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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.

e are PLANET! We are ten 
thousand strong and growing 
— with unprecedented power to 

influence, unlimited opportunities to grow, 
and unparalleled benefits to offer! This is 
the wildly successful vision I hold for our 
association. I say “wildly successful” only 
because it surpasses anything we have 
ever achieved. Reaching this figure is not 
an impossibility, nor would it take a huge 
effort on anybody’s part.  

The decision to join PLANET is one 
of the easiest investments for an astute 
business owner to justify. The ROI math is 
a no brainer! The breakeven from member 
benefits alone is almost immediate, but the 
exponential lifetime profits/value come(s) 
from the hundreds of thousands of hours of 
owner, leader, and management experience 
that surrounds and supports you.

It’s a truism that if you want to be 
successful you must surround yourself with 
like-minded, ambitious, driven people who 
are as committed to success as you are.  
This is a PLANET event! PLANET 
members show up ready and willing to  
give, receive, and   
share ideas, exper-
iences, and lessons 
learned. At any 
given moment in  
any meeting, work-
shop, or networking 
event, there is the potential for personal growth, 
opportunities for professional advancement, 
and the possibilities of increased profits!

I recall attending a PLANET event eight 
years ago where I met a member who talked 
about a recently purchased tub grinder. 
The story caught my attention because of 
an unusual incident that occurred with the 
machine. A sledgehammer accidently fell 
into the grinder, was jettisoned into the air, 
and crashed through the roof of a neighbor’s 
house into their living room! The incident 

aside (it had a happy ending — nobody 
was hurt), the member’s story of profitably 
making mulch sparked the thought of getting 
a grinder for our company. We did purchase 
one and, ultimately, turned an annual debris 
expense of $115,000 into an annual profit of 
$31,000 from the mulch we now use or sell. 
One idea resulted in a significant, long-term 
win and windfall for our company!

There isn’t a business problem you are 
currently dealing with that hasn’t already 
been fearlessly faced, fought, and resolved 
by a PLANET peer, willing to openly share 
a business experience and success with you. 
One connection or conversation could save 
you hundreds of hours of downtime and 
wasted effort. 

Bill Gordon, Landscape Industry 
Certified Manager, owner of Signature 
Landscape in Olathe, Kansas, writes this 
about his company’s PLANET experience: 
“We have been members of PLANET 
since 1994. The biggest value to us comes 
from networking with other organizations 
outside our market area. Organizations 
that are a step ahead of where we are and 

whose owners have 
been willing to share 
how they were able 
to get to where we 
want to be. Since 
joining PLANET, 
our company has 

gone from $2.5 million to more than 
$10 million in commercial maintenance 
revenues, AND we have learned and 
adopted the disciplines to keep our profits 
over 10 percent! For anybody looking for a 
means to drive their success, PLANET is a 
wise use of time and money!”

All the great and growing companies 
in our industry know that if they produce 
high-quality work and provide a rich, value 
experience for their customers these same 
customers become marketing advocates for 
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them. The recommendations and referrals 
from customers produce more profitable 
relationships, and this positive growth cycle 
can take on a life and momentum of its own.

The same holds true for PLANET. 
The single greatest source of membership 
growth comes from recommendations and 
referrals from satisfied members. In fact, 
almost 40 percent of new members are 
introduced by other members. 

Kyle Webb, Landscape Industry 
Certified Manager, has another story that 
is commonplace among members. The 
owner of A to Z Lawn and Landscaping 
in Centerville, Ohio, says, “I was told by a 
business colleague that if I really wanted my 
business to grow I should join PLANET. 
After accepting his generous invitation to 
tour his business, I immediately joined. 
At that time in 2004, we were doing about 
$400,000 gross and working 
what seemed to be 
around the clock 

with little or no sustainable growth. With all 
that I have learned these past four years, my 
business has grown to beyond $1.3 million in 
gross revenues — a 300 percent increase — 
and I owe most of the credit to PLANET!”

I don’t know exactly how many times 
Kyle Webb has thanked his PLANET 
benefactor or how many other owners he 
has recommended to join PLANET. I’m 
sure it’s a lot on both counts! Here, however, 
is the most profound and overlooked 
secret truth of these stories: Every time a 
new member joins PLANET, the value of 
everybody’s PLANET membership grows! 
That is so important, let me say it again. 
When you refer/recommend a new member 
and they join, or they join on their own, 
the return on your membership investment 
grows exponentially!

A stronger membership provides a 
more powerful voice and 

representation 
nationally 

to address and influence issues that we all 
face. A stronger membership attracts the 
kinds of industry partners that provide 
greater resources and member benefit 
packages. A stronger membership provides 
more mentors, leaders, and experiences to 
keep all of us inspired and thriving! 

But, perhaps the greatest value of a 
stronger membership occurs in the towns 
and communities where you do business 
every day. The more your market place 
is populated with companies that are 
driven by professionalism, guided by best 
practices, and committed to profitable 
pricing, the greater chance you have of 
growing your business on an even playing 
field. PLANET members are inherently 
committed to these values and play by 
these rules. The more PLANET members 
you have in your marketplace the easier 
it is to attain a tipping point of elevated 
customer perception that we, as an 
industry, provide quality, professionalism, 
and value. In many ways, it is a real self-
serving act to encourage the best and the 
brightest in your market to join PLANET!

My intention is to help you grow your 
business in a way that has worked for me. 
I consider being a member of PLANET 
my No. 1 best practice. If  you have any 
comments, questions, or curiosities about 
my message, I invite you to call me at  
(503) 777-7777 or send me an e-mail at 
davids@dennis7dees.com. If  my message 
has prompted you to want to know more 
about joining PLANET, call Gail Rogers 
at (800) 395-2522. If  you are already  
a member, reach out to the best and 
brightest in your area, invite them to 
join and let’s build a stronger, smarter 
PLANET together!

DAVID SNODGRASS, 
Landscape Industry 
Certified Manager
PLANET President



managed by  Eddie Anderson, a technical training super-
visor from STIHL, involved a written placement exam to 
determine the top 10 contestants who then went on to a 
timed practical application event in real-world conditions. 
In the months leading up to the event, participants were 
able to train with STIHL’s online training program, and 
received training visits by STIHL technicians in their area.  
Dean Levy of MiraCosta College in California, who trained 
with Jerry Swacker, technical service manager for Pacific 
STIHL, won the event with an overall score of 97.12. 

“What I like about this event is seeing the enthusiasm 
and excitement these students have for getting into the 
industry,” said David Wilhoit of the family-owned STIHL 
dealership D&K Power Equipment, whose technician 
served as a judge in the Small Engine Repair event.

STIHL also sponsored several events for students 
in arboriculture, horticulture, and landscape design, 
including:

Annual & Perennial Identification•	

Business Management•	

Landscape Plant Installation•	

Paver Installation•	

Safety Management•	

Woody Plant Identification•	

Wood Construction•	

Small Engine Repair•	

For more information on the events and a full list  
of PLANET Student Career Days winners, visit  
www.landcarenetwork.org.

