, three-, and sometimes five-year con-
tracts, and it is very difficult to anticipate or 
recoup the rising costs at the time the con-
tracts are signed.” Fred adds. “It is also dif-
ficult to add the surcharges ourselves, though 
we have done that, and it has been met with 
some resistance.”

Drawing on experience
 The Hasketts, though, are well equipped 
to meet the challenges. Fred owned his own 
lawn care company for 10 years in the 1980s, 
prior to gaining valuable experience work-
ing with three industry players. In 1991, he 
joined J.C. Ehrlich Co., located in Reading, 

Pennsylvania. Over the next five years, as the 
lawn and tree division operations manager, 
he would help add four branch locations and 
an additional state to the company’s lawn 
and tree division. 
 In 1996, Fred took a position with 
Brickman as manager of the company’s  
St. Louis market operations. Four years lat-
er, he accepted an offer from ValleyCrest to 
oversee the operations and development of 
28 independent franchise locations within its 
U.S. Lawns subsidiary. “The move back to 
the Midwest was the right move for me both 
professionally and personally,” Fred relates. 
“I gained additional invaluable industry ex-
perience, but more than anything else, it’s 
where I met Kelly.”
 Fred and Kelly invested in two U.S. 
Lawns franchises in 2003, and two years later 
Fred separated from the company to devote 
full time to their business. “Even though I al-
ways wanted to work on my own again, the 
experience with the three organizations — 

J.C. Ehrlich Co., Brickman, and ValleyCrest/
U.S. Lawns — has been instrumental to our 
success as a business,” Fred emphasizes. From 
the J.C. Ehrlich Co. he learned the subtleties 
of growing and expanding an operation in 
a financially sound manner. In addition, he 
learned the challenges of managing multi-
state, multibranch operations. Brickman in-
troduced him to the commercial landscape 
management side of the green industry and, 
among other lessons, gave him insight into 
managing a Hispanic workforce. 
 The student turned teacher at U.S. 
Lawns. He became senior facilitator and 
helped the company grow and develop in 
the upper Midwest and learned to support 
Franchisees in seasonal markets. Says Fred, 
“After Kelly and I purchased two territories,  
I had the opportunity to see if  I could take 
my own advice.” If  numbers count, and they 
do, he succeeded. Being able to devote full 
time to their operation, the couple grew their 
company 39 percent, to $440,000 in revenue, 

it’s not all about work. the hasketts plan an annual getaway with 
employees. this photo was taken at last year’s trip to the Gateway Arch.
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in 2005. They replicated that growth percent-
age over the next several years.   

Long-term solution
 The key again, says Kelly, is maintain-
ing a reliable and sustainable workforce. “We 
would never have achieved this level of growth 
without participating in the H-2B program,” 

she reiterates. “Without it, our growth 
would have been significantly restrict-
ed, and our eight full-time, year-round 
employees would not have their jobs.”  
 Accepting the current reality is 
tough for entrepreneurs who see plenty 
of growth opportunity. “There is a lot 
of work out there,” Fred emphasizes. 
“Commercial accounts want curb ap-
peal, and it’s cost effective for them to 
retain a company like ours to maintain 
their properties. It’s interesting, too, 
that this year three clients switched 
to us because we are a full-service landscape 
management company. A typical property 
manager doesn’t have time to interact with 
several different service providers. They 
would rather deal with one company, which 
says volumes about the importance of being 
properly diversified.”
 Kelly agrees, adding that property man-
agers are looking for more than service, today. 
They are looking for ways to save money. “It’s 

not unusual for clients to ask this question,” 
she relates. “ ‘What can we do to save money 
without losing the look?’  We then offer sev-
eral suggestions, depending on the property. 
The solution can range anywhere from chang-
ing out plant material to using conventional 
hardwood bark instead of a colored mulch.”
 The Hasketts are realists and optimists. 
The reality is that they’re not anticipating 
growing their business this year, at least not 
anywhere near the 40 percent rate they’ve ex-
perienced in the past. But they also expect the 
economy to turn around, and they’re hopeful 
that legislators will find their way through the 
labor maze to ensure an available workforce 
— and clear up their cloudy crystal ball.

 Fred Haskett joined PLANET’s legacy 
groups — Professional Lawn Care Associa-
tion (PLCAA) in 1981 and Associated Land-
scape Contractors of America (ALCA) in 1996. 
He was actively involved in both groups, and 
now serves on the PLANET Board of Directors 
and as chair of the Lawn Care Specialty Group. 
Since becoming involved in the industry, Kelly, 
too, has made PLANET and PLANET events 
part of her ongoing business experience. 
 “A few years ago, Fred was doing a lot of 
traveling,” she recalls. “I was relatively new in 
the industry, and when I couldn’t contact him 
for advice, I simply picked up the phone and 
called a PLANET member. That’s still one of 
the best perks of membership — networking. 
We’ve made so many friends in the industry in 
all parts of the country, and everyone is more 
than willing to offer helpful advice.”
 Kelly and Fred both emphasize that there 
is strength in numbers, too. PLANET fly-ins 
have filled legislators’ offices with 700 or 
more industry members at one time. In ad-
dition, last fall Kelly organized visits to two 
of their local congressional district offices 
and had more than 50 green industry owners 
attend and meet directly with the congress-
man. “Legislators tend to remember where 
you stand on an issue when that many indi-
viduals show up,” says Fred. “It takes getting 
involved, though, and PLANET gives members 
that opportunity.”

