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One charge delivers 
super-charged performance.
The new STIHL AR 900 backpack battery is a game-changer – and a work-changer. 
This Battery KombiSystem accessory packs more than five times the capacity of our 
next most powerful batteries. That means extended run times, less downtime and 
more work time. All this extra power also gives pros a true alternative to gas-powered 
equipment, eliminating exhaust emissions plus fuel and oil costs. And, its ergonomic 
design will put less stress on your crew even as they work more. You asked for 
longer run times. STIHL worked overtime to deliver.

STIHLusa.com/AR900 or text AR900 to 78445
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It becomes apparent when customers 
and clients think the service we provide 
is just a commodity that anyone or any 
company can deliver. Or, they see little 
or no difference between hiring a com-
pany with years of experience, certifica-
tions, and licenses versus one that simply 
provides a service with no experience and 
few, if any, credentials.

challenges
I was recently talking with STIHL’s Pro-
motional Communications Manager, 
Roger Phelps, Landscape Industry Certi-
fied, about the challenge associated with 
these misperceptions. If you know Roger, 
you know how passionate he is about the 
landscape industry. He’s not alone, either. 
Other supplier representatives, many of 
whom have been involved with the indus-
try for years, share his enthusiasm. They 
all understand that we need to do more to 
enlighten the general public, property own-
ers, schools, graduates, and even parents 
that our work is vital to our environment 
and that our profession offers a wealth of 
career opportunities.

PLANET has a strong industry pres-
ence and has been and continues to work 
at getting this message out. One of the 
charges of our PR company is to gain 
more publicity about what our industry 
does and how we do it. Our new Love 
Your Landscape website focuses on the 
value of a healthy and vibrant landscape, a 
message that goes beyond the industry to 
homeowners and other property owners 

around the country. If you get a chance, 
take a moment to visit the site. Its address 
is loveyourlandscape.com. 

Since its inception in 1998, the PLANET 
Academic Excellence Foundation (PLAN-
ET AEF) has given nearly three quarters of 
a million dollars in scholarships and awards 
to students interested in pursuing a career 
within the landscape industry. Over the 
years, our certification and safety initiatives 
have helped elevate professionalism within 
the industry. More recently, a partnership 
with JP Horizons’ Come Alive Outside pro-
gram has helped generate awareness, again 
about what our industry does and how it 
can benefit everyone, including many chil-
dren who’ve forsaken real, outdoor activi-
ties for a digital, virtual reality. 

Two parTs
Still, more needs to be done and PLANET 
cannot do it alone. The message really has 
two-parts. Part one is to continue to pro-
mote what we do and the value of a well-
designed and well-maintained landscape. 
Part two is to get the story out about 
career opportunities within our industry, 
one that “Landscaping Services: A U.S. 
Market Report” by Global Industry Ana-
lysts, Inc., projects will be an $80 billion 
market by 2015!  

The landscape services market extends a 
very wide career umbrella that goes beyond 
mowing lawns and planting trees. Compa-
nies need designers, sales people, account 
managers, administrative personnel, and 
more. For those with more of an entrepre-
neurial spirit, this industry has launched 
many successful companies. 

The irony is we know about the opportu-
nities our industry has to offer and what it 
takes to design, install, and maintain beau-
tiful landscapes. Unfortunately, we know a 
lot less about explaining the process to pro-
spective customers and to graduates look-
ing for a career. Our challenge as industry 
professionals is to work together to GET 
THE MESSAGE OUT. 

God Bless. 
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president’s Message
By Glenn Jacobsen

Get the 
messaGe out

Glenn JACOBSEN, Landscape Industry 
Certified Manager, PLANET President

“we need to 
do more to 
enlighten the 
general public, 
property 
owners, schools, 
graduates, and 
even parents 
that our work 
is vital to our 
environment.”

Does our industry get the respect it deserves? 
That’s a question we all ask ourselves from 
time to time. The perception that there’s a lack 
of respect manifests itself in several ways, 

from the price we can (or rather cannot) get for proj-
ects, which impacts how much we can pay employees, 
to declining enrollment in horticulture programs at two- 
and four-year colleges.  
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LEARNING LOUNGE     GREEN INDUSTRY CONFERENCE

Want to talk with 
experts and network 
with col leagues? 
How about catching 

any of a dozen or more short, 20-min-
ute talks, again from industry experts? 
If you answer yes to either, then the 
Learning Lounge is the place to be. It 
will be located at the Kentucky EXPO 
Center (room B105) during this year’s 
Green Industry Conference (GIC), 
Oct. 23–25 in Louisville. 

The concept for the Learning 
Lounge’s compact education sessions 
is based on research that shows people 
want quick, top-line education jam-
packed into shorter sessions. The ses-
sions, described as TED-style talks, 
will provide only the most important 
information on a particular topic.

If attendees want more information 
after one of the 20-minute sessions, 
they can follow up with industry lead-
ers who will be available to them at 
the Genius Bar. 

NetworkiNg
The Learning Lounge will also double 
as a networking lounge, providing a 
place for attendees to convene, net-
work, and share ideas throughout the 
conference. The PLANET Market-
place that will feature PLANET publi-
cations for sale will also be located in 
the Lounge. The Lounge will be open 
throughout the conference for net-
working, but will only feature speakers 
and sessions at specific times.  

“We continue to analyze the market 
and look for successful trends in edu-
cation,” said PLANET CEO, Sabeena 
Hickman, CAE, CMP. “We want to 
deliver education that targets compa-
ny managers and owners, and will give 
them the tools and the edge they need 
to grow and improve their businesses.” 