STIHL Inc., a leading manufacturer of chain saws and 
outdoor power equipment, was the platinum sponsor of 
the 34th annual Professional Landcare Network (PLANET) 
Student Career Days held near Atlanta, Ga. This year’s 
event, which took place April 8-11 on the North Metro 
campus of Chattahoochee Technical College, boasted 
883 college students from 68 colleges participating in 
PLANET Student Career Days competitions. 

“The enthusiasm and dedication of these students was 
apparent throughout the event; from those getting hired 
on the spot at the Career Fair to those giving it their all 
until the last second of the various competitions,” said 
Roger Phelps, promotional communications manager for 
STIHL Inc. “We at STIHL are thrilled to take a lead role 
in supporting an event that recognizes the future of the 
green industry.” 

Nationally-recognized garden expert and STIHL per-
sonality P. Allen Smith delivered the keynote address 
during the opening ceremony and spoke about his life in 
the green industry. The television host and best-selling 
author told the students how with perseverance, hard 
work, and dedication, any of them could achieve his level 

of success. He also coached the Washington County 
High School FFA Team from Kansas as they competed 
against college teams in the Landscape Plant Installation 
event. STIHL, a sponsor of the National FFA nursery 
and landscaping competition, provided the funds for the 
Kansas team to travel to PLANET Student Career Days 
as a reward for the team’s national FFA championship 
win in 2009. 

This year’s top honors along with a $5,000 check from 
STIHL went to the host school, Chattahoochee Technical 
College. 

”We’re very proud to have been able to host the 34th 
annual PLANET Student Career Days,” said Rex Bishop 
of Chattahoochee Technical College. The school won the 
award for most overall points, as well as the STIHL Walt 
Peeples Award for the most spirit throughout the events. 
“Each year we do very well in the competitions, and the 
fact that we won on our home turf is even sweeter.”

In response to requests from academic faculty, STIHL 
brought back the Small Engine Repair competition to 
the event. The STIHL sponsored event, planned and 

PLANET Student Career Days Brings 
Best and Brightest of Green Industry
STIHL sponsors educational competitions for next generation of green industry leaders

Roger Phelps (bottom left, kneeling) from STIHL presents the winning team from Chattahoochee Technical College with a $5000 check 

P. Allen Smith and the Washington County High School FFA Team after 
completing the Landscape Plant Installation

Students compete in the STIHL sponsored Small Engine Repair Event

About PLANET SCD
PLANET Student Career Days, an annual three-day competitive, networking and recruiting event, attracts college and 
university students from around the country to compete in interior and exterior horticulture and landscape activities. An all-
day career fair gave the students the opportunity to meet prospective employers in the industry and discuss employment 
opportunities. The gathering is arguably the nation’s best confab for putting together young landscape professionals with 
the industry’s top companies. Next year’s event will be held March 17-20,2011 at Joliet Junior College in Joliet, Illinois.

www.landcarenetwork.org • www.stihlusa.com • www.ffa.org
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COMPANY PROFILE

here is an old saying that every cloud has a silver  
lining. Todd Williams and Bill Horn, Landscape  
Industry Certified Manager & Technician, two offi-

cers for the newly formed Terracare Associates, won’t argue 
with the expression.  

When the economy turned south two years ago, the man-
agement team of Denver-based American Civil Constructors 
(ACC) decided to sell its landscape management divisions 
and concentrate on its heavy civil construction expertise. At 
the time, Horn  headed up its regional California operations 
and Todd was VP of landscape services at the headquarters  
location in Denver. When the divisions were sold to an  
equity company in 2009, both became officers of the new 
venture. One of the first moves they made was to close down 

a landscape construction arm in California that was battling 
a poor housing market and extreme competition in the hard 
bid arena. “It was extremely difficult to tell associates with 
whom we’d worked for years that they no longer had a job,” 
Horn recalls, “We didn’t have a choice, and like ACC, we 
wanted to concentrate on our strengths. In this case, it was 
landscape management. 

That’s what the company has done, retaining a cadre of 
loyal commercial clients ranging from HOAs, office and  
corporate campuses, and shopping centers to government  
facilities, park and recreation departments, and sports fields. 
All told, the company projects to generate upward of $27 
million in revenue this year with 250 full-time and 150 part-
time or seasonal employees. 
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TNew  
company  
cherishes  

proven  
strategies

for Terracare Associates

Terracare officers: (Left to right) Bill 
Horn, Landscape Industry Certified 
manager & Technician, Todd Williams, 
dean murphy and matt donberger.

Roots go d
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Similar paths
Williams and Horn met while working for RBI, a com-

pany that was purchased by ACC in 2002. Williams majored 
in range ecology while in school, went to work for RBI in 
1984, and moved up the ladder to eventually run the com-
pany’s landscape operations. Horn majored in ag business 
with the intent to “grow apricots.” When the opportunity 
disappeared in 1979, he went to work as a crew member for 
a small landscape maintenance company.   

That company was eventually purchased by Contra Costa 
Landscaping, which, in turn, was sold to RBI in 1997. By 
then, Horn had assumed several supervisory roles and was 
managing the maintenance division. 

The varied experience of Williams and Horn was to pay 
big dividends later on. “One can safely say that I’ve done 
just about everything in a landscape management company,” 
Horn relates. “I’ve been a crew member, I ran a crew, man-
aged crews, and ran a division. I not only empathize with 
our employees, I’ve been there.” In his 17 years with RBI, 
Williams not only helped grow the maintenance division, but 
also received a broad education in other disciplines as the 
company expanded into golf  course management, sod and 
tree farming, wholesale nursery, and organic recycling. 

From 2002 until last year, the duo put their experience to 
work for ACC, and continued to evolve as managers. “What 
will make Terracare Associates a success is what worked for 
ACC for so many years,” explains Horn. “We place a high 
value on our employees. They receive ongoing, intensive 
safety training, and we offer an excellent benefits package 
to full-time employees. They are also encouraged to develop 
their careers via ongoing education. In fact, we are strong be-
lievers in PLANET’s certification program and, hence, have 
several Landscape Industry Certified Managers and Land-
scape Industry Certified Technicians on board.” 

Horn outlines the important role safety plays within 
the new company. “Everyone in our company participates 
in a morning ‘stretch and flex’ exercise. We have a safety  
committee and a recognition program that encourages  

managers to spontaneously reward employees with a $20 gift 
card for being especially safe. We also encourage the sub-
mission of safety ideas and provide a comprehensive safety 
program that offers CPR and defensive driving training.” 
Terracare Associates is a member of the PLANET STARS 
Safe Company Program, he notes, adding that he also sits on 
the association’s Safety and Risk Management Committee.   

There is a direct relationship between retaining employees 
and retaining clients, Horn emphasizes. “On average, our em-
ployees have been working with us for 12 years. They bring 
consistency and understanding to the table, something that is 
valued by our customers. We may pay more in benefits than 
other companies, but doing so pays dividends in the long run.” 

even though its focus is on 
landscape management, 

Terracare has a broad 
array of clients in several 

different markets.

