You can’t put off getting

in step with America’s
growing environmental
movement if you want

to ensure your place in
tomorrow’s Green Industry.
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YOU MIGIHT ALREADY have figured this out, but here’s the
scoop: Most of your customers aren’t interested in green
services, particularly if it means they will be writing bigger
checks to you. The hype and posturing regarding sustainahil
ity, regardless of products or services, far exceed the public’s
acceptance and adoption.

At least that's the case right now.

“Very few people today are making buying decisions based
on what is green,” says Dr. Honey Rand, APR, president and
CEO of Environmental PR Group, Lutz, FL.. Rand describes
selling propositions based solely on environmental claims as
“meaningless.”

“Green is the new branding. There is so much green now
that (the term) has no meaning anymore,” she adds.

continued on page 13



continued from page 10

Rand has solid, hands-on expertise
in that arena. She started her market-
ing and public relations company that
specializes in environmental issues after
serving as director of communications
at the Southwest Florida Water Man-
agement District.

But if the majority of the public has
yet to embrace green with its wallets,
why would anyone suggest, as we now
are, that the Green Industry must

become greener, and that ultimately

perhourorlesswhenl’mgomg
acknowledging it's unlikely he will
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following that path will provide land-
scape and lawn service providers with
its best opportunities for long-term
revenue growth and prosperity.

The short answer is the Green
Industry might have no choice in the
matter.

Government agencies, activist
organizations, the state of the economy
(the age of extravagant waste is over)
and other industries that provide allied
services, such as the building industry,
will see to that.
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half-hour to an hour to mow them.”

What prompted McCredie, an avid bicyclist and «
start such a unique (and physically taxing) service two y

“| watched the mow-blow-go guys pull up in their pickup
with big gas-guzzling mowers on them, and listened to lawn
mower, noisy things in my neighborhood. When | looked into.
polluting on a number of levels, and felt that property
option,” he says.

McCredie says the Seattle area embraces environme
vinced there's a bigger market for his Eco Mow

services. But, in the end, heeanonlydqsomm
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Changing standards

Will the public accept this new real-
ity? Evidence suggests yes. Witness
how Canadian citizens have accepted
the ban on the use of synthetic pest
control products on public and private
landscapes in the provinces of Ontario
and Quebec. Or how property own-

ers throughout the United States are

changing their landscape irrigation
practices because of water agency
restrictions or water costs.

Hendrikus Schraven, owner of a
successful design/build company in
Issaquah, WA, and a decades-long
advocate of sustainable practices, says
the industry must shift its mindset.
Professionals must begin designing and
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delivering landscapes that provide cli-

ents with ecological benefits in addition
to being functional and beautiful.

A conversation Schraven had with
a client several decades ago — in this
case, Bill Gates, founder of Microsoft
— suggests to him that it can be done.

“I’'m going to put a computer in
every home in America,” Gates told
Schraven, who found the statement to
be more than a bit bold at the time.

“How are you going to that,” que-
ried Schraven?

“I'm going to change the standard,”
he recalls Gates responding in a matter-
of-fact voice.

continued on page 17

“This isn’t the ‘in’
thing to do any
longer. It’s the life
thing to do. There
shouldn’t even be a
question to do it.”

HENDRIKUS SCHRAVEN, The Hendrikus Group
!
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the landscape industry, perhaps p dl
cause some landscape architects and*‘mu
are starting to adopt them. -

Briefly, SSI is a collaboration among thme 16

for sustainable land design, construction and n
practices. These, of course, are services that |
lawn service and irrigation contractors perform.
Last fall, SSI published a draft of guidelines and perfor-
mance benchmarks, seeking comments from stakeholders
and the public. The draft represented several years of work by  and
SSI committees and covered topics such as soils, materials,
hydrology, vegetation, and human health and well-being. That
draft document generated more than 350 responses to SSI,

continued from page 14 soil is the basis for all landscapes. He ing in the competitive and price-driven
The new normal says the industry must increase its landscape services business environ-
Schraven, founder of The Hendrikus knowledge of soils and must work with ~ ment, feel they can’t do this.
Group and a 30-year-plus devotee of builders and developers to insist upon But they can, says Schraven, partic-
sustainable landscaping, says he was better quality soils. The other option ularly if they approach the market with
considered “a weirdo” when he first is to remediate soils so that they can an ecology-based value proposition.
began promoting his sustainable land- nurture healthy plants. “You do a project right the first
scape services, but no longer. What's the answer? Schraven advises  time and you pay less later — less plant
“This isn’t the ‘in” thing to do any accepting only projects that allow for replacement, water, maintenance. Cli-
longer,” says Schraven. “It’s the life the remediation of poor-quality soils. ents will listen to this,” says Schraven.
thing to do. There shouldn’t even be a Because of The Hendrikus Group’s In 1997, Brad Wolfe started
question on doing it.” reputation, this strategy works for him.  Organo-Lawn, shortly after graduat-
Schraven says that healthy, “alive” Obviously, most contractors, operat- ing from the University of Colorado.
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He says he couldn’t find a lawn service
in Boulder responsive to his concerns
about the environment. Sensing a busi-
ness opportunity, he put together a lawn

ing — Wolfe incorporated even more
ecologically friendly initiatives into
his company. Today, he points to the
proprietary natural products that his

care company built zzestly on the use of technicians use to improve custom-

natural products. ers’ lawns, along with the firm’ fleet
As the company grew — something  of biodiesel-fueled service vehicles,
that happened rapidly, thanks to his

university entrepreneurship train-

company-wide recycling efforts, wind-

generated energy powering its shop and
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office, and the organically grown cotton
shirts its employees wear.

“Organo-Lawn understands these
steps are mall in comparison to what
can be done,” Wolfe says. “But, we're
continuing to grow and we’re always
looking at ways to become more sus-
tainable.”

In the decade since its t}nunding‘.
Organo-Lawn has grown to be a domi-
nant lawn care firm in Boulder and sur-
rounding communities. Wolfe now eyes
the Denver market as he contemplates
franchising the Organo-Lawn model.

Schraven and Wolfe are among the
growing numbers of Green Indus-
try business owners recognizing the
ilhlll\ll"\ 1S on lhc lhl'cxhn](l ()fi;l new era
and must make one of two choices. The
first is to embrace products and services
that enhance the ecology, conserve
resources and build diversity within
urban landscapes — this in addition to
delivering landscapes with lifestyle and
aesthetic benefits customers desire.

The other choice is to continue
to offer the same services in the same
ways, face increasing regulations and
realize the possibility of stagnating
f_"l‘()\\[h.

Actually, there might be no choice.
The possibility exists that the Green
Industry will get dragged kicking and
screaming into the new era if it doesn’t
embrace more ecologically sound busi-

ness lIL'('I\i‘ ms on il\ own.
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