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President’s Message
By Glenn Jacobsen

Glenn JACOBSEN, PLANET President
Landscape Industry Certified Manager
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New business and strategic plans 
unveiled just prior to 2008 probably didn’t 
go very far toward reaching their goals. The 
driver in most planning sessions is sales, 
and certainly without them any plan will 
fall short of its mark. This has been a dif-
ferent year, however, and the economy is 
gradually turning around. Our company 
has had a good year. The goal now is to 
position ourselves to take advantage of 
growth opportunities, and that gives plan-
ning a very high priority. 

Fours Ds
Most planning meetings I’ve been in, 
whether in our company or in PLANET, 
involve what I call the four Ds—dissect-
ing, discussing, debating, and then mak-
ing a decision. The first three Ds usu-
ally spark some lively exchanges within 
the planning group. This is healthy, and 
something that, if not encouraged, cer-
tainly should not be discouraged. A free 
exchange of ideas is important to explor-
ing new opportunities both within and 
outside your company’s core focus. 

To be successful, planning should 
include those team members who will be 
accountable for executing the plan. Their 
input is vital to ensure the plan is realistic. 

Getting them actively involved in the three 
Ds means they will more likely embrace the 
fourth D, the decision or decisions as stat-
ed in terms of specific goals, new business 
opportunities, and so forth. 

Look aheaD
Planning, an important step toward reach-
ing future goals, takes up a fair amount of 
time and effort. How much depends, in 
part, on the size of your company and the 
amount of planning you want to accom-
plish. To ramp up for next year you may 
need to set aside a week or two; longer if 
you’re developing a strategic plan. The 
time and effort will be worthwhile. 

ask For assistance
If you’ve never conducted a true planning 
session, consider bringing in a consultant 
or experienced facilitator. These individ-
uals can help structure the meeting for-
mat, keep sessions on target, and set up a 
mechanism to see if goals are being met. 
PLANET has several consultant members 
who have years of experience facilitat-
ing meetings. Their names and particu-
lar areas of expertise can be found on our 
website, LandcareNetwork.org.    

inspire
After the planning is over, the challenge 
is to inspire your people, to get them to 
not only buy into your plan, but to also be 
excited about making it work. They will 
rise to the occasion if properly mentored. 
Keep in mind, that there will always be 
a learning curve. Markets change as do 
opportunities. People change, too. It may 
take new team members a while to gain 
traction. They may also bring with them 
new areas of expertise and new ideas, both 
of which may impact your plan.

Your plan, then, is more of a guide than a 
document written in stone. Be flexible and 
use it as a guide. No, you cannot change 
what happened this year. But, you certainly 
can use it as a compass for moving in the 
right direction next year—to take advan-
tage of growth opportunities.  

plan now 
to take 
advantage of 
opportunities

Most planning 
meetings i’ve been 
in ... involve what 
i call the four Ds—
dissecting, 
discussing, 
debating, and 
then making 
a decision. 

There are no truer words for any business owner 
than these: “Failing to plan is planning to fail.” 
In fact, one of the most important things you can 
do this offseason is to put your business under a 

microscope. We do it every year in our company, as most 
PLANET members do. We will take a very close look at 
what worked and didn’t work for us this year, keeping in 
mind our mantra is to set goals that will make us a better 
company next year. 

president’s Message
By Glenn Jacobsen

Glenn JACOBSEN, PLANET President
Landscape Industry Certified Manager
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COMPANY PROFILE     SOUTHERN BOTANICAL

Ideally, the next person you hire stays with your company for life, 
as does the next new customer. Nice thoughts, right? They’re more 
than thoughts, however, for Southern Botanical. They are goals. 
The Dallas-based, full-service landscape management and interior 

plant and floral company has been executing on them for the better part 
of 17 years, and the results speak for themselves. From its small startup 
roots in 1995, it has blossomed into a $22 million company, providing 
a full array of services to high-end residential and premier commercial 
properties in the Dallas–Fort Worth area.

Its success hasn’t gone unnoticed. 
From 2009 to 2011, Southern Botani-
cal won several Excellence in Land-
scaping awards from the Texas Nurs-
ery & Landscape Association (TNLA), 

and in 2009, it made the SMU Cox 
School of Business Dallas 100 list. In 
2012, the company won two PLANET 
Judges Awards and company found-
er Jason Craven was honored with 

TNLA’s Young Leader Award.  
The rewards and honors only tell 

part of the story. As the saying goes, 
“Where there’s smoke there’s fire,” 
and Craven’s company does plenty to 
fan the growth flames, starting with its 
internal and external customers.

A ServAnt’S heArt
When talking about its internal cus-
tomers, company employees, South-
ern Botanical’s Chief Operating 
Officer James Cali uses the word 
“fit.” “The fit has to be there,” he 
explained. “Some things, like horti-
culture basics, for example, you can 
teach, but others you cannot. The 
most important criteria we have for 
recruits are, do they have a servant’s 
heart and do they have a passion for 
landscaping? Without these qualities, 
individuals will likely not be a fit for 
our company and they likely won’t be 
with us for very long.”

