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The association of members  
who create and maintain  
the QUALITY OF LIFE in  

communities across America.

our Mission
The Professional Landcare Network  

cultivates and safeguards opportunities  
for our members — the dedicated  

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

our Vision
To be the respected leader and voice  

of the green industry.

One of PLANET’s most important 
charges is identifying and helping members 
take advantage of opportunities. This, of 
course, is achieved through any number of 
printed and online resources, not to men-
tion conferences, workshops, and a myriad 
of other networking opportunities — too 
many to reference here.  

But one resource I would like to call  
attention to is PLANET’s annual Crystal  
Ball Report. The brainchild of one of the As-
sociated Landscape Contractors of Ameri-
ca’s (PLANET legacy association) founding 
members, Tom Leid, CCLP, the report has 
long helped members position themselves to 
deal with critical industry issues. This year’s 
report, sponsored by Ariens/Gravely (lead) 
and STIHL Inc. (supporting), promises  
to rival some of the best-read reports in  
recent memory. 

The work of this year’s Crystal Ball Com-
mittee is noteworthy in several ways. First 
and foremost, the report is on the hot topic 
of sustainability (see story on page 20) and 
provides a detailed road map for industry 
members looking to take advantage of the 
growing “green” movement. It identifies 
opportunities relating to the design, in-
stallation, and maintenance of sustainable 
landscapes; challenges readers with a call 
to action; and, as one committee member 
notes, “creates an operational blueprint for 
today and a glimpse into the future.” 

Will this be good reading? Yes, and it will 
be imperative reading for all of us looking to 
take advantage of a great opportunity and 
be in a position to help our customers. The 
committee, though, didn’t 
limit itself  to a narrow defi-
nition of sustainability as it 
relates only to landscapes and 
our environment. It worked 
with a more holistic meaning, 
as it applies to our businesses, 
our industry, our future, and 
us. To be sure, your service 
can be green, even greener 
than anyone around, but if  

you don’t make money providing it, if  you 
don’t take care of your employees, if  you 
don’t do all those things that help elevate 
your company and the industry in general, 
you’ve squandered an opportunity. 

I mentioned “us” because I feel very 
strongly that entrepreneur types often  
ignore their own well-being while they strive 
to grow and sustain their businesses. The  
report addresses this issue, as well. The 
harsh reality is that if  you don’t take care 
of your health and well-being, you won’t be 
around to help sustain your business, your 
community, and your family, not to men-
tion being able to provide the important 
services our environment needs.   

One final note: In the building industry, 
Leadership in Energy and Environmental 
Design (LEED) certification is the recog-
nized standard for designing and construct-
ing sustainable facilities. Currently, an effort 
is being put forth by the American Society 
of Landscape Architects, the Lady Bird 
Johnson Wildflower Center, and the United 
States Botanic Garden to create voluntary 
standards for the design, construction, and 
maintenance of landscapes. Two Crystal 
Ball committee members, Kurt Bland, CLP, 
CLT, of Bland Landscaping Co., Inc., and 
Roger Phelps from STIHL, have headed up 
a task force to help ensure that PLANET 
has meaningful input into the creation of 
these standards and what is termed the  
Sustainable Sites Initiative. 

Sustainability is not a fad; it’s here to 
stay. I urge everyone associated with our  
industry to revisit their businesses, their 

communities, their custom-
ers, and themselves to find 
sustainable solutions and 
opportunities. For more 
information about sustain-
ability and how to get a copy 
of this year’s Crystal Ball 
report, contact PLANET  
at (800) 395-2522.
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Crystal Ball report
sheds light

on sustainability

bill hildebolt, 
Ph.D., CTP, CTP-CSL 
PLANET President

®
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p l A n e t  M e M b e r s

for the last few years, we have asked  
employees to sign a noncompete agreement. 
the agreement wasn’t designed to inhibit 
past employees from working in the green  
industry. instead, it was intended to protect 
our investment in a particular service offer-
ing. We wanted to update the agreement and 
called PLAnet General Counsel richard Lehr 
for advice. i asked him a question and he gave 
me a sensible, straightforward answer. He  

was incredibly helpful, and we were able to 
update our noncompete agreement with a 
single sentence. 

in the past, i have called attorneys to discuss 
fairly routine matters relating to collections 
or employment law, and usually receive a bill  
for $150–$275. it is great to know that i can 
call richard Lehr without it being a “big deal.” 
He is one of many outstanding resources 
available to all PLAnet members.

Thank You!

You’re Welcome!
my colleagues and i are pleased to provide 

this support to PLAnet members for routine 
questions.  We are committed to the industry 
and to PLAnet as the green industry leader and  
association of choice.

Richard lehr, planEt general Counsel

Emily freidberg, office administrator
greener by design,  
pelham, new york
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Andy doesburg, CLP

>>  They are a 
professional 
resource

 We are just now getting more 
involved in the social media network, 
and both my manager and I have LinkedIn accounts. I 
believe that LinkedIn provides an easy avenue for continued 
networking and the possibility of idea sharing. In fact, 
our state association, the Ohio Nursery and Landscape 
Association (ONLA) also has a LinkedIn account for more 
idea sharing. 

There is no question that these sites give me more access 
to networking opportunities, and I don’t have to pick up  
the phone when I want to run a quick question or idea by 
another contractor. Twitter may be useful, as well, but I’m 
not all that familiar with that site or how it can be beneficial to  
our business.

Our management team has had several conversations 
about the value of blogging, but hasn’t made the 
commitment to join the blogging network. The question is 
how connected do we want (or need) to be. If  nothing else, 
though, it certainly is encouraging to see so many people in 
our industry embracing new technologies. 

I have not seen any of our “small” efforts with social 
media result in an increase in sales YET! But as we delve 
into the technology, I can certainly see it paying dividends 
at some point. Increased business and sales aside, LinkedIn 
alone has been very helpful to me as a professional resource.

Thornton Landscape, Inc.
Maineville, oH
(513) 683-8100

Adoesburg@thorntonlandscape.com

JoHn gIbson, CLT

>>  The challenge 
is timing

 Talking a little more broadly than 
just about social media, I can say 
categorically that I already get most of 
my news and information online — less and less from print 
media and more and more from online sources. Just ask the 
publishers of Rocky Mountain News about the future of online 
news. It’s here.

