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David Snodgrass 
Dennis’ 7 Dees Landscaping 
Portland, Oregon

“400 acres. 12 professionals. 1 brand.”
“The best way to attack a 400-acre horse ranch is 

with the horsepower I can only get from STIHL 
equipment,” says David Snodgrass. One of the 
largest landscaping companies in Portland, Dennis’ 
7 Dees is an extension of the family business 
started 55 years ago. But these days, just getting 
the job done isn’t enough – it’s getting the job done 
cost efficiently that really helps the business grow.

David adds, “Using STIHL means less training 
and downtime for my crew, and more time on the 
job. My dealer provides great service when I need 
it.” One brand – it’s smart on the ranch and on the 
bottom line.

To find a dealer visit: STIHLusa.com 
or text your Zip Code to STIHL (78445)

STL_7Ds_PlanetAdv2012_final.indd   1 7/31/12   12:05 PM



 PLANET ADVANTAGE   Spr ing 2013 |  3

Spring 2013

Cover photo is courtesy of RFR Realty, Stamford, Ct..

125

4 | PRESIDENT’S MESSAGE
A good way to end my tenure
Newtown memorial garden and learning center
among key agenda items at February Green 
Industry Great Escape in Las Vegas. 

5 | COMPANY PROFILE
Size counts, but less  
so than where you’re going
A fine-tooth assessment of his company’s performance 
helped Ted Young generate a 2008 turnaround.

10 | FEATURE
Take networking to the ‘next level’
Benchmarking and accountability high 
on the list of peer group benefits.

12 | FEATURE
Growing green from the ground up
Creating an employee farm system is good for the 
industry and for your company, says Steve Pattie. 

16 | FEATURE
How I use my iPad
Apps add functionality to iPads and smart phones.

18 | CONSULTANT CORNER
The 800-pound gorilla
Kevin Kehoe encourages PLANET members 
to tackle health care reform now.

19 | PLANET CENTRAL

For more information on the PLANET advantage sponsors 
listed in this issue, please visit the following websites: 
BOBCAT: bobcat.com            
PLANET: LandcareNetwork.org             
STIHL: stihlusa.com

16



P R E S I D E N T ’ S  M E S S A G E

®

OUR MISSION
To advance and communicate the 

interests of PLANET’s members in the 
conduct of effective and environmentally 

responsible landscape services.

The national trade association 
representing the landscape industry that 
continuously strives for the highest level 
of professionalism through education, 

best practices, and certification.

EDITOR
Rod Dickens

ART DIRECTOR
Erin Brown

MEDIA PRODUCTION 
REPRESENTATIvE

Connie Wolf

PLANET advantage is published 
quarterly on behalf of the Professional 

Landcare Network (PLANET) 
by Cygnus Business Media. 

1233 Janesville Avenue, P.O. Box 803  
Fort Atkinson, WI 53538-0803

Phone 920-563-6388 | Fax 920-563-1699

Printed in the United States.
© 2013 Cygnus Business Media

Canada Post PM40612608 
Return undeliverable Canadian addresses 
to: PLANET advantage, P.O. Box 25542

London, ON N6C 6B2 

PLANET advantage is written for PLANET 
members and prospective members. 

We welcome your questions and comments. 
Address correspondence to: 
Editor, PLANET advantage

1233 Janesville Avenue, P.O. Box 803 
Fort Atkinson, WI 53538-0803

For PLANET membership and 
certification information call:
800-395-2522  |  703-736-9666

Fax 703-736-9668

Professional Landcare Network
950 Herndon Parkway, Suite 450

Herndon, VA 20170
LandcareNetwork.org

If you dIdn’t attend 
PLANET’s Green Industry Great 
Escape (GIGE) held in February, 
you missed a great event. More 
than 200 PLANET members 
met at The Cosmopolitan Hotel 
located on the popular Las 
Vegas strip. The sessions were 
great and the speakers, terrific. 
Among them, Janine Driver 
kept everyone’s attention during 
a body language workshop 
on Saturday, and Jim Paluch 
always gets the juices flowing as 
he talked about J.P. Horizons’ 
“Come Alive Outside” initiative.

During the board meeting, we 
discussed an idea I had presented, 
for PLANET to step forward with 
the design and installation of a 
memorial garden and learning 
center for the victims of the 
Newtown school tragedy. I offered 
PLANET’s assistance to Burt 
DeMarche,* owner of Connecticut-
based The LaurelRock Co., and he 
broached the idea to the town. 

Burt is a 20-year resident of 
Newtown with three children in 
the Newtown schools. The tragedy 
obviously hit close to home for 
him, yet his desire to do something 
positive for the town and school 
mirrors the attitude of all PLANET 
members and staff, as well as the 
entire landscape industry. Nothing 

can be done on 
PLANET’s 
end until the 
town makes a 

decision on a new school building 
and likely fields offers from other 
groups regarding a memorial. 
We will keep you posted on 
any further developments.

This was an especially important 
event for me since it officially 
marked the installation of new 
PLANET officers. My term, 
however, doesn’t end until 
April 30, at which time Glenn 
Jacobsen* will take over as 
PLANET president. I plan to stay 
active with PLANET; in other 
words, I’m not throwing over 
the anchor. How could I? One of 
the highlights of my tenure was 
helping to reengage past PLANET 
presidents, and I plan to stay 
involved and help in any way I can. 
I’m also looking forward to further 
discussions with state groups 
regarding a joint membership 
initiative with PLANET.  

