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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.

In many countries, including the United 
States, Earth Day is celebrated on April 22 
each year. This year, this date will also mark 
the first annual PLANET Day of Service, 
a day when PLANET members will go 
into their communities to enhance parks,  
beautify local landmarks, and renovate 
school yards, among performing other com-
munity service projects. PLANET members 
and our industry have a long history of  
giving back. This day will provide yet  
another opportunity to show that we care.

This is truly an incredible event. The 
PLANET Day of Service will raise aware-
ness about the need to give back. Those who 
participate will help revitalize the places 
where people live and work and show their 
commitment to a great cause. The PLANET  
Day of Service will have another end result 
as well. By demonstrating goodwill and  
environmental stewardship, being recog-
nized for leadership and community service, 
and fostering teamwork among associates, 
participants are naturally raising the bar of 
professionalism within the industry.

It’s interesting. When you think about  
volunteering and performing other charita-
ble acts, giving back means the most when “it 
hurts the most and counts the most”  — when 
it hurts the most for the giver and counts the 
most for the receiver. When the economy 
is rolling along and money is coming in, 
it’s easier to justify lending a helping hand 
or giving time and money to favorite chari-
ties. When it isn’t and you feel the pain of 
giving, it means you are truly committed to 
giving back and understand the depth of an  
individual’s or community’s needs. Let’s face 
it. The pain depth is getting deeper for every-
one right now, including schools, municipali-
ties, and virtually all charitable groups. 

PLANET anticipates that more than 
1,000 of its members will participate in the 
inaugural PLANET Day of Service. Event 
organizers are also encouraging state and 
regional associations, along with suppliers,  
to participate, and PLANET members 
are encouraged to invite nonmembers to  
participate. If  you’re not a member, contact 
PLANET for a list of nearby members.  

This will be an exciting event for  
participants. Just think of it. There will 
be nationwide media coverage for our  
industry, local media coverage for individual  
companies, and the opportunity to show-
case your team members’ talents. More 
than anything, though, this will present a 
tremendous opportunity for the industry  
to join forces and give back when our help  
is needed the most. For more information  
on the PLANET Day of Service, visit  
planetdayofservice.org.
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Give
when  your gift  

counts most

Jason cupp, cLp 
pLanet president

®

PLANET DAY OF  
SERVICE Sponsors:
Agrium Advanced Technologies, 
American Profit Recovery, Inc., 
JOHN DEERE, Lawns by 
Yorkshire Inc., and Shindaiwa
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PLANET advantage is sent complimentary to PLANET members 
and other green industry professionals nationwide. If you are a  
green industry service provider that specializes in lawn care,  

design/build/installation, landscape management, or interior 
plantscaping and are not a PLANET member, call Gail Rogers in the 
Membership Department at (800) 395-2522 today.

950 Herndon Parkway  •  Suite 450  •  Herndon, VA 20170
Fax: (703) 736-9668  •  Web site: LandcareNetwork.org  •  E-mail: info@landcarenetwork.org

It’s YouR MoneY
You’ve eaRned It

Bad debt represents less than 2 percent of our accounts  
receivables. Yet in this day and age, business owners cannot  
afford to leave any money behind. That’s why last year we 
signed up with American Profit Recovery. The company  
is easy and friendly to work with and, with discounts  
available for PLANET members, it has proven to be an  
inexpensive way to recover bad debts.

In today’s economic environment, it is especially important  
for landscape contractors to make sure contracts and 
change orders are signed off  on and properly docu-
mented, and that sales people profile customers to 
ensure that a sale is credible. It’s also a requisite to 
be vigilant with accounts receivables. That’s where 
American Profit Recovery can help and just 
one more reason to take advantage of being a  
member of PLANET.  

miles Kuperus Jr., cLp
farmside Landscape & design, inc.

Wantage, new Jersey
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Kyle Webb, CLP

>>  energized, well-
organized companies 
will succeed

We see a couple of silver linings in 
the down economy. One is labor. With 
all the people being laid off in the manufacturing sector, more 
individuals will be looking for work. They will find opportunities 
in our industry, and in all service industries. We won’t be able to 
pay the higher wages they are accustomed to getting, but we can 
offer them work and an opportunity to grow. Similarly, there will 
be opportunities to hire more highly trained horticulturists who 
unfortunately are being laid off by some landscape design/build 
contractors who are downsizing because of the lack of sales. 

If  you happen to be in the market to grow by acquisition, I  
believe more than a few contractors will be looking to sell, either 
those with a low tolerance for risk or those who are not well 
capitalized. You may even be able to find financial help from 
capital investors who currently are not getting a good return on 
their dollars. If  you’re selling and not buying, there still may be 
opportunities, as well, although owners may find it difficult to get 
full value for their companies because of the uncertain times. 

Over the last year, we have updated our fleet by purchasing 
five new trucks, the most recent one at a $7,500 savings and zero 
percent financing. Timing is everything. We didn’t spend the money 
because we could get a good deal. We spent it because we needed 
new trucks. In other words, now is the time to negotiate with 
suppliers and make a purchase if  you have a need. Be cautious and 
don’t spend those capital dollars unless you identify a real need.

When budgets get tight, most people would rather give up 
improving their landscapes than stop doing something fun, for 
example, going out to dinner and seeing a movie. Because of 
this, they need more encouragement than ever to enhance their 
properties; they need to be sold. I have heard it said many times you 
can’t close a sale you don’t first propose. I truly believe there will be 
opportunities for those companies energized to sell and organized 
to provide exemplary customer service.

A To Z lawn and landscaping
Centerville, Ohio
(937) 885-9688

a_2_z@earthlink.net

TOm ShOTZbArger, BCMA, 
CLP, CLT, COLP, CTP-CSL, NJCTE, PCH

>>  It’s time to 
shift gears

The market has been fat for many  
years, and I believe we haven’t been 
working that hard to achieve our sales 
goals. The phone was ringing, and all we had to do was answer 
it and provide a service. That has changed now. Our residential 
design/build/installation division has been hit the hardest, 
reporting a 25 percent reduction in revenue last year. In August 
2008, for example, we estimated more than $.5 million in 
residential D/B/I work and closed a meager 7 percent. In addition 
to a declining close rate, we lost three jobs. 

So, we’ve shifted gears. This year, we’re placing more emphasis 
on the commercial market, where there is still activity, by hiring 
an experienced sales person to prospect commercial landscape 
projects. On the residential side, our four account managers have 
been charged to redouble their communication with current 
customers for enhancement opportunities.

We addressed this new sales initiative in our most recent 
strategic planning meeting. At that time, we also came up with 
three additional goals. Among them, we want to focus in more 
clearly on our relationship with all our clients, put even more 
emphasis on training and working with our coworkers, and 
review all company standard operating procedure benchmarks to 
increase job efficiency and adjust our capacity to be more in line 
with what’s in the pipeline. With that in mind, we’re cautious about 
adding personnel, and we’ve dialed down our capital spending 
projections by 40 percent.

Are there opportunities this year? We believe so. No, we don’t 
anticipate this to be a great year for growth, but we are projecting 
a 5 percent increase in revenue, primarily from taking a more 
aggressive sales approach in the commercial market. If  there was 
ever a time to strategize and shift gears, that time is now. We’re 
reexamining every aspect of how we conduct business and taking 
advantage of every opportunity to become more efficient in selling 
and servicing our accounts. 