How to provide an exceptional level of service
Customers for Life

JAsoN NEwJAsoN CrAVEN JAmEs CALi

CusTomErs LArGE and small receive the same five-star treatment.
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 “Education is a daily process and 
doing a good job isn’t necessarily about 
how much you know but, instead, 
about how well you execute. As a com-
pany, we encourage our employees to 
go one step beyond, and we pay them 
for that effort. In other words, we pay 
professionals for being professional.”

Five-StAr trAining
One of the company’s big watershed 
moments occurred seven years ago 
when management reevaluated its dif-
ferent service levels for customers. For 
want of a better expression, the team 
decided to “’level the playing field,” 
and provide five-star service to all its 
customers, even the smallest and least 
demanding ones.

 “Since we made the decision mid-
way through the season, some clients 
received additional services at no extra 
charge,” Cali explained. “Yes, we had 
to readjust pricing the following year, 
but we felt the move was important for 

two reasons: Doing so ensured there 
was no question about what should be 
done on-site, and providing top qual-
ity to everyone aligned with our phi-
losophy to keep a customer for life.”

But what exactly does it take to deliv-
er five-star service? For the past seven 
years, mid-level managers and up have 
participated in the company retreat at 
a five-star hotel to find out. The stay is 
not just to experience the service, but 
also to learn how to deliver it. Case in 
point, at a recent Four Seasons resort 
retreat, guests learned the 18 points or 
steps it takes to make a five-star bed. 

Back home, they employed a similar 
step-by-step methodology to develop 
a standard operating procedure for 
installing a five-star color bed. “Now, 
we install all beds using a SOP that is 
continually reevaluated to add effi-
ciencies and provide an even better 
product,” Cali said.

Client perSpeCtive
The endgame for all the intensive 
recruiting and training is to satisfy and 
retain customers. This is also the case 
with  the company’s extensive service 
offerings. In addition to more tradi-

Professional Landcare NetworkProfessional Landcare Network

PLANET, the national  
landscape industry  
association, provides:

•  Tools and resources to help 
you grow your business

•  Learning opportunities through 
world-class educational programs

•  Unparalleled networking and  
peer-to-peer interaction 

Join PLANET and get 10% off your membership  
dues for one year! Expires Jan. 31, 2014

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

Profile:
Southern BotanIcal, 
Inc., DallaS, texaS
▶ Principals: Jason Craven; 
president and CEO, James Cali, 
COO; and Jason New, VP of 
Garden Management 

▶ Incorporated: 1998

▶ Services: Full-service 
exterior and interior landscape 
management 

▶ customer mix: High-end 
residential and premier 
commercial properties

▶ employees: 215 seasonal;  
130 full time

PLANET member for two years 
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tional landscape management services, 
Southern Botanical also installs and 
maintains pools and fountains, along 
with interior plants and flowers. It pro-
vides irrigation and drainage services, 
and there’s a growing demand for its 
outdoor living and hardscape installa-
tion expertise, especially from the own-
ers of high-end residences and estates. 
HOAs, museums, and hotels round out 
the company’s customer mix.

Despite targeting the high-end 
market and providing a high level of 
service, the company still needs to 
be competitive in a very competitive 
market. The management team con-
tinually looks for operational efficien-
cies and scrutinizes every single line 
item in the budget. Currently, South-
ern Botanical is in the second year of 
a 10-year strategic plan, something it 
revisits twice a year in detail and mod-
ifies if necessary.  

The recession that hit Dallas hard 
in the 90s taught all business owners 

how to work more efficiently, and it 
demonstrated to landscape contrac-
tors specifically how important diver-
sification can be. Cali noted that Dallas 
lucked out a bit by being on the back 
end of the recent downturn and didn’t 
truly feel its effects in 2009 and 2010. 
“When we felt it, we made the decision 
to invest in our team and avoided the 
prospect of having to lay anyone off.” 

Full in 
A PLANET member for only two 
years, Southern Botanical delayed 
joining until it could devote time to 
and maximize its participation in the 
association. “The association’s empha-
sis on professionalism within the 
industry and its advocacy on legisla-
tive issues were particularly attractive 
to us,” Cali explained. Since joining 
PLANET, Southern Botanical discov-
ered more than a few pleasant surpris-
es. The company exhibited at the Stu-
dent Career Days for the first time last 

year and hired four full-time employ-
ees and five interns from talking with 
students at the Career Fair. “The event 
has taken our recruiting to a differ-
ent level,” said Cali. “Several resourc-
es made available to us, especially the 
informative webinars, and the net-
working with other industry profes-
sionals have also proved invaluable.”

Last year’s two Judges Awards were 
an added bonus; something that espe-
cially benefited team members who 
not only worked on the projects, but 
also prepared the entries. The recog-
nition also helps with recruiting new 
employees and customers who strive 
to have long-term relationships with 
their employer and service provider.  

