
NAUD BURNETT: 
CONSTRUCTION 
AND DESIGN 

The landscape plan 
and installation 
become a personal art 
form for the client. 

By Naud Burnett, Dallas, Texas 

Presented during the American As-
sociation of Nurserymen's 102nd An-
nual Convention, July 16-20, 1977, in 
Seattle, Washington. The presenta-
tion was arranged for by the 
National Landscape Association. 

From its inception, the goals and 
policies of my companies were 
based on my personal experiences 
and observations while working for 
another firm, gaining invaluable ex-
perience over a seven-year period. I 
had the fortunate experience of 
being assistant to the president of a 
large landscape company, and sat in 
on all private business discussions 
and client contacts throughout the 
day. He was a master salesman, with 
impeccable taste, and I was an inter-
ested and observant student of his 
techniques and decisions. 

When the situation occurred for 
me to leave and start out on my own 
it was necessary for a deep soul 
searching of what, where, and how, 
since my capital was limited. My 
success has been based on those past 
experiences, and the desire not to 
make the mistakes which I had ob-
served of my previous employer. 
Needless to say, I have, unfor-
tunately, repeated many of those 
mistakes, but have always recharted 
my course to correct them. 

Basically, the business is built on 
a complete personal service of a 
landscape architect from beginning 

to end. Personal taste, style, and 
e x p e r i e n c e of the l a n d s c a p e 
architect are extremely important, 
so that the landscape becomes an in-
tegral part of the entire, unified 
design. The design is based on the 
client's wishes and utilitarian needs, 
while being compatible with the 
architectural design, and reinforcing 
the architectural concept. 

The landscape plan and instal-
lation become a personal art form 
for that specific client, and that par-
ticular design would not necessarily 
fit the needs of another client in the 
same house or building. 

For an insight into our business, 
the following will explain how and 
why we do what we do. 

I am a graduate landscape archi-
tect, and was teaching in college at 
the age of 19. Teaching did not give 
me the personal satisfaction I was 
seeking, so I chose to work in private 
practice for seven years. This is my 
twentieth year in business for 
myself. My goals have changed, and 
I have sold my business to my key 
personnel. I am now working for 
them for a minimum of five years. 

Many people cannot understand 
my selling out and supposedly semi-
retiring, but I am satisfied with a 
well-thought-out plan of financial 
security, more time with my family, 
and other business interests. It's now 
time for another generation to work 
12 hours a day. 

My interest also lies in the estab-
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lishment of a new Hydro-Culture in-
dustry for growing plants indoors 
and out-of-doors without soil. It is a 
revolutionary concept, and is very 
exciting and stimulating. 

We are proud of our 20 awards 
over the years, but especially the 
personnel who are responsible for 
the hard daily work which bring 
these successful jobs to a comple-
tion. Without them, it would not be 
possible. 

Actually, the overall business is 
divided into two organizations. One 
handles design and supervision on a 
professional basis, with a staff of six 
landscape architects. The other is a 
landscape company which only in-
stalls plantings, with a staff of 30 to 
50 employees. 

Qualifications for landscape 
architects are much different than 
for landscape company personnel. 
They must show a flair for design, 
good taste, and quick understanding 
of problems and solutions. They 
should be the type of person who 
would make a good future partner. 
They can be found only by many 
interviews with prospective em-
ployees, and proving to the specific 
person that you have something to 

offer them as well. Always make 
sure they understand "no moon-
lighting". 

Landscape personnel qualifi-
cations vary with positions, but 
always honesty, knowledge, and in-
tegrity are uppermost in mind. A 
company-oriented person is always 
sought. 

Actually, little business is sought 
on a landscape level, as 70% is self-
generated from a complete package 
service, and 30% comprises miscel-
laneous work not involving plans. 
Two expert sales personnel handle 
these miscellaneous jobs and bids, 
as well as the contract work from 
plans. Only seldom would we bid or 
install a job planned by another 
landscape architect. We do no main-
tenance work. 

Our landscape architectural firm 
keeps a current prospect list (com-
puterized), with a constant update. A 
regular newsletter is mailed out to 
this list. It has been highly success-
ful and creates conversation. 

Seasonally (twice a year), the 
landscape company goes back to old 
clients and plants spring flowers or 

bulbs in the fall. This falls into the 
miscellaneous jobs that are not 
sought after. It is beneficial in keep-
ing the older gardens blooming and 
up-to-date, and it allows for cor-
rections in maintenance performed 
by others. 