SpeakerS
Also new this year, 50 percent of the 
regular GIC education sessions will 
be led by speakers new to the event. 
“We are focusing on bringing people 
new educational opportunities that 
will really help company manag-
ers and owners with crucial aspects 
of their business,” added conference 
chair Barbara Scheibe. 

Scheibe noted that most of the new 
speakers come from outside the land-
scape industry and bring expertise 
in marketing and business manage-
ment. Among them is keynote speak-
er Greg Schwem, who was recently 
proclaimed “king of the hill in the 
growing world of corporate comedy” 
by the Chicago Tribune. 

Schwem will entertain attendees 
with stories about tedious business 
meetings and Smart Phone addiction, 
among other timely topics ensured 
to make them laugh at today’s fast-
paced business world. Attendees will 

also learn that laughter motivates 
employees in good times and bad.  
He will deliver the keynote address 
during the PLANET Kickoff event, 
held 5–7 p.m., Wednesday, Oct. 23, 
at the Louisville Marriott Downtown. 

more eveNtS
The GIC, the industry’s premier 
educational event, is held in con-
junction with GIE+EXPO and 
Hardscape North America. Other 
highlights include a full lineup of 
workshops on Wednesday and the 
always popular Breakfast With 
Champions on Thursday and Friday 
mornings. Breakfast With Cham-
pions participants choose from 
approximately 80 topics and sit at 
tables that can accommodate a total 
of 10 individuals. Each table is led 
by a moderator who is an expert in 
the field. Learning happens through 
in-depth peer discussions and real-
world examples. 

Learning Lounge Tops New GIC Attractions

Experts give 20-minute talks
KEyNoTE sPEAKEr 
Greg Schwem will 
entertain attendees 
at this year’s GIC. The 
business humorist is 
the author of Text Me 
If You’re Breathing. 
He’s also been a 
guest on FOX News, 
Comedy Central, and 
SIRIUS Radio and is a 
nationally syndicated 
humor columnist.   
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SALES JAM     GIBBS GARDENS

J.P. Horizons’s Jim 
Paluch has been 
moderating Sales 

Jams for 15 years and few of them 
have generated more excitement and 
interest than the one held June 13–14 
at Gibbs Gardens in Ball Ground, Ga., 
just north of Atlanta. “My staff and 
I got lots of inspiration,” said Zech 
Strauser, Strauser Nature’s Helpers 
in East Stroudsburg, Pa. “These two 
days brought people together for one 
common reason: to help inspire own-
ers, staff, and clients that landscapes 
need to be useable spaces. Our indus-
try needs a fresh and new vibrant focus 
for the future and what better than 
Come Alive Outside.”

“The event was energizing and 
motivational,” added fellow attend-
ee Andrew Wentworth, Wentworth 

Landscape Group in Picton, Ontario. 
“Hearing about and seeing Gibbs Gar-
dens was worth the trip itself, not to 
mention being around so many people 
sharing thoughts and ideas about ways 
to educate and inspire customers on 
the value of outdoor spaces.”

The Come Alive Outside theme, the 
focus of which is to provide a clear, 
simple solution to making life more 
healthy and vibrant by enjoying outside 
spaces, has been a J.P. Horizons battle 
cry for the better part of two years.

The time has come to get this mes-
sage to customers, Paluch told Sales 
Jam attendees. “It’s time to capture 
business opportunities today by creat-
ing a better world for tomorrow. We 
really believe everybody wins when 
somebody goes outside! For land-
scape contractors, the message will 

be another important sales tool that 
shows WHY we are in business. For 
customers, the end product will be an 
outdoor living space that invites them 
to come out and enjoy nature.”  

Ideal settIng
More than 35 years in develop-
ment, Gibbs Gardens is the creation 
of Jim Gibbs, the retired president 
and founder of Gibbs Landscape Co. 
Located on 300 acres, the venue fea-
tures more than a dozen beautiful gar-
dens, including four featured gardens: 
Japanese Gardens, Waterlily Gardens, 
Manor House Gardens, and Daffodil 
Gardens. The gardens provided the 
setting for Sales Jam breakout sessions 
one day, followed by panel and round-
table group discussions the next day. 

“At each of four gardens, we broke 

Sales Jam Captures Outdoor Energy
Come Alive Outside
“HEAriNG AbouT and seeing Gibbs Gardens was worth the trip itself.” –Andrew Wentworth
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GIBBS GARDENS     SALES JAM

into three groups,” explained Paluch. 
“Attendees then reconnected with 
nature and actually experienced what 
they create as professionals. They felt the 
energy of being outside, how landscapes 
can be designed to help children interact 
with nature, and observe how wildlife 
interacts with its natural habitat.”

“I thoroughly enjoyed the gar-
dens,” said Michael Hatcher, presi-
dent of Michael Hatcher & Associ-
ates in Memphis, Tenn. “They were 
very motivational and gave me clar-
ity of what Jim’s message means. It’s 
a feeling, an emotion that’s likely dif-
ferent for every one of my customers. 
The challenge is to find out what that 
feeling is for customers and create a 
design that will invite them to experi-
ence it in their backyards.”