Tomlinson Bomberger Lawn Care & Landscape
lancaster, Pennsylvania

(717) 399-1991
tom@tbll.com 

Idea F ILe

Where do you see 
opportunities in ’09?
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rOd bAIley, CClP

>>  been there, done 
that, too many times

Like many veterans of the green 
industry, I have experienced several 
economic downturns, three in fact. 
The most difficult one occurred in 1980–81. Early on in that 
recession, we were making it in maintenance and losing it in 
construction. So, we more than cut the size of our company in 
half  and bailed out of the design/build and bid/build market. 
Making this decision in early March, we were profitable again by 
July rather than out of business by June. We came back a year 
later and told our maintenance clients that as far as they were 
concerned we were still in the design/build business. All of our 
installation work was negotiated, high-margin work after that.

We reviewed all of our maintenance properties for upgrade 
and modification ideas that would reduce maintenance cost. 
It upped our enhancement revenue, and we maintained our 
margins and assured the loyalty of our best customers.

We became more aggressive with our marketing, going high 
profile with our name and also finding ways to add value to 
our service offering. In some cases, we offered our customers 
a survival-level program when they had to cut back, with 
the understanding that they would ramp back up when their 
budgets loosened up. We assured them that they would be 
protecting the value of their landscaping through the recession. 

The fact that we were downsizing also allowed us to get rid of 
our least productive employees and least profitable customers. 
Of course, the other side of the profit coin is cost, so we took 
a sharp pencil to our overhead, looking at everything from 
improving cash flow, paying down debt, and reducing interest 
costs to reviewing virtually every aspect of our operation. 
We were able to lease out part of our property to others and 
improve our income and cash flow.

It worked for us then, and it will work for landscape 
contractors today. There are other opportunities, though, that 
didn’t exist back then. Remember, your customers are in the 
same boat that you’re in, and watching costs is a top priority 
for them. Stick with your high-margin customers like glue 
and make sure you respond to their problems and needs. You 
can be a hero, or at least continue to be a service supplier, by 
taking advantage of opportunities associated with sustainable 
landscapes and the green movement. 

Alder Springs enterprises, llC
duvall, Washington

(206) 612-2704
rodlbailey@hotmail.com

JOdy ShIlAn

>>  Take time to build 
your network

Whether we are in a down market 
or a growing market, it’s always 
important to build a network of friends 
and associates. Especially now, though, having a means to 
interact with people at the local and national level will help 
create much-needed new opportunities and set the stage for 
more work when the economy turns around. This interaction 
and communication can be done by joining local associations 
and taking advantage of the networking opportunities that 
PLANET has to offer.  

Recently, I was introduced to a new form of networking 
called social media. Through Web sites such as Facebook, 
Twitter, LinkedIn, and YouTube, you meet people with similar 
interests in an informal and fun way. This form of networking is 
typically free, and it gives you an incredible business opportunity 
to network with people whom you could never reach using 
traditional methods. Personally, I am using social media to 
expand my consulting business and increase my lecturing 
opportunities by building these new types of relationships.

Locally, I am expanding my landscape design business to 
include project management and general landscape contracting 
services for homeowners. I have also developed a “job time-
share” concept for landscape contractors, allowing them to 
remain flexible in this uncertain economy. Once the season rolls 
in, this concept affords them the ability to sell work, but keeps 
overhead and payroll down to a minimum.

In a down economy, savvy people take the opportunity to go 
back to school and educate themselves to improve their skills. 
This means that schools will be looking to expand their adjunct 
faculty, creating positions for experienced contractors who are 
interested in teaching. In addition, many high schools need 
experienced professionals to teach adult education classes. 
This is a great way to sharpen your skills while teaching others. 
For the last nine years, I have taught a landscape design and 
graphics course at Bergen Community College in New Jersey. 
Now, I am looking to expand my role as we begin developing 
a new landscape design/build curriculum. I have found that 
teaching is a wonderful way to give back to the community 
and generates interest in our industry. Over the years, I’ve even 
received several good leads from the students in the class. 

Jody Shilan designs, llC
Wyckoff, new Jersey

(201) 783-2844
jshilan@optonline.net



Save Money, Increase Your Bottom Line
A study conducted by the Porsche Engineering Group GmbH 

found that the STIHL BR 600 backpack blower is up to 28% 
more fuel efficient than competitive models, which can provide 
significant fuel savings per unit in just two seasons!
These results are pertinent given that the Professional Landcare 

Network (PLANET) found in a recent member survey that one of 
the top concerns for landscape contractors is the cost of fuel. To 
calculate savings, go to www.stihlusa.com/fuel_calculator.

Cutting Edge Technologies
The STIHL BR 600 led the competitors’ models in the Porsche 

study, ranking the highest in fuel efficiency. The value-priced 
STIHL BR 550 was also tested in the Porsche study, and was found 
to be 16% more fuel efficient than the BR 600.
“Our priority at STIHL is the development of products that pro-

vide the best in power and performance, but are also fuel efficient 
and environmentally responsible. These results showcase the dedi-
cation we put into the products on every level,” said John Foster, 
manager of product compliance at STIHL Inc. 

To learn more about STIHL products and the results of the 
Porsche Engineering Group GmbH test commissioned by STIHL, 
visit www.stihlusa.com/BR600. For more information on EPA 
reporting, visit www.epa.org.

The Backpack Blower That Pays for Itself 
Porsche Engineering Group GmbH Finds STIHL BR 600 More Fuel Efficient Than Competitors

STIHL BR 600

STIHL BR 600 Backpack Blower
> Up to 28% more fuel efficient
> Up to 20% less weight*

> Up to 12% more air volume power*

0.000 0.100 0.200 0.300 0.400 0.500 0.600

0 5 10 15 20

POUNDS

GASOLINE USED (gal/hr)

COMPETITIVE FUEL CONSUMPTION COMPARISON

WEIGHT COMPARISON

25 30 35 40

0 100 200 300 400

CUBIC FEET PER MINUTE

AIR VOLUME POWER

500 600 700 800

Fuel Savings

The STIHL BR 600 backpack •	
blower is up to 28% more fuel effi-
cient than competitive models.

You can realize significant fuel •	
savings per unit in just two sea-
sons. To calculate savings, go to 
www.stihlusa.com/fuel_calculator.

The BR 600 is also rated as having •	
some of the lowest emissions in 
its class per information posted at 
EPA Web site (October 2008).
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Less Weight

The BR 600 is up to 20% lighter •	
than competitor brands.

Specifications from manufacturers’ •	
catalogs and Web sites were used 
to draw this comparison.
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More Power

The STIHL BR 600 provides up to •	
12% more power than competitive 
models tested.

Air velocity for all machines is •	
between 199 and 204 mph.

Powered by one of the cleanest-running engines in its class— the STIHL BR 600 Backpack Blower blew 
away the competition in head-to-head comparison tests. See how it saves you money at the gas pump.

*Weight and air volume comparisons were based upon specifications from manufacturers’ Web sites and catalogs. RedMax® published data is without tubes. STIHL, Shindaiwa® 
and ECHO® weights are with tubes. Air volume measured with tubes. Air velocity for all machines is between 199 and 204 mph). All blowers featured in the comparison have 
similar air speeds.

