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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.

 If  you missed this year’s Green  
Industry Conference (GIC) and GIE+EXPO 
in Louisville, Kentucky, you missed an 
opportunity to see TEAM PLANET 
in action. This one event, combining 
the GIC, the best educational experi-
ence our industry has to offer and the 
16th largest trade show in the country 
(GIE+EXPO), demonstrates the power of  
partnerships.
 Through the efforts of PLANET and 
its TEAM members, GIC is a one-of-a-kind 
program designed to focus on education 
and networking. Having attended a couple 
of sessions in their entirety this year and 
spending as much time as I could in a few 
others, I felt that this year’s offering was 
nothing but spectacular in terms of topics, 
speakers, and timeliness of the discussions. 
I talked with several attendees who agreed 
with my assessment, and every one of them 
said they walked away with “something new 
and different” that they can put to good use 
back home. As we all know from experience, 
innovation is no longer an option for any of 
us. To continue to generate real value for our 
customers and capture new revenue oppor-
tunities, we must think outside of the box.
 The intensive workshops and seminar 
sessions this year gave attendees an oppor-
tunity to do just that, to learn from leading 
industry, government, consumer, and aca-
demic experts — all part of the larger team 
that makes our industry click. 
 Those of you who’ve been to the GIC 
know that the workshops and educational 
sessions are the highlights of the event, but 
in no way are they the “entire event.” Catch 
this, and it’s amazing. In addition to attend-
ing a half  dozen or so workday sessions, 
literally hundreds of attendees went to the 
Breakfast With Champions networking ses-
sions — not just one morning but all three 
mornings. There was a tour of Churchill 
Downs, a first-timer’s gathering, a student- 
industry networking session, keynote  

addresses, certification review sessions and 
exams, and more. 
 Every evening there were receptions, 
including the always exciting Awards Re-
ception and Banquet on Saturday evening. 
These events couldn’t be possible without 
our PLANET volunteers,  staff  members, 
and our many sponsors. Without these 
TEAM members, GIC and all the subse-
quent networking, educational sessions, 
and new strategies and relevant business 
tools, would not be possible. 
 This is only part of the story because 
this is the second year of a dynamic and 
fruitful relationship with the Outdoor 
Power Equipment Institute (OPEI) and 
the Professional Grounds Management 
Society (PGMS) with whom we partner 
to help put on the GIC and GIE+EXPO. 
Their membership, along with the trade 
show exhibitors, is fundamental to the suc-
cess of this event and helps make it one of 
the premier educational and learning op-
portunities of the year. As one PLANET  
member told me, “The down economy 
made it questionable whether or not I could  
afford the trip this year, but because of the 
economy, this is one event that I couldn’t af-
ford to miss.”  
 The partnerships and team play that 
make this event possible also add value beyond  
description. As PLANET keynote speaker 
and former head coach Brian Billick said, 
“There is no ‘I’ in TEAM.” Therein lies the 
value of networking and partnering … and 
of being a member of TEAM PLANET.
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The GIC and GIe+eXPO eXPerIenCe:  
It’s team PLaNet  

at Its best

Jason cupp, cLP 
PLAnEt President
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one ProGrAM 
PAid for our 
mEmbErshiP

 “… the money we saved … 
more than paid for our annual 

PLANET membership.” 
chris raimondi, cLP

Last year, our company took advantage of a preferred provid-
er agreement PLANET has with Precision Payroll of America. 
By the end of the year, the money we saved by signing up with 
Precision Payroll more than paid for our annual PLANET 
membership. Throughout the year, our company routinely 
takes advantage of other PLANET member benefits as well, 
including the discount programs it has with Hertz and Shell 
Oil Company, and we often seek the advice of its HR, legal, 
and public relations consultants.

Is PLANET membership free? No, but members like us who 
take advantage of its many resources recoup the cost of  
membership over and over again.

chris raimondi, cLP
raimondi 

horticultural  
Group, inc.
ho-ho-kus,  
new Jersey
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How would you describe your PlANeT Trailblazer exPerieNce?

The best day  
we’ve ever spent

We were a PLANET member 
for a year when we received word 
that our application to become 
a Trailblazer protégé had been 
accepted. Jeanette and I visited 
Maurice Dowell, CLP, in June. It’s 
only been six months, but I can say 

with all honesty that being with Maurice and his team was a 
great learning experience. 
 Our company, Master Landscapes, has been in business 
for 23 years. Yet, for most of those years, I ran it as more of a 
hobby than as a business, thanks to my wife who had a career 
in banking. When she left her job four and a half  years ago, 
we began to focus more on the business of running a business. 
Joining PLANET was part of the renewed focus, and becoming 
a Trailblazer protégé has further helped us improve our com-
pany operation.
 Maurice gave us an up close and personal view of his com-
pany, sharing forms, job descriptions, and other helpful docu-
mentation, along with insightful pricing information. Before 
we even visited Maurice, we told him that we were interested 
in finding a GPS system for our company. He provided us with 
information about his, one he had spent three years research-
ing, and we purchased the same system. He was a help before 
we even visited him!
 Throughout the day of our visit, and it was a long day 
from 6:30 a.m. to 10:30 p.m., we saw how Maurice structured 
his business, ran his crews, and marketed his service offering. 
Jeanette and I talked with almost everyone in his company and 
learned something from each about his or her job functions. 
 Since that day in June, we’ve been working diligently to ex-
pand our office and restructure our business. Was it a valuable 
experience? Let’s put it this way: It was the best day we’ve ever 
spent, and, best of all, we have new friends forever. 

Master Landscapes, Inc.
Salinas, CA

(831) 663-2531
masterland@sbcglobal.net

it was a team-
building exercise

My husband Maurice became 
a PLANET Trailblazer last year, and 
we were assigned our first protégé, 
Rollin Haas and his wife Jeanette. 
In preparation for their visit, we 
gathered our staff  and talked about 
ways to ensure they would have a 

meaningful experience. We put together a game plan, organized 
our office and shop, and assigned specific tasks to each of our 
team members. 
 When Rollin and Jeanette arrived, our staff  explained their 
individual roles within our company. I believe the exercise was 
beneficial for Rollin and Jeanette, but it was also helpful to our 
team, giving members an opportunity to demonstrate their skill 
sets to other industry professionals. The fact that the couple had 
e-mailed questions ahead of time helped us structure their visit, 
and it gave direction to our staff  as they assembled resources  
for them. 
 Over the years we have been blessed by people who have 
shared their knowledge and experience with us. Maurice wel-
comed the opportunity to be on the giving side. Just as impor-
tant, by day’s end, we had also made new friends. 
 The Trailblazer program is a neat way to give back to the 
industry. I think that protégés, because they are able to actually 
talk with business owners face-to-face and see the operation up 
close, gain valuable insights. What I didn’t fully realize is that 
the experience creates a tremendous teambuilding opportunity 
for the Trailblazer’s operation. We look forward to repeating 
this experience next year.