Attendees were encouraged to meet 
this challenge by taking advantage of 
what Paluch calls the EDGE, a four-
part strategy that translates the Come 
Alive Outside message into a concrete 
business plan. As he explained, the 
“E” in EDGE stands for Energizing 
your team around a vital cause. “The 
best sales people in any industry are 
those who are passionate about what 
they’re selling. In the green industry 
a sales team that is truly passionate 
and energized about a landscape that 
draws people outside and to all its pos-
sibilities will be more successful than 
one that simply sells a nicely groomed 
lawn or beautiful flower bed design.” 

If Sales Jam attendees lacked energy 
and inspiration before the event, they 
didn’t afterwards. “The story about 
how Jim Gibbs spent virtually a life-
time building a dream was inspiration 
by itself,” recounted David Snodgrass, 
Landscape Industry Certified, presi-
dent of Dennis’ Seven Dees in Port-
land, Ore. Strauser added: “The gar-
dens were such a great place to have 
our work sessions. Who wants to talk 
about opportunities within the green 
industry in a hotel conference room? 
We did some of that the second day, 
but the event’s highlight was the gar-
den.” “How did I feel about being in 

the gardens?” asked Hatcher. “Simply 
put, it energized me.”

draw, grow, 
and engage
After being inspired and energized, 
Sales Jam attendees were introduced to 
the three remaining elements of the plan 
to drive the Come Alive Outside mes-
sage home. To make landscapes useable, 
landscape designers needed to focus on 
ways to Draw people into the landscape. 
As Paluch pointed out, that could mean 
anything from designing friendly out-
door rooms and ways to interact with 
plants, to installing edible landscapes 
and special play areas for children. 

The next step is to actually sell, what 
Paluch referred to Growing sales from 
the WHY. “Make an effort to under-
stand customers at an emotional level, 
find out what their connection to the 
outdoors is, and make it happen,” he 
advised attendees. In other words, sell-
ing to the WHY is not just giving cus-
tomers a design that works with their 
home. It is giving them something that 
will ultimately work with them and 
invite them to spend more time outside.

Last, but just as important, is Engag-
ing in community outreach market-
ing, something most PLANET mem-
bers already effectively do. Who bet-
ter to become a community agent of 
change to get people back outside than 
the landscape professionals who cre-
ate outdoor spaces! Attendees heard 

about landscape companies that are 
actually creating community events 
that help people Come Alive Outside 
and their businesses are growing as a 
result. It was evident that community 
involvement is instrumental to grow-
ing the Come Alive Outside message.

take home value
“Jim’s message was well received,” said 
Snodgrass. “It’s a good message: some-
thing that explains in an important 
way why we do what we do as land-
scape contractors.

“People are staying indoors more, 
today. Kids are sitting on a couch watch-
ing a television show or playing a video 
game. As a country, we’re not healthy, 
and it’s trending in the wrong direction. 
Our industry is perfectly positioned to 
create awareness about the importance 
and value of connecting with nature.”

Just how to get this message to cus-
tomers and sell them on it was the 
challenge left to attendees once they 
returned home. “When I talked with 
our salespeople, their first response 
was, ‘We always try to sell useful 
outdoor spaces,’” related Snodgrass. 
“Then I asked them if they were truly 
focused on outdoor activities, and 
challenged them to lead with the WHY. 
Let customers know what’s possible; 
for example, landscapes designed for 
outdoor games, entertaining neigh-
bors, or growing vegetables, whatever 
the case may be.”

Snodgrass is also looking at changing 
his company’s marketing message on 
his website and in collateral material, 
and incorporating the Come Alive Out-
side theme into its mission statement. 

“The message is that important,” he 
emphasized, “and it’s just the begin-
ning. With industry support, it can 
evolve, develop a life of its own, and 
help unify landscape profession-
als around a commonsense and very 
timely initiative.” Strauser added this 
footnote: “It’s so important to inspire 
people to get outdoors. The health of 
individuals, families, and communi-
ties depends on it.” 

“iT’s TimE to capture business 
opportunities today by creating a better 
world for tomorrow,” said Jim Paluch 
(left) with Jim Gibbs. 



More Than a Half-Million Dollars Raised to 
Save Urban Forests 

Sustaining the World’s Urban Trees
“The tree care industry is especially important to STIHL, and for the 

second year in a row we’ve had a Team STIHL ride in support of the 
TREE Fund, including a design engineer from Germany this year,” said 
Anita Gambill, public relations specialist with STIHL Inc. and trustee 
on the TREE Fund board. “Every tree dedication and educational stop 
is an important piece of future growth and awareness of urban forestry 
and its surrounding industry. It’s a great feeling to know we are helping 
communities across the country and world by helping fund research 
to improve the health of trees for future generations.”  

Thanks to Our 2013 Sponsors 
TREE Fund Title Sponsor: STIHL Inc. 
TREE Fund Crown Sponsor: Bartlett Tree Experts
TREE Fund Partners: Arborjet; Asplundh Tree Expert Co.; International 
Society of  Arboriculture; KASK Helmets; Tree Care Industry Association
Event Sponsors: The Davey Tree Expert Company; Tree Services 
Magazine; Arbor Age; Lewis Tree Service; National Grid; Arizona Public  
Service; PacifiCorp; Unitil; Arborwell; New York State Arborists; Ontario 
Chapter ISA, Trees, Inc.; SavATree; Utility Arborist Association; West 
Coast Arborists Inc.; Anderson’s Tree Care; Eco-Bond; Ford Motor 
Company; Forestry Equipment of Virginia; Gamma Tree Experts LLC; 
Lakefront Utilities/GRCA; Morrisville State College; Tamarack Tree Care; 
Vermeer; Wright  Tree Service, Inc.; and Workshop Creative Group.