Glenn is on board with both 
initiatives and will do a great 
job pushing them forward along 
with other items on the PLANET 
agenda. He will have a strong 
bench, too, one that includes a 
very professional and industrious 
PLANET staff, led by Sabeena 
Hickman, a hard-working 
board that includes PLANET 
President-elect Jim McCutcheon,* 
and a long list of volunteers. 

My many thanks go to PLANET 
for giving me the opportunity to 
be its president and help advance 
the cause of our great industry.   

A GOOD wAY  
TO END MY TENURE

NOrmAN GOLDENBErG, PLANET President
Landscape Industry Certified Technician

4  |  Spring 2013  PLANET ADVANTAGE *Landscape Industry Certified
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A focus on designs and enhancements tripled Pyramid’s sales.

EntrEprEnEurs oftEn 
set estimable goals. Cracking the 
$500,000, $1 million, and $5 million 
barriers are likely targets for those 
looking for robust growth. Others 
measure performance by number 
of customers or the number of 
branch locations. But, the most 
successful ones will say categorically 
that profitability, not growth, truly 
define performance and success.   

Ted Young, president of Pyramid 

Landscaping and Development, 
Inc., in Crofton, Md., learned that 
lesson early on in his career. “When 
we finished up in 2007, I looked 
at our final numbers and was 
disappointed in what I saw. We just 
weren’t as profitable as we needed 
to be. My banker echoed the same 
sentiments. So, I literally spent a 
couple of months reviewing each of 
our accounts to determine where 
we could improve performance. 

“The exercise paid off. By the end 
of 2008, the company not only 
achieved a top-line growth of 85 
percent, but, more importantly, 
its bottom line increased, as well. 

Five years later, the company is 
approaching $1 million mark, with 
commercial landscape management 
accounting for 60 percent of the 
revenue pie, enhancement 30 percent, 
and irrigation and snow removal 
the rest. It does this with eight full-
time employees and, during the 
busy season, another eight who 
service approximately 45 accounts.

C o m p a n y  P r o f i l e

“Understanding your 
strengths and how they 
align with the market  
is fundmental.”  
— Ted Young

Size coUnTS, 

Profitability not growth defines  
this contractor’s success.

bUT leSS So Than 
where you’re going
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Cautious beginning
Young’s startup story is a bit 
unusual. He began installing 
landscapes while in high school 
and continued to do so in college, 
working for an area contractor. 
After college, he continued to 
install landscapes while working 
for Bose, the speaker company. 
He juggled both careers until 
2004 when his landscaping 
company had grown large enough 
to become incorporated. 

 “We did approximately $28,000 
our first year, primarily working 
with a realtor maintaining some 
of his properties. A year later we 
made the transition to commercial 
maintenance, along with some 
design and enhancement work. 
The enhancement work didn’t 
take off until 2008 when we 

brought Lisa Morgan* on board 
to manage the department.” Her 
focus on designs and enhancements 
tripled Pyramid’s sales. 

Around the same time, Young 
met James River Grounds 
Management president Maria 
Candler, Landscape Industry 
Certified Manager. “Maria took 
an interest in our business and has 
been a great partner,” he relates. 
“She also encouraged me to join 
PLANET. I have since made 
good use of its many resources, 
especially Business in a Box. We’ve 
also become a member of the 
STARS Safe Company program 
and taken advantage of the many 
networking opportunities.”

Young’s fine-tooth assessment 
of accounts, resulted in a 
commercial business turnaround, 

C o m p a n y  P r o f i l e

®

More than a seminar. 
           More than a facility tour. 
                       More than networking.Upcoming Events:
April 16—DeSantis Landscapes
July 16—Winter Services
August 20—NatureWorks Landscape Services
September 12—Chapel Valley Landscape

  Visit bit.ly/f2fevents to register.

 
CoMpAnY 
profILE:
PyrAmiD 
LANDscAPiNG & 
DEVELoPmENT, 
iNc., crofToN, 
mAryLAND

Owner: Ted young

Founded: 2004

Services: full-service 
landscape management

Employees: eight full-
time; eight seasonal**

PLANET 
mEmbEr: 
fiVE yEArs
*Landscape Industry Certified 
**Landscape Industry Certified on staff
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and Pyramid was soon steeped in 
work from landscaping office spaces, 
homeowners associations, and town 
centers. “If I could start over again, 
I would do a few things differently,” 
he relates. “First, I would learn 
to price jobs more accurately. 
What I thought was a good price 
in many cases wasn’t based on 
reality; for example,  taking into 
consideration direct and indirect 
costs among other important 
ratios. Maria and PLANET helped 
me sort through these issues.”

Next on his list, but equally 
important, is what he calls doing 
some important market research. 
“Understanding your strengths 
and how they align with the market 
is fundamental,” he emphasizes. 
“Knowing there was a demand for 
enhancement work and getting an 

enhancement manager on board to 
take advantage of it was key for us.” 

staying in touCh
Like most successful entrepreneurs, 
Young absolutely loves what he 
does. “We take our jobs personally, 
and I try to make myself very 
accessible to customers. As we 
grow, this gets to be more of a 
challenge, but it’s important to 
stay in touch with them.”