Approximately 70% of the cost of 
the average landscape plan is in-
volved in the installation of con-
struction other than plantings. The 
design firm gets bids from reputable 
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A transportable and Positive Drive 
7 Gang Mower from BROUWER 

• Easily towed from 
one area to another 
by any vehicle. 

• Power Take Off Drive 
vastly reduces both 
mechanical parts and 
weight. 

• High ground clearance, 
easily clearing obstacles 
such as curbs. 

• Act now and reduce 
your 1978 mowing 
costs. 

DEALER 
INQUIRIES INVITED 
The Ultimate in Reliability, Versatility and Economy 

[ES BROUWER 
KmSi TURF EQUIPMENT LTD. 

Manufacturer: Woodbine Avenue, Keswick, 
Ontario, Canada L4P 3C8 /Telephone (416) 476-4311 

Thousands of growers, 
nurserymen and landscapers 
depend on "the protectors" 

WILTPRUF anti-transpirant keeps plantings, trees, shrubs, 
sod and indoor plants healthy; protects against plant 
damage due to winter kill, transplant shock, air pollution, 
wind burn and drought. 
SPRAY-STAY, sticker-extender sticks sprays to trees, plants, 
crops and turf protecting against costly run-off due to 
rain or irrigation. 
WILT PRUF and SPRAY-STAY are both 1 0 0 % organic and biode-
gradable and meets all FDA specifications for use on edible crops. 

For further information call or write Dep't. WTT 

NURSERY SPECIALTY PRODUCTS 
P.O. Box 4280, Greenwich, CT. 06830 

Qualifications for landscape architects are 

much different than for landscape company 

personnel. 

Circle 160 on free information card 
64 WEEDS TREES & TURF/APRIL 1978 



For turf. 
Any turf. 

3-D Weedone. 
A special blend of three 

herbicides in one that turns 
a fairway or a front lawn into 
beautiful, weed-free turf. 

It's powerful. It contains 
2,4-D, the standard time-
tested broadleaf herbicide 
that controls most common 
turf weeds. Plus Dicamba, to 
broaden its control to more 
than 100 species of weeds 
and woody plants. 

It's fast. Silvex speeds up 
the whole weed-control proc-
ess and gives you 
added, effective 
control over 
chickweed, clo-
vers, and other 
tough weeds. 

It's profes-
sional. Yet you 
don't have to 
be a pro to use 
it. Just mix with 
water, spray, 
and watch 
the weeds 
disappear. 

Use 3-D 
Weedone. For great results 
on turf. Any turf. 

AMCHEM PRODUCTS. INC 
Subsidiary of Union Carbide Corp. 

Ambler. Pennsylvania 19002 
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qualified contractors, and the 
figures are outlined on a format so 
the client can make the selection of 
the contractor. 

Contracts are signed with each 
individual contractor, and we charge 
an inspection and coordination fee 
of 12% of everything except swim-
ming pools, which are 6%. No fee is 
charged if our company installs the 
planting, but is charged if done by 
others. 

Fees for work involved are billed 
monthly, based on amount of bill 
approved for contractors. Contrac-
tors' bills are sent to us for appro-
val, and forwarded to the client to be 
paid direct to the contractor. Any 

Any changes in plans 
are confirmed by letter 
to eliminate any 
misunderstanding. 

changes in plans or quotations are 
confirmed by letter and owner's 
approval, to eliminate any mis-
understanding when the job ends up 
with a different cost. 

The landscape contracts are 
clearly outlined as to the services, 
warranty, and materials to be used 
with a flat quotation for the job. A 
30% request for prepayment is 
made, and subsequent periodic re-
quests for payment are made as 
work progresses. 

Visual aids used are photographic 
albums, slides shown at the office 
conference room, and personal tours 
of existing gardens. 

All estimates from both firms are 
broken down into detail. We have no 
sales pitch, but rely on our integrity, 
experience, and reputation. Low key 
sales: here it is — this is what it costs 
— you're buying it. We do explain 
that if they wish, the cost could go up 
or down with more expensive 
materials or smaller sizes. Clients 
seem to be pleased when you say 
here it is, study it, and we can get 
back together if you don't want to 
make the decision today. It is going 
to be more expensive next year. 

All warranties on construction 
are by contractors. Landscaping war-
ranty covers loss for one year, with a 
clause for exceptions due to "acts of 
God." Landscape architects are in-
sured for professional liability for 
one million dollars. 