Speaking of here and now, I find LinkedIn useful for staying 
connected with friends and associates. I am not a big Twitter 
user yet, but I see a business application for it in the near future. 
In fact, I just read an online article about how to survive and 
thrive on Twitter. The article, in cobizmag.com, pointed out 
that having been launched in October 2006, Twitter already 
has more than three million members. Its value, the article 
goes on to explain, comes from users being able to connect 
with and get instant feedback from like-minded strangers. 
Knowing this, it makes sense that the vehicle will have some 
useful business application. After all, if  you  can “Tweet” in less 
than 140 characters about a great restaurant, a great shopping 
experience, or a great product, you can do the same about a 
great experience you’ve had with a landscape contractor or 
lawn care operator. 

The challenge with both the social media networks and the 
Internet itself  is one of timing. This technology is steamrolling, 
and either you become an early adopter and mix in quickly or 
become lost in the shuffle — which brings to mind another issue. 
Some blog and YouTube users already have a great following, 
but will they be able to sustain this level of engagement once 
the masses become involved? The question is what will it take 
in the future to get a following and then retain it? 

Time will tell. Until then, I would rather be on the front end 
of this technology than come in late and spend my time trying 
to get a foothold.  

swingle Lawn, Tree & Landscape
denver, Co

(303) 337-6200
jegibson@swingletree.com 

ideA f ile

How do you use 
social media 
in your business?



Andy doesburg, CLP JoHn gIbson, CLT
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Jeff KorHAn, CLP

>>  It’s another form 
of word-of-mouth

 If  you are a green industry professional 
providing a great service and making 
friends in your community, then word is 
going to spread about you and your company. Social media helps it 
spread even faster and better. That’s the value of this technology; it 
enhances what’s already working for you now.  

Since customers do business with companies they like and 
trust, my question is “Why wouldn’t you take advantage of social 
media?” You simply have to avoid the mistake of believing social 
media visibility will automatically translate into more business. 
Just as with word-of-mouth, you still have to get out there and get 
the deal done. In that respect, social media is a tool for referrals. 
It’s also a tool for enhancing your reputation and doing research 
on your competition.  

Before I sold my landscape business, my first social media effort 
was establishing a company blog. Don’t be discouraged if  people 
fail to respond immediately to your blogs. You will always have 
at least one reader, and that reader is Google. By including key 
green industry words in your text and headlines, those searching 
for landscaping services will be directed by Google to your blog. 
This connects you with potential customers, and the traffic helps to 
optimize your Web site if  you properly link to it.  

In addition to your blog, you’ll want to get involved with 
LinkedIn, Facebook, YouTube, and Twitter. Of the more popular 
social networking sites, Twitter probably has the broadest reach. 
Facebook is slightly more intimate than Twitter, and LinkedIn seems 
to attract more professionals. I especially like the latter because it 
allows me to download those connections into my database. 

YouTube is not to be overlooked by landscape service providers 
because it allows viewers to see your work in progress. “Mr. and 
Mrs. Customer, this is an example of what our crews will be 
doing on your property, and what you can expect when the work 
is completed.” YouTube is great for illustrating your company’s 
techniques and attention to detail, and it can prepare customers for 
disruptions that typically accompany a design/build project.

One key to social media and Internet marketing is understanding 
that people like to get their information in different ways. Interactive 
blogs, personalized social networking sites, and instructional 
YouTube videos will all give you and your company incredible 
exposure and take word-of-mouth marketing to a new level.  

True nature, Inc.®
naperville, IL

(630) 774-8350
speaker@truenature.com

blogging at jeffkorhan.com

MIKe McsHAne

>>  I still prefer face-to-
face direct contact

 I am on LinkedIn and building a 
network, although I don’t use the site 
as a tool. I typically just call or e-mail 
my “links” if  I have a question or want input. I suppose it could 
grow into something more, but to be honest, I’m not really sure 
how it could translate into business sales. In my mind, LinkedIn 
is more of a networking tool for executives than a business tool 
for marketers. 

Blogging, on the other hand, is something I do. I blog on 
my Web site and encourage my staff  (authors) to submit 
content. The initial benefit of blogging is that it consistently 
adds “content” to my Web site, which, in turn, optimizes it and 
keeps it near or at the top of search engine pages. 

YouTube is a medium that could also be effective when used 
in conjunction with my Web site. I can envision it showing work 
in progress as well as presenting testimonials from customers, 
among other uses. I am listening to more webinars than ever 
before. They are a very cost effective way (no travel) to hear 
speakers, and I enjoy that form of learning.

In addition, I recently asked one of my managers to 
investigate having a company presence on Facebook. I can 
upload project photos there, which, in turn, can be viewed by 
other Facebook users. If  users like what they see, they may 
send the image and their comments to friends. Facebook can 
also be regionalized, which means users in California will not 
be asking our company to install a patio. 

My overall feeling, however, is that most social media 
sites are primarily used for what they are called, and I don’t 
know how one effectively converts social interaction at this 
level to more business, more revenue, more coaching, more 
opportunities, and so forth.

I still prefer face-to-face or direct contact with people. I am 
afraid that one day we will all be hiding behind a computer 
screen. We will all know how to type, but no one will know 
how to effectively communicate through speech. My children 
text. In fact, they text faster than they can talk. The question 
is, are they missing out on developing a very important 
communication skill?

Plantique, Inc.
Allentown, PA

(610) 395-6940
mmcshane@plantique.com
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comPANy ProfiLE

PLANET ExPEriENcE
	•	 	Joined	as	a	student	member	in	2003
	•	 	ParticiPated	in	two	student	career	
days	(2006,	2007)

	•	 	Joined	PLanet	as	a	service	Provider	
member	in	2006

	•	 	Passed	his	cLt	exam	in	2007
	•	 	attended	his	first	
Green	industry	
conference	in	2007

	•	 	ParticiPated	in	his	
first	renewaL	&	
remembrance		in	2008

	•	 	ParticiPated	in	PLanet	
day	of	service	2009

HArD work PAys off 
for youNG ENTrEPrENEur

ikos Phelps, CLT, is a recent grad-
uate of Penn State, and he has 
been a PLANET member for 

only three years. Yet already, his company, 
Utopian Landscapes, located in Harrisburg, 
Pennsylvania, is projected to bring in excess 
of $300,000 in revenue this year. Not bad 

for someone who literally started and 
grew his company while going to 
school full time. How did he do 
this? What is the lesson for other 
young people who want a career in 
the green industry?

“I guess you can say it’s mostly 
about commitment and having a 
passion for what you do,” says 
Phelps. “I started mowing lawns 
even before I had my driver’s 
license and continued to mow 

lawns until I graduated from high 
school. In fact, I was probably one of a 

handful of students who could claim they 
made $10,000 to $12,000 a year while going 
to high school.”  