While many may think a tree is forever, the average lifespan of an urban tree is actually less than 10 years. Researchers 
are working to change that with improved methods for propagating, planting, and caring for urban trees, thanks to the 
STIHL Tour des Trees fundraiser and its beneficiary, the Tree Research and Education Endowment Fund (TREE Fund). 

Ride for Tree Research
The STIHL Tour des Trees, America’s largest fundraiser for tree 

research, recently concluded its 2013 ride and raised more than 
$585,000 to date. Participants in the international 585-mile ride 
around Lake Ontario stopped at communities throughout New York 
and Canada to showcase the importance of trees with tree plantings 
and educational programs. 

Since the ride’s inception, the STIHL Tour des Trees has raised more 
than $6.5 million for the TREE Fund, providing research grants to 
help improve the health of trees in urban forests around the world.

Recently awarded grants include $10,000 to Chicago’s Morton 
Arboretum, where an international team of scientists collaborated 
with NASA engineers utilizing NASA technology to identify areas 
of weakness in trees and more accurately predict the likelihood of 
breakage or failure under stress. This groundbreaking research will 

contribute to development of improved risk assessment tools for 
tree care professionals around the world. 
Dedicated Riders

The Tour’s 97 cyclists this year come from diverse professional 
backgrounds ranging from accountants to arborists and have a shared 
passion for trees and the environment…and some came from as far 
away as Europe. 

“We were so impressed by the dedication and effort that these 
riders exhibited. The money that they raised will help ultimately lead 
to safer, more effective and more efficient tree care practices,” said 
Janet Bornancin, the president and CEO of the TREE Fund. “The 
TREE Fund is indebted to our Tour riders for funding our research 
and education programs and helping to educate the public about 
the important role that science-based tree care plays in sustaining 
the urban forest.”

To make a donation or learn how to get involved in the 2014 STIHL Tour des Trees in 
Wisconsin (July 27 to Aug. 2), visit stihltourdestrees.org.

TREE Fund
The TREE Fund has supported 
research that has led to 
important developments in:

•	 Understanding	 air 
pollution  
 reduction and carbon  
 sequestration by trees

•	 Determining	the	costs	and	 
 benefits of urban trees

•	 Improving	conditions	for	tree	growth	in	difficult	sites
•	 Strategies	to	manage	diseases	and	pests	that	affect	urban	 

 trees
For more information, visit www.treefund.org.

2013 STIHL Tour des Trees route

A total of 20 trees were planted as a legacy of the 2013 STIHL Tour des Trees. Events were held to educate children about the benefits and proper care 
of trees.
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AUBURN UNIVERSITY     STUDENT CAREER DAYS

LANDscAPE mAiNTENANcE carried 
ArtisTree through the recession and 
still accounts for nearly three quarters 
of its revenue stream.
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“I was ready to move back up north,” he recalled, 
“but decided instead to jump in and see what we could 
do.” His decision paid off. Within three to four years, 
the young company surpassed the $1 million mark. 
Given another three to four years it more than tripled 
that figure. Today, Venice-based ArtisTree Landscape 
Maintenance & Design employs upwards of 250 people 
and generates close to $15 million in revenue annually.

Gonzalez attributes employee talent and passion 
for what they do to his company’s success. Coinci-
dentally, it was passion from a different source that 
convinced him he made the right industry choice. 

“I had just started out in the business,” he explained, 
“when a woman about 80 walked out 
with a yardstick and complained her 
grass wasn’t cut a uniform 3.5 inches. 
She stuck it in the ground to show me. 
I explained that our mowers were set 
to that exact height and that the natu-
ral unevenness of the ground prevent-
ed a precise, carpeted look. She grudg-
ingly nodded, and as she walked away, 
I shook my head. It had been a long 
hot day, but the more I thought about 
it, the more I thought that was the market we should 
be after: the discerning client with high standards. 
And that’s how ArtisTree was born.” 

The young company gradually evolved from exclu-
sively providing maintenance services into a full- 
service landscape management company. Nearly 

three quarters of its revenue stream still comes from 
maintenance services, primarily to HOA clients. 
Design/build work with developers, which took a hit 
during the recession, makes up the rest. 

“It was our focus on landscape maintenance that 
helped carry us through the recession,” related Gonza-
lez. “Our landscape installation work dropped off by 50 
percent, but the building industry in Southwest Flori-
da has since turned around. In fact, several thousand 
homes are under construction within a few miles of us. 
I feel good about our opportunities for growth. Prior to 
the recession, we were at the $15 million mark, and we 
should reach that again by the end of this year.”  

Turning poinTs
Gonzalez identified three true watershed moments in 
the company’s history. The first occurred when the 
company reached the $2 million–$3 million dollar 
plateau in the mid-1990s and started to build a sales, 
marketing, and managerial infrastructure. The sec-

ArtisTree Landscape Maintenance & Design

Care

“Owners just cannot  
be casual about 
operations anymore.” 
–JOe GOnzalez, Owner Of artistree 
landscape maintenance & desiGn

when Joe Gonzalez left the fashion industry at age 39, he knew he wanted to be an entre-
preneur. But, the question was in which industry? In 1990, he moved to Florida and 
purchased a small mowing operation as well as an air-conditioning company. The lat-
ter didn’t have the challenges he was looking for, and the mowing company, without 
his oversight, was floundering a bit. 