RedMax®, Shindaiwa® and ECHO® are registered trademarks of their respective companies.
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CoMPanY PRoFILe

Yardmaster, Inc.
Painesville, Ohio

Founder & President: 
Kurt Kluznik, CCLP

Founded: 1971

Employees: 250

Service Offering: 
80% Commercial Landscape   
      Management
20% Installation/Construction

Company profile:

PLANET member for 25 years

the high school graduate that started out with a tractor,  
shovel, and yardmaster logo is a far cry from the professional  

who now runs a multistate, multimillion-dollar company.

A  Niche 
creAtiNg

iN ohio
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Every company, every market is 
different. Some owners find it expedient 
to diversify their service offerings. 

Others, like Kurt Kluznik, CCLP, owner of 
Yardmaster, Inc., in Painesville, Ohio, find 
diversifying to be distractive — distractive 
to the operation and the marketplace. This 
veteran of 38 years in business chose long ago 
to focus his offering to primarily one service — 
commercial landscape management. If  there’s 
any diversifying in Kluznik’s vernacular, it’s 
only geographic in nature, as the majority of 
the 250 employees operate from locations in 
Ohio, Michigan, and Pennsylvania. 

“I’ve tried just about everything green in 
my career,” says Kluznik, who started his 
business in 1971 right out of high school.  
“My father operated a small nursery and 

I thought installing landscapes would be a 
great fit.” It was, for a year, he adds, noting, 
however, that he was spending too much time 
in the nursery. So for the next four years, the 
young entrepreneur operated alone until tak-
ing on a partner. All the while, he was mostly 
doing plantings and construction jobs for 
homeowners — hence the name Yardmaster.

His service offering and customer  
focus took a dramatic right turn in 1977 
when Yardmaster picked up its first major 
commercial account, installing planters at 
gas stations in five states. That same year, the 
company supplemented its installation busi-
ness by providing liquid lawn care. Quickly 
the business went from serving a few hundred 
clients to serving 4,000. The build side of the 
business was creative and fun. The runaway 
growth of the lawn care side was less so, and 
in five years, Kluznik sold off  that part of the 
company and concentrated on doing what 
he liked the most — building beautiful land-
scapes for the residential and the commercial 
market, and growing the commercial mainte-
nance service. 

Over the years, maintenance continued to 
grow to complement new construction and 
installation, to the point it now represents 80 
percent of the company’s annual revenue.

Know what you don’t know 
Kluznik credits his company’s strong, 

steady growth to two moves, joining  
ALCA (now PLANET, the merged associa-
tions of ALCA and PLCAA) more than 25 
years ago and, about the same time, bringing 
in his first consultant. “As you grow, you nat-
urally out pace your systems,” he emphasizes. 
“Your pricing, your budgeting, your organi-

zational structure, and your ability to recover 
your overhead all get left behind. Bringing in 
the right consultant saved us untold growing 
pains and shortened the learning curve.

“I don’t recall now what came first, a  
phone call to Frank Ross or us joining 
ALCA. He either introduced us to the associ-
ation or vice versa. It doesn’t matter, though; 
both provided us a strong foundation to build 
our success.”

The former PLANET president recalls 
attending his first association meeting and 
being introduced to owners of large, suc-
cessful landscape contractors from Texas,  
California, and Chicago. “These owners  
operated substantial companies,” Kluznik  
relates, “and I realized that a small compa-
ny from Cleveland had potential for growth  
after all. The friendships I made back then 
and the networking and sharing of ideas 
that we still do in PLANET have been and  
continue to be invaluable.” 

Bringing a third party to evaluate the  
business was an even bigger step than joining  
PLANET. “I think Frank Ross was only 
charging $700 a day at the time, but that 
was a huge decision for our company. After 
long hours of agonizing whether or not to 
bring in Frank, we called him in. At the last  
minute he couldn’t make the trip and sent his 
associate, Jim Skelton in his place. Were we  
disappointed? Absolutely. Were we happy 
with his associate? Again, absolutely; he 
proved to be a genius.”

Yardmaster has since called in several 
consultants, including Jim Paluch who 
worked for the company as a landscape  
architect in the late 1980s. “Jim was a great 
designer and salesman, but consulting  

pLanet crystal ball meeting attendees (left to right) ron hall, editor-at-
large for Landscape Management magazine; Kurt Kluznik, ccLp, yardmaster;  
Jim mccutcheon, cLp, highgrove partners; and richard heller, cLp, cLt, 
greener by design.  Says Kluznik, “the networking and sharing of ideas 
that we still do in pLanet has been and continues to be invaluable.”
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allowed him to take advantage of his great 
communication skills,” says Kluznik. “We’ve 
been friends ever since he left, and we are cur-
rently participating in his Working Smarter 
Training Challenge, trying to become leaner.”

His company has brought in the Wilson-
Oyler group for planning and coaching, along 
with more than a few of his PLANET asso-
ciates, including current PLANET president  
Jason Cupp, CLP, who has helped with  
evaluating candidates for different positions.

“The one piece of advice I could give about 
bringing in a consultant is to ask around 
and bring in someone whose specialty lines 
up with your present concerns, and then be  
consistent and stick with that individual for a 
period of time,” says Kluznik. “You have to 
give newly implemented systems and strategies  
a chance to work, before trying something  
different. There is also a ton of free consulting  
help available within PLANET, too. Fellow 
contractors are so willing to share information 
and advice if  you just ask.”  

industry of change
After working nearly four decades in the 

green industry, Yardmaster’s owner has 
seen his share of changes. “The industry has  
become so much more professional just as the 
demand for professional landscaping has sky-
rocketed,” he relates. “Equipment is now being  
designed specifically for our applications,  
instead of us having to adapt farm equipment 
to our needs. New management techniques  
allow owners to hire and train more effectively  
and work more efficiently, and that’s good 
news because as insurance, equipment, and 
other costs go up, what we can charge for our 
work is going the other way.”

He continues, “To be price competitive, all 
contractors have been forced to eliminate un-
necessary overhead and focus on just maximiz-
ing the value to the client. For example, you 
won’t find many administrative assistants in 
the office environment, and crews are trained 
in customer service skills to make the most use 
of their time — something with which lean 
is helping. In fact, when lean principles were 
first introduced to our industry several years 
ago, I was skeptical that they would thrive out 
of their manufacturing context and origin.  
Instead, the concept has taken off, in large part 
because all of us have to drive out waste.”

Despite rising costs and other challenges, 
the big issue today for landscape management 
contractors is to market a point of difference, 

Kluznik emphasizes. “The industry has long 
been struggling with the commodity label, and 
the economy, by forcing other contractors into 
this market, hasn’t helped. No matter who you 
are, you have to be cost competitive, but then 
it comes down to how you interact with your 
clients. You have to develop relationships, be 
responsive, and do what you say you’re going 
to do. We work primarily with property and 
facility managers and part of our charge is to 
make their jobs easier, too.

“Of course, there’s always turnover in  
property managers and that’s good in one 
way because they are likely to take us with 
them to a new location. We’re also liable to be 
ousted by a new property manager coming in. 
It works both ways, but it doesn’t work at all 
if  you haven’t developed a strong relationship 
with your client.”   

people power
The high school graduate, outfitted with a 

tractor, shovel, and Yardmaster logo, is a far 
cry from the professional who now runs a 
multistate, multimillion-dollar company. “I’ve 
got great people, it’s as simple as that,” says 
Kluznik. “Each of my branch managers runs 
an independent profit center, and I depend 
on them and their team members to make 
good decisions. They do. One of the toughest  
lessons for me, and I suspect it’s the same for 
other CEOs, was learning to hire the right 
people and terminate those who didn’t fit in. 