Among other challenges, Young 
puts government regulations, 
taxes, and H-2B at the top of his 
list. “The industry is becoming 
more professional, but I believe 
we still need to get better,” he 
adds. “PLANET certification is 
helping, along with its effort to 
get the message out that we are 
designing the outdoors. Giving back 

to our communities is especially 
important, as is introducing children 
to our industry and promoting 
industry opportunities to those 
in high school and college.” 

Young admits it’s a big agenda, 
something that PLANET and 
the industry need to partner 
on to accomplish the goals. 
He also charges the younger 
generation to be visionaries, to 
inspire veterans like himself, and 
to help change the industry.

“Get in for the right reasons,” he 
says to newcomers. “Get in because 
you love what you do. Be innovative, 
be different, and be willing to 
promote new ideas to customers.”

As he learned, setting growth 
goals is important, but just as 
important is where you’re going 
and how you get there. 

Professional Landcare NetworkProfessional Landcare Network

PLANET, the landscape 
industry’s premier  
association, provides:

• Support for Your Growing Business 
• Access to World-Class Education
• Networking with the Industry’s Best

Join PLANET and get a FREE copy of the  
2012 Operating Cost Study for the Green Industry  
(a $112.50 value)!

Call Cheryl Claborn at 800-395-2522 to take advantage of this offer.



Finding Business Success 
through Sustainability

enhancements and plant replacement to help reduce maintenance 
and resource use of their clients’ landscapes. They evaluate and 
recommend system upgrades to adapt existing, dated sprinkler 
systems for improved irrigation efficiency. These modifications 
reduce irrigation water use and have good return on investment. 

The company realized that some existing plants are struggling 
due to common insect or disease problems. Grover proposed 
replacing plants instead of constantly spraying to protect. When 
evaluated over time, plant replacement can have good ROI vs. 
spraying year after year. 

They also offer several lines of ecology seed mixes 
that can enhance a site’s sustainability and long-
term maintenance costs. Although not necessarily 
for everyone, these mixes can be an alternative to 
traditional lawns because of their self-fertilizing 
properties, dwarfed growth, and drought tolerances. 

Cutting Costs without Cutting Corners
In researching how to reduce their environmental 

footprint, Pacific Landscape Management learned that 
the emission levels of different models of outdoor 
power equipment vary widely. After extensive 
research, “STIHL clearly was the market leader 
in low emissions,” according to Grover. In 2008, 
the company replaced its entire small engine fleet 
with STIHL equipment that produces low exhaust 
emissions. 

“We had to develop our stance as to how we were 
supporting sustainability and providing our service 
in a sustainable way for our customers,” said Grover. 

The result was an overall reduction of the company’s 
annual emissions by more than 18,000 pounds of 
hydrocarbons annually – the equivalent of taking 
630 cars off the road. In addition, because the newer 
equipment burns fuel more efficiently, the fuel savings 

paid for the conversion in just two years. 
Grover’s company uses low-exhaust-

emission handheld equipment from STIHL 
exclusively, with a cost-savings of $100 per 
unit per year in fuel and totaling savings of 
more than $20,000 per year with the 200 
STIHL units in inventory, which include 
blowers, trimmers, hedge trimmers and 
edgers. “STIHL products benefit us in two 
ways,” said Grover. “First, they have some 
of the lowest emission output of any brand, 
which meets our goal to minimize our 
operations impact on the environment. 

Second, they are more fuel efficient (than previous models), 
which reduces our operational costs.”

By streamlining their handheld product line, Pacific Landscape 
Management was also able to reduce maintenance and parts costs 
through standardization, in addition to reducing environmental 
impact and reducing fuel costs. 

 “STIHL has been the most reliable and longest lasting 
brand of handheld equipment we have used.  It is great when 
the strongest, longest lasting equipment is also the lowest in 
emissions,” says Grover. 

Pacif ic Landscape 
Management continues 
to implement a vision 
for a more sustainable 
future through its constant 
pursuit of innovation and 
best practices, by reducing 
its environmental footprint 
while also maintaining its 
reputation for providing 
outstanding services in the 
Portland area. 

For more information visit 
www.pacscape.com 
or to view details about 
the low-exhaust-emission 
equipment from STIHL visit 
www.stihlusa.com.

Pacific Landscape Management’s passion for service and technical expertise ensures their customers are 
presented with the most thoughtful and cost-effective solutions for their landscape needs. They work with 
clients to capture their core principles and increase the environmental sustainability of landscapes while 
reducing expenses.

Founded: 2001
Employees: 100, 35 individual crews
Offices: Three
Clients: More than 400 commercial properties

Maximizing Commercial Success with Sustainability
Pacific Landscape Management attends a variety of trade 

shows and landscape industry events in the Portland area, where 
conservation and ecological issues are discussed and interactions 
with local eco-minded organizations give them insight into 
community needs. 

“Although we consider ourselves ecologically focused, it became 
a business focus when customers began to ask about it,” said Bob 
Grover, president of Pacific Landscape Management and award 
recipient of the 2013 Lawn & Landscape Leadership Award. In 
2007, they conducted a comprehensive evaluation of all of their 
landscaping procedures to determine where they could reduce 
their impact on the environment while maintaining the quality 
and service to customers. 

Ultimately, this led Pacific Landscape Management to become a 
leader in sustainable solutions, helping customers evaluate their 
sites for ecological enhancement; using STIHL equipment with 
reduced exhaust emissions, nature safe fertilizers, and reduced 

herbicides; recycling organic waste; and reducing water usage. 
They also replaced managers’ vehicles with more fuel-efficient, 
low-exhaust-emission vehicles, installed a bioswale to filter 
parking lot runoff, a rain garden to process roof drains, as well 
as solar panels to produce their own electricity. 