Again, awards and accolades only 
tell part of the story. For this PLAN-
ET member, the story begins and ends 
with recruiting the right people, train-
ing and treating them as professionals, 
and providing an exceptional level of 
service to its entire customer base. 

STUDENT CAREER DAYS 2014: 
COLORADO STATE UNIVERSITY 

FORT COLLINS, COLO., MARCH 20–23

The National Collegiate Landscape Competition 

StudentCareerDays.org

Student Career Days is an annual three-day event for 
horticulture and landscape students to showcase their skills 

and to meet potential employers through competitive events, 
a Career Fair, and networking opportunities. 
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 GREAT ESCAPE 2014: 
DISNEYLAND   RESORT®

 

ANAHEIM, CALIF., FEB., 27-MARCH 1

LandcareNetwork.org/GreatEscape

Disney’s Grand Californian Hotel® & Spa
1600 S. Disneyland Drive
Anaheim, CA 92802 
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HEALTH & WELLNESS     SAFETY

Later this winter and early 
next spring, day-long safe-
ty meetings will be com-
monplace for many indus-

try companies. Employees will learn 
about ear and eye protection, how to 
carefully operate equipment, and the 
best way to approach lifting heavy 
objects. These meetings are no longer 
optional for companies. Having them 
helps ensure a safe and productive 
work environment, and is absolutely 
the right thing to do for employees 
and their families.

Depending on where and when 
safety meetings are held, attendees 
may be treated to a feast of catered-in 
pizzas or step outside to take a brat or 

burger off the grill. Potato salad, dev-
iled eggs, and a couple of bowls filled 
with chips provide a reasonable array 
of appetizers, not to mention the sug-
ar-rich sodas lined up in coolers. 

What’s wrong with this picture? 
Nothing, you might say. The repast 
is a fitting reward for sitting through 
several hours of meetings. But, the 
menu is also sending the wrong mes-
sage say landscape contractors who 
put safety training under the broader 
heading of wellness.

“We want our employees to live a 
healthy life, so they feel good at work and 
can take care of their families,” related 
Denise Ritch, HR director for Gachina 
Landscape Management in Menlo Park, 

Calif. “Being safe at work is a big part 
of the picture but so is eating right, not 
smoking, exercising properly, and, over-
all, reducing stress in their lives.”

For the third year in a row, Gachi-
na Landscape Management made the 
Silicon Valley Business Journal’s list of 
Healthiest Employees in the Bay Area. 
The magazine cited the company’s 
stretching program as the hallmark of 
its wellness focus. Championed by vet-

Going beyond safety

It’s all about 
wellness

Fight against 
Cancer
Throughout October, crew 
members (pictured above) of 
Farmside Landscape & Design in 
Wantage, N.J., wore pink safety 
vests to help raise awareness to 
fight breast cancer. Company 
Vice President, Lisa Kuperus said, 
“Breast cancer has touched the 
lives of so many in our community, 
either directly or through family 
and friends. We want to honor 
those who have been touched by 
this disease as well as celebrate 
with those who have fought the 
fight and won. It’s a gesture in 
which we pay tribute to these 
individuals and the friends and 
families who stand beside them.” 
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eran employee Santiago Salazar in 2009, 
the 10-minute morning regimen has 
dramatically reduced muscle strains. 
“In 201l, when the program truly hit 
its stride and became widely accepted 
by all employees, strains represented 58 
percent of the company’s overall inju-
ries,” explained Ritch. “A year later, 
that number fell to 39 percent, and this 
year, we’ve had zero reported strains. 
That’s truly significant.”  

Beyond stretching 
Of the company’s 335 employees, 290 
are field employees who especially ben-
efit from the stretching regimen, one 
that “warms them up” for a day full of 
physical activities. The physical exer-
tion, Ritch pointed out, doesn’t make 
them immune to high blood pres-
sure, diabetes, and other health-related 
issues. To raise their awareness about 
making healthy choices, her depart-
ment shares a monthly wellness news-
letter that is either emailed to employ-
ees or included with their paychecks. 
Biweekly safety tailgate meetings may 
also include a timely segment on health; 
for example, what and how much to 
drink during hot summer days. 

Office employees get the healthy 
message, too, added company Well-
ness Coordinator Brisa Zamudio. “We 
encourage group walks at lunchtime 
and have replaced traditional vending 
machines with those that offer healthy 
snacks like trail mix and vitamin water 
instead of soda.”

She noted that the menu for the com-
pany’s many meetings has changed, as 
well. Vegetarian pizzas have panned 
their meat and cheese cousins, and sal-
ads have wedged out chips. Through-
out the year, the company also sports 
soda-free and low-carb challenges, 
and the winner is awarded a Starbuck’s 
card or something similar. “A treat 
now and then isn’t that bad and can 
even be an incentive,” said Zamudio.