PLANET 

Perks

Little league sponsorship is just  
one way the hasketts give back  
to the community. Pictured is  
their grandson tony murphey.

u.S. Lawns of west St. Louis and St. charles county management 
team, left to right: brandon drummer, Account representative;  
travis Andrews, Production Superintendent; Fred haskett,  
managing Partner—operations; kelly haskett, managing Partner—
Administration; Andrea wiedemann, Administrative Assistant
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fleet, our full staff of knowledgeable green industry 
professionals can help you get the products you 
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UCH! What do you do when 
your business gets hit by the 
triple whammy — rising fuel 

costs, a sideways economy, and a tight 
labor market? How’s a contractor to 
make money in this situation?
	 One	suggestion	is	to	not	fight	the	
economic trends but instead go with 
the	flow,	for	example:
	 •	 Instead	of	 trying	 to	 justify	a	 fuel	 
  surcharge to customers, drive less.
	 •	 Instead	of	trying	to	be	“everything	 
  to everybody,” do less low-margin  
  work in-house.
	 •	 Instead	 of	 spending	 valuable	 
  marketing dollars in several  
  different markets and geographic  
  areas, sell to fewer clients; yet still  
  grow your sales.

Driving less
 Driving less for some of us means 
setting	 up	 satellite	 offices.	 For	 many	
of us, it means tightening the circle in 
which we work, looking at where our 
biggest concentration of work is, and 
growing	more	 in	 that	 area.	 If	 you	 do	
maintenance or lawn care, that means 
(1) forgoing the outliers and picking 
a geographic center for your work, 
(2) making a commitment to own 
that neighborhood (or town, or coun-
ty), and (3) focusing your marketing  
and	 networking	 in	 this	 area.	 If	 you	

feature

By Jeffrey Scott

despite the fact the housing market in memphis is down 10 percent this year, 
michael hatcher’s customers are buying landscaping, especially hardscaping.

O

  Surviving      the
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provide installation services, it means 
(1) reviewing the past three years and 
identifying where your biggest concen-
tration of work has been, (2) looking at 
where you potentially want it to be, and  
(3) picking a community on which to 
focus your attention. The tighter the 
geographic niche, the easier it will be 
for	you	to	become	known	as	“the	man”	
(or	“the	woman”)	in	that	area.	
	 If	 you	 can’t	 drive	 less,	 then	 use	
less	fuel	by	outfitting	with	hybrids.	The	
first	landscape	contractor	in	your	town	
to use hybrid vehicles and brand him-
self	as	the	ultimate	“green	contractor,”	
will	have	first-mover	advantage.	Green	
trucks,	 green	 fuel,	 green	 industry.	 It	
makes perfect marketing sense. 

Doing less work in-house
 Contracting out work, preferably 
low margin work, is the obvious way 
to do less in-house. That doesn’t mean, 
however, that you have to settle for a 
lower	margin.	For	many	of	the	servic-
es that can be contracted out, you can 
charge	a	project	management	fee.	Just	
how much depends on the value-added 
services or the total package of services 
you’re	offering.	Why	am	I	 telling	you	
this?	If	you	follow	the	cost-based	Mul-
tiple Overhead Recovery strategy for 
figuring	out	pricing,	you	may	be	leav-
ing some money on the table. You can 
attract higher market-based pricing de-
pending on how you brand yourself. 
 Doing less work in-house can also 
mean doing less labor-intensive work. 
What work requires more material, 
more equipment, and less labor? Build-
ing	 swimming	 pools	 is	 one	 example	
that comes to mind. A small staff can 
build several pools, and you can sub 
out all or part of the construction.
	 Just	because	the	economy	is	down	
doesn’t mean you should be retrench-
ing. On the contrary, this may be the 
perfect time to consider adding prod-
ucts and services to your repertoire. 
The client who is interested in buy-
ing from you will also be interested in 
hearing about different ideas from you. 

The more you have in your arsenal, the 
higher your potential sales will be, es-
pecially to that client who has already 
decided to spend money with you. 

Selling to fewer clients
 Learn to target fewer custom-
ers, and then up sell those who intend 
to buy from you. Someone who buys 
into you and your company can also be 
sold	more,	when	given	extra	attention.	
This is true for small companies mak-
ing an $8,000 initial sale; and it is true 
for large companies making a $200,000 
initial sale.
	 In	 fact,	 some	 customers	 really	
want	 this	 extra	 service,	 and	 they	 will	
pay	 a	 premium	 for	 it.	 I	 have	 clients	 
who literally tell us that they will pay 
10 to 20 percent in premiums for a  
contractor to handle all their needs. 
But these customers like to feel smart  
and know they are getting their money’s 
worth. Often this means making the 
mow price comparable and the added 
-value services higher.