Pacific Landscape Management was recognized as one of 
Portland’s greenest companies by Oregon Business Magazine and 
also won the PLANET environmental improvement award for 
commercial maintenance and renovation. 

Contributing to the Value of the Landscape
Pacific Landscape Management helps maximize the return on 

investment, making properties more visible, more valuable and 
more appropriate for their customers’ needs. 

“Landscapes are living environments and need thoughtful 
maintenance and appropriate renovation or that investment can 
decline in value and hinder the property’s image,” said Grover. 

Pacific Landscape Management makes recommendations such 
as irrigation system maintenance/solutions as well as landscape 
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“If you’re thInkIng about joInIng a  
peer group, be prepared to work.” That comment 
comes from several PLANET members who, over the 
last decade, have leveraged their PLANET relationships 
to form small, but very effective, advisory groups. 

“I want to be in a constant state of learning,” says 
Jim McCutcheon, Landscape Industry Certified 
Manager. “To have an opportunity to benchmark 
and learn from some of the best companies in the 
industry is just too good an opportunity to pass 
up.” The CEO of HighGrove Partners is one of the 
founding members of Next Level, a peer group, 

formed in 2004, that consists of seven companies.  
Like McCutcheon, Eric Cross, Landscape 

Industry Certified Manager, also helped start 
a peer group in 2004. “I consider 

being part of the group as part 
of my continuing education,” 
relates the president of Duke’s 
Landscape Management. “All 
the members are on a path of 
continuous improvement. When 

it’s my turn in front of the group, I 
find that the other members have had 
similar issues and are in a position 
to offer good strategic advice.”

Benefit scale
In its fourth year, the Higher Ground 
peer group recently reconfigured its 
membership to accommodate more 
accurate benchmarking. “We wanted to 
have as many common areas as possible 
to facilitate accurate comparisons,” adds 
Bruce Moore, Sr., Landscape Industry 
Certified Manager, president of Eastern 
Land Management. “The benchmarking 
is important and members take it 
seriously. I can recall when the group 

was first formed, one of our members’ equipment 
costs were skewed very high. Four years later, those 
costs are more in line with others in the group.” 

Accountability also runs high on the benefit list. “I 
could list countless issues the group has helped me 
with, and even issues I did not realize I had until they 
pointed them out,” says McCutcheon. “However, the 
single most important benefit for me is accountability. 
As owners, most of us in the group are not held 
accountable by our employees, and that can hurt 
a company. Next Level holds me accountable. We 
leave each meeting with commitments, and you don’t 
dare come to the next meeting without addressing 
them. This has made me and my company better.”

Adds fellow member 
Gary Mallory, president 
of Heads Up Landscape, 
“Our meetings are very 
rigorous and focus in 
on a company’s key 
issues. I think we could 
all agree that the most 
painful recommendations 
are usually the most 
important.”  

He, too, could point 
out several instances 
when the group’s 
advice was timely, not 

the least of which was when they advised him to 
expand his maintenance division just before the 
downturn. “This industry is changing fast. As a 
business owner you have to keep up with change 
and try to get better each and every day.” 

Issues vary from company to company, yet 
Cross says people-related concerns often top his 
group’s meeting agenda. “All of us have had a 
few employees who were the wrong people on 
the bus or maybe the right people, but in the 
wrong seat. You have to be prepared to do what 
is necessary to fix a problem. I’ve seen this on 
my Trailblazer visits, too. Some people are afraid 

f e a t u r e

Jim McCutcheon: 
“I consider 
being part of the 
group as part of 
my continuing 
education.”

Take NeTworkINg  To 

Peer groups put members in 
constant state of learning

the ‘next level’
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of change, but there’s no way around it. You’re 
either moving forward or falling behind.

“I think being able to talk with a peer who knows 
what it’s like to walk in your shoes is invaluable. All 
of us have dealt with some major people issues over 

the years. The benefits of 
having a group of people 
to discuss these issues with 
and truly get come clarity 
cannot be overstated.”

startup advice
“When we first started, we 
thought everyone had to 
be the same size and type 
of company,” explains 
McCutcheon. “What we 
have discovered is that 
size and service mix are 
important, but what is even 
more important is to have 
companies with similar 
values and owners who 
want to learn and be 
challenged. If someone 

is not willing to change, they are not a candidate 
for a peer group, no matter how good they are.”

“Make sure the personalities mesh,” says 
Moore. “You have to feel comfortable with your 
peers.” “Don’t look for miracles immediately,” 
adds Mallory. “Just as it takes time to create a 
group it takes time to feel comfortable opening 
up to members. But, when it comes together, it’s 
special for your company and for you because 
you’ve also found some lifetime friends.”

Finding a facilitator has been important for 
these peer groups. “I really believe having a 
facilitator is a must for a successful group,” 
McCutcheon emphasizes. “Bruce Wilson has 
been our facilitator from the group’s inception. 
He is a professional and adds great depth to the 
discussion with his personal and professional 
experiences. It is not easy to manage all the egos 
in the room, but he does, with expertise.”

The other two groups also engage Wilson’s 
help. Kevin Kehoe, Frank Ross, and Jeffrey 
Scott are among other green industry 
consultants who have peer group experience. 

planet connection
Of the several peer groups around the country, most 
share a common denominator—their members 
are also PLANET members. Here’s why.