DOWCO Enterprises, Inc.
Chesterfield, MO
(636) 532-9192

donna@dowcoinc.com

roLLIn & JeAneTTe HAAS DonnA DoWeLL
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A special day

I had been in business only a year 
or so when I was selected to participate 
in the PLANET Trailblazer program 
as a protégé. I was assigned to meet 
with Premier Plantscapes in nearby 
Burtonsville, Maryland. At first, I 
couldn’t believe that a company so 
close to me would be willing to offer 

advice and share business ideas. After spending a day with its 
management and sales team, I became a believer.
 One of the company’s principals, Gary Magnum, CLP, 
spent the entire first half  of the day with me, showing me around 
the facility and pointing out ways to improve my operation. In 
the afternoon, I met with members of the company’s sales and 
marketing staff. I had been in the industry for several years, 
working for another company. I explained to them that I had a 
strong technical background on maintaining interior plants, but 
needed help marketing my new business.   
 Premier’s team members gave me several suggestions on ways 
to market my company, including advising me to target closer-in 
clients to keep travel time and costs down. They also gave me a 
reading list of books and articles that would be helpful. 
 This was a special day for me in several ways. First, I 
couldn’t believe that a company as well known as Premier would 
spend a day with a competitor. Not to say that I’m really a com-
petitor. After all, I’m an owner operator just starting out, which 
begged another question. Why would they spend the time with 
me, anyway? I’m so small. The answer is that the Trailblazer 
program is designed to help PLANET members grow their busi-
nesses, no matter how big or small they are. 
 But the best part was yet to come. Since that day one and 
a half  years ago, I’ve maintained contact with members of the 
Premier staff  who have been more than willing to share their 
thoughts and ideas. I feel I’ve been fortunate to have met them.  

Mena Tropicals
Kensington, MD
(301) 675-4050

menatropicals@verizon.net

it will help me get 
off the business-
owner treadmill

Soon after renewing my 
PLANET membership this year, 
I was chosen to participate in the 
Trailblazer program. Steve Pattie, 
CLP, owner of The Pattie Group in 

Novelty, Ohio, visited my facility on June 26. Some things you 
know, but not until someone actually points them out to you.
 After looking at my organizational chart, Steve told me 
point-blank that I needed to get off  the business-owner tread-
mill; I needed to build a leadership team. He helped me set up 
five key deliverables for each team member, and then encour-
aged me to coach them on a weekly basis. 
 What I knew but didn’t focus on until Steve visited was 
that I was wearing too many hats. Among his other suggestions 
was that I needed to focus on my strengths and either hire new 
team members or train current ones to take over responsibil-
ity in other areas. This was sound logic, but again something I 
wasn’t capable of understanding completely because I was so 
close to the business.
 Since Steve left, I’ve worked diligently to identify those oper-
ational areas that I need to work on and to identify the strengths 
and weaknesses of team members. I’m making progress.
 The great thing, too, is that we’ve continued our relation-
ship. Steve and I talk every four to six weeks, and he still holds 
me accountable for making the changes I need to make so my 
business can grow and become stronger.  

East Coast Professional Landscape, Inc.
Springfield, VA
(703) 924-9414

prussell@ecpl.tv

How would you describe your PlANeT Trailblazer exPerieNce?

CArLoS MenAPATrICk ruSSeLL



Nearly 55,000 students gathered in Indianapolis  at 

the 81st National FFA convention recently  to compete 

in a variety of events that will help shape a very green 

future. The convention featured the nation’s best 

and brightest students competing for scholarships, 

and a host of other honors, during events targeted 

to measure skills learned through FFA educational 

programs at their local high schools.

Learning the Landscape
For the sixth consecutive year, STIHL was a proud 

sponsor of the National FFA Nursery and Landscape 

Career Development Event (NLCDE) and showcased 

its products and programs at the Agricultural Career 

Show. The expo provided young people the opportunity 

to interact with companies involved in agriculture, 

horticulture and the green industry, as well as 

associations like the Professional Lawncare Network 

(PLANET) and the American Farm Bureau. 

The NLCDE competition required FFA members 

to complete an exam testing their knowledge in 

horticulture principles including plant anatomy, 

production, marketing, turf, landscape design and 

maintenance, and complete a series of practicums 

involving landscape drawing, landscape estimating, 

plant propagation or potting, identification of plants, 

disorders, and equipment. More than 130 students 

from 42 different state teams competed, having earned 

the right by winning their local and state competitions.

Real World Application
“The event prepares students for real world 

applications of their skills,” said Robert Logan, North 

Carolina Chatham County School superintendent, who 

acted as a judge in the sales/communication skills event. 

“This event is truly unique. Our education system can 

81st National FFA Convention Fosters 
Future Green Industry Leaders

“We cannot always build the future for our youth, but we can  
 build our youth for the future.” – Franklin Delano Roosevelt

sometimes be too didactic, stressing pure knowledge 

over applied knowledge. In this career development 

event, the students actually do something with what 

they have learned, showcasing both information and 

application. I have also been impressed with the 

character of these young people. It really is a joy to 

work with a group of young people who exhibit such 

respect, commitment and enthusiasm.”

This year’s top three teams came from Linn High 

School of Kansas, Muscatine High School of Iowa, 

and Oconto Falls High School of Wisconsin.

“To watch high school students make these 

dynamic presentations with confidence lets all of us 

in the industry know that our environment will be in 

capable hands. STIHL’s sponsorship underscores 

our commitment to supporting youth with a passion 

for pursuing careers in the Green Industry and 

addressing environmental sustainability,” said Roger 

Phelps of STIHL Inc., who encourages green industry 

organizations to get involved with FFA.

Taking it to the Next Level
“We also think it’s important to let these youth put 

their education and values in front of the best and 

brightest minds in nursery and landscape education,” 

said Phelps. In March 2009, STIHL, along with The 

Ariens Company, will send the top three FFA teams 

to the PLANET Student Career Days at Cal Poly, 

Pomona, where they will have an opportunity to 

experience competition at the college level. STIHL 

is the sole Platinum level sponsor of the PLANET 

Student Career Days and provides scholarships as part 

of the PLANET Academic Excellence Foundation.