When customers  
and employees 

COMPANY PROFILE     ArtisTree
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ond happened a few years later when 
it first participated in the H-2B guest 
worker program, something the com-
pany still does to the tune of approxi-
mately 60 workers. Gonzalez said, 
“They are fantastic workers who enjoy 
working for us, and they’re happy.” 

The third occurred more recently with 
a company name change that preceded 
a rebranding effort, one that focused on 
the brand promise of ownership. “Own-
ership translates into our willingness to 
accept personal responsibility for every 
service we deliver and understanding 
that every action matters,” explained 
Debra Morrow, the company’s vice 
president of marketing. “In fact, employ-
ees carry a laminated card in their wallets 
printed with our mission statement and 
the phrase, ‘Sell our I.Q.,’ which stands 
for integrity and quality.

“To my knowledge, our competitors 
do not brand from the inside out like we 

do. Our internal branding unified our 
company, which is critical considering 
that we serve three counties and employ-
ees don’t see each other on a daily basis.” 

price is righT
Among today’s challenges, Gonzalez 
identified two of the most trouble-
some: labor and pricing. “When the 

housing goes up, labor goes away,” 
he emphasized, noting that the issue 
is compounded by uncertainties sur-
rounding the H-2B program.

Pricing, he said, will likely be an issue 
forever. “Successful contractors will 
have to continue to run a tight ship 
and operate more efficiently. Just as an 
example, a few years ago a garbage truck 
stopped by my home to pick up the 
trash. After it left, I noticed a company 
representative at the end of the drive 
taking notes. I asked what he was doing 
and his response was ‘looking for more 
efficient ways to get the job done.’ ”

Thinking the exercise might be use-
ful for ArtisTree, Gonzalez asked one 
of his managers to observe mainte-
nance crews in action. This audit and 
its resulting recommendations ulti-
mately saved the company 25 percent 
in mowing and pruning time. “Owners 
just cannot be casual about operations 

prOfile:
artistree landscape 
maintenance & desiGn, 
Venice, flOrida
▶ founder and ceO:  
Joe Gonzalez
▶ founded: 1990
▶ services: Full-service  
landscape management
▶ employees: 250
PLANET member for 16 years. 
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PLANET, the landscape 
industry’s premier  
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to take advantage of this offer.
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anymore,” he emphasized. “They have 
to continue to look for efficiencies and 
take advantage of new technologies. We 
recently incorporated GPS throughout 
the company and found that it quickly 
paid for itself in gas savings alone, not 
to mention time on the road.” 

reaching ouT
Like other successful entrepreneurs, 
this owner understands the importance 
of being involved with his community 
and giving back. ArtisTree partners 
with several community organiza-
tions throughout the year and supports 
dozens of local charities. It also tried 
something a little different this year 
by inviting the public to participate in 
a “Design & Dine” contest. The goal 
was to award a $10,000 backyard make-
over to a deserving family. Using social 
media and print ads, entrants were 
asked to nominate themselves or some-

one they knew and, in words and pho-
tos, describe why they should win. The 
company received 200 nominations. 
ArtisTree designers then pared the 
number down to three finalists, and the 
public was invited to vote on its favor-
ite. The winners—a young working 
couple—were announced in May and 
celebrated their new landscape with a 
catered outdoor party for 25 guests.

According to Gonzalez, being 
involved has been instrumental to  
ArtisTree’s success. The company joined 
PLANET (then ALCA) in 1997 and 
counts it among more than a dozen 
memberships it holds in local, state, 
and national organizations. “We joined 
because we wanted to grow,” noted Gon-
zalez. “One of the best ways to do that is 
to meet other industry professionals and 
share ideas with them in a noncompeti-
tive environment. The GIC in Louisville, 
where we usually send a large contingent, 

is a great place to do this. We also attend 
webinars, among other events and learn-
ing opportunities that PLANET offers. 

“Companies that don’t participate 
and get involved often disappear. We 
didn’t want that to happen to us.”

Did this entrepreneur who also 
worked in the financial industry and 
hailed from New York, Toronto, and 
Chicago before moving to Florida make 
the right business decision? Would he 
make the same decision again? “Yes,” 
he said categorically. “I didn’t have a 
horticultural background, but I like 
what I do. I wanted to become involved 
in an industry that mattered to people. 
My employees care because they enjoy 
what they do and take ownership in it. 
My customers care because they live 
with their landscapes.” 

It’s this caring attitude that gave 
ArtisTree life and continues to fuel its 
success today. 

COMPANY PROFILE     ArtisTree

Landscape 
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Comprehensive training  

program for new employees. 

Supplemental information to  
your current  program. 

Recommended study material  
for the Landscape Industry  

Certified Technician Exterior exam.

Each manual provides how-to  
instructions and includes access  
to 20+ step-by-step online videos{ }

Sample videos and ordering information at LandscapeTechnician.net.
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Sharing knowledge and 
resources with your peers 
enhances the professionalism 
of the landscape industry. 

PLANET members have unlimited access when they log in with their unique credentials (same as PLANET Member Center at 
LandcareNetwork.org). If you have forgotten your username and password or have other questions, please contact PLANET at (800) 
395-2522. PLANET Universe was launched in October 2010 and its success relies on contributions from the entire green industry. If you 

would like to submit your educational material or if you a have suggestions, please contact JoanHaller@landcarenetwork.org.