Our market is the upper 10%, 

DON'T 
CUTOUT 
QUALITY. 
DO IT RIGHT, 
WITH 
STANLEY. 
Quality, by our stand-
ard, is something 
which goes a lot 
further than making 
tools. To Stanley, it 
means: a full line of 
tree trimmers for 
every job; the best 
warranty in the busi-
ness; complete parts 
backup; and dis-
tributors to help you 
anywhere in the 
country. It's also the 
efficiency, safety and 
dependability of hy-
draulic power. We 
don't trim on anything 
so that you're able to 
do your trimming fas-
ter. Stanley Hydraulic 
Tools: 3810 S.E. Naef 
Road, Milwaukie, 
Oregon 97222. 
Phone (503) 659-
5660. Telex 360771. 
Write or call. 

STANLEY 
<8> 



LISTEN! 
• USE ANY TRUE FRIENDS® 

hedge shear and listen to the 
"whistling" sound. It's your proof 
you've bought the best in a high 
quality shear, because it's hot 
drop-forged. 

• TRUE FRIENDS provides tools 
in all the important categories. 
Value engineered to give you 
more for your money. Our tools 
are performance-tested to meet 
every professional need. We of-
fer you the widest choice of 
electric hedge cutters, hedge 
shears, grass shears, edging, 
flower and pruning shears, lop-
ping shears and pruning knives. 

• A TRUE FRIENDS' EXCLU-
SIVE: 
THE WAVY BLADE HEDGE 
SHEAR maintains ideal cutting 
angle from top to bottom of cut-
ting edge. Allows you to trim 
with full length of blade. Cuts 
heavy branches with ease. 

• Contact your local distributor or 
send for our catalog. 

TRUE FRIENDS' 
Garden Tools, Inc. 

100 State Street Teaneck, N.J. 07666 
(201)837-5555 

LANDSCAPE CONTRACTOR 
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where cost is not as important as 
quality and responsibility. It person-
ally gives me the satisfaction of see-
ing beautiful jobs executed; that is as 
important an ingredient to life as 
making money. If there is any image 
we attempt to project, it is that we 
strive for perfection that is never at-
tained. 

Our personnel are trained in 
weekly meetings, and taking new 
employees along on appointments. 

Charges for landscape plans and 
specifications are based from exper-
ience on time involved in solving a 
particular problem. In most in-
stances, the fee is a flat fee, but we 
also do work on percentage and time 

We strive for perfec-

t i on tha t is never 

attained. 

basis. The plans and specifications 
are very detailed, and vary in cost 
from $400 to $30,000. 

We normally work within a ten 
state area on landscape plans, and 
stay within the Dallas metroplex on 
landscape contracting. 

Our sales personnel are urged to 
wear coats and ties (sometimes dif-
ficult in Dallas summers). Planting 
crews wear uniforms. 

We have no sales yard, as we do 
no retail business, but we have a 
storage lot where typical specimens 
may be observed in container or per-
manently planted in a landscape set-
ting. Our plant holding area is one 
acre in the central city, and 20 acres 
on the outskirts of the city. Our of-
fices are well located, and expen-
sively furnished. 

We advertise in D-Magazine, 
newsletters, and Junior League 
Magazine. All hit the upper market. 
Our logos are used on all publi-
cations and printed matter, and are 
distinctive. Letterheads, business 
forms, etc., have been in a constant 
state of evolution over the period of 
20 years. Signs are used on trucks 
that are identical to easels used on 
each job. These are excellent adver-
tising tools at no constant expense. 

I hope this gives you an insight 
into the inner workings of one Dallas 
landscape firm. Undoubtedly, these 
procedures are repeated by each of 
you, with variations, as no one does 
anything the same way. 

We 
stand out 

like a green 
thumb. 

Because we're the only 
magazine to reach the entire 
residential lawn care service 
industry. 

This is a growth market of 
8,000 companies selling 
chemical lawn care and 
maintenance services to the 
45 million home owner/ 
residential turf market in the U.S. 

A market with a 25% growth 
last year. And $1.25 billion in 
sales. And we hit the top 
management. 

Stand out in the one 
magazine covering the fastest 
growing service industry in 
North America. Join us. 
Contact: 
Steve Stone 
Nat'l. Ad Director 
757 Third Avenue 
New York, New York 10017 
(212) 421-1350 

A Harvest Business Publication. 
Subsidiary of Harcourt, 
Brace Jovanovich, Inc. 
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