For more information about STIHL and STIHL 
products, visit www.stihlusa.com. To find out 
more about FFA, visit www.ffa.org.

AFB Young Farmer and Rancher Committee President Townsend Kyler and 
Roger Phelps present a STIHL chain saw to the winner of the AFB quiz bowl.

FFA members try their hand at the Speed Climb 
as part of the STIHL Lumberjack Challenge. 

More than 54,000 members attended the 81st National FFA Convention. Chris Altman of Bryan Equipment Sales works with 
the STIHL® TIMBERSPORTS® Saw Buck Simulator.
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When HighGrove Partners was 
confronted last year with a 
severe drought in Atlanta, the 

answer wasn’t to ride it out. To the contrary, 
management team members put their heads 
together and came up with a comprehensive 
plan to demonstrate to their clients how they 
can use less water while still maintaining the 
health and beauty of their landscapes. Yes, 
water restrictions last fall cost the company 
40 percent of its seasonal installation projects. 
But a new company initiative helped triple 
irrigation sales and boost requests for drought-
tolerant plant material. 

“The drought was really bad last year,” 
recalls company CEO Jim McCutcheon, 
CLP. “Toward the end of the year, there was 
an outright watering ban, the exception being 
new installations that could receive restrictive 
watering for 30 days.”

As he emphasizes though, “In any cri-
sis there is an opportunity.” The opportunity 
came in the form of an innovative program 
called KnowWater. Launched by HighGrove 
Partners in February, this environmental stew-
ardship program seeks to maintain landscapes 
in ways that are not only water-sensitive and 
environmentally friendly, but also aesthetic 
and cost effective. The company kicked off  the 
program by conducting an educational sym-
posium with outside speakers. The effort was 
designed to help clients combat the drought, 
understand water conservation strategies, and 
learn about the latest irrigation technologies. 
Clients then were introduced to nine recom-
mendations (see sidebear, page 12) that would 
improve their water use, allow them to be-
come better stewards of the environment, and 
help them realize a solid return on investment 
in their landscapes and new technology.
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There’s an  
opporTuniTy in 

every crisis

Redefining creative  
customer service in Atlanta

in recent years,  
highGrove Partners’ 

focus has changed  
from design/build to  

landscape management.
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“Most of our customers were thrilled 
with the program, and it has been a win-  
win for everyone,” explains McCutcheon. 
“Our customers win, we win, and so does  
our community.”  

Growing the bottom line
HighGrove Partners is celebrating two 

anniversaries this year. The company is offi-
cially seven years old, but its nucleus, as part 
of Post Properties, will soon be celebrating 
a 20-year milestone. “Seven years ago, Bill 
Lincicome, Ken Rogers, and I purchased the 
landscape management division from Post 
Properties to launch HighGrove,” McCutch-
eon explains. “The challenge for us was to 
learn how to operate a privately held small 
business, instead of being part of a large op-
eration. We had to learn how to make deci-
sions based on forecasting instead of relying 
on historical information. We had to get our 
employees involved and on board, and we had 
to develop our own competitive advantage.”

They succeeded. Today, HighGrove 
Partners employs 175 people in two Atlanta  
locations that together generate around $12 
million a year in sales. Commercial landscape 
management brings in the bulk of the work, with  
design/build projects accounting for the rest. 

“Over the last several years, we have seen 
our top line go down and our bottom line go 
up,” says McCutcheon. “We attribute some 
of that to a change in service offering from 
being nearly 80 percent design/build, when 
we launched the company, to now having  
a landscape maintenance focus. We also  
sold off  a branch location in Charlotte,  
which helped us concentrate more in the At-
lanta area where we still have tremendous 
growth opportunities.” 

HighGrove Partners has also worked 
to develop lean management practices to 
improve its margins. Restructuring operat-
ing procedures has allowed the company  
to deliver more value to its customers, as  
well — all part of delivering great service, 
says McCutcheon.  

The service solution
As this veteran contractor understands, 

when providing commercial maintenance ser-
vices, it’s very difficult to differentiate your-
self  with the quality of work alone. “Having a 
quality product is a given if  you’re going to be 
competitive today,” McCutcheon relates. “It’s 

how this product is delivered that separates 
one company from another.” This emphasis 
on service is implicit in the company’s prom-
ise to customers, which states: “We promise 
that your landscape will be the first thing you 
see and the last thing you worry about.”

What does it take to be a top-notch ser-
vice provider? Many things, he points out, 
starting by recognizing that misunderstand-
ings are created by a lack of communication. 
“We strive to be proactive consultants rather 
than reactive vendors to our customers. Our 
efforts are focused on bringing things to their 
attention before they bring it to ours. We also 
give customers a communication plan so 
they know how we will be contacting them 
and who to contact if  they have an issue. Of 
course, providing good service implies having 
a quick response time, having knowledgeable 
people on staff, and being proactive with cre-
ative programs such as KnowWater.

“The drivers behind our mission to be the 
best service provider in the region are custom-
ers who are much more savvy and demanding 
than their predecessors. As landscape con-
tractors, we need to be smarter and provide 
more value than ever before.  We have to be 
creative and have a point of differentiation on 
one hand, and on the other continue to be sol-
idly grounded in business fundamentals.”

r & d helps
Being a member of a peer group and 

having a Customer Advisory Council are part 
of HighGrove’s overall strategy to up the ser-
vice ante. The company’s peer group, called 
The Next Level Network, is composed of six 
companies ranging in size from $10 million 
to more than $50 million in annual revenue, 
each sharing common core values and goals. 

“We attend two-day meetings three times 
a year, and leave with a ton of homework,” 
McCutcheon explains. “The group is effective 
because we’re very open and hold each other 
accountable. In fact, the decision to sell our 
Charlotte branch, which was generating close 
to $5 million in revenue, came in part from 
discussing the issue during a session. Mem-
bers convinced us that the branch, although 
profitable, was taking away from our focus in 
Atlanta. For them, it was a ‘no brainer,’ and 
it became the same for us.

