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EXTEND YOUR BUSINESS  »
ADD-ONBIZ
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Edible landscaping may just be the next big 
thing in add-on business opportunities.

“Edible things can be beautiful,” 
says Shannon Hathaway.

BY CASEY PAYTON

  SERVICE 
       SNAPSHOT»
COMPANY: Green Heron 
Landscaping Inc.

HEADQUARTERS: Cary, NC

FOUNDED: January 2002

NO. OF EMPLOYEES: 6 full-time, 
1 part-time

CLIENTELE: 99% residential

2011 REVENUE: $400,000

2012 PROJECTED REVENUE: 
$450,000

WHY EDIBLE LANDSCAPING? 
“My interest in it started as a 
kid and only grew as I studied 
landscaping. I try to bring the 
concept of ‘living off the land’ 
into as many landscapes as 
I can.”

INVESTMENT? “There is no 
added cost to the landscaper 
to offer edible landscaping to 
clients, and most wholesale 
nurseries offer fruit trees and 
herbs.” 

Living off the land

A S THE IDEA of homegrown fruits, vegetables and 
herbs gains ground in American homes, a ser-
vice offering of “edible landscaping” is begin-
ning to crop up among residential landscapers.

But for Shannon Hathaway, president of Green Heron 
Landscaping Inc., in Cary, NC, edible landscaping is not a 
new concept. Her interest in it began as a little girl with 
her grandmother and mother’s gardens. 

“My grandmother had a vegetable garden that was 
bigger than I’d ever seen, and I loved walking through it 
when I was a kid,” Hathaway recalls. “My mom’s garden 
focused more on herbs, so I also got a taste of growing a 
successful herb garden as just a kid.”

While studying landscaping in college, Hathaway fell 
under the tutelage of an instructor who 
emphasized living off the land. So it was 
no surprise that she offered the service 
when she started her business. 

Hathaway says she has found it’s not 
a terribly hard sell. The lush climate of the 
region certainly helps, as does consum-
ers’ increasing interest in their food’s 
origins.

“There’s de�nitely more interest for 
this lately, and I �nd a lot of clients come 
to me and ask for it. But I also suggest 
it every time I meet with a client for the 
�rst time,” she says. “Even if they’re cer-
tain they don’t want fruits or vegetables, 
a lot of people love the idea of fresh, 
homegrown herbs.”

Incorporating the produce into the 
existing landscaping is also bene�cial for 
the plants. The produce is much more 
lush and healthy. 

“If you incorporate your fruits and 
vegetables in your borders and beds, it al-
lows you to rotate your crops more easily 
— and you’re not completely exhausting 
the soil by doing so many vegetables in 
just one small plot of land,” says Hatha-
way.

Hathaway says that offering edible 
landscaping goes hand-in-hand with her 
company’s Green Movement focus and 

has contributed to its success.
“We have found a real niche in the Green Industry by 

offering edible landscaping, which is part of our overall 
green focus,” she says. “We don’t use chemicals, and we 
try to educate our clients on other ways of growing. We’re 
reminding people that edible things can be beautiful — 
and that growing your own fruits and vegetables and 
living off the land is a wonderful thing.” 

Because the company is based in suburban Raleigh, 
one challenge has been working with homeowner associ-
ation (HOA) rules, which can be restrictive. But Hathaway 

says she has found ways to work with 
these rules and still incorporate edible 
landscaping into the property. Interest-
ingly, she says that an in�ux of various 
ethnicities moving to the region has 
actually helped push the movement. 

“We’ve had a number of clients from 
India who have moved into our region 
and are expecting the land to produce, 
because that’s what they’re used to,” 
says Hathaway. “They realize that we 
live in such a lush area and that you can 
grow a lot here, and they expect that to 
happen. They’re bringing their traditions 
of using the land for food production — 
and reminding many of us of our own 
past. It’s really helped drive the move-
ment for more edible landscaping.”

In the Raleigh region, Hathaway 
says that fruit like plums, pears, �gs, 
peaches, pomegranates and persim-
mons really thrive. There is also a large 
variety of vegetables and herbs that do 
well in the climate. 