Contribute to 
PLANET Universe 
today!
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TECHNOLOGY     IRRIGATION SOLUTIONS

Getting rain from a cloud? 
What’s so different about 
that, one may ask. The 
only difference is this 

cloud is computer based, and it allows 
users to monitor and adjust several dif-
ferent controllers from a single location. 

“Smart-irrigation solutions are lead-
ing technological advances in irriga-
tion,” said Kurt Thompson, a Florida-
based service contractor that focuses on 
sustainable water use in the landscape. 
“Internet-based programs give con-
tractors a cost-effective way to manage 
water usage for even their small cus-
tomers, without the expense of a tradi-
tional on-site weather station. Work-
ing through the cloud, using a system 
such as Weathermatic’s SmartLink, 
means water managers can be virtually 
anywhere and monitor a controller’s 
performance, adjust as needed, and be 
alerted to problems in the irrigation 
system. Many utilize the popular, off-
the-shelf, hand-held devices such as 
smart phones and tablets.”

The other major advance, he added, 
is in hardware, or more specifical-
ly sprinkler performance as seen by 
advancements in both rotating and 
fixed nozzles. “The new rotating and 
fixed nozzles can reduce a water flow of 
1.50 inches to 1.75 inches an hour from 
traditional spray sprinklers to between 
0.40 inches and 0.80 inches an hour. 
The new nozzles are more efficient and 
uniform. They also can allow for more 
sprinklers to be controlled by a single 
valve, reducing the total number of 
valves required on a system.”

Thompson noted that these high-
efficiency, lower-volume nozzles are 
made to have matched precipitation 

rates (MPR) so it takes the guesswork 
out of getting the right nozzle on the 
right sprinkler. Because they apply 
water at a slower rate, these nozzles 
can sometimes be used on the same 
valve with rotors. This mixing and 
matching of different nozzles on the 
same circuit would never be allowed 
using traditional spray nozzles.

First things First
“The trend today is to go with smart 
controllers, either weather- or sen-

sor-based,” related Mike Underwood, 
branch manager for California-based 
Gachina Landscape Management. 
“But, that doesn’t mean that a smart 
controller is the answer to increasing 
an irrigation system’s efficiency. Most 
irrigation specialists will tell you that 
upgrading the distribution system 
should take precedence over installing 
a smart controller. 

“All is not lost if an irrigation spe-
cialist attempts a system fix with a 
smart controller exclusively. He or she 

Water technology saves resources and dollars

Smart controllers, high-
efficiency nozzles lead the way

GAchiNA LANDscAPE Management Account Manager Joseph Schlottman installs a 
Hydropoint WeatherTRAK smart controller.  

“Internet-based programs give contractors 
a cost-effective way to manage water usage 
for even their small customers.”
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will quickly find out where the distri-
bution system needs upgrading.”

Another good starting point is offer-
ing a water audit. In addition to iso-
lating potential problems in a system, 
the audit creates awareness about how 
much water is actually being used for 
irrigation. Some clients in water-scarce 
areas, such as California, will likely 
already have this awareness, either 
because the price of water is sky high, 
or restrictions are or will be in place. 
But even on the East Coast, where 
water is more plentiful and costs have 
been relatively low, the landscape is 
changing with utilities raising prices. 

Two years ago, Eastern Land Man-
agement hired irrigation specialist Jose 
Igartua to provide water audits for cus-
tomers. “Audits are very comprehen-
sive,” explained Igartua. “We run the 
entire system looking for leaks. After 
we fix any breaks and ensure sprinklers/
sprays and nozzles are in working order, 
we check zones. We do this with catch 
cans to determine their precipitation 
rate uniformity.  The client then receives 
a description of what we have done, 
along with a list of recommendations.

“Depending on how big an irri-
gation system is, an audit can be 
very costly. We recently conducted 
an audit on a 50-zone system. Two 
employees spent three days doing the 
field work, and I spent another three 
days in the office analyzing the data 
and preparing a report. 

“Clients will not want to spend the 
several thousand dollars an audit might 
cost unless they know how much water 
they’re already using and how much 
money it’s costing them. That’s where 
having a water meter installed in an 
irrigation system can be helpful. As 
water prices continue to go up, water 
audits become more attractive.”

Thompson also supports the strat-
egy of focusing on improving the irriga-
tion hardware first and then the control 
system. “As much as we all would like 
a silver bullet that makes the irrigation 
system use water efficiently, smart con-
trollers by themselves rarely get it done. 

The system hardware needs to be prop-
erly installed, such as turf and landscape 
beds on separate zones, and the compo-
nents must receive regular maintenance, 
such as raising, straightening, cleaning, 
etc. It’s not just fixing what is broken.”

Cost and water savings
Incorporating smart controllers and 
sensors along with new nozzles is advan-
tageous for both the contractor and the 
customers, according to Hunter’s Prod-
uct Marketing Manager Todd Polder-
man. “Daily adjustment of irrigation 
provides the most efficient application of 
water. Smart controllers allow for auto-
matic adjustment of irrigation based on 
weather or site conditions. Many of the 
newest sensors also provide for rain and 
freeze shut off, ensuring irrigation does 
not occur when nature is providing the 
water or it is unsafe to irrigate.

“On the sprinkler side, the introduc-
tion of multi-stream, multi-trajectory 
nozzles offers dramatically better cov-
erage while providing water savings 
that can approach 30 percent or more.” 