After graduation, Phelps juggled growing his 
business while attending Penn State University, 
a 100-mile trek from his hometown. During 
the semester, he would drive home two or three 
days a week to maintain his accounts, and then 
hurry back to school to attend classes. The 
regimen became even more daunting when, 
during his senior year in 2004, he changed 

his major from landscape architecture to 
landscape contracting. 

“My business was growing and I wanted to 
be able to spend more time with it,” he recalls.  
“Ironically, I also changed my major, which 
unfortunately lengthened my stay at school. 
So I increased my course load from 15 to 20 
credits, and then upped it again the following 
year to speed up getting my diploma.”  
During these hectic years, Phelps identifies 
more than a few watershed moments. One 
occurred when he purchased an authentic, 
16-foot, landscaping trailer.  “I pulled into 
the dealership with my Subaru station 
wagon (his original truck) with all intentions 
of taking my purchase home,” he relates. 
“Instead, the dealer looked at me quizzically 
and said, ‘You can’t pull your trailer with 
that.’ He transported it home and left me 
with no other choice than to buy a pickup, 
which I did the very next week.”  

The pickup and trailer allowed Phelps to, 
in his words, “do things right.” He upgraded 
from a 21-inch push mower to 36-inch 
mid-size walker and eventually purchased 
a skid-steer loader to accommodate a 
growing number of customers who wanted 
installation work done. After hiring his first 
employee in 2005, his annual revenue jumped 
from $30,000 to $75,000. Soon, he was able 
to hire his second one. A year later, in 2006, 
he purchased a new Chevy truck with a 

N
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dump bed, and realized what most successful entrepreneurs realize 
— he wasn’t getting rich. Yes, business would bring in upwards 
of $150,000 that year, but he sunk nearly every penny back into  
the company.

 
Competitive edge

During his last two years at Penn State, the student/business owner 
learned just how much opportunity there was in his chosen career. 
He attended his first PLANET-sponsored Student Career Days 
(see pages 14–15) in Provo, Utah, in 2006 and joined PLANET as 
a full-fledged service-provider member (he already was a student 
member). A year later, he traveled to Michigan State for the event. 
“The first year, I had a chance to talk with several contractors about 
their companies and I competed in the Leadership competition,”  
says Phelps. “The experience gave me a taste of just how big this 
industry was.”  

The next year was a banner year for the young entrepreneur. 
He won the Business Management competition at Michigan State, 
graduated from Penn State, and made his first trip to the Green 
Industry Conference in Louisville. If  that weren’t enough, Phelps 
also passed his CLT exam, and a year later, he took advantage of a 
franchise opportunity with Christmas Décor. 

“One of my best moves was joining PLANET and going to the 
Green Industry Conference,” he emphasizes. “I was able to talk with 
several successful contractors, and that experience alone brought 
the professional side of the industry into better focus. My parents’ 
friends used to ask me when I was going to get a real job. Well, going 
to Louisville and joining PLANET not only confirmed in my mind 
that I had a real job, it also gave me the confidence and additional 
knowledge I needed to aggressively pursue my goals.”

Thinking back at his first PLANET Green Industry Conference, 
Phelps says the seminars and Breakfast With Champions created 
the most vivid memories. “The seminars were very informative with 
plenty of interesting topics from which to choose, and the Breakfast 
With Champions was great. I think the table topic was Business 
Owners’ Roles, but the topic was less important than the opportunity 
the event gave me to rub shoulders with some very sharp contractors.  
Surprisingly, I didn’t feel intimidated, either, as everyone at the table 
was treated as an equal.”

Back home, Phelps immediately put some of his PLANET 
experience to work. He began to 
brand his company by creating 
a new, more professional-
looking logo and outfitting 
his employees with neat polo 
shirts (always tucked in by the 
way). A no-smoking policy 
during non-break hours was 
enforced and customers started 
to receive their first newsletters.  
“We were good at what we did, 
but we also needed to project a 

Do you want to improve your 
company’s performance on the 
critical factors that drive success?
Are you looking for a way to ener-
gize and motivate your employees? 

Applying for the PLANET 
Environmental Improvement 
Awards has been an effective way 
to reach these goals since 1969. 

• Be recognized as an 
industry leader.

• Strengthen your brand 
recognition.

• Energize your employees.

Visit the PLANET Web site at 
LandcareNetwork.org to print 
out the entry form.

Why not take the challenge?  
Start snapping shots of your 
projects today! 

>> Deadline for entries is 
August 10, 2009. 

If you have any questions regarding this
awards program, please contact PLANET 
office at (800) 395-2522 or via e-mail to
membership@landcarenetwork.org.

Take 40% off 
of ADDITIONAL entries until July 13, 2009!  See 

every 
project as
a winning
project.
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“JoininG	PLanet	
Gave	me	the	
confidence	

and	additionaL	
knowLedGe	
i	needed	to	
aGGressiveLy	

Pursue	my	GoaLs.”
-	nikos	PheLPs,	cLt

left: In addition to three philanthropic endeavors  
this year, Utopian Landscapes also participated in 
PLANET’s first-ever Day of Service.

continued on page 12
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more professional image,” he relates. “The 
Christmas Décor move was important, too. 
Not only did it allow us to bring in more 
revenue during the off  season, it allowed me 
to keep my key employees year-round.”

Things were moving pretty fast, and to keep 
up, Utopian’s owner needed a loan. From the 
end of 2007 to the start of 2008, Phelps visited 
13 area banks and 13 refused his loan request. 
He revisited six of them and finally two came 
through, allowing him to refinance a previous 
loan, buy additional equipment, fence in a lot, 
build a few mulch bins, and paint and apply 
signage to his vehicles.

“Our business was starting to take shape,” 
he says. “We were becoming more organized 
and developing the ability to offer more 
services to our customers. We added lawn 
care and recently started to market a more 
customized, full-service package.” 

Giving back
Utopian Landscapes demonstrates that a 

company doesn’t have to be huge to give back 
to the community. In 2005, only two years 
after hanging his shingle, Phelps contracted 
to do some work on an inner city project 
in Harrisburg. The experience was a great 
teacher, and, as he puts it, made him realize 
how much in need some families truly are.  

Since then, his company has participated 
in PLANET’s Renewal & Remembrance 
at Arlington National Cemetery. This year, 
three philanthropic endeavors provide 
complimentary installation of holiday 
lighting, landscaping and renovation services, 

and maintenance services to deserving 
members of his community. This spring, 
Utopian Landscaping also participated in 
PLANET’s first Day of Service.