It works
 Let’s look at how one company 
addressed	 this	 triple	 whammy.	 I	 am	
currently consulting with a medium-
sized contractor who is doing design/
build for homeowner associations 
(HOA) and providing miscellaneous 
maintenance services for a variety of 
residential and commercial properties. 
He	 is	 covering	 six	 different	 counties.	
After analysis of his product and client 
mix,	 we	 identified	 a	 couple	 clustered	
towns that consisted of the best design/
build	jobs	(biggest,	most	discretionary	
income) and also had a preponderance 
of HOA clients.
 Coincidently, this area is in the 
geographic bull’s-eye of his target mar-
ket. So we decided to build up his client 
base in this geographic center. This en-
tailed undertaking direct-mail strategies, 
networking strategies, and new supplier 
strategies. The results have been prom-
ising.	My	client	 is	already	able	to	turn	
down	smaller	 jobs	 in	 the	periphery	—	
which is allowing him to focus on clos-

matt Triplett says his team is  
doing everything within its power  

to curtail what he calls  
“the unbelievable rise in expenses.”
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ing	the	jobs	that	are	larger,	higher	mar-
gin, and that require less drive time for 
employees and supervisors. 
 There are ways to survive the tri-
ple whammy, and even make money in 

the	 process.	 It	 begins	 by	 driving	 less,	
doing less work in-house, and doing 
more work with fewer customers.
 Jeffrey Scott is a business coach, consul-
tant, and author, who specializes in market-

ing and branding in the green industry. He is 
co-owner of  Glen Gate Pool & Property. For a 
FREE REPORT on the 13 Direct Marketing 
Mistakes (to avoid at all costs), e-mail him at 
Jeff@JeffreyScott.biz.

 “After 24 years in business, I’ve learned you need to be 
aggressive to survive an economic downturn,” says Michael 
Hatcher, CLP. “We’ve accelerated our advertising this year, and 
put more money in print advertising than in previous years. 
But instead of advertising in the home-and-garden section 
that DIYers read, we placed our ad in the business section that 
high-end homeowners, our customers, read. 
 “In our advertising, we’re making a concerted effort to 
drive customers to our Web site where they can get a better un-
derstanding of the services we offer. In fact, we’re not even put-
ting our phone number in the ads, only our Web site address.”
 Memphis-based Michael Hatcher & Associates has also 
added a new service this year and taken advantage of what 
this landscape contractor calls “an awesome opportunity to 
pick up new employees.” Hatcher adds, “We’ve launched a 
wood construction division this year. The housing market is 
down 10 percent in Memphis; yet homeowners are still buying 
landscaping, especially hardscaping.” 
 “Instead of subbing out the new service, though, we’re 
bringing carpentry in house. Some subcontractors are having 
difficulty staying in business, which means there are hiring 
opportunities for companies adding new services. No, we’re 
not running help-wanted ads. Potential employees are seeing 
our advertising and inquiring about work. In our marketing ef-
fort, I’m trying to sell Michael Hatcher & Associates to every-
one, not just potential customers.”

Thinking ouT of The box 
 In Georgetown, Massachusetts, N.D. Landscaping failed to 
get any of its 30 H-2B guest workers. The company went for-
ward, though, thanks to some creative thinking by the manage-
ment team. “We challenged ourselves to think our way out of the 
problem,” says company co-owner Nick DiBenedetto, CLP. “We 
staffed up 100 percent by offering signing bonuses, handing out 
flyers, and recruiting in several different markets. We even held 
a job fair to which 80 candidates, coming out of construction and 
other industries that were laying off people, showed up.”
 He continues, “We also invested in 80 hours of training 
this spring to get our new employees, some of whom were not 
familiar with out industry, up to speed.”
 With the labor challenge on hold, N.D. Landscaping still 
has to weather pending economic uncertainties on the east 
coast. “So far, we’re cranking along. If sales were to slide, 

though, in one market, we are fairly well positioned by not 
having a lot of debt, working in diverse markets, and having a 
good bench of leaders,” says this contractor. 

STaying True To The miSSion
 Matt Triplett, CLP, CLT, co-owner of Willamette Landscape 
Services in Tualatin, Oregon, says his company has been doing 
a few more things differently this year. Mostly, though, man-
agement has stayed true to its mission of “providing top-shelf 
value to those who appreciate the company’s level of service.” 
 “Our approach from the onset has been to provide the high-
est quality care at reasonably competitive pricing,” says Triplett. 
“As such, we often find ourselves valued a bit more while being 
in the great position of offering more complete care.”
 With that said, this contractor notes that his team is doing 
everything within its power to curtail what he calls “the unbe-
lievable rise in expenses over the last year or so. Labor costs 
are at an all-time high, and we’ve had to become as vigilant 
as possible to keep overtime under control. That is especially 
challenging when many of the employees in this line of work 
expect to get the extra hours.”
 He continues, “Being a landscape management firm, we 
have upwards of 35 vehicles on the road that on any given day 
consume vast amounts of fuel. To contain fuel costs as much 
as possible, we’ve strategically reduced our service areas to 
avoid long commutes or traffic-clogged areas. So far, we’ve 
successfully managed to pick up new work closer to our head-
quarters and have tried to find properties that will be more 
efficient to maintain. In addition, our four landscape managers 
are driving hybrid cars instead of pickups. Occasionally, it is 
difficult for a manager who wants to pull a dead plant, do a 
little hand-pruning, or pull some weeds to not have a truck. 
For the most part, though, the change has allowed them to use 
a great deal less fuel and spend their time concentrating on 
their customers and crews.”
 Triplett emphasizes that one of his company’s biggest 
challenges is to continue to exceed the norm as it relates 
to their service offering, without being perceived as “over 
priced.” He adds, “We believe we achieve this through hon-
esty, integrity, and working hard to understand what it is that 
our clientele truly desires. Are we struggling with the realities 
of today’s economy? Absolutely — every minute of every day 
… but that’s part of being in business.” 