“By adding the ‘smart’ option like 
Hunter’s Solar Sync, the contrac-
tor is increasing sales while passing 
on reduced utility expenditures in the 
form of water and power savings to the 
customers. The same holds true,” he 
adds, “for the contractor who installs or 
retrofits a system to Hunter’s MP Rota-

tor nozzles in place of spray nozzles. 
“The contractor is able to offer a 

water-saving solution to the custom-
er. Because the nozzles flow less water 
than standard nozzles, a project can be 
installed with few valves, and with less 
piping and in less time.” 

According to Underwood, new 
smart technology brings with it other 
advantages and savings too. “Being 
web-based, smart controllers can be 
adjusted virtually anywhere there is 
access to the Internet. The technology 
can alert the end user or the contrac-
tor to a line break and otherwise track 
water usage.

“It can also be easily retrofitted to 
an older system. California-based ET 
Water, for example, has a smart con-
troller that simply attaches to a stan-
dard controller and becomes the brain.”  

down the road
Thompson pointed out that companies 
like Weathermatic, Toro, Hunter, and 
Rainbird, among others, understand 
how important it is for contractors to 
learn how to incorporate this new tech-
nology. The fact this technology is fast 
changing adds to the challenge. 

Polderman agreed: “Hunter is add-
ing several layers of training programs 
to assist the contractor with everything 
from spray head installation to pro-
gramming a large two-wire commercial 
controller. On the maintenance side, 
the challenge is even greater as the con-
tractor must decide what new technol-
ogy is best applied to an older system.” 

He noted that down the road the 
focus will continue to be on devel-
oping products in all categories that 
maximize the efficiency of irrigation 
systems. “This is especially true for the 
control side. All manufacturers will 
continue to explore ways to water to 
plant demands. Low volume or drip 
irrigation will continue to be a more 
important part of the water offering as 
water becomes scarcer. Finally, advanc-
es in communication technology are 
allowing us to provide end users with 
information at their fingertips.” 

hArDwArE uPGrADEs, like Hunter’s 
MP Rotator nozzles (shown here), can 
dramatically improve irrigation efficiency.
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Although we all need them to build and 
stay in business, lawyers and insurance com-
panies have the job of settling the suits for the 
least amount of money in the shortest amount 
of time. Now, this can work both for you and 
against you at the same time. Your insurance 
company wants to settle as quickly as possible, 
even if you think you did nothing wrong. The 
opposing lawyer just wants to win money for 
his or her client and collect a fee without having 
to go to court if possible. This will cause some 
suits to be settled quickly and easily, leaving the 
snow contractor out in the cold. If you end up 
with too many quickly settled suits, your insur-
ance company will cancel your policy.

You can help or hurt yourself right in the 
beginning when you negotiate your contract 
with a new client. So, let’s look at some items 
that might make your insurance company 
either settle or deny the claim.

 » Avoid signing any contract that refers 
to snow plowing as “snow removal.” Courts of law don’t 
know the difference. If a refreeze event happens and causes 
an accident, the snow removal term may cause problems 
for you. The pile would not have been there to refreeze if 
you had removed it as per the terms of the contract. I rec-
ommend you rephrase snow removal in the contract to 
“snow plowing into a designated pile area as agreed upon.”

 » Watch out for “free and clear” of ice or snow. No cus-
tomer is truly willing to pay for this level of service, and no 
contractor should be required to attempt this standard. 

 » Look out for paragraphs that make you liable for “slip, 
trip, and falls on the property or premise.” Do you 
really want to get sued if someone slips in the bathroom 
of a restaurant on the property? You need to ensure that 
you are only liable for these accidents because of  your 
company’s negligence. 

 » If a contract states that the “work must be completed 

by 6 a.m.,” ask for an addendum to the 
contract that accounts for 5 a.m. snow 
storms, or snow that comes during the 
day. Think about it this way, if snow starts 
at 5 a.m. and falls at 2 inches per hour, can 
you realistically get your crews to the site, 
have all the snow plowed, and all the areas 
salted by 6 a.m.? NO. So, don’t agree to it.

 » A contact that states the “contractor 
shall check the site periodically for safe 
conditions,” is way too broad. Does it 
mean one time per week, per month, or 
per season, or does it mean 12 times per 
day? Who gets to decide? A jury will if 
the situation goes to court. You and your 
customer need to define this statement, 
draw up and sign an addendum agree-
ing to the decision, and then stick to it. 
As always, never sign anything you don’t 
understand or don’t think you can do.

word traps
In a court of law, the only thing that mat-
ters is the contract and testimony of facts. 
So, it is important to have a properly worded 
contract right from the start. For example, a 
contract with a 2-inch trigger but that allows 
the contractor to salt at his or her discretion 
is dangerous. What if while you were waiting 
for the 2-inch accumulation s to start plow-
ing, someone slipped on the wet snow that 
turned to ice but there was only 1¼ inches 
of accumulation? In this scenario, who could 
be liable? YOU. Why didn’t you salt? Your 

answer: “Because there was not yet 2 inches.” The court’s 
answer: “You had discretion to salt. You knew wet snow could 
turn to ice if driven or walked on,” so you can be found liable. 
Do you see the danger with this type of wording in a contract? 

In addition, be careful what you put in your marketing 
material and on your website. If you advertise some type of 
service or a level of professional standard you really need 
to know what you are agreeing too. I have seen these items 
come back in cases to hurt snow contractors because of what 
the other side thought they meant.

All too often, I find that in most cases the contractor, cus-
tomer, and victim all have different opinions of what the 
contract really meant. As snow contractors, we frequently 
fall into these traps. It is time we start educating ourselves 
and our clients, so we can all sleep better at night. 