“It’s a wonderful region for growing, 
so it makes sense that more clients are 
showing interest,” she concludes. “I 
think it will only continue to grow.” 

The author is a freelance writer with seven years of 
experience covering landscaping.
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A  WA L L ,  I S  A  WA L L . . . I S  A  W O W !
If your client wants more than an ordinary retaining wall, select VERSA-LOK. No other wall system gives you the same combination  
of aesthetics, installation ease and performance. VERSA-LOK’s unique construction gives you the freedom to create stairs, curves,  
corners, columns and freestanding walls. Units can be quickly modified on site — eliminating the need to order special pieces.  
And their solid-unit characteristics provide unsurpassed durability. In addition, the Weathered™ texture and Mosaic® random-pattern 
options will give your project a look that is sure to turn heads.  

To find out why customers prefer VERSA-LOK, call (800) 770-4525 or visit www.versa-lok.com.
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GREEN INDUSTRY MAINTENANCE LEADERS  »  BY TOM CRAIN

“We believe that the spirit of our organization is our 
team, representing a variety of cultures from three 
continents and 10 countries,” says John Gachina, 
president of Gachina Landscape Management, 
Menlo Park, CA. “About half of our account man-
agement team has risen through the ranks, starting 
at entry-level positions.” 

Gachina gives them important tools, 
including education and training. But 
employees must show initiative.

He tells LM what it means to be a 
good manager in landscaping today 
and shares his thoughts on where the 
industry is heading.

John Gachina says if 
you have true passion 
for the job, that opti-
mism is contagious.

TOP TRENDS

 › Sustainability. It runs the gamut from water 
conservation and reducing our carbon footprint 
to the use of alternative fuels and employing 
organic pesticides and fertilizers. We are located 
in the San Francisco Bay/Silicon Valley area. It’s 
laden with creative, high-tech companies such 
as Apple, Google, Yahoo and Hewlett-Packard, 
many of which are our customers. Sustainability 
is very important to them. It’s becoming a big-
ger and bigger deal every day. 

 › Social media. It’s now the best way to reach 
professional young people, especially those in or 
just getting out of college. They are all steeped 
in Facebook, Twitter and LinkedIn, and it will 
continue to become more and more accepted, 
especially through the expansion of smart 
phones. Our HR department currently uses 
social media for recruiting, and we will be using 
it more and more to attract new and retain cur-
rent customers. 

TOP OBSTACLE

 › Lower margins due to a down-turned economy 
with increased competition. Even though your 
customers like what you do for them, they have 
short memories when it comes to looking for 
the lowest bid. The best strategy is to keep 
them from going out to bid. But that means you 
may have to lower your margins to keep them. 
Since margins are getting tighter, we are evalu-
ating every business process in our company 
to improve on efficiencies. We are looking at 
new ways to cut down on our waste stream and 

more carefully manage our resources. We have 
a new contact management system in place. 
Lowering margins internally still means doing an 
excellent job for your customers externally — 
never compromising on quality. 

TOP OPPORTUNITY

 › Educating your customers. When you dem-
onstrate to your customers that you are trying 
to save them money, their loyalties increase. 
For example, showing them smart irrigation 
practices to reduce water consumption and 
minimize erosion goes a long way in keeping 
them as loyal customers.  

The author is a freelance journalist with more than 20 
years’ experience writing about the Green Industry. 
Contact him at tecrain@goingreenguy.com.

INSIDE INFO
Company: Gachina Land-
scape Management

Headquarters: Menlo Park, CA

Employees: 300

2011 revenue: $20 million

Key to being a maintenance 
leader: Being genuinely 
passionate about what you 
do, and that’s contagious. For 
example, we have always 
been passionate about doing 
the maintenance side of our 
business, and it shows. 

Also, creating a clear 
career path for employees 
and taking good care of them. 
This builds loyalties and long-
term commitments. I have 
provided growth opportunities 
for many employees who have 
stayed with me for the past 
20 years. We encourage and 
support our employees who 
want to earn special land-
scape certi� cations through 
PLANET. They also see that I 
promote from within. 