Terracare Associates
Denver, Colorado

Founded: 2009

Employees: 400 
(250 full time and 150 seasonal)
Service Offering: 
100% Commercial  
Landscape Management

Officers: 
Todd Williams, president; 
Bill Horn, Landscape Industry 
 Certified Manager & Technician,  
 vice president; 
Dean Murphy, vice president; 
Matt Donberger, vice president; 
Mike Morrissey, CFO

Company profile:
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Multimillion start-up
“We’re a new company and yet we’re not,” Williams  

relates. “I like to refer to us as a $27 million start-up. Even 
though the makeup of our internal and external custom-
ers hasn’t changed significantly, our management team has 
spent countless hours developing new systems, market-
ing our company brand, coming up with a new benefits  
program, and forming new relationships with insurance  
carriers, to name but a few issues that occupy our day.”

He continues: “We juggle different balls in the air, all the 
time, staying focused on what’s most important — serving 
our clients. Our brand promise is ‘timely performance with 

technical expertise,’ but  
our company philosophy 
pretty much spells out 
what we are all about. It 
states, ‘Our goal of lead-
ing the industry in im-
proving outdoor environ-
ments is achieved through 
creating accountability at 
every level and a core be-
lief  system composed of 
honesty, integrity, and re-
spect for all people as well 
as providing a superior 
level of service.’ ” 

According to Williams, 
accountability and level of 

service go hand-in-hand. “When you empower employees and 
make them accountable for their actions, they take ownership 
and naturally deliver a higher level of service,” he remarks. 
Horn agrees, adding that it is important to make employees  
accountable at two distinct levels: for advancing their careers 
and for actions that may be detrimental to the company. 
“Well-defined job descriptions, goals, and timely reviews 
help keep employees focused,” he says. “If  an individual does 
something that is against company policy, we sum up the  
action in a consultation meeting, talk about ways to avoid 
the situation in the future, and schedule a follow-up meeting. 
Everything is documented, so there is no question later on. 
In fact, I encourage all companies to document everything 
— good, bad, and in between.” 

In addition, Horn and Williams say from the very  
beginning they have also strived to be completely transpar-
ent with their employees and their clients about the company 
sale. They know where they stand and understand that the 
changes will benefit both parties.  

Horn also took advantage of his many years of experience 

in PLANET’s leadership and as a Trailblazer to benchmark 
and share ideas with members. “PLANET membership has 
been invaluable to me over the years, and it certainly has 
helped with the recent moves here,” he explains. “Members 
who have participated in start-ups have been very willing to 
talk about their successes and failures.”

Going forward
Diversity and flexibility are two words that will help shape 

the company’s future. Even though its focus is landscape 
management, Terracare has a broad array of clients in sev-
eral different markets. It also offers some diversity within 
landscape management, providing aquatic management ser-
vices and environmental restoration, while still maintaining 
the capacity to do very large renovation projects. “We also 
do some public infrastructure management,” adds Williams.

“Experience has taught us to avoid the cookie-cutter  
approach to service offerings. We’re flexible and work with 
customers to align our services with their needs. One crew size 
doesn’t fit all projects, just as one landscape management pro-
gram doesn’t fit everyone. Budgets and properties differ; what 
isn’t different is the level of customer service we provide.”      

Terracare’s president projects sales this year to remain on 
par with last year. “We’re positioned to grow but want to make 
sure all our systems are in place before we go forward,” he re-
lates. “Ultimately, we would like to double in size by growing 
organically and by making some strategic acquisitions in our 
current market and possibly in a couple of new markets.”

Horn emphasizes that the company is also positioned to 
take advantage of the sustainability movement. “We put a 
high premium on being green, offer composting and recy-
cling services, and help our customers reduce their carbon 
footprint in other ways. Our irrigation and lake management 
services put us in a position to help our clients protect one of 
their most valued resources. In addition, being more efficient 
on-site and in the way we operate overall will continue to 
take a high priority.”

Another priority,  Williams and Horn  point out, is having 
fun and keeping morale high. “We don’t take ourselves too 
seriously,” says Horn, “and we encourage employees to have 
fun at work. They know what has to be done, and they do 
it. In between, there is plenty of laughter in the office. We 
promote it, value it, and practice it.”

Like other companies, Terracare Associates holds summer 
barbeques and picnics, and even its stretch and flex exercise 
in the morning helps start the day with a little levity. Horn 
and Williams value having a good time, something they’ve 
also learned by spending more than a combined 57 years in 
the industry. 

Safety is part of Terracare’s company culture. 
employees receive ongoing intensive safety 

training, and the company is a member of  
the PLANeT STArS Safe Company Program.

“
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ow much does it cost your company to 
send four employees across country or 
even across town to attend a seminar? 

Enough so you probably don’t do it as often as you 
should, but there are alternatives. Webinars are fast 
becoming the preferred training tool for companies 
that want to extend their training budgets, make the 
best use of their employees’ time, and still have ac-
cess to some of the best minds in the green industry.

  

“We’ve been attending webinars since 
PLANET first started offering them a couple 
of years ago, says Brett Lemcke, Landscape  
Industry Certified Manager, of R.M. Landscape in  
Rochester, New York. “The last one we attended 
was presented by Judy Guido and the topic was 
branding. For us, the timing was perfect; it was the 
right message at the right time.”

Like most webinars, he notes that this one last-
ed about an hour and his staff had plenty of “heads 
up” to include it in their busy schedules.

How does it work? 
Webinars are accessed through the computer. 

The host generally sends an e-mail alert well in 
advance of the session, announcing the availability 
of the webinar. Interested parties can register for 
the session by responding to the e-mail. A few days 
before the webinar, those who registered will re-
ceive a reminder, along with instructions on how to 

participate, and on the scheduled day, they simply 
click on the link, sit back, and enjoy the session.

“Participation is easy,” explains green industry 
consultant Judy Guido, who acknowledges hav-
ing facilitated or attended more than 200 webinars 
over the last 10 years. “The webinar host will give 
you a phone number to call and a code to access 
the audio portion of the webinar. You will then be 
asked to click on a link that will take you to the  
visual portion. Or, in some cases, clicking on 
the link will give the viewer access to the audio 
through the computer, as well. ”

Webinar training:

easy and cost-effective

H

Podcasts: Podcasts are a series of digital media files released and 
downloaded through the Web. Simply stated, you can record your voice and 
the sound of music, capture video, and put the production on the Web for 
those who are interested to download and play at a later date. In most cases, 
podcasts are free and portable.  

Good podcast software will give you the ability to record, edit, and 
publish, and it will also be easy to use and provide help and support. Some 
of the most popular, top-rated podcast software programs are  Propaganda, 
ePodcaster Creater, Audacity, and WedPod Studio.