“PLANET has played a very large role in our group’s 
history,” says McCutcheon. “I became acquainted 
with our members and their companies through 
PLANET. In addition, you know these are companies 
that want to improve just because they are members.”

Moore agrees. “Without our involvement in 
PLANET, it would have been very difficult to find 
like-minded companies with similar cultures and 
needs, all requisites for a successful peer group. 

As the above PLANET members emphasize, 
benchmarking, although important, is not the sole 
reason to form a peer group. Members explore key 
issues, set individual goal and tasks, and hold each 
other accountable. Not to say their makeup stays 
the same or that a group will last forever. “What 
doesn’t change, though,” says Mallory, “are the people 
and the lifetime of friends you have made.”  

Bruce Moore, 
Sr.: “without 
our involvement 
in PLaNeT, it 
would have been 
very difficult to 
find like-minded 
companies with 
similar cultures 
and needs.” 

become a PLanet 
Peer group Member
PLANET is taking applications now for participants 
in its peer group program. Facilitated by the Wislon-
Oyler Group, PLANET peer groups will meet in 
person or via teleconferencing two to four times 
a year and will offer the long-proven benefits for 
which this important networking venue is known.

Groups will be composed of six to eight CEOs, 
owners, and/or executive-level management. Their 
companies will be in noncompeting markets and have 
similar objectives and common interests. Members 
will be required to sign a nondisclosure agreement to 
ensure that proprietary company information remains 
strictly confidential and exclusive to group activity.

During meetings, members will discuss best 
practices on important topics that range from 
pricing pressures and labor trends to competition, 
market dynamics, economic trends, and much 
more. They will review financial statements and 
budget reports, be assigned actions items to fit 
their particular business and, at year-end, receive 
an annual benchmarking report. Meetings may also 
include special speakers and industry guests. 

Three peer group structures based on annual sales 
volume are being offered. For more information 
on PLANET peer groups and how to apply, visit 
LandcareNetwork.org and click on Events/Education. 
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What’s the biggest challenge our 
industry faces today? Arguably it involves labor at some 
level. The Pattie Group has been tackling the issue for 
years by attempting to create its own farm system. 

“We probably have 15 people within our company 
doing something with students throughout the 
year,” explains company president Steve Pattie, 
Landscape Industry Certified Manager. They go 
to area schools and talk with junior high and high 
school students, work with students at an area 
tech school, teach design classes, and even have 
students at all levels shadow them at work.”

Part of the company’s effort is self-serving, to 
create a labor pool for its growth requirements. 
But, more importantly, says Pattie, the effort 
is to introduce the younger generation to 
opportunities available within the landscape 
industry. “When I was in high school, I was 
curious about the industry, but had to make an 
extra effort to learn more about it. Early on in 
my career, I wanted to ensure that information 
about our industry would be more accessible.”

Two people leading the charge within the 
company are Pattie’s daughter and HR Director, 
Carla Pattie-Fitzpatrick and son Brian who 
also is a Landscape Industry Certified Manager 
and manager of the company’s west branch. 

Career Days anD More
As HR Director, Carla attends career days at local 
high schools within a 45-minute radius of the 
company’s headquarters. “I take along our recruiting 
booth and often meet with students one on one,” 
she relates. “I introduce them to our company and 
our industry, all the time dispelling myths that our 

F e aT U r e

GrowinG Green  
from the Ground up
Pattie Group mentors 
younger generation

Brian Pattie (light blue shirt) 
oversees student garden 
project at Cleveland Home 
and Flower Show.
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industry is only about digging holes and cutting grass 
and explaining the many available opportunities.

“Ultimately, I think we will start taking 
the message beyond high school students to 
include those in middle school as well.”

At least twice a year, she also visits a county group 
home for children ages 13 to 17. The message is the 
same. “There’s opportunity within the green industry 
for those interested in the outdoors, plant science, and 
in designing and maintaining beautiful and healthy 
landscapes,” Carla states. “This industry really has 
endless opportunities and there are many directions in 
which to grow. Students just need to be made aware of 
them, and it’s a lot of fun to watch them get excited.”

For his part, Brian spearheads the company’s 
interaction with the Auburn Career Center, a 
vocational educational school serving surrounding high 
schools. As a member of the board, he’s on the school’s 
advisory committee and actively helps the school 
recruit sophomores into its horticulture program. 

“One challenge we sometimes confront is that 
parents, more than students, need to be convinced 
there’s a future in our industry,” says Brian. “They 
don’t understand our industry and the opportunities 
we provide. Convincing them may even involve 
inviting them to our facility, introducing them 
to our staff, and just showing them around.” 

showCasing The inDUsTry
The company’s biggest investment in time and 

money also involves the career center where its 
staff helps students design and build an 800 sq-ft 
garden for the Cleveland Home and Flower Show. 

“It’s a start to finish project,” explains Brian. “We 
start by putting on a design contest for students. 
Our team will usually take something from each 
design for the finished product and help students 
gather materials, perform the layout and planning of 
the project, and construct the garden at the facility. 

The effort requires a substantial amount of time 
and investment but we feel it’s well worth it.”

Pattie agrees. “Beyond a doubt our involvement 
with the Auburn Career Center has been as 
advantageous to us as it hopefully has been for the 
students and the industry as a whole. Over the years, I 
would guess that 15 to 20 of our employees have come 
through the Auburn program. When you go there to 
teach, when students meet with you, and when they 
work with you on a project, relationships form.