We found that all 
bene� t when our employ-
ees started making healthy 
lifestyle choices both at 
work and at home, and these 
activities boosted morale 
and teamwork. A few years 
ago, to get our people active 
and promote teamwork, we 
decided to boost healthy 
living for all our employees 
and their families. We provide 
home-grown � tness classes, 
health awareness informa-
tion and healthy eating. Our 
training room is turned over 
weekly to Pilates, yoga and 
stretching classes. All our 
crew members perform 10 
minutes of stretching before 
starting any job.

John Gachina says if 
you have true passion 
for the job, that opti-
mism is contagious.

John Gachina says if 
you have true passion 
for the job, that opti-
mism is contagious.
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Payment must be received by the classi� ed 
closing date. We accept Visa, MasterCard, and 
American Express.

Mail LM Box # replies to: 
Landscape Management Classi� eds, LM Box #____ 
306 W. Michigan St., Suite 200 
Duluth, MN 55802 
(please include LM Box # in address)

Every month the Classi� ed 
Showcase offers an up-to-
date section of the products 
and services you’re looking 
for. Don’t miss an issue!

ADVERTISING 
INFORMATION

Call Kelli Velasquez at 
216-706-3767, 
Fax: 253-484-3080,
E-mail: 
kvelasquez@questex.com

CLASSIFIEDSHOWCASE

BUSINESS OPPORTUNITIES

FLORASEARCH, INC.
In our third decade of performing

confi dential key employee searches for
the landscape/horticulture industry and

allied trades worldwide.
Retained basis only.

Candidate contact welcome,
confi dential and always FREE.
1740 Lake Markham Road

Sanford, FL 32771
407-320-8177 ♦ Fax: 407-320-8083
E-mail: search@fl orasearch.com

www.fl orasearch.com

HELP WANTED

FOR SALE

SOFTWARE

Next Issue   Ad Closing
September ......................8/15

October ...........................9/13

November .....................10/11

hire someone?

Reach 
thousands

of 
professionals 

in your 
industry 

by placing 
a classi�ed ad!

   Looking to

IT’S A NO 
BRAINER!
Thinking of expanding 

into pest control but lack the 
licenses necessary?

We’ll match you up with 
a low cost 

License Holder Today!

www.peststart.com
1-800-965-1646

T E L L  T H E M  YO U  S A W  I T  I N 
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[ Coming in September ]

ALKERW OWERSM 3URIHVVLRQDO�3ODQW�3URWHFWLRQ

���&KRLFH�RI�3URIHVVLRQDO�/DQGVFDSHUV

Visit our DEALER LOCATOR: ZZZ�SODQWVN\GG�FRP�� 

or purchase direct from 

Tree World Plant Care Products Inc.

Call today—toll FREE!  1-800-252-6051

MOST EFFECTIVE — LONGEST LASTING

Proven to out-perform and out-last all other repellents !

Non-toxic, safe for pets and the environment

SolubleSoluble Powder ConcentratePowderSoluble Powder ConcentrateConcentrateSoluble Powder ConcentrateReady-to-UseReady-to-UseReady-to-Use LiquidLiquidReady-to-Use Liquid

ORGANIC

/LVWHG�IRU

3URGXFWLRQ

Celebrating 50 years in publishing
2012 marks Landscape Management’s 50th year in publishing. 
Our year-long celebration culminates with coverage 
in our September issue. We’ll pro� le the Green 
Industry’s 50 biggest in� uencers, past and 
present. If you would like to nominate some-
one for us to pro� le, contact Senior Editor 
Beth Geraci at bgeraci@northcoastmedia.net.