“I would have joined a peer group 20 
years ago if  I knew then how valuable the 
network could be. You don’t have to be a 

highGrove partners, inc.
Austell, Georgia

company principals: (left to right)
Bill Lincicome, ASLA, AIA, 
 Chief Creative Officer & Partner
Kenneth Rogers, President & Partner
Jim McCutcheon, CLP, 
 Chief Executive Officer & Partner

Founded: 1989

employees: 175

annual sales revenue: 
$12 million

service offering: 
70 percent landscape management 
30 percent design/build

PLANET member for 13 years

Company profile:



CoMPAnY ProfILe

multimillion dollar company to benefit,  
either. Companies of any size can form a peer 
group and participate effectively as long as 
they share core values and are committed to 
the process.”

Another significant “meeting of the 
minds,” HighGrove’s Customer Advisory 
Council was formed in 2006. The council  
consists of eight customers who serve as 
a company sounding board. At quarterly 
meetings, HighGrove collects feedback on 
various ideas and initiatives that ultimately 
help to improve its service offering. “We 
talk about any concerns they may have with 
us and major issues that are impacting their  
operations,” notes McCutcheon. “It’s not just 
networking with us that’s important. Clients 
get to share ideas with each other, too. “What 
truly shocked me originally was how willing 
they were to participate and help us better 
meet their needs.”  

In addition to receiving input from peers 
and clients, HighGrove has brought in outside 
consultants to help fine-tune its service, and it 
continually relies on its fellow PLANET mem-
bers for important feedback. “I attended my 
first PLANET (then ALCA) event in 1995 in 
Fort Worth when we were still part of Post,” 
McCutcheon remembers. “My initial response 
was, ‘holy cow, this group can make a huge  
impact on our company.’ No way would we be 
where we are today without PLANET. ” 

After attending the meeting, McCutcheon 
says he jumped in feet first, joined commit-
tees, and started to network. He was involved 
with Student Career Days for five years  
(including three years as the chair) and has 
been a member of the board of directors.  
McCutcheon currently serves as the chair-
man of PLANET’s Crystal Ball Committee. 

“I would like to think that our creativity 
in the marketplace, commitment to service, 
and understanding of business fundamentals 
comes naturally,” he adds. “Some of it does, 
and our management and team members 
deserve credit here. At the same time, I will 
reiterate that we would not be where we are 
today without having those relationships we 
developed by being a member of PLANET.  

“There’s opportunity in every crisis,  
including the economic one we’re all currently 
facing. Getting through relatively unscathed 
requires being creative, running a financially 
sound operation, and sharing ideas with  
individuals who have experienced similar 
downturns in years past.” 
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MAnAging wAteR
HighGrove’s KnowWater initiative is a comprehensive water management program.  
Two major components of the program are a water conservation survey and a follow-up 
report that includes some of these recommendations:  

Jim mccutcheon, cLP, says that how a quality product 
is delivered separates one company from another. 

water restrictions 
last fall cost this 
Georgia company 
40 percent of its 
seasonal installation 
projects.

•	 	Using	a	different	pressure regulator that 
will reduce “fogging” and leaking and 
increase a system’s longevity.

•	 	Incorporating	a	rain sensor that will 
eliminate watering during and shortly 
after precipitation.

•	 	Using	advanced head nozzles that allow 
for a more efficient pattern of water and 
spray angles.

•	 	Replacing	old spray heads for more 
efficient watering.

•	 	Using	soil moisture sensors that mea-
sure the soil moisture and adjust the run 
time of the clock accordingly. 

•	 	Adding	a	feature	to	an	irrigation	system	
that measures actual rainfall, humidity, 
and solar radiation to determine the 
actual amount of water per zone. 

•	 	Using	drip irrigation around the plant 
root zone to minimize water loss.

•	 	Using	water harvesting systems, such 
as cisterns, to capture rainwater to be 
used later for watering plants and so forth. 

•	 	Continually	exploring	a	variety	of	 
alternative water sources. 



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.

CR1210448 (08-02)



Reduce TRaumaTic  
injuRies & deaThs  

with an effective safety  
and health program

by barbara mulhern

SAfeTY

Kujawa enterprises, inc., (Kei) prominently posts the  
company’s current number of days without a lost-time 

incident and the costs of injuries/incidents to date. Kei, 
which believes that it’s important to keep safety in front of 
employees at all times, has gone as long as two-plus years 

without a lost-time incident in the past.
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According to the U.S. Bureau of Labor 
Statistics (BLS) Census of Fatal 
Occupational Injuries, 789 landscape 

services workers and first-line supervisors 
died from traumatic injuries between 2003 
and 2006. Nearly 80 percent of these fatalities 
involved landscaping and groundskeeping 
workers, tree trimmers and pruners, and their 
first-line supervisors. The remainder of the 
employees who died worked at such facilities as 
cemeteries, schools, parks, and golf  courses.

From January 2007 through mid-July 
2008, the federal Occupational Safety and 
Health Administration (OSHA) investigated 
40 job-related fatalities in our industry. Among 
these were falls, drownings, electrocutions, 
heat-related deaths, tractor and all-terrain  
vehicle (ATV) rollovers, and deaths resulting 
from being struck by vehicles or trees, or being 
crushed by mowers or skid-steer loaders.

Many companies in our industry have 
written safety and health programs, but often 
some key components are missing. “One is  
involvement from top management. If supervi-
sors or crews see there is no commitment from 
top management, you are going nowhere,” says 

Rick Rollo, vice-president of Kujawa 
Enterprises, Inc. (KEI) in Oak Creek,  
Wisconsin. “This support must come 
in a multitude of ways — participation 
in safety meetings and events, mon-
etary support, disciplinary support, and 
an overall attitude that shows everyone 

you are committed from the top on down.”
Another element that may be missing from 

your company safety program is consistency, 
Rollo says. “Safety is not something you can 
turn on and off when a crisis hits. In fact, it’s 
just the opposite — with consistency you will 
avoid most crises. That includes consistency 
in enforcement of safety rules and regulations. 
There can be no exceptions,” he says.

Maureen Scheitz, vice president of human  
resources at the Acres Group in Wauconda,  
Illinois, adds that an active company safety and 
health committee is often difficult to maintain. 
“Sometimes the safety committee is really hard 
to put together because staff is spread out all 
over the place. It is tough to get staff input,”  
she says. “When we do our in-field safety inspec-
tions, we try to have dialog with our crew leaders 
and get input and ideas from them at that time.”

Continuous communication — “it needs 
to be an almost daily or weekly message” — is 
also important, Scheitz says, as is ensuring that 
all safety presentations and materials are in a 
language your workers will understand.   