ThrEE PLANET mEmbErs TALk NEw sTrATEgiEs
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Nothing Runs Like a Deere. ™

No one makes PLANET members feel more special 

than your local John Deere dealer. That’s because 

PLANET members receive special pricing on John Deere equipment. And since 

John Deere offers the widest breadth of products for professional landscapers, you 

can get great discounts on virtually everything you need for your business. So give 

your John Deere dealer a call today. You’ll see that a PLANET membership really 

does have its advantages. 

www.JohnDeere.com

Welcome, PLANET members.

08-2706

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

Cyan Magenta Yellow Black 08-2706

Planet Advantage
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n	a	previous	article,	I	focused	on	
financial	 tactics	 for	managing	 in	
a	 down	market.	 In	 this	 article,	 I	

address people-related tactics that can 
provide	financial	leverage	by	maximiz-
ing the focus and the productivity of 

your staff. 
Here	 are	 two	 tactics	 I	

mentioned in that article 
that are essential for suc-
cess	in	tough	times:

•	Protect	your	turf.	Meet	
with your big customers 
and prospects to address 
pricing and quality. Look 
for ways to save them 
money because even happy 
customers leave for a lower 

price in a down market. Be proactive.
 • When you budget, identify staff 
expenses	that	can	be	eliminated	in	the	
event of a revenue shortfall. Look for 
opportunities to minimize non-value-
added work in your management team.
 The	biggest	profit	killer	in	a	down	
market is the loss of a customer and the 
related revenue stream. A chief cause 
of this is lack of attention. This is often 
caused by managers/supervisors who 
are	spending	the	majority	of	their	time	in	
operations/production activities instead 
of sales and service activities. They sim-
ply	are	not	allocating	sufficient	 time	to	
being consistently proactive with cus-
tomers, and they are not being account-
able for sales/service results.
 You must address the root cause 
of	this	problem	—	overloaded	job	de-
scriptions — at some point; however, 
reorganizing your business like this 
when you are in crisis mode can be a 
disastrous distraction in mid season. 
What then can be done?

Allocate sufficient time
 The answer is relatively straight-
forward. Eliminate non-value-added 
activities. Time is short, everyone 
wants to do the right thing, and ev-
eryone is really busy. Employees are 
working hard, in their opinion. Now 
you want and need more productiv-
ity because you don’t want to spend 
more in overhead. They want you to 
hire more people, not fewer, to get 
the	 job	done.	The	 reality	 is	you	don’t	
need more people. You need the people 
you have to become more effective at 
choosing where to spend their time. 
 Time management isn’t about do-
ing	 more	 things	 in	 a	 day.	 It	 is	 about	
choosing to do the important things. 
There is a philosophy in time manage-
ment — focus on the critical few and 
don’t worry about the trivial many. 
The problem in many companies is 
that there is no consistent process for 
choosing important things, such as how 
many customers are you going to see 
this week, which ones, and when will 
you see them? 
 There’s a story — perhaps urban 
myth,	perhaps	not	—	about	an	efficien-
cy	expert.	He	was	hired	by	the	president	
of	 a	 large	 company	 to	 “re-engineer”	
and	“lean	out”	the	business.	In	the	first	
meeting between the president and the 
expert,	 the	 expert	 asked	 the	 president	
to	take	out	an	index	card	and	jot	down	
the	five	most	important	things	he	need-
ed to do that week. The president did 
so	and	the	expert	reviewed	the	list	and	
discussed	 it	 to	get	 clarification	and	 to	
rank the items in order of importance. 
Then	the	expert	said,	“Work	the	list	in	
order until you get them all done then 
make a new list.”

	 Further	he	said,	“Have	all	your	di-
rect	reports	do	the	same	exercise	with	
you every week, and daily if needed.” 
“That’s	a	neat	idea,”	said	the	president.	
“Now	when	do	we	start	the	real	work?”	
The	 expert	 said	 he	 was	 finished	 with	
the	real	work.	The	president	was	flab-
bergasted, and not knowing what to say 
said,	“Okay,	what	do	I	owe	you?”	The	
expert	said,	“Do	this	exercise	for	three	
months, and at the end of the three 
months pay me what you think it is 
worth to you in increased productivity. 
Three months later, he received a check 
in the mail for $45,000 with a note that 
said,	“This	is	10	percent	of	the	value	of	
cost savings — more later.”
 The point is, without leadership 
and a system of prioritizing, you and 
your managers are probably wasting 
a lot of time that you can ill afford to 
burn.	In	down	times,	mission	critical	is	
all that matters and keeping customers 
is	mission	critical.	Chart	A	is	an	exam-
ple	and	explanation	of	 the	prioritizing	
process. The boss must make certain 
sales and service activities get on the 
list every week for every person.