My advice to anyone in this business is to hire 
slowly and terminate quickly, something that is 
easy to say but hard to do.”

Training is a key component to the people 
equation and Kluznik says that is one of the 
more subtle advantages of the lean “Working 
Smarter” program; it gets people involved in 
the decision-making process. It encourages 
them to take ownership.” 

In the meantime, this owner finds himself  
spending more time with his young family and 
less time dealing with day-to-day operations.  
Not to say that concerns about the economy 
haven’t caught his attention. “We’re fortunate,” 
Kluznik adds. “For the most part, our busi-
ness climate doesn’t match what is written in 
the newspaper. With our expansion to other 
states, 2009 is shaping up to be a boom year 
for us, and we’ve been scrambling to fill some 
key positions. It doesn’t hurt that most of our 
branch locations push a ton of snow a year. In 
fact, during the entire month of January, we’ve 
only experienced three days when our crews 
didn’t plow snow or spread salt.” 

He also feels fortunate to be in an in-
dustry segment that seems to be relatively  
immune from economic cycles. Relatively 
is the key word. On the upside, the current 
downturn has made recruiting a little easier. 
On the downside, the commercial landscape  
management market is getting more crowded. 
That’s where it pays to have experienced people 
and a long history of creating a niche.   
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2009 is shaping up to be a good year for yardmaster, thanks in part to an 
above-average snow year. in fact, during the entire month of January, the 
company experienced only three days when its crews didn’t plow snow or 
spread salt.  
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Next 
Play?
Get Certified!
By earning your certification from the Professional Landcare Network (PLANET), you demonstrate knowledge of the lawncare and 

landscape profession, and send a message to your clients and/or employers that you’ve met and achieved the industry standard.

With six different designations available, you choose the specialization that best suits your needs — Certified Landscape 

Professional (CLP), Certified Landscape Technician-Exterior (CLT-E), Certified Landscape Technician-Interior (CLT-I), Certified 

Ornamental Landscape Professional (COLP), Certified Turfgrass Professional (CTP), or Certified Turfgrass Professional-Cool Season 

Lawns (CTP-CSL). For more complete information, visit landcarenetwork.org/cms/certification/categories.

test today!
Conveniently test for CLP, CLT-I, COLP, and CTP-CSL exams at a Lasergrade/PSI computer-based testing center near you, eliminating 

the need to wait for an industry event to test and saving time and travel expenses. Simply log on to Lasergrade.com and perform 

a ZIP code search for a center in your area. For more complete information on using the Lasergrade/PSI testing option, visit 

landcarenetwork.org/cms/certification/testingcenters or call (800) 395-2522.

For a list of industry events at which written exams will be administered visit landcarenetwork.org/cms/certification/testdates.
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ConsuLtant CoRneR

I wish I had a nickel for every customer who asked one of my 
clients to renegotiate contract pricing while maintaining the 
same service level and scope of work. While many customers 

realize that they have to accept a reduced scope of work to get a lower 
price, they have options because there are some competitors willing to 
throw profit to the wind and take the job at a lower price. There is real 
desperation out there.  

Don’t kid yourself  that you can rely on your relationships in a  
declining economy. One contractor I know with a 23-year-old  
customer relationship had the job put out to bid and lost it. The cus-
tomer said, “We like you and are very satisfied with the work, but we 
have a tight budget this year. Sorry.” This kind of scenario is a recipe 
for many sleepless nights.

So, after you stew over a competitor’s insane bid, and the  
customer whose only thanks after 23 years of service was … Sorry … 
you have to get to work on your pricing strategy. Your pricing strategy 
must address what the customer is willing to pay (Reference Price) 
and your cost structure (Overhead Recovery). This means you have to 
price to win and stop complaining about the low-price guys. In some 
cases, this means NOT bidding certain customers and jobs because 
the price they are looking for is “insane.” In addition, why invest valu-
able staff  time bidding work where you are not even close to the Ref-
erence Price? Better to pick and choose your spots and win jobs that  
you want.

Let’s start with a definition of terms. Reference Price is the lowest  
reasonable price available in the market. In some cases, like com-
mercial construction, it IS the lowest price. In most other cases, 
price is somewhat negotiable and you are reasonable if  you are 
within 6 to 8 percent of the Reference Price. This 6 to 8 percent  
negotiation range above the Reference Price is based on relationship 
and perceived risk for the customer, while for you it is based on how  
important the customer is to you from both a short-term cash genera-
tion and a long-term relationship perspective.

Overhead Recovery is determined by your costs and is commonly  
calculated as a percentage added to the Average Wage rate. One  
common mistake contractors make is to employ the same overhead 
recovery rate (and profit margin) in every bid situation regardless of 
job size and service type, or worse, use OLD recovery rates set years 
ago. Many of those “insane” prices are driven by:

(1)  People who do not know their costs (who eventually will be out 
of business), and 

(2)  People who know their costs very well and are willing to 
take some jobs at less than full overhead recovery rates. This  
is especially true on larger jobs where the real gross profit  
dollar contribution is more important than gross profit margin  
percentage. Either way these people SET the Reference Price.

Let’s use an example. Let’s say you are getting feedback from  
prospects that want to work with you that your prices are 20 to 25 per-

cent too high. The problem you have is they WANT you, but they will 
CHOOSE the other guy. What can you do? Certainly you could fire 
people and lower your costs but at some point you have to have people 
to get the work done. For our example let’s assume you are at bare- 
bones staffing levels. In addition, let’s assume that the scope of work 
on a job bid by “You” and the “Other Guy” is comparative enough in 
the customer’s eyes (a critical point) and in labor and material terms. 
Could you be competitive enough in pricing — in selected situations 
— to win or retain the work bidding against someone who is 20 to 25 
percent lower?

Let’s start with the competing budgets.
Keeping it simple, let’s recover the entire overhead on labor — this is 

called the Labor Markup (this means zero markup on materials).  The 
Labor Markup is overhead dollars divided by labor dollars. Per the 
chart you can see “You” has a higher labor markup than the “Other 
Guy.” After adding a profit margin to the breakeven cost, the sales 
price for “You” is higher by 13 percent. Hmmm. Not good. Let’s make 

Budget You other guY

revenues $1,000,000 $5,000,000

Materials $120,000 12% $640,000 13%

Labor $380,000 38% $2,000,000 40%

gross Profit $500,000 50% $2,360,000 47%

overhead Costs $440,000 44% $2,000,000 40%

Net Profit $60,000 6% $360,000 7%

Labor Markup 116% 100%

Average Wage rate $11.50 $11.00

Breakeven Labor Cost $24.82 $22.00

Net Margin Applied 10% 10%

Sales Price Per hour $27.57 $24.44

Price difference 13%

JoB eStiMAte You other guY

Labor hours Bid 1,000 1,000

Labor Cost/hour $11.50 $11.00

Labor Cost $11,500 $11,000

overhead recovery rate 116% 100%

Profit Margin 10% 0%

Job Price Bid $27,573 $22,000

Price difference 25%

Winner recovers overhead of: $16,073 $11,000

Loser recovers overhead of: $ - $ - 

PrIcIng In a  
tIGht eConoMY

By Kevin 
Kehoe



the matters more challenging by looking at a job the two are bidding.
In order to win the job, the “Other Guy” has decided to focus on 

overhead recovery instead of margin generation believing that having 
this job will pay for some overhead, generate cash, and lead to other 
good things down the road. He is happy with an $11,000 “profit” as 
he sees it. And he will win this job because he is 25 percent lower than 
you. This will happen on this job and maybe the next. The question is, 
“Do you bid this stuff  anymore?” This is a good question. However, 
if  it is the only work available in a declining economy, you may have 
little choice. Therefore, you need to determine if  you can reduce your 
price differential to within 6 to 8 percent of this bid (Remember they 
LIKE you).  