The first podcast software was developed in late 2003 and became 
popular when Apple added pod catching to iTunes software in 2004. Viewing 
a podcast requires software that will support an RSS or XML feed. The audio 
potion is typically provided in an MP3 format.   

wEbinar: The term “webinar” comes from the abbreviation Web 
Seminar. Webinars are used for live meetings, training, and presentations 
over the Internet. Participants use their own computers and connect to the 
presenter and other participants using the Internet. 

Webinars are usually one-way, from the presenter to the audience, 
with limited audience input. Many include question-and-answer periods 
during part of the presentation or meeting. The presenter is typically 

using a standard telephone line while presenting 
the information through the computer screen. The 
audience responds much in the same manner. 
However, there is webinar technology that allows the 
use of VoIP (Voice over Internet Protocol) so the webinar can be completely 
Web-based. Some of the most popular webinar software programs are 
WebEx, GoToMeeting, MegaMeeting, GatherPlace, and Adobe Connect. 

things you nEEd to Look for in wEbinar softwarE:

Webinars are a great way to promote new products, explain existing 
products, and keep clients educated and current about your offers. Key 
benefits include increased productivity, reduced travel costs, and increased 
conversations with better interaction between clients and potential clients. 
Webinars allow you to meet with a greater number of people, regardless of 
where they are located.

nanEttE sEvEn, Vice president, Include Software

Podcast vs. Webinars

• Desktop sharing
• Application integration
• Servicing availability
• Flat rate charge for use 

• Audio and video support
• Ease of use
• Easy installation

Continued on page 18 ...

“
“

for us, thE timing was 
PErfEct; it was thE right 

mEssagE at thE right timE.
        — Brett Lemcke

Brett Lemcke, 
Landscape Industry 
Certified manager, 
of r.m. Landscape, 
in rochester,  
New York.
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he tone was set early for PLANET’s 34th Annual 
Student Career Days (SCD), held April 8–11 in  
Atlanta, Georgia. If  the more than 800 students  

from 68 schools weren’t ready for the next two days of   
networking and competing before the Opening Ceremony, 
they certainly were raring to go afterwards. The 20-second 
spotlight for cheers granted to each school didn’t hurt either, 
but the real meaning of this event was delivered by keynote 
speaker P. Allen Smith, a national celebrity garden designer. 
He told the students to believe in themselves when starting 
out on their career paths. “It won’t always be easy,” he em-
phasized. “Be persistent and have a strong work ethic. Learn 
from everyone. Have the right attitude, and build on what 
you know.” Smith also reminded the students that opportu-
nities abound in a huge green industry with lots of diversity.

 
Jobs first

That variety was on display at Friday’s Career Fair where 
students met with company owners and recruiters, set up 
interviews, and hopefully walked away with an intern-
ship or a full-time employment opportunity. “The indus-
try support for this event is tremendous,” says Rex Bishop, 
Dean of Technical Studies for host college Chattahoochee 
Technical College. “SCD is about meeting members of the  
industry and building confidence. Despite the economy, many  
companies are still hiring and asking students here to show 
them what they can do.”

BYU-Provo professor, Phil Allen, Ph.D., Landscape  
Industry Certified Manager, agrees. He brought a team of 
37 students to look for career opportunities and to compete. 
“One of our students, who graduates soon and hadn’t found 
a job yet, was understandably concerned as I watched him 
approach the first Career Fair booth,” he recalls. “Less than 
five hours later, this young man had one actual offer for full-
time employment and two other companies had scheduled 
follow-up interviews with him. 

“For students, the value of being able to network with the 
giants of our industry, to converse with them, learn from 
them, and laugh with them, cannot be overstated.” The feel-
ing was reciprocated. “We are here to support the event and 
the industry,” relates Tom Fochtman, Landscape Industry 
Certified Manager, of CoCal Landscape, a perennial exhibi-
tor at the Career Fair. “This is an important, fun event for 
our company and if  you weren’t here, you missed out.” 

Maria Candler, Landscape Industry Certified Manager, 
president of James River Grounds Management, another 
long-time exhibitor, noted that her company was exhibiting 
despite the down market. In her words, the economic situation 

is temporary and being at Student Career Days is a long-time 
investment. “You get to know the students, and they get to 
know you,” she point outs, noting that recruiters need to build 
relationships with students, something that doesn’t happen 
when companies don’t consistently attend an event like this. 

Competitive spirit
On Saturday, students participated in more than two 

dozen competitive events. Outgoing PLANET President Bill 
Hildebolt, Ph.D., Landscape Industry Certified Manager & 
Technician, captured the energy and spirit of the competi-
tion in his observations to PLANET board members. Here a 
few of his comments:

“The competitive events are major coordination and  
organizational masterpieces. The irrigation and wood con-
struction contests involved a huge supply of flat wood stock, 
and hand and power tools to build a complex bench. What 
looked to be more than 1,000 feet of PVC pipe and dozens 
upon dozens of valves, sprinkler heads, and controllers were 
laid out for the contestants to design, assemble, and diagnose 
an irrigation system.

“The paver installation event was a blur of activity with 
more than 50 teams working at a furious pace, some per-
forming more proficiently than others. A lot of sweat equity 
was being invested in this exercise. Only the three top teams 
were recognized, but in my view, everyone who competed 
was a winner.”

Landscape installation was the final event. “This was a 
fascinating process to watch,” Hildebolt remarked. “Each 
of the three-member teams prepared, laid out, planted, and 
added pine straw to their plots. The work was hard. Even 
though it had rained earlier in the week, the Georgia red 
clay was dense and resisted both trowel and shovel. Scattered 
rocks made the challenge more interesting.

“For every team, it was a race against the clock while 
music played in the background and their fellow classmates 
cheered from the sidelines. If  ever there was high drama in a 
landscape installation, it was captured in this setting of high 
energy, enthusiasm, and perfect weather.”

Preparing for the competition wasn’t a walk in the 
park, either. “We trained three months for this event,” says  
arboriculture techniques competitor Hudson Puente about 
the time and effort he and his University of Maryland tree-
climbing partner Joseph Ruthleutner put in prior to coming 
to Atlanta. Hudson has a job lined up at Disney World and 
Joseph is off  to grad school next year.

Kansas State arboriculture contestant Levi Parkin has a 
different story to tell. About five weeks before SCD, he was 
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skills in the  
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injured while working for a tree care company. After spend-
ing three days in the hospital, he knew that climbing, if  not 
attending the Atlanta event all together, would be out of the 
picture. Yet here he was, throwing the bag and participating 
in the competition from his wheelchair — holding the ropes 
for his partner Nick Becker. 

“We’ve been planning a year to come here, and I didn’t 
want to disappoint my partner,” says Levi. He didn’t, and his 
story epitomizes the spirit and enthusiasm the teams brought 
to the stage. So, too, does the effort made by one of SCD’s 
first international participants, a small team from Bridgwater  
College in Bridgwater, England (the other team was from 
Canada). “All three of our team members are competing,” 
says faculty member Iain Truman. “This is a great opportu-
nity for them to visit and see what the industry is like in the 
United States.”