Be accountable for sales/ 
service results
	 Accountability	 requires	 objective	
data.	 Objectivity	 is	 accomplished	 by	
reviewing a few simple reports every 
week.	Forget	 the	profit	and	 loss	state-
ment; it is a historic tool good for look-
ing back but lousy for looking forward. 
You need forecasting reports that relate 
management activity to results. These 
results are most clearly visible on your 
schedule board (Chart B).
 Your schedule board is your most 
reliable forward indicator of revenues 
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and	costs.	 It	 is	money!	You	want	 that	
board full of dollars at a number of 
hours	that	yields	you	profit	—	period.	
The information you need then in ad-
vance of the weekly schedule board has 
to come from customer-related activi-
ties.	Here	are	the	reports	I	like	to	use:

Report #1:  
 Sales pipeline. What new leads 
do we have, what customers are we 
seeing, what work are we bidding, 
what work are we adding, what work 
are we losing, and why are we losing 
that work? Okay sales guys, what are 
we doing this week to get more?  

Report #2:  
 Open work orders. What work 
do we have continuing from the prior 
week, what work will be performed this 
week, and what is the dollar volume of 
this work? Okay operations guys, what 
are you doing to get this done? 

Report #3:  
 Projected labor payroll. How 
many hours will we pay this week, what 
is the cost (including overtime), and 
how	can	we	be	more	efficient	with	our	

crews? Okay sales and operations guys, 
let’s	 collaborate	 on	 getting	 maximum	
dollar put on the schedule and managing 
our	customer’s	expectations	to	do	that.
 There is no time to waste and 
“be	nice”	in	a	down	market.	Everyone	
needs to focus on cash in and cash out. 
The schedule board tells you how well 
you	are	accomplishing	this	objective.	
Monetize	 the	board	and	get	 the	criti-

cal activities on the priority sheet. Do 
this	and	you	will	find	that	people	are	
more focused and effective and your 
customers will get better service. 
Remember, losing one customer and 
missing out on selling to another can 
be	 the	 difference	 between	 profit	 and	
loss in a down market.

task / Project defined 
deliverable  Support time critical rAnk

1 x 2 x 3

 

Factor description

task/Project An activity requiring time to complete —  
projects in relation to normal workload

deliverable description of end product of a project/phase/work  
item — tangible thing

Support rank level of support/interface expected from  
3 = high, 2 = medium, 1 = low

time 
requirement

rank time requirement from  
3 = high, 2 = medium, and 1 = low

criticality rank order from 3 = most critical,  
2 = somewhat critical, 1 = least critical

chart A (top) and chart b (bottom).
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ecord smashing! At opening day cer-
emonies, Student Career Days (SCD) 
Chair	 Jennifer	 Buck	 told	 students	 to	

“get	out	of	your	comfort	zone.”	They	did	 that	
and more as this year’s event, hosted by North 
Metro	Technical	College	in	Acworth,	Georgia,	
brought in 11 new schools and 200 more stu-
dents than last year. A stellar turnout, indeed, 
for students who went to school on the three C’s 
— competition, camaraderie, and career — and 
industry	participants	who	looked	to	fill	 intern-
ships and full-time positions. 

Careers
	 “These	 students	 here	 are	 among	 the	 
industry’s	best,”	says	veteran	Career	Fair	exhib-
itor	John	Gachina,	CCLP,	CLP,	Gachina	Land-
scape	Management	 in	Menlo	Park,	California.	
“But	this	is	special.	The	students	are	very	seri-
ous	and	extremely	well	prepared	this	year.	They	
all have résumés, ask the right questions, and 
are	motivated	to	find	work.	This	is	our	twelfth	
SCD	and	every	year	it	gets	better	for	us.	I	think	
companies that don’t take advantage of this 
event fail to realize that being here is a long-
term commitment.” 
	 Del	 Conte’s	 Landscaping	 in	 Fremont,	
California,	attended	its	first	SCD	Career	Fair	in	
1996.	“Coming	here	allows	us	to	introduce	stu-
dents to our company, our internship program, 
and the career opportunities that we offer,” says 
Debbie	Del	Conte.	“This	year,	we	are	 looking	
for an assistant designer and account managers, 
in	 addition	 to	 interns.	 It’s	 a	 great	 event	 and	 a	

great	teaching	tool	for	students.	In	turn,	we	find	
out what interests them, and we keep in touch 
with faculty members.” 
	 Companies	exhibiting	at	this	year’s	Career	
Fair	were	able	to	show	their	wares	to	951	stu-
dents	from	66	schools.	“It	was	hectic	at	first,”	
says	Steve	Johnson,	vice	president	and	South-
east	division	manager	for	Bartlett	Tree	Experts.	
In	fact,	the	first	1	½	hours	of	the	Career	Fair	were	
almost a melee, and then it settled down. We 
interviewed 15 to 18 students, many of whom 
were	very	serious	about	finding	a	career	in	the	
green	 industry.	 I	 think	 students	 are	 concerned	
about the economy, and that’s one reason why 
they’re taking the networking and interviewing 
so seriously.” 
 Whatever	 the	 reason,	 exhibitors	 benefited	 
from	 their	 exuberance.	 Erin	 Gendernalik,	 ac-
count	manager	for	 Illinois-based	ILT	Vignocchi,	 
counted at least 50 résumés from students 
who were vying for three full-time positions 
in	 construction	 and	 maintenance.	 Ed	 Furner,	
CLT,	 from	 Mariani	 Landscape	 in	 Lake	 Bluff,	 