The decision to reduce price is based on winning THIS kind of job 
in relation to all the OTHER jobs you have already or will win in the 

future. Think of it as a portfolio. Every investment will yield a dif-
ferent return to achieve a total return. This means you will bid some 
jobs at a HIGHER than normal overhead recovery rate (usually the 
smaller ones), and some jobs at a LOWER than normal overhead  
recovery rate — and still make money in TOTAL.

Here’s how you do it. Let’s dissect the budget by job size. This is 
pretty easy to do. Simply rank order you current customer list by  
annual revenues and break it into three segments — small, average, 
and large jobs. See chart below.

Then reallocate the budgeted overhead to each segment by chang-
ing the Labor Markup in each segment making certain that ALL the 
overhead costs are still recovered. The table shows how this is done 
and the result. With this strategy, smaller jobs bear a higher markup (a 
price increase), average jobs the same (price neutral), and larger jobs 

a smaller percentage markup (a 
price decrease). “You” can now 
be competitive with the “Other 
Guy” in situations where “You” 
wants to, or needs to be.

In a tight economy the first 
responsibility of any company 
is to reduce overhead. The close 
second responsibility is to price 
to the market. This helps you 
achieve the primary goal of re-
taining and generating revenue, 
while making a profit. Revenue 
is a really good thing to have. 
It makes sleeping at night far 
more peaceful.

CuStoMer LiSt SMALL JoBS AverAge JoBS Big JoBS totALS

revenues $500,000 $300,000 $200,000 $1,000,000

Labor $190,000 $114,000 $76,000

Labor Markup 116% 116% 116% NorMAL MArkuPS

overhead Costs $220,000 $132,000 $88,000 $440,040

Labor Price (@ 10% Net) $27.57 $27.57 $27.57 overhead recovered

Labor Markup 127% 116% 87% reviSed MArkuPS

overhead Costs $241,680 $132,240 $66,120 $440,040

Labor Price (@ 10% Net) $29.03 $27.60 $23.89 overhead recovered

Price difference (@ 10% Net) 5% 0% -13%

Price difference (@ 0% Net) 28%
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T  he future of your company depends 
 on it. What is it you ask? It is your 
 recruiting strategy. How well defined 

the strategy is and how well the strategy is 
executed will play a large role in your future 
success or failure. 

The following article discusses recruiting 
“best practices” from three important 
perspectives: (1) from contractors with 
solid recruiting programs, (2) from faculty 
members who have success placing their 
graduates, and (3) from students themselves 
who have been recently recruited or hired. 

recruit to fit
With approximately 20 recruiters across 

the country, Maryland-based BRICKMAN 
does as much recruiting as any green industry 
company in the country. “Our company takes 
a holistic approach to recruiting,” explains 
BRICKMAN Communications Director 
Margie Holly. “We want to develop the same 
long-term relationships with our employees 
that we have with our clients, so we hire for 
a fit with our company culture and then train 
for specific skills.” 

Holly says that company recruiters have two 
important tools in their recruiting toolbox, 
the company Web site and the internship 
program. “By creating an accurate reflection 
of our company, our Web site helps recruits 
determine early on if  BRICKMAN would be 
a good fit for them. The internship program 
is a great way to preview employees, but it 
also becomes an indirect recruiting tool since 
interns share their experience with friends. 
A good experience at BRICKMAN will 
encourage other students to apply.

She continues, “BRICKMAN also 
participates in PLANET’s Student Career 
Days (SCD) where recruiters have a great 
opportunity to network and build relation-
ships with students and faculty members.” 
Holly emphasizes that successful recruiting 
is only part of the story. Companies need a 
good onboarding process that  delivers on 

promises made to recruits. “This is a new 
generation that values relationships and 
mentoring,” she adds. “One way we do that 
is by offering a management trainee program 
that introduces new employees to every 
aspect of our company.”

Holly explains that BRICKMAN’s Man-
agement Trainee Program is the company’s 
way of formalizing commitment to deliver 
on the promise of a fulfilling career path. 
Upwardly mobile candidates are identified 
early, and selected to participate in a rigorous 
12-month program that prepares them to 
assume greater leadership responsibility. 
The program offers weekly, monthly, and 
bi-monthly training in topics such as plant 
and pest ID, estimating, budgeting, sales, 
crew management, and so forth, to ensure 
that trainees have a basic understanding of 
what is required to succeed in their current 
and future roles.

Adds Holly, “Even without a formalized 
program, I think it’s important for employers 
to continue to show new recruits and other 
employees definite career paths and maintain 
a dialogue with them as they grow within 
your company.”

Jennifer Buck, national recruiting director 
for the Next Level Network and chair of 
PLANET’s Student Career Days (SCD), 
agrees. “Company recruiters need to inform 
candidates early on that getting into a 
management position requires credibility, 
which requires experience,” says Buck. “We 
have the shortest timeframe to management 
of any industry. Graduates today, though, are 
in a hurry and, unfortunately, their haste to 

b e c o m e 
managers 
can be- 
come a 
recipe for 
f a i l u r e 

and an early exit from the industry. Most 
college graduates can become managers by 
the age of 25. What’s wrong with that?”

Buck has the following tips for company 
recruiters:
•  Take advantage of all career fairs, 

including PLANET’s SCD, employee 
roundtables, and college career fairs.

•  Dedicate an individual in your company 
to do the interacting with students. This 
helps to form relationships.

•  Follow up. After your interview with 
students, follow up within a week if  not 
sooner, and be honest with them.

•  Have a recruiting plan, just as you do a 
business plan.

•  Train all your employees to be recruiters.
•  Understand why people want to work for 

your company, and why they leave.

“Realize the importance of recruiting and 
that you’re selling your company as much as 
you’re recruiting individuals to work within 
your company,” Buck adds. “You cannot 
grow without recruits, so don’t put the effort 
on the back burner.”

(STIHL Inc. is the SCD Platinum Sponsor.)

Break with tradition
University of Florida professor Hector 

Perez advises company recruiters to break 
away from the typical job fair scenario and 
work toward developing long-term relation-
ships with specific departments and faculty 
members. “We see how students perform in 
class, and through activities such as horticul-
ture club meetings, we see how they perform 
outside the classroom setting,” he relates. 
“We can pass along information about which 
students are well-rounded, motivated, and 
good communicators, as well as those who 
may need more training.”

Perez notes that his students prefer informal 
settings such as club meetings to learn more 
about companies and opportunities. “If  a 
company can swing it, arrange for field trips 
to headquarters or to see field operations. 
Also, try to support on-campus projects in 
cooperation with horticulture/landscape 
departments. For example, a few companies 
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Understanding expectations

How to sHarpen 
yoUr recrUiting skills 

recruiter Jennifer Buck notes that companies should 
have a recruiting plan, just as they do a business plan.
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have sent managers and crews to assist with 
installing landscapes around the horticulture 
buildings. Typically, the company will donate 
plant material and hard goods, and students 
will work on the designs and installation.” 