“Absolutely brilliant and very well organized,” remarks 
second year Bridgwater design student William Brett about 
his first SCD. “Just to see America is a great opportunity, but 
we’re here to learn and compete, too.” 

PLANET Student Career Days Chair Brett Lemcke, Land-
scape Industry Certified Manager, can identify with Brett. 

He attended this event four times while attending SUNY  
Cobleskill. “The spirit of the event showed through at the 
Opening Ceremony and carried through for the next two days,” 
said Lemcke. “For the majority of the students here, any nor-
mal day this would be their job.” As he points out, though, 
SCD is anything but normal for the students, faculty members, 
volunteers, industry sponsors, and industry participants. 

The event was even more special for 73 of the students 
in attendance, Hildebolt explains. “The Sunday morning 
Closing Ceremony was packed, and there was no letdown 
in enthusiasm and energy. Scholarships totaling close to 
$80,000 were handed out by PLANET Academic Excel-
lence Foundation Vice President Jim McCutcheon, Land-
scape Industry Certified Manager. What an impressive  
sight — all those smiling recipients on stage at one time.”

For more information on Student Careers Days, call  
(800) 395-2522 or e-mail Anna Walraven at annawalraven@
landcarenetwork.org.

Platinum Sponsor     Gold Sponsors

Kansas State  
student Levi 
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let a broken leg 
and a wheelchair 
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competing.
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from england.
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more than 
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events.

Brandon Phillippie 
Bland Landscaping 
Weston Parkway, Cary, NC

13 miles. No stop signs.
The crews at Bland Landscaping sure get their exercise. 
Trimming 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 sweltering summer heat and humidity, 
and you have a job that’s only fit for the toughest guys 
and most durable equipment on the planet. 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. 

www.stihlusa.com  1 800 GO STIHL

Stihl_Weston_Planet_2010.indd   1 5/14/10   12:06:24 PM
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eveloping a sales machine is the  
singular most important investment a 
landscape contractor can make in his 

business over the next two years. Given pric-
ing conditions and the negative impact this is 
exacting on gross profit margins, generating 
increased revenue volume is essential to achiev-
ing net profit dollar goals. At the heart of this 
revenue generation effort are salespeople. They 
have never been more important. Keeping them 
motivated requires management because sales-
people don’t always manage themselves for 
maximum productivity.  

A productive salesperson is a closer whose 
success is measured in the simplest of terms 
— revenue dollars closed. The following chart 
provides real-world data outlining what a 
productive salesman can achieve. What once 
was considered productive performance has 
changed. In 2007, expectations, on average, 
were far lower than the 2009 actual perfor-
mance achieved by the top 10 percent of sales-
people in the industry.

As chart 1 indicates, sales by individual sales-
people have increased dramatically — as they 
must since much of the work sold is at lower 
prices and therefore produces lower margins. 
The primary drivers of these increases are  
effective sales management as well as software 
tools that monitor the salesperson’s activity  
and output.

It is said that there are two types of people 
in a contracting company: those who like to sell 
and those who don’t. In my experience, this is 
not far from reality. It seems that the best sales-
people are hardwired for the job.  This is not to 
say that someone cannot be taught to sell, but 
all the training in the world does not replace a 
natural predisposition to the task.

Sales performance is directly correlated with 
the motivation strategies employed by sales 
managers. The sales game is a tough one, and 
lack of success and regular rejection can cause 
even the best to get in a slump — sometimes an 
extended one. This occurrence is not good for 
the company or the salesperson.  Salespeople at 
their best are capitalist athletes; they like to win. 
At their worst, when they are not winning, they 
are high-maintenance time wasters.  

Therefore, to manage salespeople, it is criti-
cal to understand what motivates them. Chart 2 
shows the differences in the motivational make-
up of sales and non-salespeople.

The primary motivators for salespeople are 
a need for achievement, a desire to get better, 
and the opportunity to make money. Focusing 
on these motivators almost assures sales suc-
cess. To implement this, a sales manager should 
employ the classic carrot-and-stick approach.

Carrot
The carrot is provided by using goals and 

pay-for-performance (commissions) programs. 
Setting goals and rewarding results satisfy the 
need for achievement, the desire to get better, 
and the opportunity to make money. For ex-
ample, goals should be set weekly for number 
of sales calls. Goals should be set monthly for 
the dollar value of bids produced from the calls. 
Finally, goals should be set for every quarter for 
closed revenue volume. As the year progresses, 
goals must be reviewed and revised, and lessons 
must be learned from success and failure. Soft-

ware, such as Excel spreadsheets, SalesForce, 
Method, ACT, and others, can be successfully 
deployed to manage this goal-setting process. 
In my experience, most managers set sales goals 
that are too low. Low goals provide little pres-
sure, and most salespeople perform best under 
pressure. Salespeople need stretch goals.

Paying for performance, in my opinion, is es-
sential. If  a salesperson is achieving his stretch 
goals, he should be the second or third highest 
paid employee in the company. This is what you 
want! Chart 3 outlines some rules of thumb for 
commission plans and their cost.  

The way you structure base pay and commis-
sion does make a difference. I prefer a first-year 
60/40 base/commission structure, graduating it 
by the third year to a 40/60 split with unlimited 
upside for the salesperson.  

In addition, I like using contests where there 
are noncash rewards, such as a paid trip, a TV, or 
some other prize, for exceeding specified targets. 
For example, several years ago, one company I 
know that was short on revenue through August, 
challenged its salesperson to redouble his efforts to 
replace lost work and get back on budget. He did, 
and the company rewarded him with a big screen 
TV — as promised. When the contest was over, it 
was over. It was a one-time event. Salespeople per-
form better when there is something at risk. When 
pay is guaranteed, I don’t think they run as hard.

Stick
Dashboards and real-time coaching provide 

the stick. Most contractors I work with do a 
good job at managing and tracking production 
hours and costs. Yet, they don’t apply this same 
principle to the sales process. Holding crews  
accountable for hours and costs, demystifies the 
production process, provides a baseline to assess 
performance, and allows the foreperson to pace 
and accelerate crew activity. Salespeople perform 
better when they are accountable and focused  
on high-return activities. The primary dash-
board is called the pipeline report, which visually 
tracks activity and its effectiveness, providing the  
sales manager with a tool to reprioritize the 
salesperson’s day-to-day activities.