LANDSCAPEMANAGEMENT.NET  |  JUNE 201288

MYBIGGESTMISTAKE
LESSONS LEARNED THE HARD WAY  »

»

COMPANY: Clintar Landscape 
Management

HEADQUARTERS: Markham, 
Ontario

NUMBER OF EMPLOYEES: 525

SERVICE BREAKDOWN: 30% 
maintenance; 20% landscape 
enhancements; 50% snow and 
ice control services

CLIENT BREAKDOWN: 95% 
commercial; 5% residential 
estates

R OBERT WILTON 

HAS lots of 
friends. As an 
accomplished 

landscape business owner, 
making connections comes 
easily. But one person that 
Wilton, who is now presi-
dent of Clintar Landscape 
Management in Markham, 
Ontario, learned was not 
his friend was his banker. 
It’s a lesson he had to learn 
the hard way in his earlier 
years of business.

After almost a decade 
of smooth sailing with his 
bank, Wilton was unpre-
pared when the � nancial in-
stitution decided to call him 
about his mid-six-� gures 
loan. Wilton says banks 
often view the landscape 
industry as having a lot of 
risk exposure, which is one 
reason he suspects he was 
called. Looking back, he 
says it was a big mistake 
believing his banker was 
his friend. That allowed him 
to forget the fact that he 
could be asked to pay back 
his loan at any moment. 

“When they asked for 
their money back, I didn’t 
have the money to give 
them,” remembers Wilton. 
“So it was a very scary 
time.” 

After almost six months 
of sleepless nights spent 
trying to � gure out where 
he could get the money, 
Wilton was fortunate 
enough to � nd some 
“angel capital” through a 
family friend. 

“It was de� nitely a high-
risk loan for that friend, but 

I paid it back,” says Wilton. 
“And today, I don’t owe the 
banks any money.”

Lessons learned
Wilton says that the experi-
ence taught him a few key 
lessons that will ensure he’s 
never in that position again: 

1Banks don’t like risk. 
“Banks are not there 
to � nance start-up 

businesses,” advises 
Wilton. “They are there to 
carefully loan money based 
upon a guarantee of secu-

rity. They don’t want risk. 
It’s not venture capitalism, 
it’s money that’s coming 
as a result of providing suf-
� cient security.”

Wilton says it’s a com-
mon mistake to assume 
you can count on a bank for 
any needed cash, and he 
warns that getting a loan is 
not like using an ATM. Be 
prepared to show the bank 
why they’re not taking a 
huge risk with you.

2 Keeping records is im-
portant. Keeping good 
records is something 

Wilton says many in the in-
dustry ignore. But he says 
it’s at their peril. 

“Accurate and up-to-
date accounting is abso-
lutely vital,” says Wilton, 
who admits his old “shoe-
box accounting methods” 
might have contributed 
to the bank’s decision to 
call him on his loan. “If 
you don’t understand your 
� nancials, � nd someone 
who does. I didn’t have 
good accounting records 
when this happened. Now 
I have the best ever. I hired 
a controller and gave her 
full authority to manage the 
cash. She cost me more 
than I ever wanted to pay, 
but I’ve found now that 
she’s saved me a lifetime. 
We used to get overdraft 
charges regularly — now 
that would never happen.”

3 Be honest. Wilton says 
his communication 
with his suppliers 

helped save the business. 
“We did not make prom-

ises to our suppliers that 
were overdue,” he reports. 
“We were just completely 
upfront with them and 
explained that our intent 
was to pay them, but we 
could only pay a little bit at 
a time — even if it took a 
year or more. Because we 
were honest and kept those 
promises, many of those 
people are still our suppli-
ers today. As simple as it 
sounds as a principle, hon-
esty is incredibly huge when 
you’re in dif� cult times.” 

BY CASEY PAYTON

Robert Wilton miscalculated when he 
mistook his banker for his friend.
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Payton is a freelance writer with 
seven years of experience cover-
ing landscaping.

WHEN THEY ASKED 
FOR THEIR MONEY 
BACK, I DIDN’T 
HAVE THE MONEY 
TO GIVE THEM. SO 
IT WAS A VERY 
SCARY TIME.

Robert Wilton



* Included with every Hunter purchase

OUR FIELD SALES MANAGERS: Going the extra mile isn’t the exception at Hunter, it’s 

the rule. That's why our Field Sales Managers are more than a low list price and a free 

product sample. They're industry experts who understand your business and projects.