This faculty member offers a few more 
suggestions for recruiters. “Recruit without 
making it seem like you’re recruiting,” he  
emphasizes. “This can be accomplished 
by supporting on-campus projects and 
by speaking to students in the classroom.  
Lessons should be professional and engaging, 
without the recruiter/teacher giving in to the 
temptation to turn a teachable moment into 
an advertisement.”  

Companies can support teaching programs 
in other ways, too, he notes, “Bringing in 
mowers to demonstrate for a landscape 
management class gives students some 
first-hand experience with the equipment 
in a safe and supervised setting. Coaching 
students participating in PLANET’s SCD 
activities can be a valuable experience for 
both the recruiter and the students. The 
bottom line, the more students you see during 
the school year, the more recognizable your 
company will be.”  

early start
Tim Schauwecker is Mississippi State’s 

program coordinator for landscape manage-
ment. In that position, he interacts with  
company recruiters and has an ongoing  
relationship with more than 20 landscape 
contracting companies. 

“One mistake recruiters often make is  
waiting until students become seniors to 
show interest in them,” says Schauwecker. 
“By that time, they may already have selected 
a full-time job.” Identify students at least by 
their sophomore year, he advises contractors, 

and offer solid internships. You don’t have to 
be a big company to offer interns a rewarding  
experience, either, he adds. “Whereas large 
companies have the ability to introduce  
students to a wide variety of career choices, 
smaller companies give them the opportunity  
to experience all aspects of running a  
business. Both provide value.”

Schauwecker offers other tips for recruiters, 
starting with the all important relationship-
building step with faculty members. “Go 
to PLANET’s SCD and introduce yourself   
to faculty members,” he relates. “Once you 
have a relationship, you can then more  
easily become involved with schools in 
other recruiting activities.” Among them, he 
suggests volunteering to be a guest lecturer. 
Company representatives in his classes have 
lectured on how to develop good interview-
ing skills, the mindset of the entrepreneur, 
and developing an estimating system. 

Other activities include involving a student 
chapter in a community service project and 
holding a tailgate party before a sporting 
event. The party, which could be hosted by a 
recent graduate of the school who now works 
for your company, increases a company’s 
on-campus exposure.

Voice of experience 
Two recent recruits offer important advice 

for company recruiters. Austin Gardner, CLP, 
graduated in April from Brigham Young 
University — Provo with a degree in landscape 
management. “Having a presence on the 
Internet is so important,” he emphasizes. 
“Students can narrow down their choices just 
by looking at a company Web site.” Exhibiting 
what recruiters have come to see as impatience, 
Gardner says that companies often have a 

tendency 
to bring along new 
recruits too slowly. “Many graduates have 
more potential than recruiters give us credit 
for,” says Gardner, who admits, though, that 
running a small maintenance company while in 
school and becoming certified gives him more 
experience than the traditional graduate.”

“When I was looking for a full-time 
position, I was more interested in companies 
that were more interested in me as a person 
rather than filling a position,” explains recent 
Penn State graduate Zach Hammaker. Now a 
draftsman for Terrain at Styers in Concords-
ville, Pennsylvania, Hammaker has gone to 
SCD twice and worked two internships, one 
for his current employer. “I think companies 
need to customize their internships, instead 
of having the same program in place for 
everyone,” he adds, “especially if  it’s a second 
internship. By then, most students have a 
better idea of what they want to do for a 
career and look forward to becoming more 
focused in a program.” 

Both recruits point to PLANET’s SCD, 
visiting campuses, and attending career fairs 
as important recruiting tool. Gardner also 
makes an interesting point when he says that 
some of the companies he interviewed with 
didn’t really know what he was looking for 
in a career. 

As a recruiter, should you know what a 
student is looking for in a career? The answer 
is probably you should, just as the student 
should have a good understanding of what 
you’re offering. Recruiting is a relationship 
business, and the more relationships recruiters 
develop with schools, their faculty members, 
and their students, the better understanding all 
parties will have of each other’s expectations. 

University  
of Florida  
professor  
hector 
Perez wants 
recruiters 
to develop 
long-term  
relationships 
with horticul-
ture depart-
ments and  
their faculty 
members.

recent Penn State graduate Zach hammaker attended two 
PLanET Student career Days and has worked two internships. 

“When I was looking for a full-time 
position, I was more interested 
in companies that were more 
interested in me as a person 
rather than filling a position.”
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At a time when companies are focusing 
on making ends meet and meeting 
the challenges brought about by a 

struggling economy, it’s difficult to think long 
term. Yet that’s exactly what has to be done to 
ensure future growth and prosperity. The best 
way to do this, and secure a present book of 
business, is to get your arms further around your 
most important asset — your current customer. 

“Satisfying and retaining customers is 
critical,” says former landscape contractor 
and now business consultant Phil Harwood, 
CLP. “Companies can dramatically increase 
their profitability by increasing their reten-
tion rate. Retaining customers sharply re-
duces marketing costs associated with finding 
new customers. Research shows that only a 
fraction of sales leads actually turn into new 
business.  The cost associated with acquiring 
leads and closing new business is much higher  
than most business owners realize. Direct 
marketing costs, such as advertising, need to 
be combined with the cost of countless hours 
in meetings, estimating, making presenta-
tions, doing cost studies, and so forth.” 

This isn’t a good return on investment 
compared to holding on to what you’ve got, 
he adds, especially when the pie for new  
projects is either shrinking or competition for 
its remaining slices increasing.  

Harwood, who has spent close to 30 years 
working in the green industry, emphasizes 
there are plenty of other advantages to  

retaining customers beyond reducing mar-
keting costs, not the least of which are the 
opportunities to sell more services. But 
all customers are not created equally, he  
emphasizes. “One of the most important and  
difficult steps in retaining customers is to  
segment your market and understand who 
your best customers are.”

Adding value
Once you’ve identified your core market  

and best customers, the next step is to give 
them more value. “It’s no secret,” says  
Harwood. “Delivering high quality at a fair 
value lays the groundwork for good customer 
retention. Adding more value will further  
solidify your relationship with customers.”

“How do you create more value for them?” 
Harwood asks. “It can be any number of 
things, from finding ways to help stretch 
their budgets to offering services that may 
never have crossed their minds, and yours.”  
Emptying trash cans, scraping away graffiti,  
sweeping and striping parking lots, and 
changing lightbulbs may not be in your ser-
vice menu, but they may be among services 
that customers need. In a slow economy, you 
will likely have the people and the time. You 
might as well put the two to work for you.” 

He continues, “When I was in the con-
tracting business, we took the opportunity to  
become the property manager for a large com-
pany with facilities across the country. It was 

CLoseR 

 101 Ways to 
shoW you Care

No, Kyle Webb, CLP, A to Z Lawn and Land-
scaping, may not have 100 ways to get his 
arms around his customers, but he has more 
than the average contractor. “We’re trying to 
get closer to our customers all the time,” Webb 
emphasizes. “For us, what works best is to 
treat everyone on a personal basis and actually 
customize ways to show them that we care. 

“We strive to do things that are a little out  
of the ordinary, and make sure that they’re on-
going for most of the year. one-time gestures, 
such as gift cards or gift baskets during the 
holidays are less effective for us.” Webb says 
that his best source for new ideas is PLANeT. 
he asks other contractors how they get closer 
to their customers and then fashions their  
strategies to fit his customer base. It works. 

here are just a few of his “caring gestures”:
•	 	Become	actively	involved	with	customer	

trade associations, actually “rolling up his 
sleeves” with customers on committees. Also 
participate in their association trade shows 
and volunteer with fun events such as golf 
scrambles.