It is true that too many salespeople spend 
too much time selling to people they know and 

D

SALES/SALESMAN 2007 2009
grOuNdS  
mAINTeNANCe

$500,000 $1,400,000

deSIgN BuILd $1,000,00 $2,400,000

BId BuILd $3,000,000 $5,500,000

FACTOR SALES NON-SALES

NATure OF  
THe WOrK

1 1

grOWTH 2 6

mONeY 3 5

reCOgNITION 4 3

AdvANCemeNT 5 7

PArT OF A TeAm 6 2

gOOd BOSS 7 9

WOrKINg  
CONdITIONS

8 8

JOB SeCurITY 9 4

BeNeFITS 10 10

CHART 1: Sales by Individual Salespeople

CHART 2: Differences in the Motivational 
Makeup of Sales and Non-Salespeople
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too little to those they don’t. They also spend 
too much time on prospects they ultimately 
have little chance of closing within the relevant 
time horizon to achieve their numbers. As an 
example of this, I recently spent two hours 
with a salesperson reviewing his pipeline of 243 
prospects. At the outset, it appeared that he 
had enough activity in the pipeline to make his 
number. However, on closer review, it became 
clear that only 10–12 of these would likely close. 
I had applied the stick and demystified the  
process. The lessons were to reprioritize activity 
to spend more time cold calling and developing 
new leads, and to encourage those 10–12 pros-
pects to make a decision or move on to better 
hunting grounds. He was back on track.

 A good salesperson is hungry for knowledge 
and eager to learn. Most salespeople know that 
the greatest lessons they learned came from feed-

back from the customer or the boss. If you expect 
your salespeople to stay motivated and increase 
productivity, you must make joint calls with them 
and engage in post call “curbside chats.” The 
purpose of the “chat” is to debrief the sales call, 
discussing the good and bad aspects of the call. 
This is coaching and it is essential. Every good 
salesperson has had the experience of reviewing 
a sales call and wishing that he or she had been 
quicker or smarter at some point during the call.

In working with salespeople, I have dis-
covered some typical bad habits that can  
easily be addressed to render the salesperson 
more effective and happier with results. These  
habits include, in no particular order, (1) talk-
ing too much, (2) not asking the right questions, 
(3) arguing with the customer, and (4) failing 
to ask for the business and getting a signature.

No salesperson is immune from these be-

haviors. Some 15 years ago in an important 
sales presentation that I very much wanted to 
close, the customer actually said to me, more 
than once, “Kevin, ask me if  I want to sign this 
contract.” Apparently I did not hear this and 
proceeded to provide him with proof and tes-
timonial to my wonderfulness until he finally 
became adamant. He said, “Ask me!” At this 
point, I said, “Would you want to sign this con-
tract?” He said, “Yes. Now let’s talk schedule. 
When can you start?” I was so busy talking and 
avoiding the potential rejection that I never 
asked the closing question. It is a lesson I have 
never forgotten. Salespeople require coaching.

There’s an old saying about marriage and 
men — Happy wife, happy life. The same holds 
true for salespeople. Invest in motivating and 
managing your sales force and have a happy 
salesperson, happy owner.

WATER. FEED. PREPARE. PROTECT.
Take care of your turf. We’ll take care of you.

IRRIGATION FERTILIZER CONDITIONERS CHEMICALS

FIND US:    TALK TO US:       
www.ewing1.com/locations 800.343.9464    

SegmeNT TArgeT COST 
OF SALe

SALeS TArgeT TOTAL  
COmPeNSATION

BASe PAY COmmISSION BASe PAY COmmISSION

grOuNdS  
mAINTeNANCe

9% $1,200,000 $108,000 $64,800 $43,200 $43,200 $64,800

deSIgN BuILd 6% $2,000,000 $120,000 $72,000 $48,000 $48,000 $72,000

BId BuILd 3% $4,000,000 $120,000 $72,000 $48,000 $48,000 $72,000

At this split in pay At this split in pay

60% 40% 40% 60%

CHART 3: 
Rules of thumb  
for commission 
plans and cost



Bobcat invented the skid-steer loader a little more than 50 years ago. 

Constant improvement since then has made these tough, compact,

do-it-all machines more productive, comfortable and easy to maintain.

The latest leap forward is the new Bobcat® 
M-Series skid-steer and compact track loaders.

“The M-Series features the most significant 
design changes we’ve ever undertaken,” 
said Mike Fitzgerald, Bobcat loader 
product specialist. “These new loaders 
allow the operator to accomplish more 
work in the same amount of time.” 

“We made performance and durability 
enhancements that provide more power 
and keep the loader working longer,” he 
continued. “At the same time, we increased 
operator comfort through improved visibility 
and a more spacious and comfortable cab.”

Cab Comfort
Comfortable operators are more productive, 
and to create a better working environment, 
Bobcat increased the size of the cab by 10 
percent, redesigned the interior to allow 
operators to adjust the environment to their 
individual preference and improved cab 
pressurization.

“Keeping dirt and dust outside the cab keeps 
the operator clean and prevents fatigue,” 
Fitzgerald said. “M-Series loaders have a 
best-in-class pressurized cab, with a new 
one-piece seal that goes all the way around the 
door and fits into a special curved pocket. This 
pressurization minimizes the dirt and dust that 
might enter the cab. The system creates more 
enjoyable working conditions and makes it 
easier to clean the cab.”

Noise is another factor affecting operator 
comfort, and the sound level of M-Series 
loaders has been lowered by more than 60 
percent. Much of that improvement is the 
result of new engine mounts designed to 
isolate vibration, which then reduces sound 
levels.

The ability to adjust the position of seats and 
controls is also important.

“The more adjustments the operator can make 
to the cab environment, the more comfortable 
the operator will be,” Fitzgerald said.

Unmatched Performance 
Hydraulic system performance is a key factor 
in compact loader productivity. 

“The hydraulic systems on M-Series loaders 
are engineered for higher standard flow 
and pressure when compared to previous 
generations of loaders,” Fitzgerald said. 
“This gives attachments more power, which 
increases productivity.”

For example, he said, the up-and-down travel 
of the optional suspension seat was increased 
by more than 30 percent for a smoother ride 
over rough terrain. The seat has also been 
given two additional inches of forward or 
reverse movement to accommodate operators 
of various heights.

Improved Visibility
Even before you get in the seat, it’s easy to 
see how M-Series loaders are different from 
previous models. 

“The unique cab-forward design not only 
makes the new loaders look different, it also 
serves the important purposes of moving 
the operator closer to the attachment and 
providing unmatched visibility in all directions,” 
Fitzgerald said.

He noted that the overall surface of the door 
has increased by more than 40 percent and the 
door threshold has been lowered to make it 
easier for operators to enter and exit the cab.

“Superior visibility is provided to the cutting 
edge of a bucket or the corners of an 
attachment because the cab door is the largest 
available on the market,” he said.

Hydraulic horsepower has been increased 
more than 15 percent and standard auxiliary 
hydraulic flow is now 23 gallons per minute 
at 3,500 pounds per square inch. An optional 
high-flow system reaches 30.5 gallons per 
minute for maximum attachment performance.

A new, removable hydraulic hose guide makes 
changing attachments easier and correctly 
routes hoses, preventing wear. The guide slides 
onto attachment hoses and is easily attached to 
the loader during hookup so that the operator 
does not have to twist or bend hoses.

Along with enhancements to the hydraulic 
system, the M-Series loaders provide a 15 to 
20 percent increase in tractive effort thanks to 
changes in the hydrostatic and drive system.