More than halfway across country 
in Chesterfield, Mo., Dowco Enter-
prises puts its own twist on stretching 
and employee wellness. “To make our 

stretching fun, we’ve installed speakers 
and play music that we can control with 
our iPhones,” explained company Vice 
President, Donna Dowell “We really 
crank it up and play some fun music.”

Client Relations Rep., Caitlin Erick-
son, who has a degree in physical 
education, holds training sessions to 
ensure employees know the proper 
way to stretch before, during, and after 
work. For office personnel, she wants to 
implement a 30-minute walking pro-
gram during lunch. She has also teamed 
up with Donna and Donna’s daughter, 
Kelly, to participate in trail runs. 

“It’s fun being able to put my degree 
to work at work,” said Erickson, who 
noted that even during busy months 
the company’s owners continue to 
maintain focus on healthy living for 
themselves and their employees.  

Among other initiatives, Dowell 
noted that a few years ago, Dowco 
became a smoke free environment 
and has since encouraged staff to quit 
smoking. “With some good success,” 
she added. “This is huge.” 

changing focus
Dowco, like Gachina Landscape Man-
agement, has healthy snacks, such as 
nuts and baked chips, available to team 
members, and both companies empha-
size physical activity at their annual pic-
nics. “At these events, we try to take the 
emphasis away from food and concen-
trate more on physical activities, like 
soccer and volley ball,” related Zamu-
dio. “The focus isn’t solely on team 

members, either. It includes their fami-
lies, too. Hence we have jumping hous-
es and other activities geared toward 
children.” The wellness message, just 
like safety, is one that transcends the 
workplace,” she added.

Kelly, Dowco’s business develop-
ment manager, explained that team 
building is also part of the bigger well-
ness picture for the company. “Three 
to four times a year, we extend our 
stretching program to include 15 to 20 
minutes of team-building. The exer-
cise can be anything from running and 
throwing balls to building card castles. 
Sometimes we divide into teams and 
other times we work together as one 
team. We’ve even divided into groups 
where individuals are asked to identify 
10 things they have in common with 
another group member.

“The exercises help to break down lan-
guage barriers, create camaraderie, and 
reduce the stress level that often accom-
panies any work environment. There’s 
also more to stretching than meets the 
eye,” she added. “It, too, is something 
that is shared by everyone in the compa-
ny, including our office personnel. We 
laugh, we talk, and we just enjoy starting 
the morning out as a team.”  

David Snodgrass, Landscape Indus-
try Certified Manager, whose com-
pany Dennis’ Seven Dees in Portland, 
Ore., introduced stretching to the 
industry, agrees. “Stretching is a way 
for employees to warm up, but it’s 
also an exercise and nice foundation 
around which to build a more com-
prehensive wellness program. When 
you care about your employees, you 
care about their overall health as much 
as you do about their safety.”

“Just as with safety, there are also 
important business benefits to hav-
ing healthy employees,” he added. 
“Healthy employees have higher ener-
gy levels and usually better attitudes 
than their less healthy counterparts. 
They are more self-confident and 
they don’t call in sick. After all, most 
employers want their people to come 
to work at the top of their game.” 

GAchiNA LANDscAPE Management’s 
HR Team: Back row—John Gachina, 
Brisa Zamudio; Seated—Denise Ritch, 
Santiago Salazar.
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LOUISVILLE     GREEN INDUSTRY CONFERENCE

Who knew that land-
scape and lawn care 
had a sexy side? 
Looking at it through 

the lens of humor superimposed by 
Greg Schwem—corporate standup 
comedian, syndicated humor colum-
nist, and author of Text Me If You’re 

Breathing—I may not be able to look 
at a turbine blower or motorized back-
lapper the same way ever again. But, 
looking at an old product in a new way 
was the point Schwem wanted to drive 
home to those listening to his “Work, 
Laugh, Repeat” keynote presentation 
that kicked off this year’s Green Indus-

Networking, 
Learning, 

Celebrating  
are hallmarks 

of GIC

‘Look at an old product in a new way’

ThE LEArNiNG Lounge, featuring bite-
sized, information-packed Power Talks, 
like the one (at top) presented by Judith 
M. Guido of Guido and Associates; a 
marketplace (above); and genius bar and 
café (left), was part of a new educational 
format rolled out at this year’s GIC.

Learning Lounge
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‘Look at an old product in a new way’

A NumbEr of awards were presented 
during the PLANET Awards and AEF 
Recognition Ceremony at GIC. PLANET 
AEF Ambassador crystals (above) were 
presented to several members who each 
made pledges last year to support the 
Foundation at the $25,000 level. 

LEfT To right are five of the nine Sustainable Company Award recipients: the 
Willamette Landscape Services, Inc., Tualatin, Ore.; Pacific Landscapes, Inc., 
Sebastopol, Calif.; The LaurelRock Co., Wilton, Conn.; Dave’s Landscape Management 
Co., Hudson, Mass.; and The Mustard Seed Landscaping & Garden Center, Chaska, 
Minn. Not pictured are representatives from Greener By Design, Inc., New Rochelle, 
N.Y.;  Plantscapes, Inc., Seattle, Wash.; Precision Landscape Management, Dallas, Texas; 
and Texas Land Care, Inc., Dallas, Texas. 