•	 	Find	out	what	activities	are	of	interest	to	 
his property-manager customers. Could be 
football, hockey, golf, or another sport. Will 
buy tickets for them. encourage them to  
pick up tickets at his office, creating another 
opportunity to close the distance with  
customers.

•	 	Sponsor	a	foursome	at	a	charity	golf	 
tournament. 

•	 	Do	a	quarterly	property	assessment	at	no	
charge. The assessment is a value-added, 
and can generate more business, while  
helping out the property manager.

•	 	Make	sure	customers	realize	what	services	
his company provides at “no charge” by 
indicating these services on the invoice. 
says Webb, “If a competitor underbids us by 
$2,000, and the customers knows we provide 
$10,000 worth of services at no charge  
annually, the low bid looks less inviting.”  

•	 	Offer		a	meeting	room	at	his	facility	where	
homeowner associations can hold their 
meetings. 

•	 	Get	involved	with	his	customers’	charities.		
“Works best,” says Webb, “for higher-end 
D/B/I	customers.		Create	great	networking	
opportunities.”

•	 	Consider holding a family outing for customers.  

hoW to Get

Phil harwood says “One of the 
most important and difficult steps in 
retaining customers is to segment 

your market and understand 
who your best customers are.“

to YouR Best CustoMeRs
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a new experience for us, but something that 
turned out to be a win-win for both our cus-
tomer and us. Adding value oftentimes comes 
back to finding ways to get closer to them and 
then be willing ‘to think out of the box.’ ” 

Communication, having a good under-
standing of what customers truly want, and 
a willingness to take on new challenges and 
think out of the box are critical elements to 
adding value, says Harwood. “Make sure you 
track your customer contacts. Ironically, your 
best customers often get ignored because they 
don’t have issues and are satisfied with your 
work. Make sure you stay in touch with them. 
Stop by often to say hello and take them out 
to lunch. Over time, you’ll learn even more 
about them. Much has been written about 
strengthening relationships and the process  
begins by knowing as much about your  
customers as possible.”

Just ask
To ensure that your company is deliver-

ing up to customer expectations, it pays 
to routinely survey them, to ask them 
what you’re doing right and wrong. “One 
question, what experts call ‘the ultimate  
question,’ can give a quick snapshot of how 
customers view your service,” Harwood  
explains. “The question is “How likely are 
you to refer my company to a friend?” If  
the answer is nine or 10 on a 10-point scale, 
your ‘net promoter score’ is high and one can  
assume the customer is very satisfied with 
your company. If  the score is lower, then 
there’s reason to dig a little deeper to find out 

what’s driving the dissatisfaction.”
A favorite “digging” tool for ex-landscape 

contractor, author of The Referral Advantage, 
and consultant Jeffery Scott is the customer 
focus group. “A focus group composed of 
between five and 10 customers can quickly 
point out a company’s strengths, weak-
nesses,  and opportunities,” says Scott. “Out 
of an hour-long focus group, company 
owners will find out why a customer hired 
them in the first place, what makes their  
company unique, what services a customer  
likes, and what services are inferior or  
lacking. A focus group, when facilitated  
correctly, will indicate specific opportunities, 
and participants may even offer insight into 
the competition.  It is amazing how a group 
of customers will spill the beans when talking 
with an impartial consultant.” 

Scott conducts phone focus groups for 
his customers, supplies an actual record-
ing of the session and delivers a report, 
and works with his customers to implement 
the findings. He recently conducted one for 
PLANET member David Bender, president 
of Weeded! Lawn Service in Virginia. Bender 
says he was surprised by the level to which 
customers’ experiences reflected the internal 
workings of his company. “Their responses 
gave me an understanding of what changes 
we could make internally to better meet their 
expectations,” he relates. “A few of our cus-
tomers also mentioned that they wanted to be  
offered more services that would enhance 
their yards. We definitely will take them up 
on that request.”

Bender notes the real advantages of  
listening to a recording of the session was 
learning just how intense customers felt about 
certain issues. “Truthfully, I think most own-
ers know what they’re doing right and where 
they can make changes to improve their  

service offering. What I didn’t realize was how 
strongly customers felt about some of things 
we were doing. Areas where I felt we could 
improve on, for example, had little impact 
on customers. Conversely, they gave a high  
priority to an area or two where I thought we 
needed to make only minor changes.”

“One of the keys to getting the most out 
of a focus group is having an open mind,”  
Bender adds. “We all have a filter though 
which information travels, aka a built-in bias. 
Keeping an open mind allows owners like 
myself  to truly grasp what customers like 
and dislike about our service offering. This 
knowledge is critical for retaining our best 
customers and growing our business.” 

Scott recently conducted another focus 
group for Rick Longnecker, owner of Buds 
and Blades Landscape Co. in Olympia, Wash-
ington. “It was powerful,” says Longnecker, 
referring to the focus group. “My customers 
were open and genuine. Not only did I learn 
more about what they liked and disliked 
about my service offering, the focus group 
gave me an opportunity to demonstrate that 
I respected their opinions and cared about 
them as customers. I took Jeffrey’s advice, 
too, by asking only my best customers to par-
ticipate. After all, these are the customers who 
I truly want to retain, and duplicate if  I can.”  

As both Harwood and Scott point out, 
there are two ways to grow your business.  
Sell more to existing customers or get 
more customers. With today’s uncertainties 
and challenges, the former is the far more  
attractive alternative, and it’s always, they 
point out, the less costly route to take.  

For additional ideas on how to retain your 
best customers, contact Phil Harwood at 
philharwood@pro-motionmarketing.com and 
Jeffrey Scott at jeff@jeffreyscott.biz.

david bender, president of Weeded! 
Lawn Service in Virginia, says that one 
of the keys  to getting the most out of 
a focus group is having an open mind.

Scott is surprised by, in his words, 
“how a group of 

customers will spill 
the beans when 

talking with an impartial 
consultant.”

ex-landscape contractor and consultant 
Jeffrey Scott facilitates focus groups. 
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I t was an honor to work on the site, and a 
small, humble way to give back.” This is 
how Tom Bever, CLT, Bever Landscaping 

in Forest Lake, Minnesota, describes the 
work his company did for the 25th Infantry 
in Hawaii. 

“Last summer, we were working on a  
legacy project in Hawaii for one of our  
clients,” Bever explains. “The builder with 
whom we were working asked if  we could 
help with a memorial project for the 25th  
Infantry Tropic Lightning at the Schofield 
Barracks, near Honolulu. A paving project 
for the memorial was not going as planned, 
and the infantry platoon could use some of 
our expertise with the installation.

“We were honored to be given the op-
portunity to work on the project. Once on 
site, we determined that the paving project  
had to be totally redone. That required  
removing the pavers in a 30' x 20' area,  
excavating and removing the old base, putting  
down a new base, and relaying the pavers 
with a new edging restraint.”

The memorial was designed as a way for 
platoon members, family, and friends to  

honor their fallen heroes from each of 
the American wars by having their names  
engraved in the bricks. Some of the bricks 
noted the honors that they had been given, 
with several of them being Medal of Honor 
recipients. “It was an incredible experience,” 
Bever emphasizes. “The bricks with the 
engraved names were near a memorial of 
bronze statues of soldiers honoring a fallen  
brother. During the installation, a few  
volunteers from the platoon asked if  they 
could personally lay the bricks engraved with 
a specific soldier’s name.”