“Hopefully, our effort will inspire other 
companies to jump on board,” says Phelps. 
“I am truly fortunate to be where I am today, 
and I definitely wouldn’t be here without help 
from family, friends, and, yes, even strangers.” 
He references an instance in March 2003 to 
make the point. “I was attending a garden 
expo in Harrisburg and met an exhibitor. 
When I started asking him questions about the 
industry, he said he would give me all the time 
I wanted just as soon as I became registered 
with the state. I received my state license the 
next day and returned to the exhibit floor. The 
gentleman became one of my first mentors, 
and his first piece of advice was that I wasn’t 
charging enough for my services. I raised 
my rates, and to my surprise didn’t lose a 
customer, and my revenue doubled that year.”

Times have definitely changed for 
Utopian’s founder. Of his 100 primarily 
residential accounts, 45 have signed up for 
the company’s full-service package this year. 
Last year, revenue grew to $225,000, in large 
part because of new services, and this year 
the company will likely break the $300,000 
barrier, despite the poor economy. “That’s 
a small figure compared to most PLANET 
members, but it represents good growth for 
us,” says Phelps. “There’s no question the 
economy has hurt our design/build business, 
but if  we geared up, I think we could grow 
maintenance and holiday lighting by another 

40 percent this year. 
“As we move forward our goal is to be 

smart with how we operate, continue to build 
our residential maintenance business, and 
gradually grow into the quality commercial 
market. Throughout, we want to keep doing 
all the little things that other companies may 
not think of doing.” Phelps says he also plans 
to extend his customer referral program, one 
that last year brought in $40,000 worth of 
work, and cost his company only $2,000 in 
referral benefits.

The hard work and passion has paid off.  
Phelps is growing his business in the so-called 
“old-fashioned way” by earning the respect of 
this peers and customers, and he’s continually 
expanding his knowledge base. Already a 
Certified Landscape Technician, he has the 
study material on hand to help prepare for 
PLANET’s Certified Landscape Professional 
exam. “It’s just a matter of finding the time to 
study,” he emphasizes. That shouldn’t be too 
difficult. He’s been juggling school and work 
nearly his entire career. 
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Utopian Landscapes
Harrisburg, Pennsylvania

Founder & President: 
Nikos Phelps, CLT

Founded: 2003

Employees: 5

Service Offering: 
40% Maintenance 
35% Design/Build
25% Holiday Lighting

PLANET member for 3 years

Company profile:

above: Hard-fought financing  
allowed Phelps to paint and apply 
signage to his vehicles.

left: A Christmas Décor franchise 
brings in revenue during the  
offseason and allows Phelps to 
keep key employees year around. 
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sTuDENT cArEEr DAys

he weak economy didn’t dampen the enthusiasm of students who 
attended PLANET’s 33rd Annual Student Career Days (SCD) event, 
March 26–29, 2009, at Cal Poly Pomona. As Cal Poly professor and 

event coordinator Dr. Fred Roth noted, “Despite the economy, there are 
many reasons to be excited about this year’s Student Career Days. Among 
them, this will be the second largest SCD in terms of schools and students, 
and the excitement is undiminished in view of a tight job market.”

There was plenty of excitement to go around, as witnessed during 
Friday’s opening ceremonies. Nearly 800 students from 60 schools coiled in 
their seats like springs waiting to charge into the day’s activities, while then 
PLANET President Jason Cupp, CLP, reminded them that recession is only 
a word. “Yes,” he said, “the challenges are real and significant, but they also 
create opportunities for those who are resilient, have a positive attitude, and 
possess good work ethics.”

Roger Phelps, promotional communications manager for SCD Platinum 
Sponsor STIHL, seconded Cupp’s statement, telling students that “this is 
the time of opportunity for them and for companies that want to make a 
difference.” He went on to say that STIHL loves the event, and the passion 
and energy that students bring with them.”

They didn’t disappoint the host college, many sponsors, and 150 
volunteers, along with industry representatives who came to offer intern-
ships and job opportunities to the best young talent schools had to offer. 

Networking opportunities
The highlights of the three-day event included the Career Fair on 

Friday and the more than two-dozen competitive events, most of which 
were held on Saturday. Roth indicated a few weeks prior to SCD that 
the number of Career Fair participants would be down, but that didn’t 
disappoint students and the companies who made the trip to Cal Poly 
looking for talent.

As 58 students from Brigham Young University (BYU) – Provo and 15 
from Auburn University, along with hundreds of their peers from around 
the country, roamed the aisles, faculty members encouraged them to talk to 
as many company representatives as possible. “This is the competition that 
matters,” says Phil Allen, Ph.D., CLP, BYU – Provo professor and PLANET 
board director-at-large, referring to the Career Fair. “The competitive 
events are fun, but we’re talking careers here. I tell my students to talk with 
everyone, and part of my role standing here is to ensure that’s what they do.” 

Auburn University professor Joe Eakes was manning a similar post, just 

off the Career Fair floor. “Our No. 1 focus here is jobs,” he emphasizes. “The 
most important thing our students can do today is find a job or internship.” 

The students took their professors’ advice. Auburn University 
student Whitney Griffen was attending her third SCD, having competed 
previously at Michigan State University and North Metro Technical 
College in Atlanta. “This is a great opportunity to get out of the classroom 
and experience the real world,” she remarked, noting that her agenda was 
a bit unusual. “I’m getting my Masters Degree and looking to get into a 
Ph.D. program in green roofs,” Griffen adds.

Auburn University junior Emily Niedfelt was looking for an internship. 
“This is my first time here,” she says. It’s really fun, and there are so many 
different opportunities. I’m visiting as many booths as I can to see what 
companies are offering.”   

They were offering something for everyone. Sposato Landscape 
Co. in Milton, Delaware, was looking to fill a full-time position in its 
commercial maintenance department. Company representative Jackie 
Cervone remarked, “This event differs from a traditional career fair. 
Because everyone here wants a career in our industry, it’s so rapid-fire 
talking to the students.” Robert Howard Associates’ Rich Wilbert, CLP, 
had his sights set on filling two intern positions, one in construction and 
one in maintenance. “This is a great place to recruit,” he emphasizes. “I 
want to get students interested early on in our company.”

Lambert Landscape’s Lara Moffat was focusing on filling a few 
internship positions and just getting to know the students. Like other 
Career Fair participants, her booth was busy for all four hours of the fair. 
“Our company attended its first Student Career Days in 1999 and has 
been actively recruiting at the Career Fair for five years,” she notes. “The 
students are amazing.” 