Awards
“I came back with 
several ideas to help 
us more effectively 
train new account 
managers.” 
–Kelly Dowell, DOWCO

burT DEmArchE (left), president of The LaurelRock Co., received a Judges Award 
and won the Audience Choice Award during the ceremony for his company’s Modern 
Homestead project. DeMarche is pictured with Dennis Karem (right), NLAE chair. To view 
photo gallery of 2013 NLAE award recipients, visit LandcareNetwork.org/awards/index.cfm.

SomE of the more than 30 Overall 
Safety Award – Gold recipients.

try Conference (GIC).
For many PLANET members like 

ND Landscaping’s Manny DeSouza 
and DOWCO’s Kelly Dowell, educa-
tion was and continues to be the main 
reason to attend GIC. “The H-2B ses-

sion I attended was very informative,” 
said DeSouza, “as was a sales process 
workshop I attended on Wednes-
day.” Added Dowell: “The topic of the 
Breakfast session I attended, Account 
Manager Training Program, was very 

timely for us. We often struggle with 
that position, and I came back with 
several ideas to help us more effective-
ly train new account managers.”

Schwem’s idea of looking at an old 
product in a new way was already part 



Citrus Park Lawn Care Excels Through 
Recession, Surpassing Customer Expectations

has a wide range of heavy-duty cutting heads for many cutting 
tasks and the STIHL FC 90 edger that allows us to easily vary 
the cutting depth when switching from mulch beds to lawn 
edging,” said Perry. His tree care crews also use a variety of 
small professional STIHL chain saws and pole pruners. 

Using durable, low maintenance products generates costs 
savings. Being STIHL exclusive means that not only are the 
employees familiar with product operation, but common 
maintenance tasks are consistent across the equipment line. 
“If there is something we can’t diagnose, we will take it to 
one of our two local dealers, Al’s Lawn Care in Lutz, Fla., and 
Royal Edger & Mower in Clearwater, Fla.,” said Perry. “Each 
season we buy new products and look to upgrade when new 
technologies, like reduced emissions products, are available.”

Continued Expansion
He plans to grow Citrus Park one step at a time within their 

current service area of Hillsborough and Pasco counties in the 
greater Tampa Bay area. Exceeding customer expectations will 
always be a top priority for Perry, and he plans on expanding 
his business by offering new services, hiring another crew, and 
purchasing more trucks in the coming years. 

Perry is not one to rest on his accomplishments. He is always 
researching ideas that will make Citrus Park Lawn Care a 
business that embraces efficiencies and always delivers superior 
customer satisfaction.  “To keep our customers satisfied is one 
thing, but exceeding their expectations and taking service to 
the next level is what will grow our business.”  

To learn more about Citrus Park Lawn Care, visit  
www.citrusparklawncare.com.

It is always a risky move to start a business during a recession. However, Denis Perry, owner of Citrus Park 
Lawn Care in Tampa, Fla., did just that after being laid off from a career in the consumer service and building 
supply industry. “I decided that I wanted to do something that I love and something of my own. I previously 
worked with lawn and landscape companies, so after a year’s worth of research, I started Citrus Park,” said 
Perry. From offering a full range of services to choosing equipment, Perry set up his business plan well before 
he hired his first employee in 2007; a move that has been at the heart of Citrus Park Lawn Care’s growth.

Founded: 2007
Employees: 14
Location: Tampa, FL
Client Base: Primarily Residential

Prepping for Success
His first order of business was to make sure he could offer 

prospective customers almost any service that they needed. Citrus 
Park Lawn Care’s 14 employees maintain mostly residential 
properties and provide lawn maintenance, tree trimming, weed 
control, landscape design, palm tree and stone installation and 
pressure cleaning. 

“We have five trucks and three specialized crews who handle 
mowing and maintenance, landscape and cleanup, and tree 
care,” says Perry. “Creating teams that have strong morale and 
complement each other boosts productivity and pride in their 
work, and that helps ensure that every detail is checked and 
completed before a crew leaves a worksite.”

Perry saw many competitors taking short cuts and offering 
services at half the cost to keep their crews busy throughout 

the recession. Perry chose instead to use the downtime and 
invest in his employees sending them to certification classes. 
“We believe that having landscape maintenance licenses and 
proper certifications benefits not only our business, but our 
community as well.”

Real People, STIHL People
From day one Citrus Park Lawn Care chose to use STIHL 

products, noting that the brand is synonymous with quality 
and that customers recognize “STIHL orange.” To market their 
professionalism and quality services, Perry even chose to match 
their uniforms and trucks with their equipment.

“We pride ourselves on being able to do it all, and STIHL 
offers products for every application. We use the STIHL  
BR 600 MAGNUM® blower that has high air volume for quick 
leaf removal. We also depend on the STIHL FS 90 R trimmer that 

Citrus Park crews use a variety or STIHL products including 
the STIHL FC 90 edger. 