He continues, “It was a very emotional 
experience. In fact, during the week we were 
on site, a Blackhawk helicopter crashed  
killing several members of the platoon. I can’t 
even begin to describe the scene when their 
dog tags were placed at the memorial to hon-
or them. Our service men and women sacrifice 
so much to protect our way of life. To ensure 
that the memorial was completed to the best 
of our ability was the least we could do. When 
completed, the project was clean and straight 
and built to Interlocking Concrete Pavement 
Institute (ICPI) specifications.”

Bever and three of his team members — 
Dave Sonka, Chris Selbitschka, and Doug 
Joyer — spent three days on the project. 
When they finished, the platoon honored 
them by giving each a “charge coin” for  
exemplary duty. Bever’s team has maintained 
communication with the platoon, and com-
pany designer, Dave Sonka, is working with 
the 25th Infantry to develop plans for a  
memorial addition.

cOmmUnITY SErvIcE PavErS 
honoR haWaII PLatoon MeMBeRs

Bever Landscaping received a PLANET 
Community Service Recognition Award  
for its work on this project.

“
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Who do military families turn to for help when 
a spouse is called up for a second and even a 
third tour of duty? GreenCare for Troops, a 

nationwide program that connects lawn and landscape 
companies with families whose major breadwinner is 
serving in the Middle East, is one alternative. Over the 
last couple of years, Poynter Landscape & Construction 
in Ballwin, Missouri, has participated in this Project 
EverGreen initiative and has lent a helping hand to 12 
military families in the St. Louis area. 

“Military and National Guard personnel are being 
deployed in record numbers,” explains company president 
Richard Poynter. “When a loved one is assigned overseas, 
military spouses often operate as a single-parent family 
with a lot on their plate. Even if  yard work is something 
they enjoy, they no longer have the time to do it. 

“We became involved to ease the stress associated with 
doing lawn and landscape maintenance and to assure 
family members that their properties and yards won’t 
deteriorate just because a loved one is serving his or  
her country.”

Good fit
Because he has a brother who served in Iraq, Poynter 

says he understands what families go through when 
duty calls. “There’s only so much time in a day. Families 
operate under enough stress not knowing what’s going on 
with their loved ones, not to mention having more work to 
do at home, too. Over the last year or so, our crews have 
remulched garden beds, planted flowers, cleaned up beds, 
and put down fertilizer. One military wife even asked 
us to finish chopping and stacking firewood, a task her 
husband always accomplished before winter set in. 

“When a family calls, we find out where their needs are, 
and if  we can accommodate them, we will. If  it’s a service 
we don’t provide, we will help find a company that offers 
that service.”

The irony, adds Poynter, is that the military mentality 
is to be self-sufficient and avoid complaining. “Families 
try to take care of one another and almost always never 
ask for help. With most of the families our company 
helped, we found out about their needs through friends or 

neighbors who made the initial contact with us.” 
Poynter notes that participating in GreenCare for 

Troops was a good fit for his company. It was a way to give 
back to the community and, he emphasizes, his employees 
truly enjoyed helping out. “As long as our servicemen  
are wearing 50 pounds of equipment, camping out in  
the desert in 150-degree heat, and getting shot at — all  
the while protecting us and serving our country — the 
least we can do is take care of their families by pulling 
their weeds, edging their grass, and trimming their trees 
and shrubs.” 

For anyone interested in learning more about 
GreenCare for Troops, contact Richard Poynter at  
(636) 256-2600, or visit the Project EverGreen Web site at 
projectevergreen.com.

For their work with 
GreenCare for 
Troops, Poynter 
Landscape &  
Construction 
received a PLANET 
Community Serivce 
Recognition Award.

GReenCaRe FoR tRooPs 
WHEN THE BREADWINNER’S AWAY ON DUTY
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CentRaL

Central
STudenT CAreer dAyS (SCd)
March 26–29, 2009 | Pomona, California | Cal Poly Pomona
Student Career Days, presented by PLANET and sponsored by STIHL Inc., is the ultimate recruiting  
opportunity of  the year where the best and brightest students come for three days of  learning, network-
ing, and competition. You can participate in this event by registering for a career fair booth, assisting 
in the coordination a competitive event, or by becoming a donor sponsor. For more information, go to 
StudentCareerDays.org, e-mail annawalraven@landcarenetwork.org, or call (800) 395-2522.

PlAneT dAy Of ServICe
April 22, 2009 | planetdayofservice.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. Visit planetdayofservice.org for full 
details and to register your project.

legISlATIve dAy On The hIll And  
reneWAl & remembrAnCe AT ArlIngTOn nATIOnAl 
And hISTOrIC COngreSSIOnAl CemeTerIeS
July 12–14, 2009 | Washington, D.C. 
Key Bridge Marriott — Arlington, Virginia (host hotel) 
Join more than 400 PLANET members for two of  the most rewarding and influential days of  your life: 
• Donate your skills and/or equipment to beautify some of  the most cherished ground in these United States. 
• Discuss vital industry issues with legislators on Capitol Hill. 
• Influence your newly elected congressional representatives.
For more information, call (800) 395-2522 or visit LandcareNetwork.org/do/eventList. 
Thanks to Platinum Sponsors Bayer Environmental Science, Husqvarna, and Syngenta Lawn & Garden.

green InduSTry COnferenCe (gIC) And gIC+eXPO
October 28–31, 2009 | Louisville, Kentucky 
PLANET’s Headquarters Hotel — Louisville Marriott Downtown
Join your colleagues for the nation’s largest green industry expo and educational event. PLANET has a block 
of  member-only, discounted hotel rooms reserved for you at the following hotels: 

To reserve your room, call the Louisville Housing Bureau at (800) 743-3100. Thanks to the 2009 GIC Platinum 
Sponsor JOHN DEERE, Gold Sponsor Bayer Environmental Science, and Silver Sponsor Ewing Irrigation Products.

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.

• The Louisville Marriott Downtown — $169/night 
• The Hampton Inn Downtown — $159/night 

• The Galt House Suite Tower — $135/night
• The Galt House Rivue Tower — $120/night

events                   neWs

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 PSI/
LaserGrade 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! QuArTerly 
PAymenT OPTIOn 
fOr green 
InduSTry ServICe 
PrOvIderS (gISP) 
memberShIP dueS
PLANET just launched a new quarterly 
payment option for GISPs (firms actively 
engaged in the green and outdoor services 
to include, but not limited to, design/
build, interior plantscaping, landscape 
management, and lawn care). For more 
information on how to set this up, e-mail 
Membership Manager Gail Rogers  
at gailrogers@landcarenetwork.org or 
call (800) 395-2522.



It’s powerful and 28% more fuel efficient. 
Doesn’t seem fair, does it?
As cost control becomes increasingly important to 
your company’s success, STIHL announces powerful 
money-saving news: the BR 600 backpack blower is 
up to 28% more fuel efficient than tested competitive 
models – while delivering up to 12% more air volume. 
That means huge fuel savings, enough that this ma-
chine will literally pay for itself over time. And this isn’t 
STIHL just blowing hot air. The research was done by 

the Porsche Engineering Group GmbH. It’s further proof 
of our commitment to develop products that are fuel 
efficient, environmentally responsible and powerful. So 
add a few BR 600’s to your fleet. It will add plenty to 
your bottom line. 

For details on the Porsche Engineering Group 
study, and the STIHL BR 600, visit stihlusa.com.
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