Increased Uptime
“Operators want a loader designed to work 
long hours and also want to spend a minimum 
amount of time on routine maintenance so they 
can start the day’s work earlier,” Fitzgerald said. 
“Many of the improvements on the M-Series 
were made with those requirements in mind.”

For example, he said, hydraulic quick couplers 
are now mounted directly to the front plate of 
the lift arm. A guard bar extends out in front of 
the coupler for added protection.

Also, the lower rear frame now extends 
past the tailgate and protects the rear of the 
machine from obstacles, scrapes and bumps, 
and the tailgate door now swings open to the 
left, making it easier to fuel the loader.

“Keeping the loader cool when working long 
hours is important in prolonging the service 
life of the machine,” Fitzgerald said. “On the 
M-Series loaders, a fine mesh screen is used to 
minimize debris that enters the cooling system. 
Additionally, the oil cooler swings up, making it 
easy for the operator to clean the area between 
the oil cooler and the radiator. This is important 
when there’s a lot of dust and debris in the air.”

So add it up for yourself. When it comes to
performance, durability and a comfortable
working environment, Bobcat M-Series 
loaders bring it all together.

GET M-POWERED. 10
35
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0
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operator comfort through improved visibility 
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Comfortable operators are more productive, 
and to create a better working environment, 
Bobcat increased the size of the cab by 10 
percent, redesigned the interior to allow 
operators to adjust the environment to their 
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“Keeping dirt and dust outside the cab keeps 
the operator clean and prevents fatigue,” 
Fitzgerald said. “M-Series loaders have a 
best-in-class pressurized cab, with a new 
one-piece seal that goes all the way around the 
door and fits into a special curved pocket. This 
pressurization minimizes the dirt and dust that 
might enter the cab. The system creates more 
enjoyable working conditions and makes it 
easier to clean the cab.”

Noise is another factor affecting operator 
comfort, and the sound level of M-Series 
loaders has been lowered by more than 60 
percent. Much of that improvement is the 
result of new engine mounts designed to 
isolate vibration, which then reduces sound 
levels.

The ability to adjust the position of seats and 
controls is also important.

“The more adjustments the operator can make 
to the cab environment, the more comfortable 
the operator will be,” Fitzgerald said.

Unmatched Performance 
Hydraulic system performance is a key factor 
in compact loader productivity. 

“The hydraulic systems on M-Series loaders 
are engineered for higher standard flow 
and pressure when compared to previous 
generations of loaders,” Fitzgerald said. 
“This gives attachments more power, which 
increases productivity.”

For example, he said, the up-and-down travel 
of the optional suspension seat was increased 
by more than 30 percent for a smoother ride 
over rough terrain. The seat has also been 
given two additional inches of forward or 
reverse movement to accommodate operators 
of various heights.

Improved Visibility
Even before you get in the seat, it’s easy to 
see how M-Series loaders are different from 
previous models. 

“The unique cab-forward design not only 
makes the new loaders look different, it also 
serves the important purposes of moving 
the operator closer to the attachment and 
providing unmatched visibility in all directions,” 
Fitzgerald said.

He noted that the overall surface of the door 
has increased by more than 40 percent and the 
door threshold has been lowered to make it 
easier for operators to enter and exit the cab.

“Superior visibility is provided to the cutting 
edge of a bucket or the corners of an 
attachment because the cab door is the largest 
available on the market,” he said.

Hydraulic horsepower has been increased 
more than 15 percent and standard auxiliary 
hydraulic flow is now 23 gallons per minute 
at 3,500 pounds per square inch. An optional 
high-flow system reaches 30.5 gallons per 
minute for maximum attachment performance.

A new, removable hydraulic hose guide makes 
changing attachments easier and correctly 
routes hoses, preventing wear. The guide slides 
onto attachment hoses and is easily attached to 
the loader during hookup so that the operator 
does not have to twist or bend hoses.

Along with enhancements to the hydraulic 
system, the M-Series loaders provide a 15 to 
20 percent increase in tractive effort thanks to 
changes in the hydrostatic and drive system.

Increased Uptime
“Operators want a loader designed to work 
long hours and also want to spend a minimum 
amount of time on routine maintenance so they 
can start the day’s work earlier,” Fitzgerald said. 
“Many of the improvements on the M-Series 
were made with those requirements in mind.”

For example, he said, hydraulic quick couplers 
are now mounted directly to the front plate of 
the lift arm. A guard bar extends out in front of 
the coupler for added protection.

Also, the lower rear frame now extends 
past the tailgate and protects the rear of the 
machine from obstacles, scrapes and bumps, 
and the tailgate door now swings open to the 
left, making it easier to fuel the loader.

“Keeping the loader cool when working long 
hours is important in prolonging the service 
life of the machine,” Fitzgerald said. “On the 
M-Series loaders, a fine mesh screen is used to 
minimize debris that enters the cooling system. 
Additionally, the oil cooler swings up, making it 
easy for the operator to clean the area between 
the oil cooler and the radiator. This is important 
when there’s a lot of dust and debris in the air.”

So add it up for yourself. When it comes to
performance, durability and a comfortable
working environment, Bobcat M-Series 
loaders bring it all together.

GET M-POWERED. 10
35
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FEATURE

She advises clicking on the link five or 10 min-
utes prior to the presentation as it may take a few 
moments to download the needed software or just 
in case you experience any difficulties. The session 
will likely begin with the facilitator announcing 
the session topic and introducing the presenters. 
Most webinars are accompanied by a PowerPoint 
presentation, and attendees usually have an oppor-
tunity to forward questions via e-mail. 

The story is a bit different on the other side 
of the screen, Guido points out. The speaker has  
prepared a PowerPoint presentation aligned with 
input given by the facilitators. This is often based 
on specific feedback and needs provided by the  
attendees prior to the webinar. Key members — 
presenter, host, and facilitator — have rehearsed 
prior to the webinar, and each has a specific role to 
play. “The presenters or speakers can be virtually 
anywhere in the world,” she emphasizes, “as long 
as they have access to a computer and a phone 
line.“Prior to the webinar starting, the facilitator 
will mute attendees’ phone lines so they can only 
listen (and not talk) during the presentation and to 
ensure there are no interruptions or distractions. In 
all likelihood, the facilitator will be able to view a 
list of attendees, and will be able to forward any 
questions on to the speakers.”

Outside in
Joe Kujawa, Landscape Industry Certified 

Manager, with Wisconsin-based KEI, says his 
company takes advantage of PLANET-sponsored 
webinars, as well those offered by a variety of 
other organizations, including the local chamber 
of commerce and insurance companies. “Usually,  
a small group of middle managers attend the  
webinars,” he notes. “Most are free, but some have 
a charge. Either way, they are very cost-effective, 

allowing companies like ours to efficiently bring 
in outside expertise.”