“We pride ourselves 
on being able to do it 
all, and STIHL offers 
products for every 

application.”

To market their professionalism and quality services, Perry even chose to match
their uniforms and trucks with their “STIHL orange” equipment.
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Home of the Innocents gets some TLC from PLANET Gives Back
Wednesday, Oct. 23, was an 

unseasonably cold day in Louisville, Ky., as 
75 PLANET volunteers set out to enhance 
the grounds of the Home of the Innocents, 
a nonprofit shelter and pediatric 
convalescent center in the downtown 
Louisville area. The Home these volunteers 
were headed to was the site of the third 
annual PLANET Gives Back event. 

According to Gordon Brown, president 
& CEO of the Home, “It has extensive 
services for children facing crisis in this 
region, many who are living with trauma. 
One of the things they need the most is 
tranquility in their environment. Four years 
ago, we had more than 300 trees planted 
in our big backyard. Over the past three 
summers, we have experienced extreme 
drought and lost about 80 trees.” 

In about four hours, the volunteers 
installed more than 25 trees, installed 
and repaired drip irrigation around those 
newly installed trees, laid new mulch on 
the playground, cleaned up the butterfly 
garden and prepared it for the winter 
season, and cleaned up the raised planter 
beds and planted a winter cold crop.

“We have a belief at the Home that if 
we have a need and speak it out loud it 
walks in the door in a few days … that was 
PLANET,” Brown shared. “They walked in 
our backyard and restored the playground 
to its original tranquility, planted new 
trees, and completed other projects. We 
were amazed by the work they did in a 
very short amount of time and we were 
delighted that they chose us.”

PLANET Gives Back is a way to share 
the expertise, knowledge, and resources 
of the landscape industry with the host 
city of the PLANET Green Industry 
Conference and the GIE+EXPO. The event 
is organized by PLANET members with 
the help of sponsors and local donations 

of material and equipment. Students from 
three PLANET-accredited colleges and 
universities were among this year’s group 
of volunteers. 

PLANET is extremely grateful to all the 
volunteers and the event’s lead sponsors: 

GIE+EXPO, Bartlett Tree Experts, Belgard 
Hardscapes, Blizzard Snowplows, CNA 
Business Insurance, Fisher, Include 
Software, NatureSafe, JOHN DEERE, and 
Western; and to STIHL Inc. and Syngenta, 
the supporting sponsors.

“I was very proud and honored to have 
led the team this year for the third annual 
PLANET Gives Back and to be able to 
work with the members and volunteers,” 
said PLANET Gives Back Project Leader, 
Alex Fransen, landscape development 
manager for Steele Blades, Inc., of 
Louisville. “We work in a very humble 
industry and, as a Louisville native, it 
means a lot that the association would be 
willing to give back to our city and help 
benefit a very deserving local organization, 
such as the Home of the Innocents. We 
do these projects because it feels great to 
have a positive impact on our communities 
and it’s the right thing to do.”

PLANET GiVES bAck volunteers clean up raised planter beds and plant cold crops.

PLANTiNG oNE of the more than 25 
trees to replace some of the trees lost to 
construction and drought over the past 
three summers.

of the makeup of the conference in the 
form of a new instructive opportuni-
ty—the Learning Lounge. The lounge 
featured a Marketplace where PLAN-
ET publications and those of several 
PLANET Consultant members were 
on sale, a café where refreshment and 
the opportunity to sit and connect with 
fellow conference goers could be had, 
a Genius Bar where industry experts 
were waiting to answer questions 
from/consult with attendees about any 
business-related issues they faced, and 

three Power Talk areas where other 
industry experts presented 20-minute, 
information-packed presentations on 
a variety of topics.

Pacific Landscapes’ owner Dar-
ryl Orr took advantage of the new 
Learning Lounge by attending sever-
al of the Power Talks. He even posed 
a few questions to Genius Bar par-
ticipants. “It was great to meet some 
of PLANET’s Consultant members 
and get their feedback on a couple of 
issues,” he related. 

Networking and celebrating the out-
standing work of fellow landscape pro-
fessionals are among some of the other 
reasons for attending GIC. The ever-
popular Breakfast With Champions 
was again a big draw, as was the PLAN-
ET Awards and AEF Recognition Cer-
emony, sponsored by Caterpillar, Inc. 
During the ceremony, recipients of the 
newly branded National Landscape 
Awards of Excellence were showcased. 
The top awards—the Judges Awards—
which go to the most outstanding proj-

LOUISVILLE     GREEN INDUSTRY CONFERENCE
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ect in each of the four categories recog-
nized, are always revealed at this event. 
As of last year, so too is the Audience 
Choice Award, determined via live vot-
ing on the four Judges Awards. 