Consultant Corner
By Rich Arlington

Snow contractS 
and what to 
watch out for

“It is important 
to have a 
properly worded 
contract right 
from the start.”

Many times, snow contractors sign contracts 
without truly understanding them. Remember, 
contracts are legal documents and will follow 
you through a law suit.

Rich ARLiNGToN, Landscape Industry Certified Manager 
and Snow Industry Certified Professional, possesses more 
than 25 years of landscape and snow and ice management 
industry experience. Contact Rich at richarlington.com.

istockphoto



 PLANET ADVANTAGE   Fa l l  2013 |  1 9

Central
Notes & Events

VisiT PLANETU.org for ALL 
of PLANET’s EDucATioNAL 
oPPorTuNiTiEs.

Shorten the learning curve in managing your business with this 
incredible mentoring program. Spend a 
day one-on-one with an industry leader 
who has experienced many of the ups 

and downs of running a business. Deadline to apply: Dec. 31, 
2013! For more information, call Pam Moore at 800-395-2522.

▶ PLANET AEf Take Stock in a Student! Help finance 
a student’s education simply by contributing $50 per share 
toward a $25,000 PLANET AEF Ambassadorship. For more 
information, contact Anna Walraven at 800-395-2522, or via 
email at scholarship@landcarenetwork.org. 

▶ PLANET WEbiNArs* Landscape industry professionals, learn from 
industry experts about marketing and branding, safety and training, legal and 
HR issues, public relations, and other general business subjects through a host 
of webinars available at http://bit.ly/N65XUY. Check out what’s coming up 
next in this virtual classroom. 
*PLANET webinars are FREE for members and are archived for on-demand viewing. Participants earn CEUs toward 
Landscape Industry Certified recertification and have the chance to have questions answered live by the presenter.

▶ suPPLiEr DiscouNTs PLANET members enjoy great savings on 
products, services, plant materials, and equipment purchased through 
PLANET’s Affinity Discount program. For a complete list of participating 
suppliers, visit http://tiny.cc/c2l6y. 

▶ PLANET MArkETPLAcE Check out the PLANET Marketplace (formerly 

PLANET Bookstore) for all the best industry resources. Plus, visit the Published 
Industry Experts page to find titles by the industry’s most respected leaders. 
PLANETMarketplace.org

▶ coMMuNiTy sTEWArDshiP AWArD PLANET is committed 
to honoring member companies and organizations that have demonstrated 
leadership through their dedication and contribution to the good of their 
communities. For more details about this new award, visit http://tinyurl.com/
cgm5wn3. Entry deadline: Jan. 8, 2014. 

LawN CarE Summit
Jan. 27–29, 2014 •  
Nashville, Tenn.

Save the date 
and plan to join 

PLANET and the National Pest 
Management Association (NPMA) 
for the annual Lawn Care Summit, 
a national forum on current trends 
and future developments in lawn 
care, at the Omni Nashville Hotel. 
For more information, call the 
PLANET office at 800-395-2522 or 
visit http://tinyurl.com/ow8tou5.

GrEat ESCapE
Feb. 27–March 1, 2014 • 
Anaheim, calif.

Take advantage 
of a healthy 
dose of rest and 
relaxation along 

with education and networking 
opportunities with other c-level 
landscape industry professionals 
at the Great Escape at Disneyland. 
For more information, call the 
PLANET office at 800-395-2522 or 
go online to LandcareNetwork.org/
greatescape. 

StuDENt CarEEr DayS
March 20–23, 
2014 •  
fort collins, colo.
Make plans to 
attend the industry’s 

leading landscape competition, 
recruitment, and networking event 
for students—PLANET’s annual 
Student Career Days—to be held 
at Colorado State University. 
Visit StudentCareerDays.org for 
highlights from this year’s event.

CEu apprOVED!
PLANET educational programs are 
approved for Landscape Industry 
Certified recertification at 1 CEU 
per hour of instruction attended. 

Events:

LandcareNetwork.org  800-395-2522  703-736-9668  info@landcarenetwork.org

for information about any of PLANET’s services/events:  

https://www.landcarenetwork.org/events/index.cfm
mailto:scholarship%40landcarenetwork.org?subject=
http://bit.ly/N65XUY
http://tiny.cc/c2l6y
PLANETMarketplace.org
http://tinyurl.com/cgm5wn3
http://tinyurl.com/cgm5wn3
http://tinyurl.com/ow8tou5
https://www.landcarenetwork.org/greatescape/index.cfm
https://www.landcarenetwork.org/greatescape/index.cfm
http://www.StudentCareerDays.org
http://www.LandcareNetwork.org
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Bobcat.com/SJC   1.877.745.7813

Nobody’s controls compare to what 
you find in new and improved Bobcat 
Selectable Joystick Controls (SJC).
Operate your Bobcat loader with only 
your hands in the control pattern of 
your choice: “ISO” or “H.” With its 

other features, running attachments has never been 
so easy. Dial in your required travel speed with Speed 
Management for precise control with full driveline torque 
and hydraulic power. Steering Drift Compensation keeps 
you on a straight path when operating offset attachments. 
Horsepower Management and Drive Response Mode 
give you even more control options to match the job. To 
get more details scan the code or visit Bobcat.com/SJC

select your game plan.

bobcat 
selectable 
joystick 
controls

new, improvednew, improved
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