Illinois,	lamented	that	the	company	had	one	intern	 
position	to	fill	and	25	good	résumés.	“We	would	
hire all 25 if we had room for them,” he remarks. 
	 For	 their	 part,	 the	 students	 were	 equal-
ly	 “blown	 away”	 by	 industry	 participation.	 
Peter	May,	a	junior	at	BYU-Provo,	was	excited	
about four promising interviews, including two 
internship	offers,	at	 the	Career	Fair.	“This	has	
been	a	great	 event,”	he	 says.	 “I	 love	 it.	 It	has	
truly	got	me	excited	about	the	industry.	In	fact,	
I	now	plan	to	accelerate	my	program	and	gradu-
ate	a	year	earlier.”	May	notes	that	he’s	looking	
for a career in maintenance. He was competing 
in the Leadership Skills event. 
 Allen Taylor is a second-year student 
at Hinds Community College in Raymond,  
Mississippi.	 “This	 is	my	second	SCD,”	he	 re-
lates.	“When	I	first	came	here,	I	had	no	idea	how	
big	this	industry	is.	Now	I	do,	and	it’s	very	ex-
citing. Taylor competed in the Cost Estimating, 
Skid Steer, and Truck and Trailer competitive 
events.	His	professor,	Martha	Hill,	brought	16	
students	to	this	her	22nd	SCD.	“This	is	a	phe-
nomenal event with all the team building, cama-
raderie,	and	networking,”	she	emphasizes.	“It’s	
great to see the light bulb come on when the 
students	first	see	the	Career	Fair	and	understand	
the opportunities that this industry offers.” 

Competition 
 Students participated in dozens of compet-
itive events and had the opportunity to attend 
a variety of workshops and technical sessions. 
Quinn	 Ellis,	 senior	 at	 BYU–Idaho	 finalized	 a	

feature
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position	with	Robert	Howard	at	the	Career	Fair.	
A	design/build	major,	he	will	start	his	career	as	
a landscape technician. 
	 “It’s	been	great	so	far,”	he	says.	“There	is	
so much opportunity to meet industry and com-
pany	people,	and	I	think	being	here	presents	a	
good opportunity for contractors, too. Schools 
want to win so they bring the best students. We 
talk a lot of trash with each other, but we’re all 
looking for the same thing, a career and some 
healthy competition.” Ellis notes that he also 
enjoys	 looking	 at	 all	 the	 equipment	 supplied	
by	The	Toro	Company,	Caterpillar,	and	STIHL,	
among	 other	 manufacturers.	 “Just	 in	 case	 I	
someday	start	my	own	company,	I’ll	know	what	
to buy,” he adds, with a smile. 

 Brian Watters, a second-year student from 
host	school	North	Metro	Technical	College,	was	
near	 exhaustion	 as	 he	 finished	 the	 demanding	
arboriculture	competition.		“I	hit	all	the	bells,”	
he says, referring to the climb, but went over 
by 30 seconds. You’re supposed to complete the 
event	within	12	minutes.	It	requires	a	lot	of	up-
per body strength.” He was still smiling, though, 
and	 sharing	“high	fives”	with	 fellow	students.	
Watters planned to compete in two other events, 
Sales Presentation and Wood Construction, and 
one day soon, start a career in sales. 
	 Kansas	 State	 University	 students	 Matt	
Long and Ryan Rush teamed up to com-
pete	 in	 the	 Paver	 Installation	 competition.	

They said that this event was also physi-
cally	 demanding.	 “This	 is	 my	 third	 year	 at	
SCD	 and	 my	 third	 Paver	 Installation	 compe-
tition,”	Matt	 remarks.	 “I	 think	 this	 is	my	best	 
patio	of	 the	 three	events	 I’ve	competed	 in,	al- 
though not my best patio ever.”  This was Ryan’s 
second	year	at	SCD	and	his	first	try	at	the	Paver	 
Installation	competition.	Both	are	seniors	look-
ing	to	SCD	to	help	jump	start	their	careers.	
 On the sidelines cheering them on were 
other teammates, members of the Kansas State 
faculty, and corporate sponsors from home who 
traveled the distance to watch the competition. 
“We	 wouldn’t	 be	 here	 without	 their	 support,”	
says	 Kansas	 State	 professor	 Dr.	 Greg	 Davis,	 
referring to local sponsors who donated enough 
money to pay for the bus ride. He said the  
students also appreciated the time and money 
put forth by SCD platinum, gold, silver, and 
bronze sponsors as well as the individual event 
sponsors.	 “This	 is	 such	 a	 tremendous	 event,”	
says Davis. We all look forward to it, and it  
just	 seems	 like	 yesterday	 that	we	 competed	 at	
Michigan	State.” 