STUDENTS Look To 
launch careers

T



Competitive events
Whereas careers were tops in the minds of most students, others looked 

forward to the day-long competition on Saturday. 
“The competition gives us a great opportunity to use what we’ve 

learned in the classroom,” relates Illinois State senior Brittany Whitted. 
She planned on competing in two events, Annual and Perennial Plant 
Identification, and Business Management. Her classmate Mike Moore was 
competing in Wood Construction, Safety Management, and Landscape 
Plant Installation. 

SUNY Cobleskill junior Devin Vernon was competing in the Skid 
Steer, Truck and Trailer Operation, and Wood Construction events. “I 
feel good about being here,” he adds. “This is my second Student Career 
Days. Even though there were not as many companies at the Career Fair 
as last year, those that were here seemed to be doing very well. Their 
positive attitude makes me feel good about my career choice and about 
the competition overall.” 

Others felt the same way, including those looking for a second career 
in the green industry. Nanci Lee, for example, graduated in 1976 from 
Auburn University with a degree in public administration. What was she 
doing studying for the Turf and Turf Pest Identification competition as a 
member of the North Metro Technical College contingent? “This is my 

first time attending Student Career Days as a student, says Lee, who also 
serves on the school’s Board of Trustees. “I might do some consulting 
one day or just work part-time. Either way, I enjoy the industry and enjoy 
being here.”

Her comments had a familiar ring for first-timers and SCD veterans 
alike who departed Cal Poly on Sunday, having enjoyed the California sun, 
competition, and networking opportunities. They left also remembering 
Opening Ceremony remarks from SCD chair and co-chair, Jennifer Buck 
and Brett Lemcke, CLP. Buck reminded students to leave a positive lasting 
impression on everyone they meet. Lemcke emphasized that the four SCD 
events he attended as a student were the launching pad for his career. 

Plan to be at the launching pad next year in Georgia at Chattahoochee 
Technical College, North Metro Campus in Atlanta. The hope is that, by 
then, the word “recession” will be a distant memory, and students and 
companies can focus entirely on the job at hand — creating opportunities 
for future leaders of the green industry.

Irrigation Assembly, Skid Steer 
operation, Landscape Maintenance 
operation, Paver Installation, and Truck 
and Trailer operation were among 26 
competitive events held on Saturday.

SCD Chair Jennifer Buck with  
co-chair Brett Lemcke, CLP, encouraged 

students to leave a positive lasting 
impression and use their time at  
Cal Poly to launch their careers.

North Metro 
Technical College 
student Nanci 
Lee takes a break 
from prepping for 
Turf and Turf Pest 
Identification.

Illinois State students 
Brittany Whitted and 
Mike More put classroom 
learning to good use. 

SUNY Cobleskill 
junior Devin Vernon 
competed in three 
events, Skid Steer, Truck 
and Trailer operation, 
and Wood Construction.

Auburn University 
junior Emily Niedfelt 
planned to visit as many 
booths as time permitted.



commuNiTy sErVicE

Two days    

New Jersey
iN

M odeled after “Extreme Makeover: Home 
Edition,” this community-service effort 
resulted in the total renovation of a main 

residence at the Shiloh Bible Camp and Retreat 
Center in West Milford, New Jersey. More than 
60 employees from Jacobsen Landscape Design 
& Construction, located in nearby Midland Park, 
worked on the project that was completed in 
October 2007.  

“Even though the actual construction was done 
in a day, this project required months of planning,” 
explains company president Glenn Jacobsen, 
CLP. “On Friday, an eight-person team completed 
the extensive site work and received delivery of 
massive quantities of stone and plant material. The 
following day, all company employees worked 
together to transform the property by installing 
walls, patios, steps, sprinklers, and plant material. 
The only real hitch was a Thursday rain that left 
the hillside site muddy and work conditions less 
than ideal.”  

Company employees volunteered in excess 
of 750 hours that included designing the project, 
visiting the site, and staging material donated by 
Jacobsen’s company and its vendors, in addition 
to the two-day prep and construction event itself. 
The biggest challenge, says Jacobsen, was in the 

planning as employees were given distinct 
areas of responsibility according to 

their area of expertise. “It was 

also a bit challenging and interesting to have our 
construction, maintenance, and irrigation crews on 
the site at the same time,” he adds. “They rarely, 
if ever, work together at a site, and it created lots 
of camaraderie, along with some good, healthy 
competition. Throughout the construction, our 
office and administration staff pitched in, too, 
serving food and refreshments. ”

He continues, “The camp offers a quality well-
rounded retreat program for children, teens, and 
young adults. The renovation of this recently 
acquired land enabled the facility to expand and 
help more of those in need.” Jacobsen notes, too, 
that the Shiloh Bible Camp and Retreat Center was 
built 20 years ago by volunteers who, in turn, have 
maintained it for the last two decades. It is a true 
volunteer effort. 

This veteran company has a long history of 
participating in outreach and other volunteer 
programs in and around Midland. The Shiloh 
Bible Camp, an organization that is supported both 
personally and professionally by Jacobsen and his 
wife Melissa, is just one example. “One of the great 
things about giving back to your community is the 
impact it has on your employees,” says Jacobsen. 
“It makes them feel good about their profession 
and careers, and creates awareness about the many 
needs a community like ours has. In addition, 
having a project like this provides an opportunity 
to volunteer, something that isn’t always easy to do, 
especially for our Hispanic workers who may not 
be that well connected within the community. In 
fact, they’re often among the first ones to raise their 
hands to volunteer.”

To show its appreciation, the camp hosted 
Jacobsen’s annual company picnic last year, giving 
the volunteers and their families an opportunity to 
visit the renovation. “Volunteering and performing 
community services always comes back to you in 
some way,” says Jacobsen. “That’s not why we 
volunteer, but it always gives you a warm feeling 
when you know that beneficiaries recognize and 
truly appreciate your efforts.”

Jacobsen Landscape Design 
& Construction received 

a PLANET Community 
Service Recognition Award 
for its work on this project.
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coNsuLTANT corNEr

henever the economy revives, we 
are not going to return to the old 
way — like it was during the years 

2003 to 2007. There will be a new way, which 
most of us are only beginning to understand. 
Competition and the customer are changing 

the notion of “fair price.” Prices are falling now, and though they will 
recover some when the economy picks up, they will not return to the 
old rates within the foreseeable future. This one economic fact alters 
the traditional relationship among revenue, gross margin, and fixed 
costs for every contractor and must be addressed in future planning. 
Using numbers from the grounds maintenance segment might help 
clarify this idea (I could use a design/build or a bid/build example, 
but the math for these will be similar on a relative basis). The fact is 
reduced prices mean reduced gross margins. While there are field and 
project management strategies (which I will address in a future article) 
that can reduce the impact of a margin/price decrease, none come 
close to zeroing out the impact. Therefore, my focus in this article is on 
a combination of tactics — price restructure, cost control, and sales 
management — that have a more dramatic and immediate impact on 
addressing the new pricing world.