“There’s no question it requires a commitment on our 
part. For example, Brian not only works with Auburn, 
but he also takes our message to the six or seven high 
schools that feed into the tech school. We’re constantly 
talking with school counselors, principals, and parents 
promoting our industry, and our company. This is not 
something that happens overnight; it’s a long cycle.”

As he points out, some tech school students 

continue their education at Ohio State ATI or 
other institutions, which also become prime 
recruiting grounds for the Pattie Group. 

“We’re hardly unusual,” Pattie emphasizes. 
“Our company is always on the lookout for quality 
people.  It’s not just Carla and Brian who do the 
recruiting for us, either. As I mentioned earlier, 
several members of our company participate 
at some level, either teaching classes, helping 
students with design projects, and so forth.

“Something that’s good for the industry 
and our company requires nothing less 
than a commitment to get it done.” 

pattie Group hr director  
Carla pattie-fitzpatrick likes to get 

students excited about opportunities 
within the green industry. 

GrowinG Green  
from the Ground up
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They’re smaller Than a 
laptop and larger than a smart 
phone. People use them to 
organize their day, connect to 
the Internet, post on Facebook 
and Twitter, and even play a 
few games now and then. They 
Skype with family and friends, 
share images, and, can load a 
multitude of apps that further 
increase their versatility. Yet, are 
iPads truly practical for landscape 
industry professionals for use in 
a business setting? The following 
landscape contractors think so, 
and here’s how they use them:

Stepping away 
from the laptop
“I like the iPad because of the 
screen size,” relates Brett Lemcke, 
Landscape Industry Certified 
Manager. “My iPhone offers 
many of the same capabilities, 
but its screen is too small. I 
store many of my documents 
for meetings so I don’t have to 
print them, and I have an app 
that allows me to take notes on 
the document with a stylus.” 

Lemcke uses his iPad to show 
photos to clients, send and 
receive emails, review plans 
and document, connect to his 
office computer through an 
app called Log Me In, manage 
social media accounts, and 
connect to the Internet for 
doing research on the go.

Because of his iPad, the vice 
president of R.M. Landscape has 
stepped away from his laptop, 

especially when traveling. He 
still uses his laptop and desktop 
when doing a lot of work, 
because their keyboards are more 
comfortable and easier to work 
with. His sales staff currently 
uses laptops to produce estimates 
and proposals on the road and, 
one day, may switch to iPads. 

Heads Up Landscaping is 
experimenting with an app 
that will allow its account 
managers to sell/present/close 
on-site to a client and record a 
digital signature. “Especially for 
small enhancements, there is a 
bottleneck and lag time between 
meeting with clients, getting them 
the bid, and closing the sale,” 
explains company vice president 
Eric Spalsbury, Landscape Industry 
Certified Manager. “We are trying 
to simplify the process with easy 
unit pricing that will be integrated 
with the app. We hope this will 

reduce the level of stress for 
account manager, increase sales, 
and result in even happier clients.” 

Among current applications 
for his iPad is one to show clients 
projects that may be similar to 
the one being proposed. An iPad 
also allows him to demonstrate 
how the company’s web-based 
help desk system works for 
service calls, and, of course, 
he can easily and comfortably 
check email messages remotely 
with it without the eyestrain 
associated with an iPhone. 

Heads Up is also rolling out 
iPad minis for field supervisor 
use. Adds Spalsbury, “The minis 
will allow them to access work 
orders in real time through 
a cloud-based solution.”

appS are abundant
“I refused to get an iPad at first 
because I thought it was just 
another wonderful gadget,” 
admits New Desert Gallery’s 
Barbara Stropko. “Then, my 
husband John convinced me to 
buy one, and I can’t even begin 
to tell you how wonderful it is.”

She shares images with 
clients and on-site employees; 
communicates with 
subcontractors, architects, 
and suppliers; and accesses 
construction documents, site 
plans, and project permits. “Of all 
the applications,” says Stropko, 
“being able to share project 
photos with clients is probably 
the most valuable for me.

f e at u r e

How I uSe my ipad
Popular devices gain traction in the office and field

Heads Up Eastside Field 
Supervisor Ernest Becenti 
accesses work orders in 
real time.



“There are also thousands of 
iPad apps, including those for 
business production, project 
management, construction, 
design, administration, and 
so forth. Some are free; some 
are fee-based. You just need 
to decide what’s best for your 
business, and then get other users’ 
opinions before buying one.” 

Stropko calls her iPad liberating 
because it’s so lightweight, fast, 
and easy to use and navigate. 
“The battery life is longer than 
my iPhone,” she adds, noting 
that having a wireless with 3G 
allows her to use it wherever 
she has cell phone access.” 

time Saver
No matter how one uses an iPad, 
it does one thing very well, adds 
Joy Diaz. “It saves time. Like 
most landscape professionals, 
I continually look for ways to 
make the best use of my time. 
My iPad keeps me organized. 
I load photos and contracts 
on it, email and otherwise 
communicate with customers, 
write notes to myself, and post 
items on Facebook and Twitter.

“Although I use mine primarily 
as a marketing and sales tool, 
my husband Rob uses his to 
actually show customers designs 
right on-site. An iPad does 
another thing that may be less 
pragmatic but still is important. It 
demonstrates that our company 
is keeping up with technology 
and using the latest tools.