The Sustainable Company Award 
and Safety Recognition Awards were 
also presented during this ceremo-
ny, and, for the first time, PLANET 
was the recipient of an award. The 

Professional Grounds Management 
Society presented PLANET with the 
PGMS Gold Medal Award, which is 
given to an individual or entity for 
outstanding and long-term achieve-
ments and/or contributions to the 
green industry. 

Ensuring there is a pipeline of tal-
ent for the industry’s future by sup-
porting students in two- and four-year 
horticultural programs at PLANET-
accredited colleges and universities 
is the focus of the AEF portion of the 
ceremony. Over the course of the eve-
ning, $170,400 in scholarship funds 
were raised and several PLANET AEF 
Ambassadors were recognized. 

There’s always something for every-
one at GIC, so plan now to be a part of 
next year’s conference, scheduled for 
Oct. 21–24. 

GETTiNG To test drive equipment (far right) in the 19 acre outdoor demonstration 
area and consult with company reps on the show floor (above left and right) are two 
valued aspect of GIC, GIE+EXPO experience.

Exhibits

GREEN INDUSTRY CONFERENCE     LOUISVILLE

ThE EVEr popular Breakfast With Champions (below) and the New Comers Rally 
(above) are two of several opportunities to network with and learn from colleagues 
and seasoned industry veterans.

Networking

Online:
More photos
landcarenetwork.org/events/
GreenIndustryConf

Recorded Educational Sessions
We captured select 2013 
GIC educational sessions! To 
obtain these video recordings, 
please contact heatherhash@
landcarenetwork.org.
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The same can be said for most any busi-
ness, including those in the green industry. 
Year-end assessments and planning strate-
gies are an important part of routine main-
tenance. Ignore this exercise and your busi-
ness, just like a poorly maintained vehicle, 
will let you down.

The following are year-end tips to keep 
your business in top running order. They 
are especially relevant for seasonal opera-
tions, yet any company needs to make time 
for regular checkups.

1. People: Your employees are your most 
valuable asset. Make sure to include 

them in your year-end discussions. Giving 
them a performance review once a year will 
help ensure they’re performing up to your 
expectations and you’re meeting their career 
objectives. I encourage my clients to conduct 
360 degree reviews, where employees have an 
opportunity to rate their own performance. I 
believe it’s also important to be positive, espe-
cially when discussing areas of improvement. 

2. Financials: By now, most owners 
have already reviewed their tax liabil-

ity for this year and started their budgeting 
process for next year. If you’re still analyz-
ing last year’s numbers, make sure to review 
all your clients and gross profits from each, 
status of accounts receivables, any chang-
es in company liabilities and assets, gross 
profits by divisions, and trends in sales. 

Consider listing clients on a spread sheet 

and sorting them from those who gener-
ated the highest gross sales to the lowest 
gross sales. Then, apply the 80/20 rule. 
Take a close look at the 80 percent who 
generated only 20 percent of sales and ana-
lyze their cost and opportunity. You may 
find more than a few whose business just 
isn’t worth having for next year.

3. Shop: Now is the time to organize 
your shop, maintain your equipment, 

check part inventory, and do the things you 
otherwise don’t have time to do during the 
busy season. I’ve been there. So, I know it’s 
very difficult, if not nearly impossible, to 
maintain an orderly shop when the phone is 
ringing and crews are going full speed ahead. 

One of my clients took maintenance 
to the extreme by using the off-season to 
tear down virtually all his equipment and 
replace worn parts, including belts and 
bearings. He found, though, that purchas-
ing the required parts put a crimp in his 
monthly P&L statement. To help cash flow, 
he now buys his parts throughout the year 
and uses them as needed during his off-sea-
son preventive maintenance regimen.  

4. Sales: The old saying that “nothing 
happens until something is sold” never 

goes out of style. Take time to analyze how 
you communicate with clients, how you han-
dle leads, and how you write up contracts. 
Determine what works and what doesn’t and 
be willing to change. There’s nothing wrong 
with reinventing how you do business every 
few years. Clients change, markets change, 
and so do your team members. 

I only halfway subscribe to the axiom, “If 
it isn’t broke, don’t fix it.” Fixing something 
before it breaks is less painful, whether we are 
talking cars or businesses. Therein lies the 
beauty of conducting a yearly business pre-
ventive maintenance program. Doing some-
thing similar in July is a good idea, as well, 
since this will give you enough time to make 
a change that will make a difference.  

Consultant Corner
By Jason Cupp

It’s tIme to 
look under 
the hood

“Giving them 
a performance 
review once a 
year will help 
ensure they’re 
performing 
up to your 
expectations 
and you’re 
meeting 
their career 
objectives.”

My dad has been in the automobile business for 
more than 50 years. So, when he tells me it’s 
time to take my car in for maintenance, I lis-
ten. In his words, “If you want your car to last 

200,000 miles, give it routine maintenance. If you ignore the 
maintenance, you’ll be lucky to get 70,000 miles out of it.”