We can see the effect of price pressure using an example of a 
$1,000,000 company. (See table 1.) In order to maintain a 10 percent 
profit margin, make $100,000, and win new business, this company may 
need to bid work at a significantly lower margin. In this case, a reduction 

from 55 percent 
to 45 percent is 
the equivalent of 
reducing prices to 
$23.33 dollars per 
labor hour from $30.00 (a 29 percent decrease). Assuming the average 
hourly cost of labor and the cost of materials remain the same (and 
they should), achieving the same $1,000,000 in revenue would require 
increasing labor cost by the number of additional labor hours needed 
to do the work (8,571 times $11.67). Of course, the gross profit dollars 
also shrink from $550,000 to $450,000 meaning there is $100,000 less 
gross profit dollars to recover indirect and G&A costs. The only way 
to make $100,000 profit then is to remove $100,000 in these costs. The 
solution here seems to be to win work at steeply reduced prices and 
reduce indirect and G&A costs by almost 30 percent. In fact, I do not 
think this is either advisable or possible for a company this size.

There is another approach — sell more. Using the same 45 percent 
gross margin, it turns out that when an additional $222,222 worth 
of work is sold, $100,000 in profit is achieved without reducing the 
indirect and G&A costs at all — but some margin, from 10 percent 
to 8.2 percent, is sacrificed. This strategy is possible and better for 
those who might lose their jobs in the first example, but it might not be 
advisable. If  you drop prices by 29 percent, you will have a tough time 
increasing them at all when things get better. In other words, it’s neither 
advisable nor necessary to reduce prices by that much. (See table 2.)

ThingS wiLL bE  
cHANGED 

for GooD

TabLE 1

By Kevin Kehoe

oLD WAY NEW WAY

REVENUES 1,000,000 1,000,000

LABoR 350,000 35.0% 450,000 45.0%

MATERIALS 100,000 10.0% 100,000 10.0%

DIRECT CoST 450,000 45.0% 550,000 55.0%

GRoSS PRofIT 550,000 55.0% 450,000 45.0%

INDIRECT CoST 150,000 15.0% 125,000 12.5%

G&A CoST 300,000 30.0% 225,000 22.5%

NET PRofIT 100,000 10.0% 100,000 10.0%

LABoR HoURS 30,000 38,571

LABoR CoST/HoUR $11.67 $11.67

LABoR REVENUE/HoUR $30.00 $23.33

CoST  
MANAGEMENT

(25,000)
(75,000)

PRICE  
MANAGEMENT

29%

oLD WAY NEW WAY

REVENUES 1,000,000 1,222,222

LABoR 350,000 35.0% 550,000 45.0%

MATERIALS 100,000 10.0% 122,222 10.0%

DIRECT CoST 450,000 45.0% 672,222 55.0%

GRoSS PRofIT 550,000 55.0% 550,000 45.0%

INDIRECT CoST 150,000 15.0% 150,000 12.3%

G&A CoST 300,000 30.0% 300,000 24.5%

NET PRofIT 100,000 10.0% 100,000 8.2%

LABoR HoURS 30,000 47,143

LABoR CoST/HoUR $11.67 $11.67

LABoR REVENUE/HoUR $30.00 $23.33

SALES  
MANAGEMENT

222,222

PRICE  
MANAGEMENT

29%

GrouNDs mAiNTENANcE ProfiT AND Loss sTATEmENTs

TabLE 2

W



What then might be the most advisable way to 
address the impact of pricing now and in the future? 
The answer is a combination of price restructure, cost 
control, and sales management. The example shown 
below provides some insight based on our research and 
experience in the market. If  you desire at least $100,000 
and want to achieve a 10 percent net, you could first 
reduce prices by 20 percent instead of 29 percent. You 
can do this because research shows that it is possible 
to sell a 9 percent price differential based on a clear 
quality proposition. (See table 3.)

Second, you need to limit equipment cost to 14 
percent of revenues instead of 15 percent. This, too, 
is achievable with a small investment in tracking 
software and foreman accountability practices. 

Third, you must sell and produce an additional 
$250,000 in revenues with the same G&A staffing level. This is more 
challenging, but also achievable. And, in fact, is the most necessary 
and useful improvement a contractor can make for the longer term 
— shifting from an order-taking revenue growth model (answering 
the phone) to a sales-driven growth machine model (proactive 
target marketing and sales calls). This longer-term shift will require 
investments in three key areas: 

1.   Lead generation and pipeline management systems to “capture” 
and manage every opportunity to address the reality of lower 
close rates. 

2.   Streamlined estimating systems to increase response time and speed 
back to the prospect that could spell the difference between winning 
and losing a contract to a faster, nimbler competitor.

3.   Selling system and training since contractors with a superior sales 
force — one capable of solid customer needs assessment and 
closing skills — will be able to get more of their work without 
being the lowest price provider.

We should all face the reality that the world will be different in 
the future and start to build strategies around becoming sales-driven 
organizations or suffer the profit consequences.

oLD WAY NEW WAY

REVENUES 1,000,000 1,250,000

LABoR 350,000 35.0% 525,000 42.0%

MATERIALS 100,000 10.0% 125,000 10.0%

DIRECT CoST 450,000 45.0% 650,000 52.0%

GRoSS PRofIT 550,000 55.0% 600,000 48.0%

INDIRECT CoST 150,000 15.0% 175,000 14.0%

G&A CoST 300,000 30.0% 300,000 24.0%

NET PRofIT 100,000 10.0% 125,000 10.0%

LABoR HoURS 30,000 45,000

LABoR CoST/HoUR $11.67 $11.67

LABoR REVENUE/HoUR $30.00 $25.00

PRICE  
MANAGEMENT

20%

SALES  
MANAGEMENT

250,000

Versatility by Design

“As a private contractor, I needed 
one machine with all of these 

different attachments.
I can change the implements in 

less then a minute. This is by far 

the most versatile piece of 

equipment on the market today.”

visit www.ventrac.com

4231TD rated up to 300 operation on hillsides

Butch Hamby 
High Country 
Mechanical, Owner

Stump Grinder Slip Scoop Blade Tough Cut

For help scheduling a DEMO, call:

1-866-VENTRAC

TabLE 3
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Is customer retention important to you?  