Camaraderie 
	 What	Martha	Hill	from	Hinds	Community	
College calls teambuilding started well before 
the	 first	 competitive	 event	 kicked	 off.	 Three	
BYU–Provo students talked about cleaning a 
football stadium three times to earn part of their 
trip funds. As Kansas State’s Davis points out, 
even a 16-hour bus ride has its high points as 
students get to know one another and share their 
excitement	about	the	coming	four	days.	
 The teambuilding and camaraderie reached 
a crescendo during the opening ceremony. The 
much	 anticipated	 “roll	 call”	 didn’t	 disappoint	
attendees as students creatively displayed their 
school colors with song, dance, and more than 
a little levity. The energy and spirit carried 
through	 the	 Career	 Fair	 and	 competition,	 and	
brought the meaning of this tremendous event 
into clear focus for everyone. The green indus-
try	 is	more	 than	 an	 industry	 per	 se.	 It’s	made	
up of a family comprised of suppliers, service 
providers, colleges and their faculty members, 
and the students. 
	 For	many	students	this	was	their	first	fam-
ily	visit	and,	for	most,	the	experience	will	mark	
the beginning of a long relationship.

colorado State students Sarah 
kuehn (left) and tara costanzo said 
they tried to balance having a good 
time with going on interviews and 
competing. tara called the effort 
being “academically social.”

north metro technical college’s 
brian watters catches his breath 
after finishing a demanding arbo-
riculture competition.

del conte’s Landscaping attended 
its first Scd career Fair in 1996. 

“coming here allows us to introduce 
students to our company, our internship 
program, and the career opportunities 
that we offer,” says debbie del conte.

hinds community college profes-
sor martha hill has attended 22 

Student career days. “it’s great to see 
the light bulb come on when students 
understand the opportunities that this 
industry offers,” she relates.

bYu-idaho senior Quinn Ellis plans 
to start his career as a landscape 
technician for robert howard 
Associates, inc.



Snip-a-thon raiSeS awareneSS  
In ARKAnSAS

or	 the	 last	 six	 years,	AAA	 Lawns	 in	 Fayetteville,	 
Arkansas, has done something unusual to raise 
funds for The Economic Opportunity Agency (EOA)  

Children’s	 House.	 First,	 it	 was	 the	 mow-a-thon	 where	 
employees	mowed	for	24	hours	straight	from	6:00	p.m.	one	
day	to	6:00	p.m.	the	next.	Then,	 three	years	ago,	company	
owner and president, Terry Delany, devised a snip-a-thon. 
Imagine,	30	employees	on	their	hands	and	knees	mowing	a	
commercial property — with scissors. 
 As crazy and as labor intensive as it sounds, the event, 
held in late summer, attracts attention to one of the com-
pany’s favorite charities. The Children’s House provides 
transportation, meals, counseling, therapy, and education for 
abused	and	neglected	children	ages	18	months	to	five	years.	
	 “This	is	 the	only	program	in	the	state	that	offers	such	
an	array	of	services	for	abused	children,”	says	Delany.	“Cur-
rently, it supports 25 to 30 children, but a new facility is un-
derway that will support 80 to 100 children. We’ve already 
committed to donating landscaping services to that facility.”

Snipping along
 The snip-a-thon 
takes place on one of 
the company’s com-
mercial properties at 
a busy intersection. 
Employees start snip-
ping a cordoned off 
section	 at	 7:00	 a.m.	

and	finish	six	hours	later.	Wal-Mart	donates	the	scissors,	and	
the employees donate their time and money. AAA adds an-
other $1,000 to the fund, which also includes donations from 
clients and well wishers who stop by to view the event. 
	 “Since	the	first	snip-a-thon,	we	have	raised	$15,000	for	
The	Children’s	House,”	Delany	relates.	“I	can’t	say	enough	
about our employees who give up a day’s paycheck for the 
children. We also receive a lot of support from clients who 
read about the event in our newsletter. The local news media 
help out, too, by covering the event and raising public aware-
ness about the program.” 
 A week before the snip-a-thon, Delany’s entire team has 
breakfast with the children. They get to meet the children and 
experience	in	person	why	the	work	of	The	Children’s	House	
is	 so	 important	 to	 the	 community.	 “The	 children	 look	 for-
ward	to	eating	with	us,”	says	Delany.	“After	all,	in	their	eyes,	
we are giants who dress alike and eat while kneeling at the 
table. Whereas our visit is entertaining to them, everyone on 
our team gets a better understanding of why The Children’s 
House is so important and unusual.”
	 He	continues,	“A	few	years	ago,	as	we	left	 the	break-
fast, one of our team members walked up to me and said, 
‘The Children’s House has always meant something special 
to	me.	 I	 spent	 five	 years	 there	 as	 a	 child.’	How	much	 the	
program	has	meant	to	that	individual	was	just	a	further	con-
firmation	of	why	snipping	for	a	few	hours	is	well	worth	the	
time and effort. 
	 “As	an	owner,	I	think	it	is	my	responsibility	to	give	back	
to the community and to instill the value of giving back to 
my employees. This event does both, and it raises awareness 
for	a	truly	important	cause	in	Fayetteville.”

 AAA Lawns is a recipient of PLANET’s 2007  
Community Service Recognition Award.