JAsoN CuPP, Kolbe Consultant and 
Landscape Industry Certified Manager, 
is a former PLANET president and green 
industry CEO. His focus is on growing 
companies of all sizes in all industries. For 
more information, visit JasonCupp.com. 
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LMN Workshops*

Owners of top-100 landscape companies lead this hands-on 
workshop that explains the systems proven to build more 
efficient, more productive landscape companies. For more 
details, visit LandcareNetwork.org/events/workshops.cfm. 
dates/locations: Dec. 10, 11–Tampa, Fla.; Jan. 27, 28–Baltimore, Md.;  
Feb. 10, 11–Philadelphia, Pa.; Feb. 20, 21–Indianapolis, Ind.;  
March 6, 7–Los Angeles, Calif.  

*LMN Workshops are approved for PLANET Landscape Industry Certified recertification  
at 1 CEU per hour of education.

▶  TrAiLbLAzErs ProGram Apply to be matched with a Trailblazer 
and have the luxury of spending a day, one-on-
one, with an industry leader. You’ll receive advice 

and techniques that will boost your business performance. deadline to 
apply is dec. 31, 2013. 

▶  laNdscaPE iNdustry cErtifiEd maNaGEr sPEcial 
Landscape business owners and managers, now’s the time to certify your 
skills and expertise. take 10% off the individual exam fee or 25% off 
for groups of 4 or more. Discount applies to new, full Manager exam 
registrations. Plus, when you register, you’ll be entered in a drawing 
to win a samsung Galaxy® tablet! Offer expires feb. 28, 2014. Learn 
more at LandcareNetwork.org/certification/savings.cfm.

▶  commuNity stEwardshiP award The Community 
Stewardship Award recognizes PLANET member 
companies and organizations that have demonstrated 
leadership through their dedication and contribution 
to the good of the community. PLANET is committed 
to honoring those companies that have made a real 

contribution to their community. Entry deadline: Jan. 8, 2014

▶  stars ProGram Join the STARS (safety training achieves 
remarkable success) Safe Company Program and receive a free Safety 
Program for Green Industry Companies in both English or Spanish. For more 
information, email STARS@landcarenetwork.org or call 800-395-2522.

Lawn Care Summit*

Nashville, Tenn. • Jan. 27–29  
Join the National Pest Management 
(NPMA) and PLANET for Lawn 
Care Summit 2014, an educational 
program offering both technical 
and business management sessions 
for lawn care professionals. Visit 
npmapestworld.org/events/
lawncaresummit.cfm to register. 
▶  Platinum Sponsor:  
  Real Green Systems
Save 15% individual discount or 35% for 
groups of four or more on the Lawn Care 
Technician-National exam when you register 
to attend the Lawn Care Summit. Exam 
registration discount ends Feb. 28, 2014, 
and excludes PSI computer-testing fees.

Great eSCaPe
Disneyland® Resort •  
Feb. 27–March 1  
Owners, presidents, and upper-level 
managers relax and recharge while 
acquiring inspiration and knowledge 
at this destination meeting. Join us 
at the Grand Californian Hotel® & 
Spa in Anaheim, Calif., and bring the 
family! Visit LandcareNetwork.org/
greatescape/index.cfm to register. 

Student Career dayS
Colorado State University • 
March 20–23  
This annual three-day competitive 
event brings together students 
enrolled in horticulture programs 
from colleges and universities 
across the country. There’s also a 
Career Fair that allows students 
to network with prospective 
employers. For more information, 
visit StudentCareerDays.org.
▶  Platinum Sponsor: STIHL Inc.

PLanet day OF ServiCe
Nationwide • April 22  
Your chance to create or join in on a 
volunteer landscape industry project 
that improves your community.  
Visit planetdayofservice.org  for 
more information. 

events:



Tolliver Roberson – Assembly

Built in America. Believing in America.*

*A majority of STIHL powerheads are built in the United States from domestic and foreign parts and components. “Number one selling brand” is based on syndicated Irwin Broh Research as well as independent 
consumer research of 2009-2012 U.S. sales and market share data for the gasoline-powered handheld outdoor power equipment category combined sales to consumers and commercial landscapers. © 2013 STIHL

STIHL truly believes in the productivity of 
American workers and businesses. So we’re 
proud to be one of the U.S. manufacturers 
rebuilding our economy one brick, one car 
and one chain saw at a time. STIHL believes 
in supporting small, local business owners 
like you. It means something to your clients, 

to your company, and to us. Because it’s 
the real people, STIHL people, who help 
make STIHL the number one selling brand of 
gasoline-powered outdoor power equipment 
in America.*

To find a STIHL dealer: STIHLusa.com

STL_BIA_LandscaperTrade_PlanetAdv_2013_final.indd   1 11/7/13   12:31 PM


	plan_1_1213cover2
	plan_2-3_1213toc
	plan_4_1213president
	plan_5-9_1213Botanical
	plan_10-11_1213Wellness
	plan_12-17_1213GIC_2
	plan_19-20_1213Central
	plan_18_1213consultant