It’s critical that no matter what your com-
pany’s size, you take steps to have an effective 
safety and health program. The costs of failing 
to do this can be great. They include lengthy 
and costly workers’ compensation claims,  
increased insurance premiums, production 
downtime, potential OSHA investigations and 
legal fees, poor employee morale, and even the 
loss of a major customer.

Gaining management  
commitment

How do you gain top management com-
mitment for your safety and health program? 
A good place to start is to share hard-and-fast 
data with all your top managers. One excellent  
resource is a new English and Spanish fact 
sheet entitled Fatal Injuries Among Landscape 
Services Workers, developed by the National 
Institute for Occupational Safety and Health’s 
(NIOSH’s) Traumatic Injury Prevention for 
Landscape Workers project. 

The fact sheet, NIOSH Publication No. 
2008-144 (cdc.gov/niosh/docs/2008-144/pdfs/
2008-144.pdf), notes that although landscape 
services workers make up less than 1 percent 
of the total U.S. workforce, they experience 
3.5 percent of all of the occupational fatalities. 
The fact sheet draws on public Bureau of Labor  
Statistics data for information on how land-
scape services workers are most likely to die on 
the job. It also includes a listing of free, Web-
based resources for employers, supervisors, 
and nonsupervisory employees. A second fact 
sheet, addressing the most commonly occurring  
traumatic injuries in our industry, was under  
development at press time.

 workErs in our industry continuE to diE At An ALArminG rAtE. 

carefully explaining what was just 
discussed at a tailgate safety meeting 

will help reinforce safety. here, Kujawa 
enterprises, inc., (Kei) Director of exterior 

operations Tom Jurasinski, cLT, reviews 
some important points with employees 
Martin Gonzalez and alejandro Quiles.



SAfeTY
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“Tying your discussion with top manag-
ers into financials is the key — tying it into 
the bottom-line impact to the company, both 
in terms of premiums and direct and indirect 
costs,” Scheitz says. “Have a system in place 
to track even just the ‘hard’ costs of an injury 
or other incident. Then, with that information, 
ask: ‘How much would we have to sell to offset 
these costs?’ Or, ‘What type of equipment could 
we have bought if we didn’t spend this money 
on incidents?’”  

Rollo suggests that you “involve your  
insurance company and your agent so top  
management understands the costs of not being 
safe. Many insurance companies offer rebates 
on premiums for ‘no lost time’ or other catego-
ries of safety. Make top management under-
stand that if your company’s experience mod 
(modification) rate exceeds 1.0, there are many 
large companies that will not work with you as 
a subcontractor. Also make upper management 
understand that a documented ‘safe company’ 
can be a huge selling asset to companies that are 
looking to advance their own safety programs. 
These are all things that KEI has done.”

Key program elements
The following are among the other  

important elements of an effective safety and 
health program:
•	 	Effective	 claims	 management	 and	 an		
aggressive	 return-to-work	 (light	 duty)	
program. “At a very primary level, the 
claims need to be managed,” Scheitz says. 
“Here, somebody goes to the doctor with our 
people and translates, if needed. On the spot, 
we have the opportunity to tell the doctor 
that we can accommodate light duty and can 

tell the doctor the options that are available. 
This also shows that we are there to support 
the employee in a challenging situation.”

•	 	A	written	safety	manual (verbally reviewed 
with employees in a language and manner 
they understand).

•	 	Weekly	tailgate	safety	training	(brief, oral 
training sessions in a language your em-
ployees understand). The Acres Group also  
incorporates “Action Grams” into its tailgate  
training program. “When we have a larger 
incident, we write up a brief summary with 
pictures, and then discuss how we can  
prevent this in the future,” Scheitz says. This 
usually takes the form of three PowerPoint 
slides in English and Spanish and is dis-
cussed with all crew members during their 
regular tailgate sessions. Note: Be sure to 
document, in writing, attendance at all safety  
meetings and safety training sessions.

•	 	Daily	job-site	safety	audits	(hazard inspec-
tions) and regular safety audits of other parts 
of your operation (your offices, shop, etc.). 
Ask your insurer to help you develop check-
lists you can use after accompanying you 
on a walk-through of your operation and a 
couple of job sites.

•	 	Prompt	injury	and	incident	investigation 
(as well as investigation of all known “near-
miss” incidents).

•	 	Written	companywide	safety	goals. Note: 

It’s a good idea to pick just two or three  
major goals per year.

•	 	A	 requirement	 that	 employees	 promptly	
report	all	hazards,	potential	hazards,	 in-
juries/incidents,	and	near-miss	 incidents. 
Ensure that you track and review all injuries/
incidents and near-miss incidents with man-
agers and with company safety and health 
committee members. 

•	 	Knowledge	 of	 applicable	 OSHA	 regula-
tions. Also, ensure that supervisors under-
stand how to implement compliance with 
these standards.

•	 	Recognition	 for	 safe	 actions. KEI recog-
nizes employees who work safely by giving 
out certificates for “no accidents in a month” 
and pins for safe driving. “We have weekly 
drawings that are increased by $10 per week 
that we go without an accident or incident,” 
Rollo says. “We hand out safety awards at 
our annual Christmas party and recognize 
accomplishments at our morning (stretch-
ing/warm-up exercise) meetings. One other 
thing that has been effective is to post photos 
of employees being safe. All of these things 
cost nothing or very little, but are huge when 
presented in front of the whole group.”

Barbara Mulhern is a Belleville, Wisconsin-
based freelance writer who specializes in safety 
and health issues for green industry employers. 

regularly reviewing all safety-related  
issues at a top management level is critical 
for an effective safety and health program, 

Kujawa enterprises, inc. president sally  
Kujawa and vice president rick rollo believe.

•  National institute for occupational safety and Health (NiosH). 
cdc.gov/niosh.	NIOSH	also	has	a	Spanish-language	Web	page.

•  Professional landcare Network (PlANeT).	Visit	PLANET’s	safety	
page at LandcareNetwork.org/cms/programs/safety.html for 
information	on	joining	the	free	STARS	(Safety	Training	Achieves	
Remarkable	Success)	program	and	for	English-Spanish	Safety	
Tips	Sheets	(tailgate	training	lessons).	Also	visit	PLANET’s	book-
store	(LandcareNetwork.org)	for	information	on	English-Spanish	
safety videos, DVDs, and other materials.

•  PlANeT-osHA Alliance landscape and Horticultural 
services web site. osha.gov/SLTC/landscaping/index.html. 

•  occupational safety and Health Administration (osHA). 
osha.gov.	Federal	OSHA	also	has	a	Spanish-language	Web	page.