Do you want new customers?

Do you have e-mail addresses for  
your customers and prospects?

If you answered YES to these questions  
— we can design an electronic 
communication program for 
your company — that will increase you 
ability to keep customers and grow  
your business. Get reports and see results!

GET STARTED TODAY 
Call or e-mail Brad Pett at 920-563-1725 or Brad.Pett@Cygnusb2b.com
www.cygnusb2b.com | www.cygnuscustommarketing.com

ARE YOU BEING HEARD?



fEATurE

hen asked why PLANET chose the 
topic of sustainability for its annual 
Crystal Ball Report, Committee 

Chair Jim McCutheon, CLP, said, “This topic 
presents a great entrepreneurial opportunity, 
and it is coming at us from several different 
directions — customers, legislation, even the 
economy. The Crystal Ball Report recognizes 
the opportunities, challenges readers for a call 
to action, and gives them a road map to follow.” 

Environmental motivation
When one thinks about leveraging sustainable 

ideas, the first thought is the environment. Why 
not? That’s where legislative and regulatory 
pressures originate and where most new 
market opportunities will arise. In fact, several 
PLANET members around the country already 
take advantage of environmentally motivated 
niche opportunities. 

“The report will include recommendations 
for design/build companies, maintenance 
companies, and lawn care companies in 
terms of how they can take advantage of this 
growing movement,” relates committee co-

chair and president of Yardmaster, Inc., Kurt 
Kluznik, CCLP. “It spells out how to market 
green services, how to implement them, and 
how to make money providing them.”

 
Big picture

Sustainability also applies to communities 
and businesses, and can speak to issues 
other than those that relate directly to the 
environment. “The Crystal Ball Report will 
look at sustainability from a business point 
of view, too,” says committee member and 
STIHL’s promotional communications 
manager, Roger Phelps. “How companies take 
care of their people, how they train them, and 
how they promote their career development are 
just as important to the sustainability equation 
as steps toward environmental stewardship.”  

“The previous two Crystal Ball Reports 
that I participated in discussed lean 

management principles and the future of 
our industry,” adds committee member 
Kurt Bland, CLP, CLT, vice president of 
Bland Landscaping. “The two topics align 
perfectly with the upcoming report. In my 
mind, sustainability is about the three P’s: 
People (community), Planet (environment), 
and Profit (good business practices). Healthy, 
well-trained people help sustain a business 
and volunteerism helps sustain a community, 
all very important to our industry’s future.” 

Bland goes on to draw a comparison 
between lean and sustainability. “Companies 
practicing lean are already participating in the 
green movement by eliminating the wasteful 
use of raw materials. Lean doesn’t address 
all the issues relating to 
sustainability, but it fits nicely 
in the sustainable toolbox.” 

Says Bland, “It doesn’t 

 

SuStainability SpellS 
opportunity for induStry memberS

“The Crystal ball Report recognizes opportunities 
and challenges readers for a call to action, and gives 

them a road map to follow.” – Jim McCutheon, CLP

Crystal Ball  
Report: 

W
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make any difference if  one believes in the 
efficacy of man-made global warming 
or not. Sustainability is here to stay, 
companies need to get on board now, and 
their effort needs to get beyond rhetoric. 
We promote that we’re the green industry, 
but actions always speak louder than 
words. A company is not representative of 
our industry, for example, if  it promotes 
sustainable solutions to customers and 
yet allows untrained employees to drive 
around in unsafe trucks.” As he reiterates, 
practicing true sustainability involves a 
more holistic attitude where company 
owners put the three P’s on the table for 
discussion and action.”

Therein was the challenge faced by the 
Crystal Ball Committee and the value 
of its new report — to discuss the broad-
ranging implications of sustainability and 
illustrate how practicing sustainability 
at various levels can provide tremendous 
opportunities for companies. Sustainability 
may hold several different meanings 
depending on its context, but no matter 
how it is used, it spells opportunities for 
companies looking to help sustain their 
environment, their communities, their 
businesses, and their futures. 

As Kluznik relates, “Everybody already 
knows something about sustainability. This 
report will bring together this knowledge 
and create an operational blueprint for 
today and a glimpse into the future. This 
will be one of our best Crystal Ball Reports 
ever. Topical and very timely in nature, it 
will point readers in the right direction.” 

For more information about this report 
and how to obtain a copy, call the PLANET 
office at (800) 395-2522.

there’S opportunity 
in thoSe taterS“Companies 

practicing lean 
are already 
participating 
in the green 
movement by 
eliminating 
the wasteful use of raw 
materials.” – Kurt bland, CLP, CLT

“During good times, many companies get 
lulled to sleep and end up offering services 
that are not as profitable as they should be.”

The Obama White House is growing them, and 
so are some landscape contractors. What are they? 
They’re vegetables, and they’re part of a movement to 
promote and consume locally grown food. “Food that 
is grown locally costs less to distribute, tastes good, 
and it’s healthier for you,” says Kurt Bland, CLP, 
CLT, vice president of Bland Landscaping. “Some 
contractors are even taking advantage of this trend 
by actually installing raised beds for their clients.” 

Installing gardens will probably never represent 
a huge percentage of its business, he admits, yet 
the new service offering is just another way to take 
advantage of niche opportunities within the drive 
toward more sustainable landscapes.

Indeed, if there is a silver lining in the current 
economic cloud, it revolves around the green 
movement, and depending on your market, there are 
opportunities with green roofs, water conservation, 
native landscapes, and, even vegetable gardens. 
These opportunities aside, it is still difficult to get 
beyond the current tough economic “row to hoe.” 
Yet, Bland and other PLANET members point to 
a more optimistic future for contractors who are 
forward thinking about anything from installing 
and maintaining sustainable landscapes to overall 
planning for better days ahead. 

“These are challenging times,” says Rich Wilbert, 
CLP, general manager for Colorado-based Robert 
Howard Associates. “Every contractor I know, 
though, is revisiting his or her business and will be 
better equipped to take advantage of opportunities 
when they arise, and they will arise.” As he explains, 
business owners are not simply tightening their belts; 
they are finding ways to conduct business more 
efficiently with fewer people. They are working harder 
to take advantage of sales opportunities and providing 
exemplary service for both current and new customers. 