Guido refers to webinars as an electronic ver-
sion of seminars, with added benefits. First, attend-
ees can virtually be anywhere to view them, even 
sitting in their pickup truck if they have a wireless 
connection. They are cost- and time effective, and 
they can be used to perform a multitude of tasks, 
including education, training, demonstrations, and 
to conduct press conferences and meetings. Many 
webinars, like PLANET’s, are archived so they 
can be viewed or reviewed at a later date. 

With that said, webinars are not a one-way 
street, she explains. Business owners can also  
generate their own and use them to solve a  
problem or create a solution for a client. 

Former PLANET President Jason Cupp,  
Landscape Industry Certified Manager, agrees. “A 
few years ago, we managed a Kansas City property 
for a client who rarely visited the city. The location 
had a drainage problem. To convey our proposed so-
lution, we took a video of the situation, downloaded 
it on our computer, and essentially prepared a webi-
nar for him. The move allowed us to show-and-tell 
our story, making it a more personal presentation.” 

There are other examples of landscape contrac-
tors and lawn care operators developing their own 
webinars, Guido adds. “The effort doesn’t have to 
involve solving a problem, either. Just as I develop 
webinars to help educate my clients, green industry 
companies can do the same for their clients. The 
medium not only is an effective way to convey a  
 
 
 
 
 
 
 
 
 
 
 
 
 

Continued from page 11 ...

PLanet 
archived 
Webinars
Recent PLANET webinars indicate the range of 
topics available to landscape contractors and 
lawn care operators:

•   It’s All About People: Leaders, Employees, 
and Customers

•  Building Success One System at a Time
•  Pitching to and Working With the Media
•  Power of Commitment
•  Energizing Employees
•  Creating Success by Taking Action
•    PLANET 101: Maximizing Your 

Membership
•  Customer-Driven Sales
•    Proven, Successful Sales & Marketing 

Techniques for Any Economy: What Your 
Competition Doesn’t Want You to Know

•  Financial Awareness Wins
•  Tenacity to Finish Strong
•    Brandscaping: Using Your Brand as 

a Powerful Business Asset and Key 
Differentiator

•   CEUs: Landscape Industry Certified & You
•    Brandscaping (Part 2): How to Create a 

Brand That Increases Company Valuation, 
Profits & Customer Loyalty

•   2010 CNA School Of Risk Control 
Excellence

Judy guido has 
facilitated or  
attended more 
than 200 webinars 
over the last  
10 years.

““most arE frEE (WEBINARS), 
but somE havE a chargE 

EithEr way, thEy arE 
cost-EffEctivE, aLLowing 

comPaniEs LikE ours 
to EfficiEntLy bring in 

outsidE ExPErtisE.
         — Joe Kujawa

Joe Kujawa, 
Landscape  
Industry Certified 
manager, of KeI

“

“if you havE accEss to E-maiL and 
havEn’t yEt taPPEd into this mEdium, 

it’s timE to start Enjoying thE journEy.
— Judy Guido

message, but it also levels the playing field. During 
a webinar, for example, an attendee cannot distin-
guish between a small or large presenter. Company 
size doesn’t matter. What does matter is putting  
together an effective and informative presentation.”

 
Enjoying the journey

There’s a reason for the growing fascination with 
webinars as training tools. As Guido relates, over 
the last 10 years, the costs of presenting them have 
gone down. They are more user-friendly than their 
predecessors, and technology has added to their 
speed and crispness. Furthermore, there are com-
panies like GoToMeeting, and Webex that provide 
the technology, including the audio and video lines.  

In other words, says Guido, if you have access 
to e-mail and haven’t yet tapped into this medium, 
it’s time to start “enjoying the journey.”
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CENTRAL

Central

For more inFormation about  
any oF PLanet’s services:

Phone: (800) 395-2522 | Fax: (703) 736-9668
Web site: LandcareNetwork.org
E-mail: info@landcarenetwork.org

LegisLative Day on the hiLL anD 
renewaL & remembrance at 
arLington nationaL cemetery
July 18–20, 2010 | Washington, D.C.
Volunteer your time, talent, and equipment to help beautify the grounds of  
Arlington National Cemetery and help deliver a unified voice to legislators  
on Capitol Hill on issues of  concern for our industry.

For more information, call (800) 395-2522 or visit LandcareNetwork.org.
 Thank you to Platinum Sponsors Husqvarna Outdoor Products and Syngenta.

PLanet’s 41st annuaL 
environmentaL imProvement 
awarDs Program
Early-Bird Deadline: July 9, 2010 
Due Date for All Entries: August 13, 2010
Share your accomplishments through PLANET’s 41st Annual Environmental 
Improvement Awards program. Submit your entry by July 9, 2010, and save!  
For more information, call (800) 395-2522 or go online to LandcareNetwork.org.

green inDustry conFerence
October 27–30, 2010 | 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. Thank you to the 2010 GIC Platinum Sponsor 
JOHN DEERE and Silver Sponsor Bayer Environmental Science.

Lawn care summit
December 2–3, 2010 | Atlanta, Georgia 
PLANET and the National Pest Management Association (NPMA) will once 
again co-host the Lawn Care Summit, a national forum on current trends and 
future developments in lawn care. For more information, call the PLANET 
office at (800) 395-2522.

NEWS    EVENTS

Trailblazers on caLL
PLANET now offers a way for you to submit your pressing questions and receive 
a call back within 24 hours from one of  our esteemed Trailblazers. Simply e-mail 
your question to Gail Rogers at gailrogers@landcarenetwork.org, and the most 
appropriate Trailblazer will contact you.

DiD you know certiFication 
enhances your ProFessionaLism?
Benefits to you may include: 
•  A sense of  personal achievement. 
•  Increased respect and recognition in the industry or profession. 
•  Increased professional credibility among customers and prospects. 
•   Increased marketing advantages for your firm by having certified  

individuals on staff.

Learn how to become Landscape Industry Certified today by visiting 
LandcareNetwork.org or contacting PLANET at (800) 395-2522.

buiLDing PLanet universe
This summer, PLANET will launch a new Web site called PLANET Universe that 
will be the comprehensive portal for all resources and information pertaining to 
the green industry. PLANET is currently seeking information to be posted on the 
site. Submittals should highlight models and strategies that immediately can be 
applied to green industry businesses. For more information, call (800) 395-2522 
or e-mail Joan Haller at joanhaller@landcarenetwork.org.

stars Program
FREE Safety Initiative
Open to PLANET Members and Nonmembers
The STARS (Safety Training Achieves Remarkable Success) Safe Company 
Program is a free safety program designed for companies to set the precedent  
for safety throughout the industry. The STARS program, sponsored by CNA, 
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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Brandon Phillippie 
Bland Landscaping 
Weston Parkway, Cary, NC

13 miles. No stop signs.
The crews at Bland Landscaping sure get their exercise. 
Trimming 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 sweltering summer heat and humidity, 
and you have a job that’s only fit for the toughest guys 
and most durable equipment on the planet. 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. 

www.stihlusa.com  1 800 GO STIHL
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