•  National Ag safety database. cdc.gov/nasd.
•  The ohio state university Tailgate safety Training 

for landscaping and Horticultural services. 
cete.org/Tailgate_List.asp?list=All&Mode=Trainer.

safeTy and healTh ResouRces
The following are among the many good resources available to help you improve your safety and health program:
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ConSuLTAnT Corner

Get light, get tight, and conserve cash. 
This may sum up the strategy for 
next year. Get light:  Reduce expenses 

starting with staffing. Get tight: Focus on 
increased contact with existing customers and 
prospects. Conserve cash: Minimize capital 
spending and increase your access to lines of 
credit to fund working capital.

Earlier this year, many of my clients took 
steps to reduce overhead in anticipation of 
an increasingly challenging economy.* As a 

result, declining second-half  revenues have been offset to a large ex-
tent by these cost reductions. Net profit margins are respectable, if  not 
great, but more important cash flow is solid going into the winter and 
a “who knows what kind of” spring.

These same companies also took steps to strengthen their sales 
function by focusing on price flexibility, increased customer contact, 
early renewal efforts, and sales training to improve face-to-face ne-
gotiation skills. Finally, they went to the bank early to expand credit 
lines, and they are deferring purchases of most equipment for at least 
one year.

Must dos on every owner/manager’s  
checklist for 2009:

Costs: Slow down the monthly cash burn rate. Your burn 
rate is your overhead expense per month. Engaging in zero-based  
budgeting is the key. Use our benchmark leverage ratios to right size 
your cost. Be conservative with your revenue projection (See Table 1 
Discussion).  

1.  Look hard at staffing. You may need to let some people go. 
Everyone else will need to do more than they currently do.  
You must adopt an “all hands on deck” approach to getting the 
work done.

2.  Look hard at your revenue. Once you think you have the number, 
reduce it by 10 percent and make that your budget.

3.  Look hard at your gross margin projection. 
It will be lower next year as margins may 
very well decline given the pressure on  
pricing we will all likely experience.  

4.  Live by the budget. Review it every week. 
If  costs rise or revenues fall short, reduce 
costs. Learn to react quickly.

benchmark leverage ratios

DisCussion: How to use the benchmark for overhead and 
revenue budgeting.

Let’s assume that your zero-based budget for indirect, equip-
ment, and administrative expenses amounts to $1,000,000 for 2009. 
If  you are a grounds maintenance company, you would apply the 
2.75 benchmark ratio to this expense projection (this is the high prof-
it 90th percentile ratio) to determine that revenues must be at least 
$2,750,000  ($1,000,000 times 2.75). Should you believe that revenues 
will not achieve that level, and in fact may be $250,000 less than that 
(as a realistic forecast), you will need to cut costs by $91,000 ($250,000 
divided by 2.75) to maintain your profit. It’s a harsh reality, but it is 
reality nonetheless.

Customers: Secure current relationships. Deepen your pros-
pect pipeline. Maximize positive touches with current customers and 

By Kevin Kehoe

Table 1 Design build Maintenance Construction

labor 
leverage 3.15 2.47 3.01
Overhead 
leverage 3.24 2.75 4.05

LooKinG  
ForwarD To  
nexT year



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

prospects. Get your pricing flexible enough to negotiate and address 
low-price bidders. Hone your sales message and story to address qual-
ity and risk in relation to price.

1.  Get your renewals done early. Address satis-
faction issues and determine how you may 
need to address their budget challenges.

2.  set up a spreadsheet to manage your revenue 
pipeline weekly. Organize yourself  to invest 
at least 20 percent of the owner’s time in the 
sales function.

3.  Contact your customers directly every month. Direct mail and/or 
E-mail are the best approaches. Provide customers and prospects 
with “problem-solution” tips and do it in 100 words or less.

4.  Develop a three-tier pricing model — for premium, par, and 
reduced hourly labor rates to address prices by job size.

5.  Put your sales message and story on paper. Communicate the 
reasons why a customer should do business with you. Here are 
some simple messages — “Our customers hire us because we save 
them money and deliver a consistent look every week,” or “Our 
customers hire us because we deliver on schedule and eliminate 
surprises in pricing that hurt a budget.”

CaPitaL: Hold off  new equipment pur-
chases that are not mission critical. Expand 
your line of credit if  possible. Hold off  paying 
down debt beyond the regular monthly pay-
ments. Debt and credit are your friends in a 
down market.

In my humble opinion, 2009 will be a very 
tough year. Yet companies will do business and 
make money. You can be one of those companies. Providence rewards 
the prepared. Take control of your business and make proactive  
decisions now. Hope is a wonderful and powerful virtue, but it is not 
a strategy. 

*NOTE: I have been involved in more staffing reductions this year than in 
my previous 18 years in the industry. Cost cutting is not fun, and most of 
us are out of practice after so many years of growth. Yet getting costs in 
control is an essential fiduciary responsibility for every owner/manager.  
With a tight credit market and shrinking margins, owners can’t hold out 
hope that things will get better. You need to act aggressively now.
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CoMMunITY ServICe

PLANET members have a great history of supporting community 
projects. Every year, throughout the country, hundreds of lawn 
care and landscape contractors offer their help and expertise to 

enhance parks, beautify local landmarks, and renovate school yards, 
among performing other service projects. Renewal & Remembrance 
alone brings hundreds of members to Washington, D.C., to help 
maintain and beautify Arlington National Cemetery and Historic 
Congressional Cemetery.  

Now, members will have an additional opportunity to support 
their communities, on the same day with other PLANET members. 
Beginning on April 22, 2009, and to be held on the third Wednesday  
in April thereafter, the PLANET Day of Service will help to promote  
goodwill and raise awareness about the industry and its role as a  
steward of the environment. 

“It doesn’t make any difference how big or small you are,” says 
PLANET Public Relations (PR) consultant Vicki Bendure, whose 
company Bendure Communications will manage the national PR 
campaign for the event. “Companies can work alone, work together, 
or join forces with their state associations on a project.”

She continues, “Service projects can come in many different sizes 
and scope. Some can be sponsored by individual companies and orga-
nizations, while others may involve wide-ranging partnerships of sup-
pliers, contractors, and state associations. Some may take place at the 
local level, while others will be citywide. Whatever the project, each 
will be connected to our industry and unite around a common goal.”