“Buying habits have changed, too,” Wilbert adds. 
“We’re finding customers shopping for contractors 
instead of just shopping for price and service. They’re 
saying, ‘sell me on your company’ and asking ‘will 
you be around to provide service down the road?’ For 
long-standing companies with a solid reputation, this 
spells good news for future business.

“Customers are also putting an emphasis on 
receiving value for their dollars. We’ve all seen our 

r e t i r e m e n t 
funds take a 
dive, and when 
one has less money 
(whether it’s on paper or in hard 
cash), it makes what’s left-over even more precious. 
Customers will naturally want more return on their 
investment. It’s not price, but what they get for their 
price that will count.”

Economic catalyst
Part of being introspective during tough times is  

re-examining your total service package, possibly 
adding new services, and getting rid of service 
offerings that were marginal to begin with. “Some-
times a bad economy can be the catalyst to hurry 
along the natural course of events,” says Bill Horn, 
CLP, CLT, ACC Landscape Services general manager. 
“During good economic times, many companies get 
lulled to sleep and end up offering services that are 
not as profitable as they should be. Or they become 
over zealous in a single, very profitable market and 
lose sight of the importance of being diversified. Now 
is the time to take a close look at market and services, 
to concentrate on your strengths and balance your 
portfolio.”

As Horn puts it, the real danger today is paying 
too much attention to surviving the recession and 
failing to take the broader view. Doing so may allow 
companies to get through the tough times, but they 
will lose out during the turnaround. It’s not just 
about re-evaluating service offerings and markets, 
he points out. “To be in a strong position to take 
advantage of the turnaround requires having well-
trained employees, a solid value system, a sound 
strategic plan, and so forth — all the elements that 
define a strong and successful company. Now is the 
time to re-evaluate, reduce overhead, count pennies, 
and focus on cash flow. It’s also the time to be 
forward thinking and optimistic about the future.”

Being in the commercial market would seem 
to negate any opportunity for ACC to install raised 
vegetable beds for clients. “To the contrary,” says Horn. 
“Some commercial clients would welcome the concept, 
and we are seriously considering promoting the 
installation of vegetable gardens as a service to them.” 

There are plenty of other opportunities, too, he 
emphasizes. “Now is the time to jump onboard the 
sustainable bandwagon and help clients save money 
with native grasses and drought-tolerant landscapes. 
This is very timely and also the right thing to do.” 
It’s also only one of many strategic moves companies 
can make to ensure that the better times ahead are 
the best they can possibly be. 

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.

Lead Sponsors    Supporting Sponsor



If you make only one investment in your business this year, 

PRO Landscape design software should be at the top of your 

list. It’s packed with more money-making tools than you 

ever thought possible, and is so easy to use, you’ll be up and 

running in minutes, translating your ideas into photorealistic 

images, accurate CAD plans and polished proposals that sell.

Realistic photo imaging

3D photo rendering

Easy-to-use CAD

3D CAD rendering

Customer proposals

Night & holiday lighting

S E L L  B E T T E R  •  P L A N  B E T T E R  •  B I D  B E T T E R

w w w . p r o l a n d s c a p e . c o m
8 0 0 - 2 3 1 - 8 5 7 4  o r  p r o l a n d s c a p e @ d r a f i x . c o m

“PRO Landscape paid 

for itself 30 times  

over the fi rst year!”
Kostas Menegakis, Landscapes-R-Us

“I sold two jobs the 

fi rst week I owned 

the program.”
Dustin Leite, Maple Leaf Farms & Nursery

In today’s economy, 
there’s only one 

sure-fi re investment.

TM

60-day Money-Back Guarantee!
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cENTrAL

Central
LegisLative Day on the hiLL 
anD RenewaL & RemembRance 
at aRLington nationaL anD 
congRessionaL histoRic cemeteRies
July 12–14, 2009 | Washington, D.C.
•  Renewal & Remembrance | July 13, 2009 

Demonstrate your patriotism and connect with industry colleagues  
by dedicating time, talent, and equipment to preserving the grounds  
of  Arlington National and Historic Congressional cemeteries.

•  Legislative Day on the Hill | July 12–14, 2009
Influence the legislative process by meeting with your congressional  
representatives on Capitol Hill.

For more information, call (800) 395-2522 or visit landcarenetwork.org/
cmslldrr.html.Thanks to Platinum Sponsors Bayer Environmental Science, 
Husqvarna, and Syngenta Lawn & Garden.

PLanet’s 40th annuaL enviRonmentaL 
imPRovement awaRDs PRogRam — 
now accePting entRies
Early-Bird Deadline: July 13, 2009 
Due Date for All Entries: August 10, 2009
In celebration of  this program’s 40th anniversary, we are offering 40 percent 
off  additional entries. Share your accomplishments through PLANET’s 
40th Annual Environmental Improvement Awards Program. For more  
information, call (800) 395-2522 or go to LandcareNetwork.org.

gReen inDustRy confeRence
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. Spaces are limited so book today! To reserve your room, call the 
Louisville Housing Bureau at (800) 793-3100. Register now for GIC at 
GreenIndustryConference.org. 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.

EVENTs  NEws

LanDscaPe tRaining  
manuaLs foR technicians
Landscape Training Manuals for Irrigation (Item AB-0012), Installation 
(Item AB-0013), and Maintenance (Item AB-0014) Technicians: Available in 
both English and Spanish, these guides contain essential instructions for get-
ting the job done right. To order or for more information, visit the PLANET 
Bookstore at LandcareNetwork.org or call (800) 293-5542.

QuaRteRLy Payment oPtion foR 
gReen inDustRy seRvice PRoviDeRs 
(gisP) membeRshiP Dues
PLANET has a 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, e-mail Membership Manager Gail Rogers at 
gailrogers@landcarenetwork.org or call (800) 395-2522.

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. Nationwide computer testing centers allow you to test 
at a location and time that works with your schedule. For more information, 
contact PLANET Certification at (8 00) 395-2522 or online at LandcareNetwork.org.

PLanetcareers.org
This interactive job board is designed to help employers’ and candidates’ employ-
ment connections. Visit PLANETcareers.org today and post your résumé for FREE!

staRs PRogRam
FREE Safety Initiative
Open to PLANET Members and Nonmembers
The STARS Safe Company Program (Safety Training Achieves Remarkable 
Success) is a safety initiative designed for companies to set the precedent for 
safety throughout the industry. The STARS program helps green industry 
companies lower their total costs of  risk by reducing hazards and injuries. For 
more information, e-mail Cheryl Claborn at cherylclaborn@landcarenetwork.org 
or call (800) 395-2522.
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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.