“If you don’t have one, buy 
one,” says Diaz. “It’s like anything 
else. People don’t like change. 
Step outside the box, take a risk.” 
As she points out, once you have 
one, you can put your notebook 

in mothballs, stop lugging around 
a laptop, and actually spend time 
on your cell phone doing what it 
was originally designed to do. 

“Remember,” adds Stropko, 
“clients want to continue to hear 

your voice. Although the iPad and 
other technologies are wonderful, 
it’s still important to talk with 
customers and have face-to-face 
communication that is both real 
time and quality time.”  

my Favorite apps
The app snowball keeps on rolling as landscape contractors continue to find 
even more digital tools to increase productivity and enhance client service. 
Eastern Land Management’s Bruce Moore Jr., identifies Dirr’s Manual of Wood 
Landscape Plants and Leafsnap as two of his favorite apps. “Dirr’s features full 
color photos of plant material and descriptions. We use the app to field train 
supervisors and other employees and to show clients how a particular plant fits 
into a design. With Leafsnap, once you take a picture of a leaf, it will identify 
the plant type and allow you to create a site inventory of the plant material.”  

“An app I use frequently during the winter is one developed by Morton 
Salt,” notes Thornton Landscape’s Andy Doesburg.* “Entering the current 
temperature and area to be salted will provide a range of how much product 
to use. An app called Sign-N-Send allows me to sign and send contracts right 

on my iPad. With another app called Dropbox, I can 
instantly access contracts on my PC from my iPad.”  

Although not an Apple user, LM Creative 
Consulting’s owner Lara Moffatt says she’s heard 
plenty about apps from her clients and others in 
the industry. Among those often mentioned are 
AutoCAD WS and Dirr’s Tree and Shrub Finder. 

“With AutoCAD WS, one can download DWG drawings 
from your email and view, annotate, revise, and share 
even on your iPhone,” Moffat explains. “You don’t even 
need an Internet connection as you can work offline with 

files that you’ve downloaded previously. Drawings can be worked in 2D and 3D 
drawing space. This app allows you to update drawings on-site and on the go.”

Two others that receive a lot of play, she adds, are Evernote and Pinterest. 
“Evernote allows you to take notes and keep them synchronized between 
your platforms by keeping everything in a searchable information 
clouds. Pinterest is one of the fastest growing social mediums today. 
It is a tool to find and share your inspiration with others.” 

YardApes owner Shayne Newman* just added the Pinterest ‘Pin It’ button to his 
website. He explains, “I have a ton of personal landscape and garden pictures 
that likely can be put to use at work, as well. The landscape industry is so visual.”

His Connecticut-based company is also switching to a new scheduling and 
CRM software that will allow crews and managers to use iPads and iPhones to 
record all work and client interactions. “It seems pretty cool so far,” he adds.

YardApes 
owner Shayne 
Newman 

*Landscape Industry Certified
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Are your prepAred for the finAnciAl 
and personnel impacts of the 2014 HealthCare 
Tax? The first step is to get a handle on the 
elements of the legislation so you understand 
how to navigate what will no doubt continue 
to be murky waters and changing currents. 

Here are some important numbers:

50 – The law applies to you if you have more 
than 50 full-time staff on payroll. If you are 
thinking about breaking your business into smaller 
companies with fewer than 50 to avoid compliance 
… forget it. The IRS is wise to this approach.

120 – The number of working days in a year that 
qualifies as full time. This includes seasonal workers.

90 – The maximum number of days an 
employee has to wait to get insurance coverage 
from you. This used to be 120 days.

$2,000 – The penalty you pay for each 
employee should you not offer coverage. For 
example, if you have 70 full-time employees and 
offer no coverage, then you are liable for 70 less the 
minimum 30 requirement-that’s 40 people times 
$2,000–$80,000. Clearly, this is a large number. 
Given these costs, most likely, you will be offering 
some coverage to avoid this penalty (tax). 

Here are tHe numbers tHat matter 
wHen putting togetHer a plan:

9.5% – This is the maximum percentage of their 
annual earnings that an employee can pay out of 
pocket for the coverage you provide (in theory it is 
supposed to be household income—but the IRS is still 
working on this one). For example, a full-time foreman 
making $14 per hour, working 2,000 hours can pay no 
more than $2,660 year in premiums ($221 per month).

400% – This is the income level as a percent 
of the national poverty level that can qualify for 

government subsidies by bypassing the employer 
and going directly to the exchanges to get insurance 
coverage. In real terms, this means that anyone 
making under $90,000 per year may qualify. Why 
is this important to you? The $14/hour younger 
foreman may opt NOT to use your program and 
keep the $221 per month and take his chances at the 
exchange (young people have done this forever). But, 
since you offered coverage, you are in compliance.

$95 – This is the annual penalty an 
employee will pay (in taxes) were he or she 
to opt out of the coverage you offer.

Insurance, by its very nature, is a discriminating 
practice. Premiums are based on actuarial tables to 
determine pricing based on probabilities.  If you have 
a larger pool of people with lower risk (read: younger), 
then the increased size of the pool at younger people 
may in fact LOWER your overall insurance premiums. 
This is especially true if you have a “carve out” 
program that currently only insures you and a few 
key people. How do you get ahead of the curve here?

tHree steps:
Conduct a financial analysis of the 
cost of offering and not offering health 
insurance. In some cases, offering it to 

everyone may actually reduce your premium costs.
Work with an insurance broker who can 
provide the array of “qualified” plans that 
will put you in compliance. There are still 

many ways to provide insurance as a benefit without 
throwing all your employees out to the “exchanges.”