Making a statement
April is National Lawn Care Month, and April 22nd is Earth 

Day — what better time for members to plan, organize, and carry out 
projects that benefit their communities?” asks Bendure. “If  this event 
generates the support that we anticipate it will, it will have a huge 
impact around the country and create a platform to talk about our 
industry’s role as a provider of environmentally friendly services.”

PLAnEt dAy of sErvicE:

NatioNwide eveNt Raises  
iNdustRy awaReNess

LEAD SPONSORS: Agrium Advanced Technologies; American
Profit Recovery, Inc.; John Deere; Lawns by Yorkshire Inc.; Shindaiwa Inc.
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Richard Heller, CLP, CLT, chair of 
PLANET’s PR Committee agrees. “Every-
thing we do is good for the planet,” says Heller.  
“By joining in this event, participants are 
demonstrating their commitment to the  
environment, to their communities, and to 
the industry. PLANET is also creating an 
opportunity for the entire industry to build 
stronger bonds, not only within their commu-
nities but also within the industry. 

“PLANET members can sponsor  
nonmembers, state associations can work 
with members to perform a service, and man-
ufacturers and suppliers can get involved. Our 
goal the first year is to have more than 2,000 
participants join in across the country.”

Heller emphasizes that the Day of Service  
will be easy as well as meaningful. “This 
doesn’t have to be an all-day affair,” he adds. 
“Participants can plant a few trees in a park 
and do any number of other good deeds. The 
key is that they all do it to help their commu-
nities, and do it on the same day.”

When he first heard about the event,  
Terry Delany, owner of AAA Lawns in  
Arkansas replied, “Sign me up, today.” Having  
a history of getting involved with similar proj-
ects, Delany recognized that the PLANET  
Day of Service would present a PR oppor-
tunity for his company and help his com-
munity, all at the same time. But that wasn’t 
what piqued his interest. “This will present 
another great learning experience for team 
members — by encouraging them to do some-
thing good for someone else,” he noted. “I’m  
excited about this event and getting all my 
team involved. We could spend a day mowing 
a common area in the city or do some weed-
ing in the city beds. I can even contact other 
landscape contractors in the area who are not 
PLANET members. This will be a great way 
to introduce them to our association.”

How it works      
Bendure offers some tips for companies 

who want to participate. “Start by review-

ing the toolkit found on PLANET’s Day of  
Service Web site, planetdayofservice.org,” 
she explains. “The toolkit will include back-
ground on the event, the theme, the name, the 
day, and how to brand it effectively. It will 
also include community service ideas.

“After reviewing the toolkit, members 
can brainstorm about what event they could 
create in their own region or state. Once they 
decide on an event and get approval from  
the venue, they can then register it with 
PLANET.”

Registration is easy, she adds. Members 
can go online to the PLANET Day of Ser-
vice Web site, planetdayofservice.org, to pro-
vide details about the event and their contact 
information. “Information about each event 
will be listed in a directory of events on the 
Web site,” says Bendure. “That way, if  mem-
bers or suppliers can’t create their own events, 
they can support other events in their area.  
After members have registered, they can access 
the event toolkit on the Web site where they 
will find checklists that will help them plan,  
promote, and host their events.” 

Among resources, the toolkit will  
include talking points, an online press kit 
that members can print out and give to local  
media, and a logo they can put on their Web 
site to link back to the PLANET site. Adds 
Bendure, “PLANET’s PR team will also 
provide templates for press releases that par-
ticipants can send to their local media if  they 
want to do the PR themselves, or the team will 
send releases to their local markets for them.” 

As manager of the national PR  
campaign for the event, Bendure Commu-
nications will contact the national media 
to cover the event and do grassroots PR in  
participants’ hometowns like it does for  
Renewal & Remembrance. “We will have 
a powerful message for the press,” says  
Bendure. “On April 22, 2009, all over the 
country, lawn and landscape professionals 
will be giving back to their communities by 
caring for our green spaces.”

 ExamplEs of  
 projEct idEas

 •  Clean, enhance, and/or beautify a 
local	landmark	(church,	schools).

 •  Clean up parks, build park 
amenities, mulch trees, build 
paths, etc., at a national, state, 
county,  and/or local level.

 •  Restore watersheds by cleaning up 
streams, or improve storm-water 
systems at a local school or church 
by building a rain garden.

 • Restore or build a new dog park.
 •  Reinforce river banks and bulk-

heads against potential damage 
from hurricanes or other  
catastrophic weather conditions.

 •  Plant trees in parks or neighborhoods 
with minimal canopy coverage.

 •	 	Enhance	a	local	monument,	
battlefield, or park by making it 
more accessible to the physically  
challenged — add ramps or 
boardwalks across meadows.

 •  Build a sports field at parks 
or other recreation centers.

 • Build community gardens.
 •  Build raised gardens for the 

physically challenged.
 • Help preserve a hiking trail.
 •  Participate in the GreenCare 

for Troops Program.
 •  Educate	the	community	by	

dispersing	information	(via	flyers,	
brochures,	or	going	door-to-door)	
about insects and diseases that are 
destroying native plants, invasive 
weed mitigation, how to use native 
plants	to	save	water,	xeriscaping,	
rainwater collection, pesticides, etc.
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Over the last 10 years, James Martin Associates in Vernon Hill, 
Illinois, has worked with the Arthritis Foundation, Greater 
Chicago chapter, to help sponsor six Enabling Gardens at the 

Chicago Flower and Garden Show. Designed to educate the public to 
the fact that gardening can still be enjoyed by people with arthritis, 
the display contains raised gardens, vertical gardens, and container 
gardens, and also features ergonomically correct tools that can make 
gardening easier. 

“Company vice president Heidi Sibert, CLP, has been volun-
teering for the Arthritis Foundation for 20 years, and for the last 10 
has been on its board of directors,” says James Martin Associates  
President Jim Martin, CLP. “When the Foundation decided to build an 
Enabling Garden at the Chicago show, Heidi encouraged our  
participation. For the first show, we donated half  
of our cost for constructing the garden, and 
since then have contributed more than 3,700 
hours to build the five succeeding gardens.”

He continues, “Many of our employees 
are well aware of how painful and inhibitive 
arthritis can become. In my family alone, my 
mother suffered from ar-
thritis and an aunt died 
from its complications. 
The idea behind the 
Enabling Garden is  
to give arthritis suffer-
ers the opportunity 
to continue to do 
things they’ve long 
enjoyed doing.” 