COmmunitY serviCe
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OCTOBER 22–25, 2008 

THE LOUISVILLE MARRIOTT DOWNTOWN 
AND KENTUCKY EXPO CENTER

LOUISVILLE, KENTUCKY

GIC

for the Education ...
Over 70 educational sessions on Finance/
Business, Sales/Marketing, Human 
Resources, Leadership, Customer Service, 
Design/Build/Installation, Landscape 
Management, Lawn Care, Safety, and 
Industry Recruiting. 

The association of members who create and maintain the QUALITY OF LIFE in communities across America.

G R E E N  I N D U S T R Y  C O N F E R E N C E

GO FOR THE GREEN
For the second year in a row, PLANET will partner with the Outdoor Power Equipment 

Industry (OPEI) and the Professional Grounds Management Society (PGMS) to bring 
you unparalleled educational value and countless ways to connect with industry peers! 

GO

for the EXPO ...
The largest green industry showcase, the 
GIE+EXPO features over 500 exhibits, 
of outdoor power equipment, lawn 
and garden products, outdoor leisure 
items, light construction and landscape 
equipment.

for the Demonstrations ...
In one mega try-before-you-buy 
demonstration area — as large as 20 
football fields — test new products right on 
the spot!

for the Networking ... 
Through the nightly receptions, Breakfast 
with Champions, awards banquet and 
more, make connections, develop 
relationships, and learn from peers and 
industry innvators.

REGISTER NOW:  (800) 395-2522
Early-bird deadline: September 5, 2008

Attending educational sessions at GIC qualifies you for 2 education points for PLANET certification renewal.

GO

GO GO

PLATINUM SPONSOR
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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

Environmental Improvement 
Awards Deadline Approaching!

Ever take a slice of  something good … and 
make it better? Share your accomplishments 

through PLANET’S 39th Annual Environmental 
Improvement Awards Program. Enter this 

prestigious awards program by the early-bird 
deadline, July 11, 2008, and save on your entry 

fee. All entries are due August 8, 2008. Visit 
LandcareNetwork.org, PROGRAMS/AWARDS,  

or call the PLANET office at (800) 395-2522.

Central

PLANETcareers.org  

This interactive job board is designed as an easy-

to-use and highly targeted resource to help you 

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.

Green Industr
y Conference (GIC)  

and GIE+EXPO

October 22 — 25, 2008

Louisville Marriott D
owntown/ 

Kentucky Expo Center, Louisville, Kentucky

Join your colleagues and industry suppliers for the nation’s 

premier educational event with more than 70 educational  

sessions that focus on 11 targeted tracks. The event, held in 

conjunction with the GIE+EXPO will feature:

•	 More	tha
n	500	indo

or	exhibits

•	 One	meg
a	try-before

-you-buy	ar
ea	containi

ng	the	com
bined		

 Product Field Day and demo areas

•	 Several	o
pportunitie

s	for	netwo
rking,	inclu

ding	nightl
y		

 receptions, Breakfast With Champions, the Awards Banquet,  

 and more

REGISTER ONLINE TODAY! Visit GreenIndustryConference.org.

Executive Forum

February 19
 — 22, 2009

Disney’s Beach Club Resort

Lake Buena Vista, Florida

Experience
	PLANET’

s	Executive
	Forum	and

	connect	wi
th	

industry leaders and colleagues during an event that is a true 

combination of  business and pleasure.

•	 Share	be
st	practices

	and	netwo
rk	with	ind

ustry	collea
gues.

•	 Gain	val
uable	know

ledge	on	ho
t	topics	and

	business	iss
ues.

•	 Attend	cu
tting-edge	

educationa
l	sessions.	

Attend	Exe
cutive	Foru

m	and	recei
ve	two	educ

ation	 

points toward renewing your PLANET certification.  

Visit LandcareNetwork.org or call the PLANET office  

at (800) 395-2522 for more information.

Introducing the Safety Tailgate Manual for Crews On the Go!Put safety first in your day-to-day activities with a brief  
and informal lesson right on the job site. Know the specific 
hazards associated with a task and the safe way to do the 
job! PLANET’s new Safety Tailgate Manual includes:•	 Quick,	on-the-job	lessons•	 Weather-proof 	pages	for	extreme	outdoor	field	use																									
•	 3-hole	punched	pages	for	easy	storage	•	 Comprehensive	lessons	for	all	jobs•	 English	version	on	one	side	of 	the	page	—   Spanish on the other•	 To	order	your	copy,	visit	the	PLANET	Bookstore	at		 	

 LandcareNetwork.org or call (800) 293-5542.

Computer-based Testing at a 
LaserGrade Center Near You 
PLANET’s Certified Landscape Professional 
(CLP), 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.  
For more information, contact PLANET  
at (800) 395-2522 or visit the Certification 
section of  LandcareNetwork.org.



Central

We like to keep our retail channel
clean, too, so only STIHL servicing
dealers sell this product. And about
being the greenest? It’s true. Just
check out the EPA statistics for the
FS 130 string trimmer emission

levels. Our dealers will also tell
you that our innovative engine
technology uses less fuel than 
a conventional trimmer. To learn
more, just ask one of our 8,000
STIHL dealers nationwide.

Why is the greenest trimmer 
in America not sold at 

Lowe’s® or The Home Depot®?

The Home Depot and Lowe’s are registered
trademarks of their respective companies.

For additional product 
information visit:
www.stihlusa.com/green 
or call 1-800 GO STIHL.
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