Prepare a communication to your staff about 
their options and the costs to you and the 
business. They should understand how the 

new health care insurance system will affect them directly.
It’s hard to ignore an 800-pound gorilla in a small 

room. Better to address this now and protect your 
business interests and those of your staff. Remember, 
people need time to prepare for change. Waiting until the 
fall to start thinking about this might cost you dearly. 

The 800-pound Gorilla

C o n s u lta n t  C o r n e r
By Kevin Kehoe

1.
2. 
3.

Numbers spell out health care moves
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C E N T R A L

STARS (Safety Training 

Achieves Remarkable Success) 

Safe Company Program

STARS, a free safety program, is 

designed to help you lower the costs 

of risk by reducing hazards and 

injuries. Just go to LandcareNetwork.

org and choose STARS Safe Company 

Program under the Safety & Risk 

Management tab.

Sponsor: CNA 

Legislative Day and Renewal & Remembrance
Join us in Washington, D.C., July 21–23 to help revitalize 
the grounds of Arlington National Cemetery and take our 
concerns to legislators on the Hill. For more information, email 
BetsyDemoret@landcarenetwork.org, call 800-395-2522, or visit 
RenewalandRemembrance.org.
Platinum sponsor: New Holland Construction

Come Alive Outside Learning Experiences
In an effort to get people to see the benefits of being outdoors 
and to invest in their green spaces, PLANET, JP Horizons, and 
the Come Alive Outside Smart Companies have come together to 
offer the following unique learning experiences:
Face-to-Face events: Real-life case studies where successful 
landscape companies are examined by and solicit constructive 
feedback from attendees who engage in problem-solving, 
roundtable discussions. Join us, July 16 at Winter Services, Inc., 
in Milwaukee, Wis. for the next event.
Sales Jam: In two days, sales teams learn how to apply the EDGE 
strategy to their sales technique. Join us at Gibbs Gardens in 
Atlanta, Ga., June 13-14. 

Webinars: Learn how individual companies are embracing the 
Come Alive Outside movement and successfully applying the EDGE 
strategy to their business models. Visit LandcareNetwork.org/events/
cao.cfm for complete details and to register for upcoming events. 
Smart Companies: Belgard Hardscapes, Blizzard, Fisher Snowplows, 
Include Software, JOHN DEERE, Nature Safe, and Western

Green Industry Conference
Oct. 23–25, 2013, Louisville Marriot Downtown & Kentucky 
Expo Center, Louisville, Ky. Housing is open for the Green 
Industry Conference, held in conjunction with the GIE+EXPO 
and Hardscape North America. PLANET members, check your 
email for the PLANET code and book your room(s) at 800-
743-3100/502-561-3100 or visit LandcareNetwork.org/events/
GreenIndustryConf/travel. For more information, call 800-395-
2522, or visit GreenIndustryConference.org.
Platinum Sponsor: JOHN DEERE

For morE iNFormATioN AbouT ANy oF PLANET’s sErVicEs:  
Ph: 800-395-2522 | Fx: 703-736-9668 
Web: LandcareNetwork.org | Email: info@landcarenetwork.org

PLANET National Landscape 

Awards of Excellence Program

Enter PLANET’s National Landscape 

Awards of Excellence (formerly the 

Environmental Improvement Awards)

program to get the recognition you 

deserve for the superior execution of 

your projects. If you have questions, 

contact awards@landcarenetwork.org, or 

call 800-395-2522.

Safety Recognition 
Awards Program
Showcase your safety record by participating in PLANET’s Safety Recognition Awards Program. There is no entry fee, and information about this program and the application is available online at LandcareNetwork.org under the Safety & Risk Management tab. Applications must be submitted to PLANET by April 30, 2013.Sponsor: CNA

Central

EVENTs:

Webinars
PLANET has a full schedule of 

webinars designed to help your 

landscape business be the best it can 

be. Visit LandcareNetwork.org/events/

webinars.cfm for the most up-to-

date listing. As always, webinars are 

free for PLANET members and are 

archived to view at their leisure.

Certification
How are you marketing your certification? 
As a Landscape Industry Certified 
individual, you can rise above the 
competition, but not if you keep your 
distinction a secret. Promote what 
you’ve worked hard for, and boost 
your professional reputation. Need 
help? Register for the “Marketing 
Your Expertise” webinar on May 22 at 
LandcareNetwork.org/events/webinars.cfm.  

Trailblazers On Call–Immediate Access to an Industry ExpertAre you a PLANET members with a pressing business question and not sure who to ask? Send it to CherylClaborn@landcarenetwork.org, and receive an answer within 24 hours from one of our esteemed Trailblazers — leading industry experts who want to share their knowledge with you. 
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see who wins going head-to-head.
Do you want to see how compact excavators perform in head-to-head competitions or 
watch side-by-side comparisons relating to performance, serviceability and durability? 
Before you buy your next excavator, watch our video comparisons of excavators.  Not 
only do the videos show you which excavator is best, they explain the small details that 
increase your performance and reduce your downtime. You can watch all the videos at 
BobcatAdvantage.com/faceoff5 or scan the code and find out who comes out on top.
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