In addition to donating time, James Martin Associates has also 
reached out to its vendors to support the cause. “For every garden, 
probably 15 to 20 of our vendors participate, some donating materials 
and others helping with the actual construction,” Martin notes. “One 
of our carpentry contractors, for example, helped install a pergola one 
year and built an outdoor tool shed for another year’s display.”

Recently, Martin’s company has also incorporated “potting   
parties” at the event. Show goers can attend a container planting dem-
onstration right on site. The “parties” are held two to three times a day 
during the show, and participants get to take their newly potted plants 
home, while supporting the charity of the day. 

“It all about creating awareness for the Arthritis Foundation,” 
Martin emphasizes, referring to the garden and 

the potting parties. “More than 175,000 people 
walked by the garden that first year, and it’s safe 
to say that since then, more than 500,000 have 
seen the garden. The garden also increases aware-
ness about the role our industry plays in creating 
and maintaining the quality of life in communi-
ties across America.”

 
For their work with the 
Arthritis Foundation,  
Greater Chicago 
chapter, James Martin 
Associates received 
a 2008 PLANET 
Community Service 
Recognition Award.

enabLinG GarDen Gives  

hope & joy 
To arThriTis suFFerers



We know that members, who engage and participate in the many 

benefits PLANET has to offer, receive far more than they pay for.

These valuable coupons will give you the opportunity to take  

advantage of some very special offers at a very special price— 

so special some are free.

Join PLANET now and receive this valuable 
coupon book.
More than $1,600 in potential savings on PLANET programs,  

events, publications, and services.

Offer available to the first 250 service provider member applications accepted.
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Student Career Days (SCD)

March 26—29, 2009

Cal Poly Pomona

Pomona, California

Meet tomorrow’s green industry leaders by joining 

PLANET and the event’s platinum sponsor, STIHL Inc., 

at Cal Poly Pomona. Be a part of  the event that draws 

the largest gathering of  potential landscape employees 

currently entering the job market. In addition to the 

competitive events, PLANET’s SCD offers future green 

industry employees the opportunity to network with 

potential employers and provides a forum for businesses  

to recruit tomorrow’s green industry leaders.  

Visit studentcareerdays.org.

For more inFormation  
about any oF 
PLanet’s services:
Phone: (800) 395-2522 
Fax: (703) 736-9668

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

or return this issue’s response card.

Central
PLANET Day of Service

April 22, 2009

planetdayofse
rvice.org

Do you already conduct or participate in a green 

service project in your local community? Would you 

like to get involved but aren’t sure how? The PLANET 

Day of  Service, scheduled for April 22 (Earth Day), 

2009, will be an annual event designed to unite the 

green industry for a day to help improve the country’s 

green spaces while raising awareness of  the lawn care 

and landscape industry and showing its dedication to 

environmental stewardship. Visit planetdayofservice.org 

for full details and to register your project.

New Publication Available December 2008 —  Landscape Design ShowcaseHelp your clients visualize their landscape projects and move from concept to actual design with this easy-to-navigate CD, filled with some of  the most beautiful landscape projects created by PLANET members. The Landscape Design Showcase, sponsored by John Deere and Kichler Lighting, can help design/build/installations companies show clients the potential in their landscapes or simply redefine the ideas clients may already have. To purchase your copy today, contact the PLANET Bookstore at (800) 293-5542 or visit the Bookstore section of  LandcareNetwork.org.

Certification Testing at a 
Computer-based Testing  
Center Near You
Now you don’t have to wait for an industry event to 
take CLP, CLT-I, COLP, and CTP-CSL examinations. 
PLANET’s partnership with LaserGrade/PSI allows 
you to select a location and time that works with 
your schedule. Register for your certification exam at 
LandcareNetwork.org, and then do a ZIP code search 
at Lasergrade.com for the computer-based testing 
center nearest you. For more information, contact 
PLANET Certification at (800) 395-2522 or go 
online to LandcareNetwork.org.

New Career Web site Launched — thelandlovers.org 
Twenty-eight associations from across the  

country united to develop thelandlovers.org, a 
national green industry Web site that contains 

information about the range of  careers within  
the industry. This free Web site, sponsored by  

John Deere, allows users to learn about the  
career paths, duties, educational requirements, 

and pay scale associated with each job, and  
to find institutions of  higher learning with  

the appropriate educational programs. Users  
can also browse current job openings by state.  

Visit thelandlovers.org today.

Executive Forum

February 
19—22, 2009

Disney’s Beach Club Resort

Walt Disney World
® Resort

Bring your family and come strike the perfect  

balance of  business and pleasure during the 2009 

PLANET Executive Forum — Executive Magic:  

The Balance of  Life, Work, and Health. Take 

advantage of  educational sessions, networking 

opportunities, and fun-filled activities at the 

world-famous Walt Disney World® Resort. Visit 

LandcareNetwork.org for more information. Early 

Bird deadline: January 19, 2009. Sponsored by John 

Deere at the Platinum level, Caterpillar at the Gold 

level and Vermeer at the Bronze level. Up to 11.5 

CEUs available toward PLANET recertification for 

educational sessions attended at the Executive Forum. 



Central

Nothing Runs Like a Deere™

But to remove it, you only have to know one.  No matter what winter 

throws at you, John Deere has dozens of ways for you to clear it away. 

Whether you have a compact utility tractor or a Gator™ utility vehicle, 

we can outfit you with the perfect tool for snow removal. To find the 

right attachment or accessory, visit your John Deere dealer today. 

Alaskan natives 
have 10 different 
names for snow.

08-3148

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

Cyan Magenta Yellow Black 08-3148

Planet Advantage



PRSRT STD
U.S. Postage

PAID
Lebanon Junction, 

KY
Permit #246

STIHL AD

Brandon Phillippie 
Bland Landscaping 
Weston Parkway, Cary, NC

13 miles. No stop signs.
The crews at Bland Landscaping sure get their exercise.Trim-
ming and edging Weston Parkway in Cary, NC, takes three days 
and covers 13 miles, up and back, up and back again. Not even 
counting sidewalks and side roads. Throw in the area’s swelter-
ing summer heat and humidity, and you have a job that’s only fit 
for the toughest guys and most durable equipment on the plan-
et. And Bland has both. STIHL’s line of professional equipment 

handles extreme landscaping jobs like nothing else, delivering 
ultimate power and dependability. That’s important with miles to 
cover, because it means no downtime for this crew – as much 
as they might appreciate some. 

Visit stihlusa.com or text your zip code to  
STIHL (78445) to find a STIHL Dealer near you.


